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Abstract: In the latest years, academics have talked more and more about the creative 
economy, as a cause of a different classification and division of the economic activities, 
including in its area all those activities which are based on the human resource, its talent and 
intellectual capital. The creativity seems to be a too special feature, having its own ways to 
flourish and to be exploited, so it has to be treated separately from the sectors of 
manufacture, industry or services. The Romanian culture is transmitted and exploited in 
various ways, starting with the commercialisation of handicrafts and ending with the 
organisation of events with artistic or symbolic expression. We will focus on the performing 
arts, organized as events for different communities. These events appear as leisure 
activities and have an important social feature because they have the attribute to develop 
the sense of identity, belonging to the group and social cohesion. These aspects are crucial 
for the development of a creative habitat or cultural center. The festivals attract people for 
different reasons; some of them are looking for an environment where to socialise, others 
come being interested exactly in enjoying the event or the specific goods and services which 
are offered there. Another type of the festival consumers is represented by the ones who 
only look for something new to experiment, exploring the unknown, this segment not 
representing loyal customers, but whatever the reason are, each participant comes for the 
emotional stimulation offered by the enjoyment of the festival. 
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1. Cultural economy 
The concept of creative economy can be understood by approaching its cultural and creative 
sectors; the literature defines these sectors as "all sectors whose activities are based on 
cultural values and / or artistic expressions and other creative expressions, regardless of the 
type of structure carrying them out and the way the structure is financed. These activities 
include the development, creation, production, dissemination and preservation of goods and 
services representing cultural, artistic or other creative expressions (...). The cultural and 
creative sectors include architecture, archives, libraries and museums, artistic crafts, 
audio-visual (including cinema, television, video and multimedia games), material and 
immaterial cultural heritage, design, festivals, music, editing, radio and visual arts" (Croitoru, 
et al., 2016b). 
Culture can be considered the long rider for development because it appears as the 
“recognition of diversity, the respect for otherness and the values of others are essential 
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coordinates of the culture and they can beneficially propagate to other domains” (Croitoru, et 
al., 2016a). Through culture, the values of the commercialised goods and services are given 
by tradition, symbolism and artistic expression. Such markets are represented by the 
Christmas fairs, fairs of other celebrations, events or occasions, as specific festivals or local 
events. 
Aiming to be more accurate about culture, we must mention that it comprises all "practices, 
goods and ideas that are classified under the generic term of arts (including literature, music, 
architecture and design, etc., as well as all products of all printed and electronic media), 
whether used for higher, educational, aesthetic or spiritual purposes, whether used for 
entertainment purposes. The culture also includes other symbolic products used mainly for 
leisure and for consumption which are not essential to subsistence (...) but the forms, styles, 
materials from which they are made, and all other characteristics are also a matter of culture" 
(Gans in Radu & Preoteasa, 2012). 
Culture is part of the creative economy, and economy is in culture, culture being the drive of 
the ancient and the new, all in one, for development. Clyde Kluckhohn sees the culture as “a 
nation’s complete way of life; the social inheritance that the individual acquires from his 
group; a way of thinking, feeling and believing; an abstraction of the behaviour; a shared 
learning deposit; a set of standardized guidelines towards some recurring problems; 
educated behaviour; a regulatory normative mechanism of behaviour; a set of adaptation 
techniques both, to the outside environment, and to other people, as well” (Croitoru, et al., 
2016a). 
Culture dictates numerous social practices and traditions of a group and it „represents the 
values of individuals, their own aesthetic and philosophical representations and, at a more 
collective level, all the way of understanding a people’s identity” (ESSnet Report, 2012). 
Also culture is considered both cause and effect of the economic development; as a cause of 
the economic development, the culture creates new jobs and generates incomes. On the 
other hand, as an effect, culture enhances people’s expenditure on culture when the 
revenues are higher. Moreover, cultural activities are part of the essence of tourist 
destinations, as local cultural and heritage resources are made available for public through 
entrepreneurial actions, including cultural entrepreneurs (Badulescu and Badulescu, 2012; 
Badulescu et al, 2014). There is also a lifestyle entrepreneurial behaviours in the case of 
cultural entrepreneurs (Badulescu and Badulescu, 2014). 
On the other hand, not everyone is so fascinated or optimistic about the creative and cultural 
economy, the more conservatives seeing the creative economy as transforming culture „into 
an overwhelmingly economic subject“ (Schlesinger, 2016). 
 
 
2. Cultural activities: the festivals 
The economic activities included in the cultural economy are various, such as activities 
specific to the libraries and archives, cultural heritage, audiovisual, visual arts, performing 
arts and others more. In this paper, some of the performing arts represent our main interest, 
more exactly those cultural events organized in the form of festivals, events that are 
becoming more and more important, with particular impacts on marketing and cultural 
management at the local levels where these events are taking place. Festivals are regarded 
as events of "public celebration, their theme being attached to a certain symbolism 
providing emotional stimulation to the participants"(Croitoru, et al. 2016a). 

The festivals represent cultural events concentrated in a period of time that ”have their 
primary focus on the development, presentation and/or participation in the arts; have a 
programme conceived, produced, curated, marketed and presented as an integrated 
package; and which occur within a defined area/region and within a defined period of time” 
(Hunyadi et al., 2006).  
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Through these events, communities and human behaviors can be known by promoting 
social inclusion. Festivals are cultural celebration events that differ according to their 
purpose, consumers, number of participants, duration and place, but all meet the following 
criteria (Croitoru, et al. 2016a) in order to be called festivals: 

• Their main objective is the development, exposition and participation of artistic 
content activities; 
• Being conducted according to a well-defined and promoted schedule; 
• Taking place in a well-defined and delimited location and time. 

Due to their important role and increasing popularity, the number of entertainment 
institutions (theatres, philharmonics and symphonic orchestras etc.) has increased in the 
latest years, also in Romania. Indeed, while during 1990-2012 their number remained 
almost constant, with very short variations (from 144 in 1990 to 168 in 2012), in 2013 their 
number soared to 236, and thein maintaining to 227 in 2016. In the same period, the number 
of shows and concerts has reported a constant trend, up to a total number of shows od 
22,356 in 2016.  
 

 
 

Figure 1: Number of entertainment institutions, by type, selected years 
Source: own computations based on INSSE data, TEMPO_ART111B 

 
The total audience in Romanian entertainment institutions (theatres, philharmonics and 
symphonic orchestras etc.) was in 2016 of 5,749,193 persons watching and listening a 
theatre play or concert (estimated based on tickets sold). From these, only 18 counties and 
of course Bucharest had an audience of more than 100,000, with Bucharest being from far 
the best rated. The list of the best performers regarding audience is presented below:  
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Figure 2: Audience in the entertainment institutions, by counties, 2016: 
Source: own computations based on INSSE data, TEMPO_ART112A  

 
As an economic manifestation, the festivals present interest due to the consumption they 
stimulate, this consumption taking over the sphere of cultural products and services. Of 
course, the festivals primary aim is to stimulate the cultural consumption; going to various 
music festivals leads to the purchase of musical products of the performing artists, all sorts 
of promotional items, for example T-shirts with the favourite artists, but also it leads to future 
participations at the same festival or similar others.  

If we talk about folk music festivals or other certain theme, however, the range of products 

and services available enlarges from musical products to clothing, handicraft, food and drink, 

specific to the area and much more. Let's not forget the well-known international examples, 
such as Rio Carnival, Venice Carnival, Oktoberfest or St. Patrick's Day, festivals that have so 

far expanded their marketplace that their specific products are also sold outside the space 
and the specific period of the event. 

 

 
3. Roles of the festivals 
Thus, we can see three roles (Croitoru, et al. 2016a) played by festivals, namely cultural, 
economic, and last but not least, the social role. 
The cultural roles comes in the form of "art celebrations and meeting places for the cultural 
and social elite" (Hunyadi et al., 2006 cited in Croitoru, et al., 2016a:252), but with a growing 
attraction for the masses, festivals representing places of collective experiences.  

Also, festivals are favourable for artistic manifestations for which there is no infrastructure or 

the demand is generally too low. The festivals bring various opportunities for artists and their 
creations, managing to promote themselves, but also to get in touch with colleagues from 



Oradea Journal of Business and Economics, Volume III , Special Issue  
 Published on May2018 

 

31 

other countries or related fields, and to collaborate. 
The economic role regards the consumption stimulated by the event; although most festivals 

require external financing, the revenues from selling tickets fail to cover the costs of 
organizing them, festivals are an economic success, as they make possible the sale of cultural 

goods and services in the first place, but also the sale of other types of goods and services 

demanded by the crowd of consumers attracted by the event. 
Social role is highlighted by the effects of organizing such an event on the local people, 
effects such as local pride and attachment to the community (Hunyadi et al. in Croitoru, et 
al., 2016a). Moreover, from a social point of view, festivals offer opportunities for 
development by volunteering in organizing these events and chances for local and amateur 
artists to promote and make themselves noticed.  
 
 
4. Festivals in Romania 
The Romanian culture is transmitted and exploited in various forms, starting with the 
commercialization of crafts to the organization of concerts, performances and other events 
on the territory of other countries. The culture of Romania is vast and strongly rooted in 
some areas of the country, which implies the respect for a multitude of traditions that also 
have an economic approach. A good example is the organization of weddings, private 
events that hire artists to conduct various services - interpretation, dance, etc. - thus 
creating another market, in addition to that of public performances and events, representing 
additional sources of income for those artists. Aside from festivals, as a place to promote 
artists, as a market for various cultural goods and services and beyond, festivals are 
nevertheless created to bring benefits to the society, being a leisure activity.  
Strictly from the point of view of the economic benefits of organizing a festival, besides the 
direct offer at a festival, we must take into account that the magnitude of the event can 
attract consumers from different areas to increase the consumption of services, such as 
accommodation and public alimentation in the area where the cultural event takes place. A 
representative example for Romania is the electronic music festival Untold held in 2015, 
2016 and 2017 in Cluj-Napoca. We could say that the debut of Untold Festival is also 
evident in the figures of turnover presented in the following table, during the years 
2010-2014 the turnover in this sector had a constant positive evolution, but from 2015 there 
was a high increase, as it can be seen. 

 
Table 1: Turnover of the performing arts (million RON) 

 2010 2011 2012 2013 2014 2015 2016 

Performing 
arts 

 

448 176 
739 

561 152 
457 

655 361 
877 

694 539 
610 

761 653 
041 

1 028 738  
680 

1 384 728  
825 

Source: designed by the authors using information from Borg Design 
 
 

Beyond the general economic and social benefits of a festival, Untold assumed its social role 
through a method of promotion, namely through a blood donation campaign, offering free 
tickets for blood donors from Cluj-Napoca and Bucharest. 
But Cluj-Napoca is also recognized due to another international festival, the Electric Castle 
Festival. Its first edition was held in 2013 and since then every year it was organized 
somewhere between June and July. This is also an electronic music festival, but a smaller 
one than Untold. Although the two festivals seem to be in competition, the two are two 
separate events and they work together to attract participants during the summer months, 
taking place with a sufficient pause between them in order to attract both participants. 
Another important festival in Romania takes place, for example, in Timisoara, the PLAI 



Oradea Journal of Business and Economics, Volume III Special Issue 
Published on May 2018 

 

32 

Festival, an event that proclaims to celebrate diversity and multiculturalism, being organized 
since 2006. PLAI is a music festival that also attracts singers from all corners of the world 
and various creative activities take place under the auspices of several non-profit 
organizations. This festival also has a quite important social dimension. 
We can also remember Iasi as there are many fashion events, the Art East Festival of Iasi 
and the International Fashion Festival Kasta Morrely Fashion Week, just some festivals that 
outline Iasi as a fashion pole in Romania, but there are also festivals on other themes 
(music, film, culinary, literature, etc.). 
There is even a festival of creative industries taking place in Bucharest; the Creative East 
festival aims to sustain creativity, create links between the creative class members, bringing 
together speakers, economic operators and sponsors in order to explore „how design, 
fashion, art and technology can shape our cities and boost the quality of our urban life. Keen 
on helping creative people reach their goals, Creative Est will be the ultimate destination for 
networking and inspiration, hosting workshops, interactive talks and showcases" (Creative 
Est, 2017). 
Festivals are held all around the country, but the most favorable areas remain the large, 
developed cities with high potential in tourism and culture, such as Bucharest, Timisoara, 
Cluj–Napoca, Iasi, etc. 
Figure 3 confirms the importance of these cities for organizing festivals; the capital is the 
main scene for these activities, but we notice that Timisoara is following Bucharest, then 
Cluj-Napoca, Brasov, Pitesti, Sibiu and Constanta. There are other areas of interest, but 
there is also an interesting area linking the capital with Braşov, Ploieşti and Prahova Valley. 

 

 
Figure 3. Turnover of the performing Arts (2016) 
Source: Borg Design from  
https://www.listafirme.ro/heatmap.asp?tip=cifra&contrast=50#heatmapArea  

 
 

https://www.listafirme.ro/heatmap.asp?tip=cifra&contrast=50#heatmapArea
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A study conducted in Romania by the National Institute for Cultural Research and Formation 
(Croitoru et al., 2016), regarding the cultural consumption of the population in 2015, 
highlighted some preferences in the matter of festivals. The conclusion was that the most 
attractive festivals were those with free access, organised as local celebrations. The results 
of the study are presented in Figure 4. 
 

 
 
Figure 4: Festival attendance of the population of Romania in 2015  
Source: realised by the author based on information from Croitoru, et al., 2016. Barometrul de consum 
cultural 2015. Preferințe, practici și tendințe. 

 
 
Analysing the values, we can notice that the local celebrations, such as beer’s festival or 
wine’s festival, are the most attractive, being followed by music and folk dance festival, and 
also the seasonal festival present a lot of interest for the public. Generally, the local 
celebrations, folk dance and seasonal festival are free access, being funded by the local 
authorities and several sponsors, so we can think that the free access increased the 
attractiveness of these events.  After the price level to access these activities, there comes 
the idea of regularity of the event and the people’s habits. These are pretty general festivals 
even if there is a particular theme, and that’s another reason of their attractiveness. 
Festivals attract people for different reasons; some are looking for an environment in which 
to socialize, usually with people who are close to them, others are looking exactly for the 
specifics of the organized event, while another type of spectators are the ones who just 
experience, explore the unknown, this segment not representing a faithful clientele. 
Regarding strictly the economic benefits of organizing a festival, besides the specific goods 
and services offered directly to the participants, we must take into account that the 
magnitude of the event can attract persons from different areas and so, to increase the 
consumption of accommodation and restaurant services in the area where they come to 
attend to the cultural event. 
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5. In conclusion 
Many times when the concept of the creative economy is discussed, there comes to light 
also the concept of cultural economy. The area of the cultural economy is smaller because it 
is part of the creative economy and what exactly we can say about it, according to Allen 
Scott, is that the “cultural economy comprises all those sectors in modern capitalism that 
cater to consumer demands for amusement, ornamentation, self-affirmation, social display 
and so on” (UNESCO, 2013). 
Long time ago, the culture framed the high society, and nowadays, the social and economic 
developed countries. Apart of all these social aspects of the culture, culture through its 
specific activities, carrying artistic and symbolic expressiveness, produces some important 
economic effects, such as creating new jobs and generating incomes. 
Considering the festivals, as opportunities to promote artists, also as a market for various 
cultural goods and services, and not only cultural, festivals are nevertheless created to bring 
a benefit to society, being a leisure activity. On the other hand, festivals offer rare, perhaps 
even unique experiences, and also they make accessible different goods and services that 
would not normally be available at prices that are too high, this being possible because of the 
joint efforts of various public and private entities. 
Analysing the Romanian festival attendance, it seems that celebrations and local events 
attract the most participants, primarily due to their free access and also due to their regularity 
and the habit of the participants. Following these types of events, folk music and seasonal 
festivals such as the beer festival, wine, etc. are following in the populations’ preferences. 
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