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Abstract 

This paper wants to highlight the trends of tourist demanding from the touristic area Iron Gates. We will see 

that the future of tourism include new forms such as those caused by the increased interest in areas with agritourism 

attractions or areas and portions of parks and nature reserves, which will raise the attractiveness of  Danube, putting 

in a new pole of attraction area. Thus, we conducted a research based  on survey among visitors on  the tourist area 

"Iron Gates". The main endpoint based on survey was highlighting the motivation that determined the choice of the 

tourist area "Iron Gates", but also knowledge of consumer satisfaction for the tourists to the visited area (tourist 

product studied). The main objectives were, of course, linked with socio - economic and demographic characteristics of 

tourists to form a clearer picture of the motivational factors involved.   
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1. Introduction  
 

The tourist area "Iron Gates" is located in south western Romania along the Danube valley, extending the 

areas belonging to most of the Western Carpathians (Banat Mountains) and west end Carpathians (Cerna Mountains, 

Mehedinti Mountains, Ţarcu Mountains). However this is a highly complex cross-border territorial unit, where Danube 

is the generator of the impact on the landscape. [1] 

In terms of tourism, this area contains the elements of territorial delimitation upstream points Baziaş (Km 

1049) on the left bank, respectively, Veliko Gradiste on the right bank for Yugoslavia and downstream Simian (Km 

927) on the left and on the right bank, Kladovo. The tourist Area "Iron Gates" variable spreads on both banks of the 

Danube River within the territories of both countries depending on a number of tourist attraction factors. [2] 

If from past to the present the center of gravity of tourist traffic was either Herculane either Drobeta Turnu 

Severin, it seems that the future of tourism include new forms such as those caused by the increased interest in areas 

with agritourism attractions or areas and portions of parks and nature reserves, which will raise the attractiveness of  

Danube, putting in a new pole of attraction area. Less conventional accommodation structures appeared in Danube area 

especially between Orşova and Sviniţa demonstrates, in full, the increased interest in a new form of tourism in the area. 

Thus, we conducted a research basedo n survey among visitors on the tourist area "Iron Gates". 
 
2. Methods and results 

 

The research, scientifically, it requires a serious accumulation of information derived from sustained research 

activity. 

 Obviously, the surveys conducted at the place of consumption of the product, the information was collected 

through direct contact with tourists (face to face), based on a questionnaire. The questionnaire was divided into four 

sections relating to the following issues: 

- motivation of tourism product consumption; 

- attitude and satisfaction of tourists to the tourism product investigated; 

            - future behavior (programmed) of tourists;  

            - socio - economic and demographic tourists characteristics. 

The study, based on a survey among tourists visitors to the tourist area "Iron Gates", included a total of 656 

subjects selected, as previously mentioned, the actual consumers of the tourism product analyzed. 

Determining the sample size 
 It is different, according to the survey rate: 
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 So: 

  

            - Sampling rate <14.3 (1/7 of the native population) is the situation of a non-exhaustive sample; 

            - Sampling rate> 14.3 is the situation of a comprehensive survey.  

In the situation of this study, we are fixing on the determination of a non-exhaustive survey, where the minimum 

sample size is given by: 

  Where: 

- n =  the necessary size of sample 

- t = coefficient whose value depends on the used confidence level 

- p =  apparition frequency of the studied phenomena 

- q = complement of p, when it does not possess the attribute p 

- e = maximum admitted error 

 

Next we will determine the non-exhaustive sample size required to quantitative research: 

  

The sample survey was structured on the basis of two criteria considered as follows: 
- by gender: from the total of 656 tourists were interviewed 320 men and 336 women;    

           - The criterion of age: the sample structure is as follows: 

• under 20 years: 137 de persons 

• 20 – 29 years: 97 de persons 

• 30 – 39 years: 100 de persons 

• 40 – 49 years: 92 de persons 

• 50 – 59 years: 97 de persons 

• 60 years and over 60 years: 133 de persons 

 

I. GENDER CRITERION 

 

N = 656 persons: 

- Male: 32075,48656 =⋅ ; 

- Female: 33625,51656 =⋅ . 

 

II. AGE CRITERION 

- under 20 years: 13789,20656 =⋅ , of which M: 70; F: 67; 

- 20 - 29 years : 9784,14656 =⋅ , of which M: 50; F: 47; 

- 30 - 39 years : 10019,15656 =⋅ , of which M: 51; F: 49; 

- 40 - 49 years: 9295,13656 =⋅ , of which M: 46; F: 46; 

- 50 - 59 years: 9773,14656 =⋅ , of which M: 47; F: 50; 

             Over 60 years: 13340,20656 =⋅ , of which M: 56; F: 77. 

The questionnaire was designed and implemented by the authors in order to achieve the presented 

research. 

As general considerations on fieldwork (questionnaires application) can be said that the interest of those 

questioned regarding research was quite high, responsiveness towards the questionnaire subjects being one 

increased. 

Information, as were gathered through field research were centralized and interpretation of data 

obtained will be presented in further study. Interpretation of results will be presented highlighting the most 

important issues and trends for the purpose intended by percentage representation of the results. 
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Interpretation of results based on survey research results  
 The analysis was done for each question contained in the questionnaire, emphasizing in each case, the 

trend in the behavior of tourists. 

It was found that more than three quarters of the subjects (71.49%) prefer unorganized forms of 

tourism, practicing tourism  on their own, while opting for forms of organized tourism only 17.07% of subjects. 

The preference of the majority of tourists for tourism on its own can be explained to some extent by higher costs 

which involved resorting to specialized companies in offering tourism services, but also greater freedom enjoyed 

for tourism on its own. 

Regarding why tourists come to this area as 28.20% chose to come here for treatment and spa treatment, 

and 21.04% of the subjects chose the area for adventure and extreme sports (mountaineering, cycling) known the 

fact that the area offers enough possibilities in this regard. Very little of tourists (2.9%) said they chose the area 

for cruises on the Danube, thus demonstrating once again that this type of tourism is very little practiced in the 

area because of the crisis, excessive bureaucracy and high port charges, according to representatives of local 

companies that organize tourist packages in cruising, but mostly because of poor promotion of the area and of 

this form of tourism. 

Regarding the length of stay, nearly half of those interviewed (45.12%) opted for a stay longer than 3 

nights, 32.32% for one day without overnight, and 22.56% of the subjects for 1-3 nights accommodation. 

Interest  for stay over 3 nights manifested in the elderly, 92.78% of people aged between 50-59 years. In 

contrast, with a rate of 4.12% are people under 30 years, with a percentage of 90.72% prefer to stay in the area 

one day. 

From the analysis, resulted that the length of stay varies from one to another type of tourism,  greater in 

the curative tourism and decrease on recreation or cultural tourism. On a global scale, the number of practitioners 

appreciated, many tourists want a short stay. 

            Approved accommodations - hotels, motels is most popular, with a percentage of 27.90%, followed by 

private renting of 21.80% and 20.12% pensions. Only 3.96% of the interviewed subjects prefer camping. 

            We can say that if the size of the accommodation is a quantitative factor that selects tourism demand, 

comfort  operates at the quality level of this. 

34.45% of those surveyed considered the main attraction are thermal waters, knowing that mineral and 

thermal waters were the natural healing factors and have won over time by the wealth of mineral springs and the 

variety of chemical composition . Caves and karst phenomena encountered is the main attraction of the area for 

20.43% of the tourists and the Daco-Roman vestiges are the main attraction of the area for just 2.44% of those 

surveyed. 

More than three quarters of travelers surveyed (87.5%) are very satisfied with the area's natural 

resources, this degree of satisfaction meeting in just 12.35% of tourists. These results reinforce the idea that the 

area has an exceptional tourism potential, fully confirmed  by the „consumers ” tourists of the area's tourism 

product "Iron Gates". 

Instead, regarding existing tourist facilities and equipment, the majority of tourists are quite dissatisfied 

(52.90%) or fairly satisfied (37.04%), a very small number of those questioned declared themselves very 

satisfied with the facilities and equipment in the area (10.06%). From the presented data we can draw another 

important conclusion for research namely that the absence of a minimum in terms of tourist facilities and 

equipment area for tourism  are leading to an almost total lack of valuing the  existing tourism potential. 

To the question about change, the opinions of those interviewed bowed again to bad road stood 32.16%, 

ways to promote tourism offer 26.22%, followed by leisure services 21.19%. 

In conclusion we can say that enjoyable, pleasurable leisure for the free time to these destination should 

fall also among the central concerns of bidders holidays. Development of activities / services to answer these 

requirements is determined on the one hand, by the sense of evolution in content vacations that today can not be 

limited to offer tourists just conditions of residence and catering and, on the other hand by reconsidering the 

value of free time. 

Most of the tourists surveyed (47.87%) blamed the lack of  information about the area's tourism 

potential as the main difficulty encountered by tourists who want to visit the area, followed by the poor state of 

roads and access 28 20% and the remaining 23.93% seeing in the lack of existing tourist facilities and equipment 

the main problem in this regard. 

We see this time that the tasks of promotion are enhanced because the decision of buying tourist 

products involves a substantial amount of information, informing customers about product and  the company that 

provid being one of its paramount objectives. 

 Regarding the future behavior of interviewed tourists through the tourism product we can notice a 

favorable trend in their attitude. 

Thus, 69.06% of the interviewed subjects said they will surely return in the future in this area, 25.15% 

that it is possible to return to the area, and the number of those who said they did not know whether they will 
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return is extremely low: only 5.79%. It may be noted here a favorable attitude towards the analyzed area, which 

shows a high degree of satisfaction with studying the potential of the tourism product. 

Regarding the income level, is notable the preponderance of people with low income (below 1000 Ron) 

among "consumers" of tourism area "Iron Gates" -  55.03% of those surveyed, the number of people with high 

incomes (over 3000 RON) is the lowest (only 1.68%). So it can be said that tourists with low incomes constitute 

the main market segment of the analyzed tourism product. It is a phenomenon that can be easily explained by the 

fact that people with above average income prefers more distant destinations (even abroad) with a wide variety 

of services offered and thus more expensive. 

 
3. Conclusions 
 

Following this study we found that: 

 - from the total number of tourists who attend the area, most of them prefer forms of unorganized 

tourism or tourism on their own;  

- distribution by gender is dominated by a higher share of women than men, the general trend recorded 

in general, in case of some forms of tourism (spa cure respectively);  

- In terms of age, preliminary information indicates that the area is preferred by consumers represented 

by the young population, the largest share is held by consumers under 40 years. 

The event demand and its orientation towards a destination or another is and had been influenced by 

natural or human attraction elements that lead tourists to travel for leisure purposes. 
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