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1. Description of the case study
Name of the enterprise: SC Iacob’s SA

Location: Scheia, Suceava County
Business address: No. 45, Agronomului Street
Contact information: Tel.: 0230 526.966, e-mail: office@conaculdomnesc.ro, web: www.conaculdomnesc.ro, www.conaculdomnesc.com
Year established: 2006

Company background: Conacul Domnesc is located in an old noble mansion completely renovated and furnished to European standards, on 10 hectares in the middle of a dendrologist park. The business started in 2006 by an entrepreneur initiative with years of experience in another types of business. After they built  the restaurant and the hotel, in 2007 the Big Hall was finished. In 2008 the SPA Centre was finished, too. 
Number of employees: 60

Legal form of enterprise: SA (Romania) - corporation
Persons engaged in managing the enterprise (chief executive manager): The entrepreneur is the proprietor of this business and another one. All the management of this business is hired.
Annual turnover: Annual turnover was  4572507 lei - 1143126 E in 2008 and the profit was almost 80000 E. 
Market and competition situation: Conacul Domnesc has a hotel with 84 beds, a restaurant with 180 seats, a wine house, a summer restaurant. Also, they can offer two conference rooms, a Big Hall and a SPA Centre with one of the modern fitness equipment, covered pool, sauna, football pitch, and tennis ground. The landscape is unique because the complex was built in a dendrologist park.
In the city we can find a couple of hotels or wellness centers but those companies are nowhere near the same high standard as Conacul Domnesc. Here are lots of possibilities to do many different kinds of activities. Competitors simply don’t offer the extensive range of activities that Conacul Domnesc does. 

However, the marketing manager consider that the only competitor is Imperium Hotel, from Suceava city. We analysed the services of Imperium, too, and we saw that the services are different. For exemple Conacul Domnesc is a 3*** hotel and Imperium 4**** and the prices start from 100 lei/ night (of both hotels). Comparing with Imperium Hotel, the main competitor, Conacul Domnesc offers:

· the wine house;

· the multifunctional Big Hall;

· SPA Centre;

· Sport ground;

· Dendrologist park. 

Partners:  Travel agencies, local mass-media, tourism magazines. Conacul Domnesc is member of Bucovina Tourism Association. Some of the most important partner are the Betty Ice Company, the Carpatica Bank and Credit Europe Bank. Conacul domnesc has important collaborations with travel agencies from Bucharest, Cluj or Timisoara (Annex 1).
2. Description of the case process

Working group 4 “Rural Development Tourism/Services” was established out of 5 students. Its working timetable is presented in the table 1. After the initial introduction to the case study the group met with the stakeholders of the Conacul Domnesc.

In the first stage the group used pre-prepared questions for the stakeholders. The information needed was then obtained via personal interview with Ms. Saghin Mioara, the chef of the marketing to the Comnacul Domnesc as well as through inspection of the place. Each member of the group was also given a folder with some specific information of the case study place.

The group was presented by main requirements of the stakeholder that were later processed in more details. At the same time a general observations and general suggestions were elaborated. Further information was also obtained via e-mail communication.

The group worked on a presentation presented to the stakeholder and additional information was again obtained through the e-mail communication.

Within the working group later on specific tasks for each member of the group were determined that were afterwards summarized in the final report and in the final presentation of the case study.

The main method used was the SWOT analyses, defining the Strength, Weaknesses, Opportunities and Threats observed after the inspection of the place and the interview with the stakeholder (see chapter 3). 

Table 1: Flow chart
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3. SWOT analysis     

A SWOT is a strategic planning method used to evaluate the Strengths, Weaknesses, Opportunities, and Threats involved in a project or in a business venture. It involves specifying the objective of the business venture or project and identifying the internal and external factors that are favorable and unfavorable to achieve that objective. The technique is credited to Albert Humphrey at Stanford University in the 1960s.

A SWOT analysis must first start with defining a desired end state or objective. A SWOT analysis may be incorporated into the strategic planning model.


-
Strengths: attributes of the person or company that are helpful to achieving the objective(s).

-
Weaknesses: attributes of the person or company that are harmful to achieving the objective(s).

-
Opportunities: external conditions that are helpful to achieving the objective(s).

-
Threats: external conditions which could do damage to the objective(s).
Strengths and weaknesses are often internal to your organization. Opportunities and threats often relate to external factors.
	STRENGHT
	WEAKNESSES

	· Constant prices (for 3 years)

· Space potential 

· Winehouse (crama)

· Park

· Lake 

· Potential of surroundings 


	· Competition 

· Advertisment 

· Permanent arrangements 

· Transportation 

· Language limitation 

· Intensive aroma of the spaces
· cooperation 

· Adapation of the spaces for dissabled people 

· No specific image of the place 



	OPPORTUNITIES
	THREATS

	· Potential of surroundings 

· Sport area 

· Multifunctional use of the hall 

· Park

· Cooperation 

· Teambuilding activities
	· SPA“ even if it is only the pool and sauna

· Road to the lake 

· Equal approach to guests 

· Old information on the web site




Strengths of Conacul Domnesc, we could say are the constant solid prices, which have now remained the same for three years. Huge park and the lake create many possibilities for the further use of the serious potential of arounding space & surroundings, but for that, the company needs to find out more about the legislation and the conservation of the nature, since some of the rare trees in the park are protected by law.

As opportunities could be mentioned the use of the park and also the “wedding hall” more multifunctionally. But the cooperation with other businesses might just be the most important factor as making the business work better.  Potential of the surroundings could be transferred into sports and outdoors activity area. Also teambuilding for the companies would be a great customer magnet, when most of the customers are business men.  

Weaknesses of the company are the lack of advertisement and public transportation. As basic weakness of course the competition, but that is something we all need to suffer of, no matter which company we are talking about. We should consider if the competition could somehow be turned into a partial cooperation. One serious and easily repairable problem is the language limitation in info signs and on the website. All the signs of somehow important information should be also in English. And the Romanian website would need a link to connect the English website. The smell of the chemicals and, too strongly used, also of the air fresheners could easily give some headache and nausea for the more sensitive persons. Some more space and abilities for disabled people could be considered. Permanent arrangements like the decoration of the big hall could be reconsidered, is it really a profitable investment and would they want to use it more widely for differential purposes. If not, the beautiful set scene should be more advertised for weddings, birthday parties and other specific celebrations.

One detail which really bothered us was that we really couldn’t make a specific image of the place itself, and when asked, the management of the place said, they had no idea either. 
Main aim of the complex should be to make visitors feel comfortable and this is a role of employees. Suitable personal attitude of employees is making a good impression and this could be one of the reasons of good reputation of the place, which is extremely important.
For threats we found out that the spa is quite small to be called as spa, because there is only one swimming pool and a Jacuzzi. Of course there are other services that are completing the name of the spa, for example the gym, sauna and the massage treatments. Still our opinion is that, some guests might have higher expectations for the spa, and get disappointed. And it would be better to call it as swimming pool, sauna and Jacuzzi, together with fitness centre, and then the customers could have less of expectations and have a nice surprise when realizing that actually it is better than just a normal swimming pool. 
The term spa is associated with water treatment which is also known as balneotherapy. Spa towns or spa resorts (including hot springs resorts) typically offer thermal or mineral water for drinking and bathing. They also offer various health treatments. In Romania, the word “spa” has a broader sense, sometimes used for all activities involving the swimming pool or sauna. This was the reason why we found confusing the use of term “spa” for foreign visitors.
4. 
Problem definition    
Company management gave us some requirements and according to that they expected us to solve these problems or give some general suggestions.
First of the requirements was problem with selling alcoholic drinks in the restaurant. Manager stated that there is a big difference between number of sold food and drinks and this may be caused by the fact that many customers are coming by their own cars.
Second question was how to use the winehouse (crama) permanently not only for occasional actions. One of the reasons for this could be closed atmosphere of the place.

The other problem, which had to be solved, was that weekend packages can not be sold. This could be caused by the business image of the place and businessmen need accommodation especially during the weekdays so that is how the “empty” weekends are created. 

They also expected  us to make general suggestions for innovations.
One of the problems could be general picture of the place, which can create impression that this hotel is mostly for businessmen not for families. It is a shame, because we are sharing opinion , that they could fill in the “empty” weekends. This image is connected to the local atmosphere, which does not have to be comfortable even for some businessmen.
5. 
Present economical world crisis and the enterprise     

The current economic crisis has resulted in decreased number of tourists throughout the country, Romania was the last in Europe in terms of occupancy in hotels. However, economic crisis has led Romanian choose Romania as a tourist destination in the detriment of other countries and this thing was a positive one for the hotels from Bukovina.
The present economical crisis has only positive influences for Conacul Domnesc. Below (Fig. 1) it’s presented the evolution of the annual turnover and the net profit between 2006 (the first year of activity) and 2008 (the company did not published the financial report for 2009 yet):
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Fig. 1: The evolution of the annual turnover and the net profit (RON)

From the above diagram can be seen a spectacular evolution of the financial results from the second year of operation. For 2008 can be seen turnover increase by 43%. Regarding 2009, the company estimates an inevitable loss of profit (due to constant prices) but an increase in turnover.

The table below shows the financial information for year 2008 in RON – EURO.  We can see a little difference between revenue and expenditure, which could lead to a rethinking of policy costs. However, company's financial performance during the crisis can be clearly seen and appreciated.
Table 2: The financial informations for Conacul Domnesc (2008)

	2008
	RON
	EURO

	Annual turnover
	4572507
	1112532

	Total incomes
	4617291
	1123429

	Total costs
	4232312
	1029760

	Raw profit
	384979
	93669

	Net profit
	328543
	79938


Regarding the customers in the structure by nationality, for the first four months of this year is apparent that Romanian is the most, followed by customers from Italy, France, Germany (Table 3).
Table 3: The structure of the clients for the hotel in the first four months of 2010 

	 
	SPAIN
	GERMANY
	AUSTRIA
	BELGIUM
	DENMARK
	FINLAND
	FRANCE
	GREECE

	January
	 
	3
	 
	1
	2
	 
	11
	 

	February
	 
	8
	2
	1
	3
	2
	5
	 

	March
	 
	5
	2
	3
	3
	 
	2
	1

	April
	2
	5
	 
	 
	1
	 
	9
	 

	THE NETHERLANDS
	IRELAND
	ITALY
	UNITED KINGDOM
	HUNGARY
	POLAND
	CZECH REPUBLIC
	TURKEY
	RUSSIA

	1
	2
	10
	 
	 
	 
	 
	 
	2

	1
	 
	8
	 
	 
	1
	 
	2
	2

	1
	2
	12
	3
	1
	2
	1
	2
	1

	4
	 
	10
	 
	 
	 
	1
	5
	5

	ARGENTINA
	USA
	AUSTRALIA
	UKRAINE
	R. MOLDOVA
	ROMANIA
	TOTAL

	 
	 
	2
	 
	5
	262
	301

	 
	3
	3
	 
	 
	410
	451

	2
	1
	 
	2
	6
	455
	507

	 
	 
	 
	8
	 
	440
	490


6. Innovation plan     

In our innovation plan we focused on giving the most detailed responds for the requirements of the management. 

When it comes to issue of selling more alcoholic drinks we have made a few suggestions. First of them would be to use standing brochures with pictures of specially offered drinks. These brochures can pay attention of guests, who can not decide what to drink or just want to try something new. 
Promoting of selling drinks can be also made by personal recommendations of the drinks. Employee of the restaurant can give suggestions about drinks, which are suitable for chosen meal. Except of promoting drinks and possible increase of sold drinks this can create more personal atmosphere between guest and the waiter. 
Another problem mentioned by manager was use of the winehouse (crama). Innovations suggested for this issue can be connected with innovations for the problem with selling alcoholic drinks because we think that whole Conacul Domnesc complex is missing place only for having drink. 
Many people, who want only to drink wine or bear prefer spend time in pub style spaces rather than in a restaurant.  Winehouse (crama) is a perfect place for this purpose. We suggest longer opening hours than in the restaurant for this place and small snacks could be served here. For promoting selling more drinks there can be some “happy hours” organized. 
For creating cozier atmosphere in this place one of the suggestions is to place here table games such as chess and cards. Other suitable facilities can be darts and billiard table.

Innovations for promoting weekend packages are equal to general suggestions of innovations. First of all we think that it is important to show potential guests the reason why they should come to area of Suceava city. Main focus should be put on promoting the possibilities and activities in the surroundings (monasteries, outdoor activities etc.).  

According to image of this place we would suggest to focus on target groups of old couples, businessmen, companies and nature loving/willing people. For appealing customers there are many options such as segmented advertisement for foreign and local tourists at the airport, buses, taxi, newspaper associated with the target group, web etc. On the other hand, one of the positives we found, was the advertisement placed on the buses, as you can see on Fig. 2. 
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Fig. 2: Advertisement of Conacul Domnesc on the bus

Recommended option would be to cooperate with such partners that would increase the number of clients, for example owners of horse sledge. Another example could be to cooperate with organizers of big events in Suceava by providing accommodation for participants. One of the possible suggestions could be collaboration with providers of similar services in different regions. By this they could be able to compete with chains of the hotels but having advantage in keeping uniqueness of each hotel.
In advertisement should be used unique signs of Conacul Domnesc and its strengths. 

Good examples of these are big hall, fitness, tennis court, SPA and a local park. 


We prepared some innovations for some of these examples. 

Size of the big hall is a big advantage in organizing fair trades and permanent events such as exhibitions. However, one possible problem can be permanent decoration which is limiting the use of this hall. It depends on which purposes the owner wants to use this hall, but we suggest that removing this decoration could make this hall multifunctional and by that suitable for bigger number of actions.
We would also recommend creating a typical image for the Conacul Domnesc. This could be easily done by either creating a slogan for the complex (e.g. Conacul Domnesc – a place where you get in touch with nature) or offering a special meal or a drink that would make the whole complex well-known (e.g. Conacul Domnesc coffee, Conacul Domnesc steak, etc.).

Another big strength of Conacul Domnesc is a local park, which has big room potential. There are a few precious trees located and we believe that highlighting them can bring the uniqueness to this place. Additional suggestion for this place would be to place here more vegetation to refresh the tremendous space. This would create possibility for creating a educational trial here, which would lead to the surroundings.


Innovations for SPA are founded mostly on improving the interior. This space could be cozier and massage room should be bigger. In case of personal requirements of the guests, there should be possibility to make special arrangements for using SPA outside of opening hours.  

Another place with big potential is tennis court where could be tournaments organized. There is a problem with empty hours in the mornings and for this we would suggest happy hours and discounts. For guest services hotel can provide tennis instructor.

General innovations for the hotel are to invest more into details in interior. We think it would be good idea to determine rooms for guest with dogs because many people with dogs have problem to find accommodation during their vacation.

Returning clients are very important for hotel so they could be rewarded by certain discounts. 


Because the county and the surroundings have a big touristic potential we recommend to offer information about all the touristic attractions. That can be made with a map and another useful information. In this way the tourists can visit in the surroundings: Suceava’s Fortress, Village Museum, Saint John Monastery, Zamca’s Fostress, The Armenian Monastery, The Salt Mine and the Catholic Church from Cacica. Also not to forget the beautiful landscapes from Bucovina.   


The Big Hall can be used for theme events and concerts, they could have some annual events, they can identify with them. For example Conacul Domnesc can organize every year a festival, or a contest.


About the questionnaire, they tried to apply one but without success. It was too long and it took too much time to complete it. At the first meeting our team noticed that the questionnaire had some weaknesses but at this moment the questionnaire is improved. Now it is more accessible and easily to complete (Annex 2). 


The lake can’t be used because of the road, but it will be a big opportunity for Conacul Domnesc to use it. It can attract more tourists for spending there their free time, for fishing, barbeques or picnics. 

7. Applicability to group members home country     

Finland

We did not see too much common applicabilities  between Conacul Domnesc and our pre-cases so we decided to compare this company to our home countries- Romania, Slovak and Finland.

Conacul Domnesc has really attractive and fancy meeting rooms and their clients have also picked up this point. In Finland hotels´ haven´t invested much to meeting facilities and to atmosphere of these places. The meeting rooms are usually full of technology (computers, smartboards, monitors..) and this can create very sterile and cold spirit of the place 

Because of that they have a huge risk to loose some of the potential customers for the competitive enterprises, which has better and more stimulating and attractive meeting spaces.

Conference tourism is growing all the time and that’s why hotels should find their weak points in services for businessmen.

Slovakia

Conacul Domnesc creates impression of cosmopolitan hotel. By this its main target group is mostly businessmen and older people. Depending on demands of management it could be advantage or disadvantage in the same time. Biggest disadvantage of this could be loosing big group of travelers from abroad because these people are usually searching for accommodation typical for visited country. 

Inspired by touristically developed countries many businesses are trying to copy their style and by that they can loose the uniqueness of the place which is really precious and touristically attractive. Eventually this does not have to be the best strategical step for making business because uniqueness of places is what many tourists are searching for. This is a mistake made by many companies in Slovakia and many of them have already lost big amount of visitors.

Romania

The ideas from our innovation study and our final report can be perfectly applied for Conacul Domnesc and not just for it. But establishing new target means more services and more resources that the company has to offer. We think that the returning clients program it’s a great idea for all this kind of businesses. Developing of the wine house (crama) in a pub style can make Conacul Domnesc a big competitor for other pubs and restaurants. In time, spending the evenings there can became a habit for a lot of people from surroundings, especially for the young ones.
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A N N E X

Annex 1

	
	Name
	location
	e-mail

	
	A
	 
	 

	1
	AB TURISM - BUCURESTI
	BUCURESTI
	office@abtuism.ro

	2
	ACCENT TRAVEL & EVENTS
	BUCURESTI
	office@accenttravel.ro

	3
	AEROTRAVEL - BUCURESTI
	BUCURESTI
	 

	4
	ANA TURISM - BUCURESTI
	BUCURESTI
	aurora@anatour.ro

	5
	AS TRAVEL - BUCURESTI
	BUCURESTI
	turism@astravel.ro

	6
	ATLANTIC TOUR - BUCURESTI
	BUCURESTI
	office@atlantic.ro

	7
	AUTONET IMPORT
	SATU MARE
	 

	8
	AZUR - BUCURESTI
	BUCURESTI
	office@azurtravel.ro

	
	B
	 
	 

	9
	BANCA CARPATICA
	SUCEAVA
	bccsuceava@carpatica.ro

	10
	BEIJA FLOR - GALATI
	GALATI
	office@beijaflor.ro

	11
	BEST BUSINESS TRAVEL
	BUCURESTI
	office@bbtr.ro

	12
	BETTY ICE - SUCEAVA
	SUCEAVA
	office@betty.ro

	13
	BIT SOFT / WORLD TRAVEL & TURISM - BUCURESTI
	BUCURESTI
	wtt@bit-soft.ro

	14
	BUSINESS TRAVEL TURISM - BUCURESTI
	BUCURESTI
	oana.stanescu@businesstravel.ro

	 
	C
	 
	 

	15
	CREDIT EUROPE BANK
	SUCEAVA
	 

	16
	C&C AGENTIE DE TURISM - BUCURESTI
	BUCURESTI
	office.cc@gmail.com

	17
	CRISOLDO 
	HUNEDOARA
	 

	18
	CITY TRAVEL - AGENTIA EUROCITY TRAVEL - CLUJ NAPOCA
	CLUJ-NAPOCA
	office@city-travel.ro

	
	D
	 
	 

	19
	DIVIAN TOUR
	SINAIA
	diviantour@yahoo.com

	20
	DAGECOM TRAVEL SERVICES - BUCURESTI
	BUCURESTI
	brincus@dagecom.ro

	21
	DANUBIUS TRAVEL AGENCY - MAMAIA- CONSTANTA
	MAMAIA
	HOTEL@DANUBIUS.RO

	22
	DANCO PRO COMMUNICATION - BUCURESTI
	BUCURESTI
	office@dancopro.ro

	23
	DANEX TRAVEL - BUCURESTI
	BUCURESTI
	travel@danex.ro

	
	E
	 
	 

	24
	ENKI BUSINESS - FREE SPIRIT
	BUCURESTI
	office@free-spirit.ro

	25
	EUROTRAVEL SRL - BUCURESTI
	BUCURESTI
	ana@eurotravel.ro

	26
	EXIMTUR - CLUJ NAPOCA
	CLUJ-NAPOCA
	travel@eximtur.ro

	 
	F
	 
	 

	27
	FANTASY TRAVEL
	TIMISOARA
	office@fantasytravel.ro

	 
	G
	 
	 

	28
	GAMA PROCONSULT
	BUCURESTI
	office@gamaproconsult.ro

	29
	GALAXEA TRAVEL - BUCURESTI
	BUCURESTI
	office@galaxseatravel.ro

	30
	GETICA TURISM - BUCURESTI
	BUCURESTI
	getica@getica.ro

	31
	GTS INTERNATIONAL ROMANIA
	BUCURESTI
	info@gtsturism.ro

	 
	H
	 
	 

	32
	HAPPY TURIST TRANSPORT - BUCURESTI
	BUCURESTI
	office@happytravel.ro

	33
	HAPPY TOUR - BUCURESTI
	BUCURESTI
	 

	 
	I
	 
	 

	34
	INSTANT PREST (INSTANT TRAVEL AND TURISM) -SUCEAVA
	SUCEAVA
	travel@instantprest.ro

	35
	INTERTOUR VOYAGE - BUCURESTI
	BUCURESTI
	office@intertourvoyage.com

	36
	INVITATION INVEST - BUCURESTI
	BUCURESTI
	office@invitation-romania.ro

	37
	IT VOYAJ 95 - BUCURESTI
	BUCURESTI
	agentia@itvoiaj.ro

	 
	J
	 
	 

	38
	J'INFO TOURS
	BUCURESTI
	office@jinfotours.ro

	39
	JET SET PLANNER - BUCURESTI
	BUCURESTI
	office@jetsetplanner.ro

	 
	K
	 
	 

	40
	KRON - TOUR - BRASOV
	BRASOV
	office@krontour.ro

	 
	L
	 
	 

	41
	LIVERA
	BACAU
	liverabacau@yahoo.com

	 
	LEADER TOUR
	BUCURESTI
	office@leadertour.ro

	 
	M
	 
	 

	42
	MATRA COMTUR
	SUCEAVA
	office@axa travel.ro

	43
	MARBONA CONSULTING -  - BUCURESTI
	BUCURESTI
	office@marbona.ro

	44
	MAXIM EVENTS & INCENTIVE - BUCURESTI
	BUCURESTI
	office@maximtravel.ro

	45
	MEDIEVAL TOURS - BUCURESTI
	BUCURESTI
	 

	46
	MGV DISTRI HIPER - BUCURESTI
	BUCURESTI
	gmilitaru@auchan.ro

	47
	MY TRAVEL - BUCURESTI
	BUCURESTI
	office@mytravelro.ro

	 
	N
	 
	 

	48
	NEOTOUR INTERNATIONAL 
	BUCURESTI
	neotour@imageprorom.ro

	49
	NO LIMITS IDEAL TRAVEL - BUCURESTI      
	BUCURESTI
	office@idealtravel.ro

	50
	NEXT TRAVEL 
	 
	next.travel@galati.astral.ro

	51
	NORD TOUR HOLIDAY - SUCEAVA
	SUCEAVA
	office@monnytravel.ro

	 
	O
	 
	 

	52
	OLIMPIC INTERNATIONAL TURISM - BUCURESTI
	BUCURESTI
	congress@olimpic.ro

	53
	ONDINE TRAVEL & EVENTS - BUCURESTI
	BUCURESTI
	ondine@ondine.ro

	 
	P
	 
	 

	54
	PRISMA TECH
	IASI
	office@prismatech.ro

	55
	PALOMA TOURS
	BUCURESTI
	office@palomatours.ro

	56
	PEDRO-TOUR -BACAU
	BACAU
	pedrotour@yahoo.co.uk

	57
	PRO TOURS INTERNATIONAL - BUCURESTI
	BUCURESTI
	protours@protours.ro

	58
	PERFECT TOUR
	BUCURESTI
	incoming@perfect-tour.ro

	59
	PRO VACANCES - GALATI
	GALATI
	provacances@yahoo.com

	 
	Q
	 
	 

	 
	R
	 
	 

	60
	ROMANIA TRAVEL PLUS
	BUCURESTI
	rotp@rotravelplus.com

	61
	ROXALY TRAVEL
	CALARASI
	contact@roxalytravel.ro

	62
	REAL HYPERMARKET   
	 
	 

	 
	S
	 
	 

	63
	SPATII SI CULTURA 
	SUCEAVA
	carpathica@yahoo.com

	64
	SOLLERS PPD
	BUCURESTI
	admin@sppd.ro

	65
	SELF INF SERV SRL - BUCURESTI
	BUCURESTI
	rezervari@sistravel.ro

	66
	SELGROS CASH & CARRY - BRASOV      
	BRASOV
	mihaela.vigheciu@selgros.ro

	67
	SUNMEDAIR TRAVEL&TOURISM SERVICE - GO TRAVEL - 
	BUCURESTI
	 

	 
	T
	 
	 

	68
	TRANS EURO TOUR
	PIATRA NEAMT
	travel@transeurotour.ro

	69
	TRAVEL HOUSE INTERNATIONAL - BUCURESTI
	BUCURESTI
	 

	70
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