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Multisensory Experiences of Italian
Tourists in Rural Transylvania
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Abstract

The concept of experiential tourism is a fouraatfor the valorisation of
intangible cultural heritage of a rural area fromowsth-eastern Transylvania,
Romania. The experience was closely observed aalgisa in order to determine
how the regional tourism promotion organization®wgld use intangible heritage
assets in order to promote this area, and also éoirizorporated in the tourist
offers by Romanian tour operators. Aiming to eviauurists’ insights on their
rural tourism experience, a close research was cotel among the participants
at an international summer school, specially destyfior the valorisation of the
intangible cultural heritage. The results outlinbet sensorial triggers, which
describe Italian tourists’ experience in Fagarasida
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Experience; Multisensory Experience; TransylvaRegaras Land; Italian Tourists;
Destination Marketing

1. Experimental Tourism and Intangible Cultural Heritage

With the dramatically change of the world’s econothgt changes the service-
based requirement into experience-based one (Pir@il&ore, 1998), peoples
needs will continue to focus more on the consumptay experiences rather than
products (Kim et al.,, 2012). As one of the main vders of consumers
experiences, the tourism industry must adapt te théw experience-based
paradigm. Tourism industry should act in the waycating memorable tourist
experiences (MTES) in order to achieve successarigghly tourism competitive
market (Kim, 2014). The main properties of the eipees should be:
involvement of all senses; having a unique prooegf intrinsic value for
individuals; irreversibility; involvement of the ntact with ‘raw stuff, the real
thing (Bulencea & Egger, 2015). It is in the indy'® interest to make an impact
with great stories that can engage and excitedimests, and get them emotionally
involved in order to create memorable experientesd, 2012), and the user-
generated content published online can amplifyetfects of it.
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Culture and tourism have a strongly connectet! lmmeficial relationship that
can strengthen the attractiveness and competitbgeat places, and can create a
mark in a crowded global market place. In the séime, tourism is an important
source in valorizing culture and creating incomeaachlltan support and strengthen
cultural heritage, cultural production and creayi¢Richards, 2010). As the interest
moves from specific cultural attractions, such asmaments and museums, towards
intangible factors in the attractiveness of pladgegromotes intangible heritage
values for the traveler’s requirement for moreifiutig and meaningful experiences.
Thus, experiential tourism becomes more importanicouraging the meeting and
coming together of different cultures, their prabkeand potentials, especially in
rural areas (Smith, 2005). The link between touripnoduction and tourist
experience should be analyzed on five differenspectives: 1) supply perspective;
2) private and public stakeholder’s coordination) &rritorial marketing
perspective; 4) landscape marketing perspectivesghjty perspective (Dissart &
Marcouiller, 2012).

Considering the aforementioned trends, the prgsamer explores the concept of
experiential tourism as fundamental for the valatian of the intangible cultural
heritage, with a special focus on a Romanian tbdastination, Fagaras Lamah(a
Fagaraaului in Romanian). This paper highlights the maipds of experiences that
can be promoted by tourism services providers dme regional and local
authorities in the studied area, and can be induddourism packages offered by
regional and national tour operators. Aiming toleate themes and elements for an
effective experiential tourism, a qualitative reasbawas conducted among the
participants to a unique thought-out experiencéagaras Land. Because the focus
of the designed and researched tourism experieasédlve valorization of the local
intangible cultural heritage, consequently, the mabjectives of this paper are to
identify the sensorial triggers that best descriliaBan tourists’ experience in
Fagaras Land.

2. Study Background and Literature Review
2.1 Rural Tourism and Intangible Cultural Heritage

The image of the rural is symbolized and idealibgdourism in various forms
(Edensor, 2007), the cultural discourse that cseate mythical and idyllic
countryside (Figueiredo & Raschi,2012) and rurgdresentations of destination
images are interesting subjects to examine fronheoretical lens, and offer
practical and constructive support to rural touri€greaves & Skinner, 2010). A
review of destination image research for specibatexts shows that destination
images of rural destinations haven't appeared wégn in the tourism literature
(Royo-Vela, 2009). Heritage is significantly instrantal in the existential and
operational sphere of tourism and could play arerggd role in branding and
marketing of destinations (Kuutma, 2011).

The last decades have seen a strong incredbe mecognition of the value of
tangible and intangible cultural heritage and tlplanation is the rapid socio-
economic transformation of societies and commusiiad the perceived loss of
genuine cultural and natural environment (Gessealet2014). Although rural
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tourism is largely domestic, and positioned as allstale activity and an
alternative to mass tourism, rural destinationskseoming increasingly popular,
and the online marketing and promotion of ruraltidesions should be developed
(Zhou, 2014).

Intangible cultural heritages defined in thetUNESCO Convention for the
Safeguarding of Intangible Cultural Heritagg2003) as the practices,
representations, expressions, knowledge, skillss-wall as the instruments,
objects, artifacts and cultural spaces associdtedewith — that communities,
groups and, in some cases, individuals, recogriézeaa of their cultural heritage.
Intangible cultural heritage is transmitted fromngetion to generation and is
constantly recreated by groups in response to #raironment, their interactions
with nature and their history, providing them walsense of identity and continuity
and it is manifested, inter alia, in the followirdpmains (World Tourism
Organization, 2012): handcrafts and visual artst tHamonstrate traditional
craftsmanship; gastronomy and culinary practicesjiab practices, rituals and
festive events; music and the performing arts; dradlitions and expressions,
including language as a vehicle of intangible aaltuheritage. UNESCO
Convention(2003) stated that governments, with the partimpaof the local
people, should ensure that activities from thesmaios are strengthened and
promoted.

Through social interaction with residents frdm tlestination, travelers increase
their understanding of the local people (who aegdiently culturally different) and
they may play a role as ‘cultural brokers’ betwedre newcomer and the
community culture (Kim, 2014). Rural areas areaaasingly represented as idyllic
places in which foreigners and inhabitants havemortunity to interact and to
create a number of shared and integrated expesdrased on the local traditions
and resources (Halfacree, 2014). These assets enacdrporated in the creation
process of tourism experiences, aimed at enhanitiagquality of the tourist
experience, enriching the sense of local identihd gride as well as the
preservation of traditional economic activities &dho et al., 2014). Tourism
experience is a construct of academic study thet w@erationalized in many
academic articles (Ritchie et al., 2011).

2.2 The Multisensory Tourism Experiences

Experienceis a new and exciting concept in marketing, acadeand practice.
According to Lindstrom and Kotler (2005) our undargling of the world, for the
most part, is experienced through multiple senset @stomers are attracted
toward brands based on sensory experience.

Tourism destinations and tourism services prengdshould design and deliver
experiences to their customers in order to shapédferentiated image, enhance
their brand equity, and consolidate an advantagemosition (Andrades &
Dimanche, 2014). Tourism experiences illustrateinm@ortance of having multiple
senses involved in order to maximize the impact &mdre recall of these
experiences. Multi-sensory information regardingrit experiences seems to be
important in destination marketing and managemagapito et al., 2013) in order
to create the brand destination sensory signafi®ig & Caruntu, 2014). As
tourism moves increasingly towards adopting an egpee economy, the new
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demand for unique and memorable experiences raqtive development of a

distinct value-added provision for products and/ises that have already achieved
a consistent, high level of functional quality (&hal., 2007). Tourists want to be
involved, to interact with the community in ordey learn and appreciate the
destination on more than a superficial level (Bramd2016). Tourist experiences
are essentially ‘stories’ about events, placesmeuple (McCabe & Foster, 2006),
and a story ‘transforms an otherwise indifferenacgp into attractive tourist

destinations’ (Chronis, 2012).

An experiential definition of cultural tourisnppears the most useful when
studying the relationship between tourism and igitale cultural heritage. This
definition holds that tourists typically seek sofeem of cultural experience and
that this desire is central to their choice of tsmwr products (World Tourism
Organization, 2012). Pine and Gilmore (1998) defim®ensumer experiences in
terms of an organization using ‘services as thgestand goods as props, to engage
individual customers in a way that creates a mebieravent’ (p. 98). Following
the Pine and Gilmore (1999) recommendations, touagsmpanies and destinations
should design and provide experience instead ofateig tourism products.

In the tourism literature, experiencing localtere has been considered an
important motivational factor for traveling (e.gurik & Bruun, 2007; Sharpley &
Sundaram, 2005). An authentic tourism experienck generate stories, and
storytelling (the use of narratives) has becomeemsingly important in the
experience industry because there is no bettertowvangage people than through
stories speaking about human needs and makinglivesrmeaningful (Mossberg,
2008). The role of narratives is fundamental in thaluation of the tourist
experience (Servidio & Ruffolo, 2016). The succeks narrative presentation in
tourism destinations depends on the tourist’s irerokent, willingness, and ability
to actively participate in the storytelling experwe (Chronis, 2012).

2.3 Brasov Leo AdCamp — Advertising and Heritage Iterpretation Summer
School

In August 2014, a 2-weeks project led by Transil@duvniversity of Braov and
sponsored by the Bgav County Council, has brought together studentsing
graduates and professors from five faculties oh3itaania University of Brasov,
another four Romanian universities and five foraigiversities: Meisei University
Tokyo, Universita Politecnica delle Marche, Univexgdi Macerata, University of
Zadar and Salzburg University of Applied Sciencle Tirst edition of theLeo
AdCamp Advertising and Heritage Interpretation San®chool(LAC-AHISS) is
the name of the project which involved 40 studemgmduates, advertising
specialists and teaching staff from 6 countriesnfRoia, Italy, Japan, Austria,
Croatia and The Netherlands). The advertising psadmals from Leo Burnett
Bucharest joined the team in a different phaséefgroject, in order to teach the
students subjects related to marketing communicagsach as advertising, public
relations, art design or digital communication (Nié&x et al., 2014). The
participants were divided into five working groupth members from different
backgrounds. Each team was assigned a specificetiragkcommunication task
(promoting of local museums from the city of Brasthe Saxon fortified churches
from the area, the Piatra Craiului Mountains NaioRark, and First Romanian
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School Museum, or valorizing intangible heritagettod Fagaras Land to potential
tourists) to be presented at the end of 2-weekeptojlo achieve these goals, the
organizer provided field trips for all the membeafkthe group and facilitated
meetings with local experts and local community rhers, assisted by proffesors
and advertising proffesionals from Leo Burnett Barglst, the Romanian subsidiary
of the well-known global advertising agency.

For the project part of valorizing intangibleriteege of the Fagaras Land, the
organizers prepared a two days tourism experiertador-made for these
participants including: rural accommodation, lof@dd beverage tastings, outdoor
activities, and participation in traditional ritgsalocal artisans and museum visits.

2.4 Fagaras Land Tara Fagarasului)

Fagaras Land is located in the center of Romanithe southeastern part of the
historic region of Transylvania. This area représ@me of the geographical mental
spaces, one of the ‘lands’ in Romania, which tgdas in the process of conserving
the local ethnographical values (Cimpo2013). Fagaras County is well known in
Romanian ethnographic area through an unique rabtend immaterial folkloric
heritage. Traditional costumes and customs, likeséhfor winter holidays, are
among most beautiful in Romania. In many rural camities these traditions, such
as traditional music, dance, handicrafts and ti@thd agriculture are still well
preserved(mandru, 2009). Dragus and at Mandra, the two vidageosen to be
visited during Leo AAJCAmp project, are representatior the Fagaras Land as
some of the best keepers of many traditions. Dradlage, situated in the east side
of Fagaras Land, is known also because of the biggeal sociological research
campaign in 1929, based on the social monographadge coordinated by the
Romanian sociologist Dimitrie Gusti.

3. Methodology

The 2-days intangible cultural heritage experietoak place in Fagaras Land, a
regional tourism destination situated in the Sowuthpart of Transylvania, in central
Romania at the end of August 2014. Participantevaecommodated in two rural
areas with rich and distinct intangible heritagsoteces, which insufficiently
valorized in different tourism packages offered toyr operators: Digus and
Mandra villages. For the purpose of this study 6mfr7 Italian students
participating at LAC-AHISS were interviewed. The imademographic
characteristics of the respondents: 1. Gender (tmem and four women); 2.
Education (all of them was students); 3. Age (225-y.0.). According to the
options of the respondents, interviews were coratldh English, Romanian or
Italian, but afterwards, they were all translatadEinglish and analyzed with the
Nvivo10 software.

A post-experience semi-structured interview wasdoeted in order to reveal
participants’ experience as tourists in a rurakidaton. In the first section of the
interview guide, a narrative interview techniqueswesed to collect relevant data
about subjects’ experience in Fagaras Land. Thenskesection of the interview
was built around 6 questions using associationsnigaes and the last question
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was focused on finding key words that best desgdécipants’ experience in the
area which can be used for promotional purposéiseoflestination, as well on a set
of questions directed to reveal the most memorahkges linked to the place
visited. Three questions were constructed in orteridentify three sensory
experience dimensions: sight, smell and hear. Therdwo dimensions of their
sensory experience in Fagaras Land, taste and,towerie identified from theirs
stories, mentioned in the first part of the intewi

The process of content analysis has two approadhesay be used in an
inductive or deductive way (Elo & Kyngas, 2007).ihductive content analysis,
categories derive from the data. This process dsduopen coding, creating
categories and abstraction. The data collected avedyzed using the semi-
structured interviews with open, axial and selextooding techniques (Scarneci,
2007). Using the decoding, there were discoveredntiain themes which were
present in the discussions with the interviewedooadents. Content analysis
attempts to reach a better understanding of whrdayzcts are enhanced and to
compare with the regional tourism strategy. Studieat employ qualitative
methods in tourism research and assessing destiriaiage are rare (Govers et al.,
2007). The implication of qualitative methods enserdgrom the principal approach
of this research to obtain in-depth understandifigh@w travellers perceive,
interpret and communicate the social reality of destination visited (Oliveira &
Panyik, 2015). People narrate or display their eepees online environment, and
after seen by other people, thus providing mediaegeriences to other users.
Major part of user generated content displays sbgriexperiences, which present
feelings and judgments about a certain tourismct@pid might have an impact,
being it positive or negative, onto how the destomais perceived by others (Hu et
al., 2014). For this reason, the data obtained ftbeninterviews was compared
with the postings on the social media (Facebook &rslagram) by Italian
participants at this part of summer school. Thelsmanber of interviews (6 out of
7 ltalian participants) hasn't been compensated lgubstantiate user generated
content. A total of 16 photograph and the relatethments on their Facebook and
Instagram walls was found during the research mudey 2016. In the case of
greater sample of tourists posting photos regarthegs tourism experience, the
research method of evaluating of senses involvaddcbe done based only on
photographs. Many authors evaluate destinationgyenaerception, expectation
experience, motivations or attitudes toward destina(Stepchenkova & Zhan,
2013; Stepcenkova et al., 2014; Pan et al., 20im;&Stepchenkova, 2015).

4. Results

Collected data includes the key elements needethéocreation of memorable 5-
senses experiences, which can be further on vatbiti® both tour operators and
local authorities. In order to find out how theliia participants perceived Fagaras
Land, we analyzed the narrative material, whichcdlss their experience in this
region and we selected those parts which representdescription of the places
they have visited and the experiences they hawsl liWsing the open and axial
coding, we found the main themes of the descripamid grouped them into
categories which were relevant for the presentystiilese results are presented in
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a hierarchical format in Table 1, starting from tteegory which was the most
mentioned to the category which was the least roeretl.

Tablel: Key themes associated with Fagaras Land

Category Number of related
statements

A place with valuable traditions 4

A place of spiritual values 4

A place with special people 2

A place different from urban areas 2
A place with beautiful nature and picturesque gila 2
Very good food 1

In a previous research, other three themes appaatbe analyzed stories about
Fagaras Land of another 12 Romanian, Austrian apdnkse participants in two
days rural experience: place with a unique identity; a place that rengnmde of my
childhood and my grandparents; going back in tiiNechita et al., 2015).

The Italian tourists experience was interpretedthia frame of the personal
experience for every five senses involved: sightel§ touch, taste and hear. The
results presented for every sense involved is ptedein Tables 2-6. In the first
column is the word associated with the experienog i@ the second one the
explanations given by the participants.

Sight

In order to better understand the visual obseraatiat the Italian tourists had in
Fagaras Land, the participants were asked to atedbieir experience with a color,
an animal and a plant, and to explain the reasontiady made the specific choice.
The purpose of asking respondents to make assowaivas to stimulate them to
expand their story about their experience. The@asons with colors, animals or
plants was considered that appealed with the viserade involvement during their
experience, and for this reason some of their resgo was coded in the ‘sight
category’.

Table 2: Associations made by Italian Participants descripitheirs Visual
Experience

Green “Green - the color of the landscape surroundingallghe time”

“Green because Tara Fagarasului is surrounded byintain fields and in
general by nature”

“Green - the color that predominates in the past@eenery”

“Green, for all the territory that reminds us of”

White “White, the non-color serving as a base on whick oan paint all the
other colors and let them shine”
Gold “Gold, because it reminds the warm welcoming weaeeived. And also,

it's a color that represents something precious dada Fagarasului has a
lot of things that have to be saved and presergetheir beauty. And last,
it reminds the gold of the churches and holy places
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1°2}

Cow “A cow, because cows are calm, peaceful and fewtith milk”
“A cow surely, even for the “ciurda” that we haveen at 8p.m.”

Dragonfly | “Dragonfly because Tara Fagarasului is delicate anagile as this

animal”
Horse “Horse: proud and majestic, incredible beauty tlyau can not help to
admire”
Elephant | “It's an elephant, with all it's furrows narratesl@ stories”
Dove “A dove, because it represents spirituality and gega
Daisy “The daisy, because it's a pure flower like thiag#, where everything ha
a begin”

Grape vine | “A grape vine, because I've only see one in Manuragre we ate for
dinner. It also reminds the good hospitality weeiged, good company an
shared happiness”

Leaves | “Leaves, no matter which plant they belong to. tiveye all around us, you
could not but feel overwhelmed and protected”
A fc';glr?] of “The experience in the corn field that becauselgytinth was amazing”
Edelweiss | “Edelweiss flower, as rare and scarce as the beauty hospitality of the
villagers”
Black- p . »
berries A plant of blackberries, because we found thenr iea local church

As colors representative for the Fagaras Landréepondents mentionagteen,
white and gold. The animals that the Italian tourists associatél wagaras Land
were cow, dragonfly, horse, dovand elephant The plants associated with the
apprehension of the visual experience in Fagarasl laae the followingdaisy,
grape vine, leavegorn, edelweisandblackberries.

Smell

For evaluating the olfactory experience of the ipgrants, the question was
direct: “what is the smell that you associate nyosiith your 2 days experience in
Fagaras Land?”

Table 3: Associations made by Italian Participants descriptheirs Olfactory

Experience

Bread

“The smell of the fresh beaked bread, becauseniinds me about the
everyday life, traditions and peace. Even if | diégctually smell it, | think
it's the most representative, also because breaddegn one of the most
present elements of these two days”.

“The smell of bread because of the traditional wehing bread we tasted
in Mandra”.

“The bread one because it announces a new arrival”.

“The smell of food typical, unique and enveloping”

Nature “The scent of plants and trees that dominate tharenment”
(plants, | “The smell of nature: you cannot define it by ags&none, but you can go
tree) in its recognition”
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There are two main types of smell indicated byipigdnts as representative for
their experience: the smell diread (with a reference to the traditional food in
general) and the smell ohture

Hearing

For evaluating the way of involvement of the hegrgense in their experience,
the interview contain a direct question about tbens that respondents most
associated with Fagaras Land.

Table 4: Description of the Sounds associated by Italiantiegrants with their
Experience in Fagaras Land

Traditional | The popular song with which they welcomed the iithats of the village,
songs typical and unique.

The sounds that makes me remember Fagaras Lahd sotnd of the

traditional songs we listened in the two villages.

The songs sung by the old ladies and the childrecause they belong

only to this place (I mean, I've listened to themlydhere) and they're

very emotional).

The squeakiness of the ,welcome song” in Dragusahse it can enter

into your ears and wind:.

Silence | The sound of silence because of the full immersio@ature; the singing
voices (chair) for the joy they provided.

Cow bells | The sound of the bells of the cows, becauseitinda has been an
important part of the trip to Fagaras Land, in mgimmion.

Participants indicated three categories of sourstoaated with the Fagaras
Land: thetraditional songsthey had listened in the two visited villages, sueind
of silenceand the sound of th@ow's bells in the evening’s about the “ciurda” —
herd of cows and buffalos returning home from treziong on the villages streets in
the evening).

Taste
It was identified three words that best describe tifisting experiencéaread
palinka (a traditional fruit schnapps) asdrmale(the traditional stuffed cabbage).

Table 5: Description Tastes associated with Italian Partaips Experience

Bread the traditional welcoming bread we tasted in Mandiléage
the bread one because it announces a new arrival
the bread that was given to us made me feel sd love

Palinka long party with “florinka” (an invented word given by participants to
palinka, a 50 degrees alcohol fruit schnapps ticpzants, derived from
the first name of the project coordinator or "pkérproduced by the
Florin’s aunt”)

inevitable palinka

“Sarmale” | sarmale for dinner...delicious!
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The almost no postings on online social networksly(d photo out of 16)
directed to the expected conclusion that for futtakan tourists in Fagaras Land in
order to get a full positive taste experience ntbiegs have to be done.

Touch

There was a direct question about how theirs &aetiperience was involved, but
the results listed in the Table 6 was extractedhftbe main story about theirs 2-
days experience in the Fagaras Land.

Table 6: Description of Touch/Haptic Experience

Hand-made | in Mandra village we visited a house full of chéddy who were

objects dedicating their freshness to all kind of artistianual works: paiting,
weaving, sewing
in Mandra, each of us has been able to test theaselith paintings on
glass and production of custom pins
created with my hands my own souvenir of thisgdla

Sarmale | sew and also rolled sarmale for dinner
In Mandra [...] typical food preparation

Traditional

seeing how traditional clothes and textures are enad
clothes

There are three categories albjects that participants nominated &suching
experiences hand-made objects, “sarmaleand traditional clothes.The touch
sense was strongly involved due to the three disti® moments: 1. visiting a
traditional weaver; 2. visiting an artisan of ttamhal sheepskin jackets — Mr.
Sofonea being on the UNESCO list of human livingasure; 3. five different
manual workshops in Mandra village.

5. Discussion, Limitations and Future Research Dirtions

To provide unique experiences, tourism managerst mitst identify and
highlight the most significant aspects of the degton’s culture, history, and local
way of life that makes it prominent from the rebttee tourism world (Kim, 2014).
Rural tourism experience involves accompanying gudaring passive activities
and active participation in activities related griaulture, handicrafts, and cultural
performance (Loureiro, 2014). MTEs are often asged with seven experiential
themes: (1) local people, life and culture (2) pagdly significant experiences (3)
shared experiences (4) perceived novelty (5) pezdeserendipity (6) professional
guides and tour operator services and (7) affecdw®otions associated with
memorable experiences (Chandralal & Valenzuela32QChandralal et al., 2014).
According to Volo (2009), destinations should (&ate, offer and communicate
‘anticipated experiences’ that individuals wouldsdify as among those they would
seek; (b) help the tourists to ‘categorize expessnofferings’ in easy market-
defined ways; and (c) to suggest ways to ‘reintgrphe tourists experiences’ by
post-intervention of the tourist mind.

Research on visitor's naturally-occurring storytell can provide for tourism
strategists information about ‘exciting incident@cKee, 2003) representing
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unique associations and emotional highpoints trsittovs are likely to retrieve and

report automatically when discussing these desbinait Such storytelling reports
provide creative clues for positioning a destimatimiquely and meaningfully in

the minds of potential future visitors. The suggesgiven by Campos et al. (2016)
about adopting a mix of entertainment and learmimyensions in a socially rich

environment in order to enhance the experienceodoysing attention toward a
better knowledge acquisition and emotion elicitatttave to be considered. The
‘fun’ dimension is not significantly revealed frothe interview, though there are
photos of the Italian participants that could béexbin this category. Jiang et al.
(2015) pointed out that tourism authorities andtidaion marketers have to
identify destination attributes that are most vhlaan creating and enhancing fun
and customer orientation experiences.

By developing their use of information technologyral destinations have the
potential to promote tourism through various onlplatforms (Zhou, 2014). Easy
access to internet will enhance the opportunities tburists to share their
experiences on social networking sites becaudeaast the category of the novelty
seeking travelers do not intend to re-visit the sadestination despite having
memorable experiences, but having intention to meoend MTEs to others
(Chandralal & Valenzuela, 2013).

The research’s outcome indicates that a five-sernisiésr's experience could be
designed by both physical and virtual environmethiiss influencing the perception
of the overall tourist's experience and the indigids decision-making process.
This understanding is in line with previous stugdiglich contours the role of rural
environment in conceptualizing appealing tourispexiences by stimulating a
variety of senses (Kastenholz et al.,, 2012), ad althe role of all the bodily
senses in understanding global tourist experientéghlighting the holistic
approach to sensescapes (Urry, 2002), or addingndscapesother kinds of
scapessuch asoundscapes, tastescapes, haptiscapessmellscapegAgapito et
al., 2013).

Designing a creative experience imply a directratdon between tourists and
the locals (Richards & Wilson, 2006). As local pltwn’s “visitor-friendliness” is
important for the tourism industry, participantateraction with local community
membersfrom FagarasLand could enhanceheir intangible cultural heritage
experience in this area. From the 16 photos pastetheir facebook walls by two
Italian participants, 10 photos depicted local peopor example, an Italian female
participant used visual elements to describe hpemance in Fagaras Land on her
Facebook posts, using the following comme&teé people in the eyes, watch their
hands”.

These results have a series of practical implioatidor the organizations
responsible for tourism development, local authesiand tour operators. The most
relevant words resulted from the qualitative resleaand associations will help
them in their attempt to develop a brand for thigrist destination. The key word
most mentioned by all participants relates to tradigiving the fact that the area
has a rich intangible heritage (Nechita et al.,5308uch tourism products should
include: discovery of local traditions, accommodati in peaceful areas,
experiencing local hospitality, nature-based atéisi and interaction with local
community members. In addition, the themes andwerds that may be used by
tour operators when promoting newly created expegs in Fagaras Land on their
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websites or in their brochures should stress thpseific characteristics of the area.
Local authorities play an important role in devehgp policies to promote and
shape the development of tourism in their aregsaglset al., 2015). Thus, local
authorities from Fagaras Land should focus on dphety projects aimed at
conserving and promoting the destination’s intalegiberitage and enhancing
meaningful interactiondetween visitors and local communities. A compatit
advantage should be constructed in relation torggggons with the reinforcements
of the unique elements of the region’s identity ({ara & Bitsani, 2013).

Considering the implications of this research iovting key directions in order
to create meaningful tourism experiences and dasgtim branding positioning and
targeting Italian and other foreign tourists, thenausions of the present study
provides relevant stakeholders with useful infoiorat According to the
interviewed subjects, a tourism experience in Fagydrand should include all
activities identified from interview or reflected social media postings: authentic
traditional music performed by the local choir,igelus traditions, local food and
beverage, tasting, corn maze activities, horse-a@ant rides, traditional handicraft
activities, local museums and livestock daily risua

As theming is a powerful tool through which an exgece can be strengthened,
for tourism related contexts it is preferred toesela region-specific theme, unique
and personalized, because it's uniqueness repsesaptl competitive advantage.
Otherwise, the theme can be very easily copied ased in other tourist
destinations (Bulencea & Egger, 2015). The studestination, Fagaras Land, was
perceived as a place wispirituality and peacewith beauty and hospitality of
villagersand having lot of things that have to be saved and mantabeshuse of
their beauty(intangible heritage). Ofering thematic routes f&ex on traditional
architecture/artisans may enhance the attractioftyural areas and provide a
quality visiting experience to different market semts (Candrea, 2008).
Moreover, such an approach may improve the pogitipaf the destination on the
tourism market and outline its competitive advaatag comparison with other
similar tourist destinations (Candrea, 2010). s 8ense, thematic interpretation of
local cultural heritage may prove to be a usefubl tth creating a unique
competitive advantage of the destination (Cand2€87). Several interpretation
techniques may be used (Candrea and Nechita, 2p&&onal interpretation (e.g.
local guides, tourist information centers), nongo@l interpretation (e.g. panels,
brochures, leaflets), art interpretation (e.g. pag) sculpture, dramatic art) and
multimedia inetrpretation (e.g. audio guides, 3Bea mapping, QR codes).

Any branding programs should be carrefully analyketbre the implementation
because frequent changes will contradice Law of Consisten@s was stated by
Ries and Ries (2001 brand is not built overnightor creating a rural destination
brand, rural communities need to identify and eatduexisting capacities to
develop their tourism offer, and collaboration,tparship and all local stakeholders
can contribute in achieving this (Haven-Tang & Segg2014). Local artisans,
people doing traditional agriculture and ancienttural traditions that are still
preserved in the villages of the Fagaras Land cadttithe most valuable input in
creating a destination brand of the region.

The researches result contours that the most dreéqdescriptions contains
subjective elements, mostly related to the apptieciaf traditions and intangible
heritage, which touched the soul of the visitord ganerated different experiences
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from the urban life, in the company of people whesgrved the unique values and
identity of these places. As stated by Lugosi andll$V(2013), he different
stakeholders and the (in)compatibility of their gpactives will shape destination
experience research in the future.

DMOs (Destination Marketing Organisations) shoutthsider the delivery of
memorable experiences as essential to competiggeaed sustainability (Ritchie
and Crouch, 2003; Tung and Ritchie, 2011). Frompirspective of sustainability
performance of the tourism sector, the experierfcéhe Italian participants at
LAC-AHISS, including two days in Mandra and Dragu#iages from Fagaras
Land, indicate that this destination could haveoadyscore on some competitive
indicators of the tourist destination as indicabgdFranzoni (2015) such as % of
tourists who have a positive image of the destomati % of tourists who would
recommend the destination to their peers and %uwfsts attracted to destination
because of unique features. The type of tourismh ¢bald be developed in this
region in order to valorize the intangible cultutedritage in a sustainable way
should valorize the experience from other industigluenced by the new digital
culture, The Open Long Tail Mod€Rieple and Pisaro, 2015). In order to promote
and further enhance experience of the visitors, ititeoduction of personal
technology such as smartphones and weareable deslveuld be taken into
consideration (Piccoli et al., 2017).

Despite presenting useful information for the depeient of multisensory
experiences in the studied destination, the prepaper has two main limits.
Although it provides interesting information for ethcreation of new visitor
experiences and destination branding positioning,present study has a series of
limitations. First, due the qualitative researclpra@ch, it is difficult to generalize
the collected data to the population of visitors Hagaras Land. The lack of
sufficient data from user generated content fromorists visiting the researched
area, the main results was generated by the ietatpyn of only six interviews and
facebook posts of just two Italian participants.tive case of destinations with
substantial amount of user generated content, t#rerenethodologies for extracting
knowledge from large amount of UGC data such thweposed by Marine-Roig
and Clave (2016). Future studies should use dasimgé and qualitative research
methods, such as surveys, focus groups or in-depdrviews, applied to a
representative sample selected from the visitopalfadion. Future research should
focus on experiments and observation methods, deroto capture visitors’
evaluation of multisensory experiences in FagaeasiL

The second limitation is related to the factt ttine interviewed subjects were
participants at an international summer school #mely did not pay for the
experiences they benefited from, as tourists does.

Acknowledgements: This work used data collected during the projeeb AdCamp-—
Advertising and Heritage Interpretation Summer $tHonded by the County Council of Brasov
(contract 3415/25.04.2014).
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