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Abstract 

Having one of the most prominent dynamics globally, tourism is still under the influence of several factors, 
extremely different and diverse, with sometimes profound influences, difficult to explain and to commensurate. The 
consequence, especially that of the economic and technological expansion, is that tourism in the 21st century acquires 
new meanings, with multiple roles, from influences on the lifestyle and the social status, to know-how influences on 
organizations. Apparently, one of the factors with major implications for productive aspects, the technological factor, is 
currently becoming, for the actors in the tourism industry, one of the progress binders, with positive effects both in the 
creation, distribution and sale of tourism products and in the area of pre and post sale relationships with customers. In 
this context, Social Media, the most important and discussed topic regarding the online environment nowadays has 
become, for the tourism industry as well, a difficult to manage phenomenon, through the benefits but also through the 
risks regarding a new way of communication, a deep, transparent, fast  one. Social CRM represents the next step to take 
for companies that want to get closer to their clients, becoming more efficient and competitive. 
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1. Content 

 
Worldwide events taking place during the last two decades, together with a number of extremely different and 

diversified factors have intensified the interaction on the global market, determining the expansion of globalization as 
an economic, social, political, technological and cultural phenomenon. Its specific processes currently affect most of 
the world’s countries, but also their common structures, the amplification of the international relations’ complexity 
representing a challenge in terms of global economy and progress. In this context, economic development becomes a 
consequence of the involvement of a significant number of actors on local and national markets into the economic 
relations established globally.    

Trade liberalization and increased global economic exchanges, amplification of direct foreign investments, 
emphasis of multinational and transnational companies’ dynamics, financial deregulation, intensified global passenger 
air traffic or increased scale of international goods and passenger transport services represent only some of the 
economic characteristics of globalization, with direct impact on the amplification of global interdependency relations. 
This process involves not only large corporations, but also the small and medium enterprises sector, so that tourism, an 
industry where reduced-size firms prevail, shows an increasing expansion, through the development of global tourist 
markets, through creating a competitive environment for tourist destinations and companies in the sector and through 
creating strategic alliances. In an increasingly interconnected society, the globalization of tourism draws new 
development perspectives through reducing economic discrepancies existing among different parts of the world and, 
socially, through facilitating the interaction among different cultures and the contact with different values and 
lifestyles. 

The increasingly fast expansion of the globalization phenomenon has a direct and profound impact on global 
tourism dynamics, especially at the socio-economic level, through the sector’s contribution to the Gross Domestic 
Product formation, but also to the creation of jobs. During the last 25 years, the contribution of tourism to the Gross 
Domestic Product formation has continuously grown, highlighting the growing importance of the sector for the global 
economy; values recorded in the year 2013 are 315.35% higher compared to those recorded in the year 1988.   
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Figure 1 – Evolution of the tourism industry’s contribution to GDP during 1988-2013 

 
The pronounced positive dynamics of the tourism sector determines strategic changes for the economic agents, 

effects also being felt at the labour market level. In this context, one can observe an increase in the employability level 
on the tourism labour market, the sector providing 78.72% more jobs in the year 2013 than 25 years ago.   

 

 
Figure 2 – Evolution of the employment level in the tourism industry during 1988-2013 

 
Short-term forecasts regarding the evolution of tourism as a factor of global economic growth remain 

optimistic. Thus, for the year 2014, analysts expect a 4% growth compared to the year 2013 in terms of the tourism 
industry’s contribution to the Gross Domestic Product formation and an approximate 5.1% growth for investments in 
this area [12]. 

Pronounced dynamics recorded during the last decades in terms of economic and social contribution turns 
tourism into one of the fastest growing economic sectors worldwide,  and its adaptive capacity to continuously 
changing market conditions determines the amplification of international tourist flows. In 2013, according to the World 
Tourism Organization, there was a total of 1.087 billion international tourist arrivals, with an increase of 5% over the 
previous year. This can be attributed to the increased tourist demand for regions such as Asia-Pacific and Africa (6% 
growth), but also for Europe (5% growth) [11]. 

Amid the increasingly fast and enhanced development of the global tourism industry, the World Tourism 
Organization also estimates a growth between 4% and 4.5% in the number of international tourist arrivals for the year 
2014; regions contributing significantly to this result will most probably be the same – Asia-Pacific (estimated 4-5% 
growth), Africa (estimated 4-6% growth), Europe and America (both with an estimated 3-4% growth) [15]. In the long 
term, tourism represents the most important sector in terms of generating financial flows for many of the world’s 
countries, but also an essential factor in global economic development. It is estimated that, by the year 2030, the 
number of international tourist arrivals will grow by an annual average of 3.3%, the indicator reaching the 1.8 billion 
threshold at the end of 2030 [10]. 

The positive evolution of the tourism industry during the last decades and the optimistic forecasts are mostly 
due to the development of the information and communications technology (ICT), which allowed an increase in the 
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competitivity of all economic sectors, particularly through global interconnections. Over time, ICT has become a way 
of reducing costs, but also a tool used for revenue growth, leading to increased global competition and to value added 
creation. In the context of increasing global competition, ICT offers new development perspectives, through providing 
a significant variety of tools used to create products and services adapted to consumers’ needs. In a society based on 
knowledge and information, demands existing on the market are more numerous and more diverse, and their 
satisfaction requires an increasing use of the new informational technologies.  

As the use of new technologies expands globally, the tourism products and services market acquires new 
meanings, and for actors in the tourism industry, adaptation to changes becomes a new challenge. Tourist experience 
radically transformed with the global spread of Internet, and the progress of ICT led to the gradual improvement of 
service quality. Major changes have also occurred in terms of distribution channels in the tourism industry; 
technological evolution allows tourists to easily get access to information, and the development of global distribution 
systems provides a more efficient booking process. In addition, the presence of companies operating in the tourism 
industry into the online environment increasingly constitutes a source of obtaining important competitive advantages, 
strengthening the connection with consumers and their demands. 

The technological dimension has always been a prerequisite for the expansion of global tourism, especially 
through the innovations regarding the air transport, through the spread of the Internet, through the evolution of modern 
means of communication and through the development of global distribution systems. However, at present, the impact 
of the information and communications technology on this industry seems to be felt even stronger as a result of 
activities’ transition (especially marketing activities) from the offline to the online environment and the recent 
expansion of Social Media. According to recent studies, the penetration rate of Social Media across the developed 
economies is on average around 44%, while across the emerging economies, it is only 29% [16]. Moreover, the fact 
that Social Media acquires a growing momentum in the tourism industry is demonstrated by the most recent studies, 
which show that [14]: 

• 43% of tourists consult online review sites when planning their holidays 
• 24% of tourists read travel blogs 
• 46% of tourists check-in at tourist destinations or accommodation structures using services like 

Facebook or Foursquare 
• 70% of tourists update their status on Facebook during their holidays 
• 16% of tourists post online reviews on return from their holidays 
• 76% of tourists post photos from their trips on social networks 
• 50% of companies in the tourism area admit that bookings made directly, without intermediaries, are 

due to their Social Media presence 
As a result, currently the most discussed and important topic regarding the online environment, Social Media, 

has gradually become a difficult to manage phenomenon for the tourism industry, through the implied advantages, but 
also through the risks. For tourists, it offers a greater, practically unlimited number of information sources over tourist 
products and services and creates the necessary framework for exchanging information, thus becoming a tool used 
widely in planning holidays. The most recent trend in terms of Social Media channels refers to their integration into 
algorithms used by search engines, so that tourists enjoy increasingly personalized online experiences. On the other 
hand, companies operating in the tourism sector benefit, thanks to Social Media, from new, efficient ways of widely 
offer promotion, with reduced costs and efforts. More and more companies in the tourism industry guide their 
marketing strategy to Social Media channels, realizing the influence they exert on consumers during the decisional 
process. Following this, currently, 20% of the companies operating in the tourism industry consider that Social Media 
is their most important marketing tool [13]. 

Although advantages brought by Social Media seem countless, both from the consumers’ point of view, and 
also from that of economic agents in the tourism industry, using this new communication tool for creating connections 
on the market level poses a major risk for companies – the possibility of creating a negative image. Proper management 
of the online activity and implicitly, on Social Media channels, becomes essential for every economic agent in the 
tourism industry, being well-known that a simple negative opinion expressed online or an incorrect piece of 
information can seriously damage the company’s image on the market, therefore attracting a loss of clients. 

In the desire of obtaining the highest profitability possible through establishing long-term relations with their 
clients, companies “invest heavily in information technology (IT) assets to better manage their interactions with 
customers before, during and after purchase. Yet, measurable returns from IT investment programs rarely arise from a 
narrow concentration on IT alone, with the most successful programs combining technology with the effective 
organization of people and their skills” [1]. In this context, customer relationship management (CRM) becomes a 
priority aiming at continuous improvement of the offer according to market requirements, but also at optimizing the 
economic activity and obtaining customer loyalty. On an increasingly dynamic market, clients’ mobility rate is high, so 
that high quality of offered products and services is not enough anymore for obtaining their loyalty. Competitive 
advantage currently lies in holding varied and complete information regarding people’s consumption behavior and also 
in the prompt response of companies to consumers’ requirements.    
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Social Media has fundamentally changed the way of communication between tourists and companies operating 
in the tourism sector, becoming a CRM tool. However, in the online environment, companies cannot control customer 
relationships, clients being those who are in control, surpassing marketing and sales efforts of companies in terms of 
immediacy and impact [9]. Managing customer relationships through Social Media channels, defined as Social CRM, 
creates the necessary prerequisites for the correlation of tourist supply with market demands, offering new development 
opportunities. Unlike classic CRM, Social CRM defines a new target for companies – the development strategy should 
not only involve managing clients, but rather facilitate collaboration and dialogue with them [9].   

On an increasingly expanding global market, the evolution of ICT offers new development perspectives for the 
tourism industry in Romania. Social Media turns into a more and more discussed topic, and the growing use of Social 
Media channels by consumers determines companies activating in the tourism industry to consider this new form of 
communication as a means to reach consumers faster. The dynamics of the global tourism industry, driven by a 
complex of factors with profound, sometimes difficult to commensurate influence, requires changes in the way 
businesses in the tourism industry and consumers relate. CRM becomes part of an increasing number of companies’ 
development strategy, so that the ICT impact on the Romanian tourist market cannot be neglected. This can be 
dimensioned starting from a study regarding the use of ICT among consumers on the Romanian market, whose findings 
are presented below.     

The study was conducted on a sample of 100 individuals and consisted of a questionnaire regarding the use of 
ICT during the holiday planning process. Respondents come from the urban area, have higher education (68%) and 
postgraduate studies (32%) and are aged under 45 years old. Out of these, 56% are females and 44% are males. 
Regarding the monthly income per family, it can be said that most of the respondents come from families with above 
the average incomes, as can be observed in figure 3. 

 

 
Figure 3 – Monthly income per family 

 
According to the survey, most consumers in Romania prefer to travel several times a year (88%), choosing to 

fragment their holiday or to travel during weekends. This trend can be attributed to changes occurring lately in terms of 
spare time. Workload has become greater, so that spare time has decreased considerably and most of the employees 
cannot afford to miss work for a long time, sometimes being forced to work even during their holidays. Employees are 
often constrained to even disrupt their holidays for unpredicted situations that require their presence at work and cannot 
be solved remotely. In this context, short journeys made several times a year are preferred to long, once in a year 
journeys.  

 

 
Figure 4 – Travel frequency 

 
In the current economic conditions, job loss represents a real problem for anyone, finding another one being 

extremely difficult. Following this, few employees can afford to disregard the imposed pace of work, regardless the 
repercussions. The study also reveals that the preferred travel periods are the summer and winter vacations. 64% of 
respondents said that they usually choose to travel during the classic holiday periods, when the likelihood of 
unpredicted situations is lower and, therefore, they are not forced to disrupt or even cancel their trips. The number of 
persons preferring to travel during holidays or other important events, as well as during extra season is extremely low, 
these periods being considered as inappropriate for travelling. On the other hand, 28% of respondents do not have a 
favourite period for travelling, which means that they are either people with a high level of independency, for whom 
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planning trips is not influenced by their job, or are people who do not take into account the time when they travel and 
everything that matters is getting the best deals.  

 

 
Figure 5 – Preferred time for travel 

 
Regarding the destinations chosen by Romanian tourists, the study shows that 54% of them prefer classic 

European destinations, while 40% of respondents usually choose destinations in Romania. Only 6% of respondents 
prefer less accessible regions as holiday destinations, such as Asia or Africa. The results of the study demonstrate the 
fact that Romanian tourists are not familiar with new, unusual destinations, still preferring mass tourism destinations. 
Another factor that influences the results is the cost of travel; the income level does not allow many Romanian tourists 
to choose a more expensive destination, such as regions from Asia or Africa. The result obtained for destinations in 
Romania is not surprising at all, the decisional process being influenced by factors such as the convenience in terms of 
movement, its lower cost, but also by socio-cultural factors (knowing the language, the culture etc.). 

 

 
Figure 6 – Preferred destinations 

 
In the context of global ICT evolution, the impact on the Romanian tourist market is growing stronger. This is 

mainly felt in the process of tourist product and services information search, so that, even if Romanian tourists still turn 
to travel agencies for planning trips, the online environment becomes an increasingly accessed source of information. 
The study reveals the fact that Internet represents the main source of information for most people when it comes to 
tourist products and services, 94% of respondents claiming that the statement „Usually, I use the Internet as a primary 
source of information regarding tourist products and services.“ fits them to great and very great extent. This result is 
not surprising at all, taking into consideration the fact that, for consumers, the use of Internet as a way of obtaining 
information has numerous advantages. They can access the desired information from the comfort of their home, 
without costs and, at the same time, they have the possibility of taking into account a practically unlimited number of 
information sources, being able to make comparisons and choose the most appropriate option in full knowledge of 
question.  
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Figure 7 – The use of Internet as a main information source regarding tourism 
 
The study shows that, among the online information sources regarding tourist products and services, the most 

frequently used ones are the official websites of destinations or tourism services providers, followed by the websites of 
travel agencies and tour operators. 50% of respondents said that they use the websites of travel agencies and tour 
operators very often, while 34% of them claimed that they use the official websites of destinations or tourism services 
providers very often. Although a relatively recent occurrence, Social Media gradually turns, thanks to its accelerated 
expansion in recent years, into an important source of information for Romanian consumers. Thus, 44% of respondents 
sometimes use Social Media channels as a source of information regarding tourist products and services, while 26% of 
them use these sources very often.   

 

 
Figure 8 – The use of Social Media as a source of tourism-related information 

 
The results regarding the use of Social Media in the holiday planning process flow from the growing popularity 

of this component of the online environment among Internet users. Out of Social Media channels, the most frequently 
used ones in Romania are social networks (such as Facebook, Google Plus or LinkedIn), followed by online media 
content sharing sites (YouTube, Flickr, Pinterest) and wikis (Wikipedia, Wikitravel). After these, specialized review 
sites (such as TripAdvisor or Yelp), travel blogs and microblogs (Twitter) are less used for obtaining information 
regarding tourist products and services (several times a month or even less).  

Among participants in the conducted study, 73% currently have an account on a social network, such as 
Facebook or Google Plus, which justifies the results obtained on the frequency of this Social Media channel use for 
obtaining information during the trip planning process. Thus, 42% of respondents use social networks for this purpose 
daily, while only 10% claim that they do not use these at all. 

The increasing use of Social Media among consumers has determined companies in the tourism industry and 
not only, to pay more attention to it, Social Media channels becoming true marketing tools meant to create stronger 
connections with final consumers. Moreover, 58% of participants in the study state that the tourism services providers’ 
Social Media presence would influence them in making a decision on the purchase, while only 2% of them are 
convinced that the Social Media presence would have no impact on their decisions. The Social Media presence of 
companies in the tourism industry becomes increasingly important and consumers see it as an extremely easy and 
transparent means of communication with tourism service providers, but also of obtaining information. For the 
respondents, the most important aspects regarding the use of Social Media among companies in the tourism industry 
are the systematic update of information, the promotion of special offers and the interaction with clients, which also 
refers to managing possible complaints. 

Social Media represents, also for companies in the tourism industry, a new CRM tool, bearing a major influence 
on the image created among consumers. 46% of respondents place efficient management of customer relationships on 
the second place in the hierarchy of issues underlying the creation of a positive image for a destination or a tourism 
services provider, after the high quality of offered products and services (76% of respondents believe that this one 
prevails); another element influencing the image of destinations or companies in the tourism industry is their notoriety 
on the global market. 

 
2. Conclusions 
 

The worldwide expansion of the globalization phenomenon has led to the creation of an open and increasingly 
competitive global market, the impact on all economic sectors being deep and often difficult to explain. As a result, the 
tourism industry also gains new meanings, redefining tourism specific to earlier periods of time. Changes are felt both 
in demand, tourists being more informed and aware of what they want, so that their requirements become more difficult 
to meet, and also in supply, with the new marketing tools and the development of the „customer relationship 
management“ concept. The success of any company in the tourism sector on an increasingly dynamic market involves 
the positioning of consumers at the heart of the activity, mostly depending on the ability to adapt to their needs and 
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requirements. The evolution of ICT amplifies the impact globalization has on the tourism industry and offers new 
development perspectives and also ways of improving relations between consumers and companies in the sector. 
Proper management of these relationships currently represents a desideratum; informational technologies and, more 
recently, Social Media Channels are used more and more efficiently as tools in this regard. The amplitude ICT has 
gained lately and the advantages brought by its use to the tourism industry are also felt in Romania, where more and 
more companies in this economic sector realize the importance of including CRM into their development strategy. 
Although found in an early stage of technology use, CRM from the perspective of Social Media seems to be one of the 
options with fast and efficient impact on the networking with customers, both in terms of problem solving and also in 
promoting or evaluating their satisfaction. In Romania, economic agents in the tourism sector realize the importance of 
adapting CRM to the latest online technologies, the visibility of those investing in this area being undeniable. 
Moreover, there is a direct relationship between image, investment in ICT, efficiency and clients’ final satisfaction. In 
the top of local brands in the tourism industry, extremely active companies on social networks are those that constantly 
invest both in terms of technology and human resources, the impact of their actions being reflected directly in the 
competitive results they obtain. 
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