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Abstract: The article analyzes two case studies of recent cultural entrepreneurship from Romania,
namely the Communist Consumer Museum in Timisoara and the Ferestroika Museum in Bucharest. Based
on secondary literature about recent entrepreneurial developments in post-socialist countries and on par-
ticipant observation, the article aims to construe the internal advantages and weaknesses of the two mu-
seums, as well as the opportunities and threats which exist in their regional and national entrepreneurial
ecosystems, in order to identify possible means by which the two endeavors can withstand the current pe-
riod, marked by economic turbulence. The article arques that while such projects are part of a larger entre-
preneurial ecosystem, at a worldwide level, which relies heavily on retromania (i.e. the usage of past models
for present and future projects), they also present several local specificities, as their contribution is not only
economic, but nuances the ways in which younger generations interpret a communist past they never lived
in reality.
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1. Introduction

The article focuses on two entrepre-
neurial projects which have made use of ac-
tual artifacts from the socialist period, with
the purpose of creating not only economic,
but also cultural value. The first case deals
with The Communist Consumer Museum in
Timisoara, a collection of socialist artifacts
gathered in a permanent exhibition. The sec-
ond case study is Ferestroika in Bucharest, a
private museum centered around a commu-
nist apartment. The article will present brief-
ly the historic context of how Romania has
dealt with its communist heritage in recent
times. Based on secondary literature dealing
with post-socialist history, cultural entrepre-
neurship, and the link between tourism and
regional development, the article will con-
strue the two case studies in the framework
of a SWOT analysis, based on information
obtained through participant observation
and oral history interviews, in order to un-
derline the main strong points and weak-
nesses of the two museums, as well as how
the latter can profit from opportunities and
cope with the threats of the current pandem-
ic. The article thus serves as a starting point
for further analysis of how cultural entrepre-
neurship can survive and even develop dur-
ing a period marked by economic instability.

The Communist Consumer Museum
started out as a cultural venture in 2015,
at the initiative of a so-called Collective, a
group of artists who had already set up an
alternative theater and a bar and were look-
ing to provide a space and purpose for a col-
lection of socialist era artifacts which they
had gathered over a period of several years.
As one of the Museum’s founders, Ovidiu
Mihdita recalls: “Don’t ask me how I got the
idea, because I don’t know what to answer.

[...] We just collected all these objects for five
years, myself, my friends, and people who
come to our bar and theater. [...] I started col-
lecting these because of my obsession with
records, I used to collect them.” (Mihaita,
2015). Housed in the basement of an interwar
era villa, the Museum comes across more as
a warehouse of objects from a by-gone era,
arranged according to the rooms and utilities
of a communist era apartment (a living room,
a kitchen, a storage closet, etc). The Museum
exhibits a wide diversity of household com-
munist objects, which range from Romanian
beer brands, milk and yogurt bottles, to chil-
dren’s toys, cosmetics, furniture, and cloth-
ing. Music aficionados will also find a record
and tape collection, mostly Romanians music
and children’s stories albums, released by the
socialist Electrecord record company. Apart
from old communist Romanian brands, one
can also discover contraband merchandise, a
reminiscence of the fact that Timisoara is lo-
cated in the vicinity of Hungary and Serbia
(formerly Yugoslavia) (The Communist
Consumer Museum).

Opened in November 2018, by a young
family, the Ferestroika Museum is based
on a three room apartment, owned by the
grandmother of one of the entrepreneurs.
The name of the Museum is a world play
of the Romanian word fereastra (window)
and the term Perestroika, coined in the
USSR during the 1980s, to define a political
movement which called for reforms inside
the Communist Party of the Soviet Union.
Instead of modernizing its interior and re-
furbishing it, the entrepreneurs decided to
add more artifacts from the socialist period,
namely the 1980s and turn it into a palpable
experience of communist history, addressed
primarily to foreign tourists, as well as locals.
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Unlike the Communist Consumer Museum
in Timisoara, which is free of charge,
Ferestroika offers three main types of servic-
es, starting with the simplest one, a one hour
and thirty minutes visit with a historian as
a curator, which, as of September 2020, costs
18.75 EUR or more. There are also the pos-
sibility to visit the museum at night, as well
as that of an interactive dinner, with produce
considered typical of the late socialist period,
as well as national dishes and beverages. All
options include an English speaking tour-
ing guide and the museum social media as a
PR means, as well as its own website, which
briefly presents its services. The Museum
brands itself as a “touch and feel” experience,
which would make it different from other
museum experiences. While the offer would
seem minimal to a local who either remem-
bers most of the artifacts and produce in the
apartment-come-museum, or actually still
has some of them at home, the experience is
presented in detail as an exotic one for for-
eign tourists coming from beyond the former
Iron Curtain, for whom “the communist ex-
perience” would seem like an exotic adven-
ture. The entrepreneurs who have started the
project use the “exceptionalism” of the grim
1980s period in Romanian history as a brand
in itself, in order to create economic value,
while also allowing classes of young pupils
to take tours of the museum, in order to pro-
vide an educational value for the project.

1.1. Account of Historical Context

The image of the communist past in
post 1989 Romania has undergone several
phases over a period of more than 30 years.
These phases have been marked by politi-
cal changes and economic crises, as well as

by Romania’s accession into the European
Union and NATO, during the 2000s. At the
same time, one can argue that there has
not been a generally accepted discourse on
Romania’s communist past and that gaps
have been created within society, as well as
within the Romanian political realm. While
views in Romanian society over its commu-
nist past constitute a topic which is more
difficult to tackle and which is highly depen-
dent on generational transition, those within
the political realm have shifted throughout
the so-called transition period which argu-
ably lasted until Romania’s entry into the
European Union, in 2007.

While the Romanian Communist re-
gime’s official status and abuses were the
subject of intense scrutiny for reasons that of-
ten had to do more with present-day political
battles than with serving moral causes of the
past, there was another form of recuperating
and making use of the communist past, albeit
one that was unofficial and strongly connect-
ed to aspects of everyday life. This form of
nostalgia was part of a larger phenomenon,
one which journalist Simon Reynolds has
called “retromania” (Reynolds, 2011, pp. 1-4),
but which, nevertheless, had its own region-
al and local specificity. While initially it was
more of a Romanian form of ostalgie, marked
by generational change, the passing of time,
it soon became a source of cultural and eco-
nomic capital for various ventures and pri-
vate entrepreneurs. Romanian entrepreneurs
more or less copied models of such projects
they encountered in foreign countries, but
adopted them to local contexts. Based on
participant observation and oral history in-
terviews conducted over the past eight years,
it can be argued that this was a typical case
of demand that was followed by supply. An
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increasing level of autochthonism and resur-
gent nationalism in the contest of consumer-
ism triggered a demand for former socialist
brands, as well as for socialist cultural and
everyday artifacts.

Apart from this, one should also men-
tion another factor which has proven deci-
sive in this brand resurgence. The entrance
of Romania into the European Union in 2007
has also meant a significant increase in the
number of foreign tourists and the emer-
gence of a tourist market aimed at attracting
international tourists with local, “Romanian”
brands (Institutul National de Statistica, 2020,
pp- 36-52). This interest has gone beyond the
area of “socialist heritage”, including other
aspects of Romanian national history as well,
but it contributed to to the development of
a local market dedicated to former socialist
brands. As argued, this resurgence includ-
ed brands of everyday consumer products,
ranging from alcoholic beverages to skincare
products. In most cases, the revitalization of
these brands proved to be a successful one
and it allowed their marketing companies to
further develop sub-brands based of the ini-
tial products. In such cases, the companies
profited from the advantages of products that
had already gained a cultural and social capi-
tal among older audiences, but presented an
interest with younger audiences as well. This
meant low expenses for PR and marketing
campaigns, as well as usage of former em-
ployees, who were already experienced and
professionally trained in the manufacturing
of such goods.

Thus, it can be argued that a series of en-
trepreneurs throughout the 2010s have taken
advantage of a series of brands which either
were created and established during the so-
cialist period, or were remembered as part of

a socialist legacy and integrated into a larger,
nationalist one. As already seen, the issue of
branding and the usage of brands provided
these entrepreneurs with numerous advan-
tages, both from the perspective of market-
ing and of manufacturing networks. Their
clients have been numerous and diverse and
included different generations, as well as dif-
ferent social class members. One observation
should be made in this latter regard: while
socialist brands were addressed to larger au-
diences, there were also new brands present-
ed as pertain to the interwar or even prewar
periods and their cost and branding made
them rather exclusive to urban, middle-class
consumers.

2. Literature Review

A selective bibliography for the themes
under consideration in this article can be
grouped in three major clusters. First, one
already finds a considerable amount of lit-
erature dealing either primarily, or partially
with the Romanian communist and post 1989
historical and economic context. In his semi-
nal work on Romanian economic history,
Romania si Europa. Acumularea decalajelor
economice (1500-2010) Bogdan Murgescu
draws on a comparison between several states
(Denmark, Ireland, Romania, and Serbia),
in order to analyze why certain states have
managed to develop from an economic point
of view, while others have failed in the pro-
cess. Murgescu argues that while economic
“catching-up” or breakthroughs are possible,
they are not frequent, and that one cannot
apply the dichotomy of a successful/failed
state to the same case study over a continu-
ous period of time. From this point of view,
economic breakthroughs were not possible
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in the case of Ireland during the interwar pe-
riod, or in the case of socialist Romania, but
they were achievable in Denmark (1885-1914)
and Ireland (1987-2007) (Murgescu, 2010, pp.
485-486). Murgescu argues that in order for
a state to develop economically, there are a
multitude of steps to achieve, which go be-
yond the mere economic spectrum and in-
clude a plethora of political and cultural
factors.

Paulina Bren and Mary Neuburger
tackle the issue of consumption behind the
Iron Curtain and acknowledge that the issue
of consumer experience under communism
still stirs interest from tourists and schol-
ars. According to Bren and Neuburger, con-
sumption in communist Europe had its own
rhythms and should not be confused with
“consumerism”, which refers to the Western
model of a society that is driven by corporate
strategies, whose purposeis to create and then
fulfill consumption (Bren and Neuburger,
2012, pp. 3-5). Similarly, approaches by other
scholars on a regional level have shown that
while certain patterns can be drawn based
on case study analysis, there are also o series
of particularities for each state. While Bren
and Neuburger identify differences in social-
ist experiences, Smallbone and Welter argue
that, likewise, one cannot consider the mar-
ket economies as uniform, especially when
it comes to the role of the state within in the
economy. Smallbone and Welter identify
a series of characteristics for post-socialist
economies, among which the fact that capi-
tal cities have a much larger entrepreneurial
development than the province, but consider
that, when analyzing post-socialist states, it
is more suitable to position them differently
within a continuum, which leads from central
planned economies at one extreme to liberal

market conditions at the other (Smallbone
and Welter, 2009, pp. 226-227). In a similar
vein, Kovacs and Zentai go beyond the ste-
reotypes of the Homo Sovieticus, as a subject
of the socialist state, and argue that Eastern
Europe’s capitalism was driven more from
the inside than from outside, with entrepre-
neurs who were more active and inventive
than meets the eye (Kovacs and Zentai, 2012,
p-3).

While economic differences exist from
one state to another, they are also noticeable
in a diachronic perspective, even for limited
periods of time. Thus, analyzing the period
2008-2016, Balan notices a decrease in em-
ployment from 2007 until 2011, followed by
an increase in 2012 and 2013 and stable in-
crease for the years 2014-2016 (Balan, 2018,
pp. 128-139). Despite such positive trends for
Romania, there remain sectors in which prog-
ress is slow. For our analysis, the relation be-
tween universities as research hubs and the
entrepreneurial ecosystem is of primary im-
portance. In this sense, Herman and Nistor
consider that in Romania this collaboration is
still weak and limits the flow of knowledge
(Herman and Nistor, 2017).

A second cluster of bibliography focus-
es on the issue of creative entrepreneurship,
with particular attention given to the relation
between museums, tourism, and entrepre-
neurial activities. The authors taken into ac-
count deal with a wide range of topics, from
general assessments of culture and cultural
goods, to specific issues pertaining to how
modern museums function in an economy
driven by tourism. Of distinct interest for our
analysis is David Throsby’s definition of cul-
tural goods as experience goods, leading to
an increased future consumption based on
present consumption (Throsby, 2010, p. 16).
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This type of cumulative demand is crucial for
the development of cultural entrepreneurial
projects. Bonita M. Kolb takes a similar ap-
proach on creative industries and cultural
organizations as businesses, while acknowl-
edging that certain cultural workers reject
such a definition, considering that art and
commerce should be distinct activities (Kolb,
2015, p.7). Kolb takes into account present
day technological advancements which al-
low artists and cultural entrepreneurs to take
on the role of distributors and marketing
agents and address potential clients directly.
She pays attention to one of major traps for
such cultural entrepreneurs, who become so
fascinated with their own cultural products,
that they forget they are active on a market
where their product is just one among many
(Kolb, 2015, p. 132). This latter aspect is con-
strued even further by Mukti Khaire, who
sheds light on the importance of social norms
in the determination of value. According to
Khaire, conceptions of value must be accept-
ed between the agents who form the mar-
ket, in order to ensure a successful exchange
(Khaire, 2017, p. 8). These general assump-
tions apply also in the case of museums as
cultural endeavors. Bernice L. Murphy ac-
knowledges the importance and special con-
dition of museums as being endowed with
a public duty to preserve, share, and pass
on cultural heritage (Murphy, 2016, p. 39).
Coman reinforces this assessment, underlin-
ing the economic value of museums, besides
their social and educational one (Coman,
2018, p. 71). Grigore underprops the econom-
ic aspect of cultural projects, pointing out
the contribution of cultural tourism to the
annual national income of those states which
have sought to preserve cultural heritage and
develop tourism as a service (Grigore, 2017,

p. 1). In the contemporary urban landscape,
Joshua Decter is thus optimistic for the future
of museums as inclusive and diverse entities,
while manifesting worries for the social en-
vironment, in which museums will function
(Decter, 2018, pp. 20-21). But while museums
become more diverse, so will their entrepre-
neurial ecosystems become more complex
and more dynamic, as Motica rightfully no-
tices (Motica, 2018, p. 40).

Given the complexity of cultural entre-
preneurial systems and the particularity of
museums as endeavors with multiple cul-
tural, economic, and patrimonial aspects,
one needs to take into account two other
major factors, which influence the develop-
ment of museums in a context such as post-
socialist country. The third bibliographical
cluster is thus dedicated to the specificities
of regional development and small firms
and to the personal aspect of entrepreneur-
ial development. Regarding the first aspect,
Burns and Dewhurst point out that small
firms have the advantage over larger com-
panies when it comes to labour relations
(Burns and Dewhurst, 1989, p. 399). In their
assessment, they rely on data collected from
the US, between 1960 and 1976. While such
an assessment bears the mark of historical
contextualization and should not be applied
in general at face value, it does shed light
on small firms as the basis for economic re-
gional development. Arrak et al. confirm the
importance of regional specificity with a case
study from Germany, which proves that re-
gional cultural background has an influence
not only on the economic development of
the region, but, implicitly, on a person’s en-
trepreneurial behavior (Arrak et al, 2020, p.
110). This latter aspect, as evidenced by Alvi
and Carsrud, is of crucial importance and
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remains an understudied phenomenon in it-
self (Alvi and Carsrud, 2017, p. 94). After all,
as Bridge et al. notice, it takes entrepreneur-
ial people in order to start a small business
(Bridge et al, 1998, p. 282). Notwithstanding
the fact that not all people are born to become
entrepreneurs (Hsu, 2015, p. 108), there are
certain processes by which people discover
their entrepreneurial skills and interact with
other agents from the entrepreneurial eco-
system. Thus, education and training play a
major role in starting up and managing an en-
trepreneurial activity (Marinescu and Toma,
2013; Marinescu et al, 2017). It is through
education that people discover the tools to
change the system, to add social value to an
economic activity (see Newey, 2018, pp. 13.-
30). Del Giudice et al. summarize all these
aspects even better, when they point out the
importance of transforming the know-how
into “know why and “know what to do” (Del
Giudice, 2014, p. x). Education is responsible
for external motivation (Ianole, 2007, p. 173),
as well as, even more importantly, for inner
motivation and inspiration (Grigore, 2013, p.
206).

3. Research Methodology

The article relies primarily on qualita-
tive methods of analysis, namely participant

observation for the two case studies under
scrutiny, the Communist Consumer Museum
in the city of Timisoara and Ferestroika, in
Bucharest. In this article l employ the method
as defined by DeWalt and DeWalt: “a method
in which a researcher takes part in the dai-
ly activities, rituals, interactions, and events
of a group of people as one of the means of
learning the explicit and tacit aspects of their
life routines and their culture.” (DeWalt and
DeWalt, 2011, p. 1). While I did not undertake
the work of an ethnographer per se, I have
collected oral history interviews with the
cultural entrepreneurs who have started the
museum in Timisoara and I visited the mu-
seums, while observing their online activity
and within social media networks for a pe-
riod of almost a year, starting in the autumn
of 2019. When needed, the article makes use
of quantitative analysis and statistics, in or-
der to underline certain points, or to support
certain claims.

For the comparative analysis of the
two case studies, I have developed a SWOT
analysis in two tables, one for each muse-
um, which will be discussed in the following
subsection.
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Table 1: SWOT Analysis for The Communist Consumer Museum in Timisoara.

Internal Factors External Factors
Case Study Strengths Wealmesses Opportunities Threats
»f  The first such K& The concept v The Museum K& The cument
entrﬂfpren&urial can be can make uze of pandemic
project in applied by ity extenszive represents a
m and, other collection in major threat
arguably, in the ventures as order to open a for all three
country, it has the well, either zecond hand ventures
advantage of locally, or at store and, thus, created so far
building a brand 2 national provide the basis by the
for itzelf. level for a mew Cooperative
project.
Dioes not require ¥ The ampunt, The bar
any special of artifacts The fzct that Tepresents a
mamtenancs that are Timizpara has commercial
staff crowded ina been desiznated activity, while
relatively z European the theater and
- NAITOW Space Capital of museum
I;,::Eﬁﬁfﬁ; can be Culture for 2021 represent
readily available confusing to can provide cultural
: some of its sigmificant activities,
VIEWETS. opportunities for which have all
Makes use of a the Museum. been closed
zgmer';ug?sf era financially The Cooperative f;m
artifacts, in order dependent on has not yet made '
to create a space the other zigmificant nze
. that i both business of of online and Poszihle
The Communist entertaining, the mtemet hased ncreases in
Consumer Musenm educational, and Cooperative sirategies, in landlord fees,
(Timizoara) fascinating. orderto which would
strenzthen its make the
"L'.I.Slb]l[t‘r' and ventures
It does not brand. unzustainable.
Tequire an
entrance fea. s
sﬂ'uated m the Administrative
re_E;_mn of Banat, problems and
gch has cultural
CIE 8 .
cultural brand in :It?tm for the
itself.
Furthermore, the
crty 1z close to
twio major
European
capitals,
Budapest and
fienna.
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Table 2. SWOT Analysis for the Ferestroika Museum in Bucharest.

Internal Factors External Factors
Case Study Strengths Weaknesses Opportunities Threats
v Itrequireza X Theconceptcan| TheMuseum X The cument
TN be applied by already pandemic
maATTEnAnce other ventures as provides a represents a
staff, which iz well, in wide variety major threat
represented by Bucharest, or m of services, for the
the other major but could MUSEU, BVen
ENTEPrEneTs Bomanian cities. expand this though it has
themselves. selection, re-opened at
Starting at 18,75 including city the end of
Makes uze of EUR per tours and August 2020,
an apartrment MuEeunm Visit, products, under special
which iz the Eerestrika is 2 erther m_a;‘ conditions.
property of cne rather expensive omes, wit
of the ] venture, which 1z brand printed
enfrepreneurs’ oriented toward on thmnd L or 4 Administrative
relatives. foreign visitors. Seconc-Tn problems and
= items from the cnltural
It is situated in s the venture i ;m“”’?mod"m“ strategy for the
the Emaﬂlin situzted mn a bloc ety
Eerestroika, CEpIE: and 1t 13 of flats, it iz .
{Bucharest) eazily ] . dep-endent T]:IE I‘.I'Ili&lll:ﬂ
accessible, as it legally on the 1s situated n
is close to the other landlords® the Emamm
city’s metro agreement to cepral,
netwaork o famous for its
function. commumist
. buildings
Offers mnded iy .
o g i e Palse of
davtime, as ﬂ Emm the
well as during plicitant: Parliament)
night time, in :fxp anai.gt - arliament).
Fomanian and e S
in English. “E”dﬂ “]’TCEI'S The Museun
casily explicable could connect
Roﬁug s owm to tu:ruris_m
p mamaum o companies
Emm'ence (the which target
EXPETL clients
%;:ﬁﬂs}. specifically
however, limit the ¢ ed by ot
the selection of heritaze of
their clients. Eastern
European
countries.
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4. Results and discussion

As one can notice from the above tables,
the two enterprises under scrutiny present
a series of similarities, as well as poignant
differences. Both ventures have developed
a pioneering activity in their cities; The
Communist Consumer Museum was estab-
lished in 2015 and has had “a rather pow-
erful impact” (Mihaitd, 2019) on the other
two ventures developed by the Cooperative.
Ferestroika was set up in 2018 and enjoyed a
similar impact on Bucharest’s entrepreneur-
ial ecosystem (Cosman, 2018). Both ventures
make use of spaces that were readily avail-
able to their entrepreneurs; The Cooperative
which established the Communist Consumer
Museum first started with a theater, Aualeu,
set up in 2005. After they moved to a larger
place, they also started a more lucrative ven-
ture, in order to support their cultural initia-
tive. Thus, the bar Scart Loc Lejer came about
in 2009. Two major factors led to the establish-
ment of the Communist Consumer Museum.
First, it was the fact that several members of
the Collective had amassed a rather large col-
lection of everyday items from the commu-
nist and post-communist eras and needed a
place to house them. The second aspect was
that the old house which they had rented
had an unused basement and attic, which
could be put to good use (Mihaita, 2019).
Ferestroika was based on an apartment in a
bloc of flats from the communist era, which
was the property of one of its founders’ rela-
tives. Instead of renting it to other persons,
or to a firm, the entrepreneurs refurbished
the apartment, to look like one from the com-
munist period and turned it into a museum
(Cosman, 2018).

One needs to underline a very impor-
tant similarity between the two ventures.

Both museums are not only private ven-
tures, but also alternative types of museums,
where visitors can interact in a more direct
way with the items on display. The found-
ers of Ferestroika, among whom several are
graduates in humanities from the University
of Bucharest, acknowledge this aspect more
openly and turn it into a lucrative advan-
tage, as can be seen from their “Touch-Taste-
Learn” concept. This aspect also becomes
relevant from one of the services they pro-
vide, the opportunity to taste “typical snacks
and drinks”. The difference between the two
museums comes from they way they charge
for the services they provide. The Communist
Consumer Museum in Timisoara does not
charge any fee for its visitors, who can sim-
ply walk in, have a look, and touch the items
on display. There is no description or special
care given to these items, as they are simply
stacked inside the basement, mostly accord-
ing to the category to which they belong.
Ferestroika, on the other hand, pays more
special care to the items it has on display and
even includes a detailed guide of every room
inside the “communist apartment”. While the
items in the Communist Consumer Museum
show their history not only from the commu-
nist era, but also from the second hand mar-
kets they were collected from, the ones from
Ferestroika are ready to use in an everyday
context. In the latter case, this aspect is differ-
entiated also in terms of price for its services.
As can be seen from Table 2, these start from
18,75 EUR per visit and increase accordingly
depending on the type of service the clients
require.

These two differences, in terms of ser-
vice and cost, reflect in the financially lu-
crative purposes of the two ventures. The
Communist Consumer Museum’s purpose is
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that of providing PR for the two other ven-
tures of the Collective from Timisoara. It is
part of a marketing mix, with the function of
promoting two other products (the theater
and the bar) in the same place, at no cost (no
price). From this point of view, the Collective
has only invested in promoting the existence
of the Museum as such, with no extra care to
any of its items. As can be noticed from its on-
line impact on Google, Tripadvisor, or from
social networks (Facebook), the Museum
confirms the impact ascribed by one of its
founders. Thus, the Museum from Timisoara
has a 4.5 rating out of 5, from 87 reviews on
Tripadvisor and is part of 12 things out of 82
to do while visiting the city. Similarly, it en-
joys a 4.6 rating on Google Reviews, out of
319 reviews written by users, at the time this
research was conducted. On Facebook, one of
the major social networks, The Communist
Consumer Museum has 3990 followers and
3894 people who have liked it, which is a sign
of appreciation on the aforementioned social
network. Ferestroika, on the other hand, en-
joys a higher rating (5 out of 5), from less
reviews on Tripadvisor, while on Google
Reviews it has 4.9 stars out of 5, from a sig-
nificantly lower number of reviewers than
that of its counterpart from Timisoara (32).
On Facebook, Ferestroika has 1752 follow-
ers and 1686 likes, less than half the figures
for the Communist Consumer Museum. The
explanation for this aspect lies in two major
aspects. First of all, Ferestroika was created
three years after the Communist Consumer
Museum, namely in 2018, meaning it has had
less time to build its own brand. Second, the
prices Ferestroika charges for its superior
services mean that it has created a more se-
lective clientele for itself, which directly con-
tributes to the museum’s profits. It is also less

accessible, as potential visitors need to pro-
gram their visit in advance. This is in sharp
contrast with the Communist Consumer
Museum, whose purpose is to draw in a larg-
er numbers of visitors, who become potential
clients for the Cooperative’s bar and theater.

Both ventures share several similar
weaknesses. The most important weakness
is that the concepts they have developed in
Romania, based on previous experiences from
abroad, can be replicated by other ventures
as well. Combined with other weaknesses,
such as their dependence on more lucrative
business (such as the bar of the Collective,
in the case of the Communist Consumer
Museum), or on legal acceptance from fellow
landlords (as is the case for Ferestroika), such
a weakness can have a considerable negative
impact over time. Both ventures possess sev-
eral assets in order to minimize the first, and
most important, weakness. The Communist
Consumer Museum has amassed a consider-
able collection of artifacts from second hand
shops, flea markets, and collectors. Several of
these artifacts are more and more difficult to
obtain and they constitute valuable items on
display, which draw the visitors” attention,
regardless of the space where such items
would be presented. Ferestroika has the ad-
vantage of owning its own space for display
and has invested a considerable amount of
time and effort in shaping this space accord-
ing to the entrepreneurs’ vision. Furthermore,
in both cases, the theoretical and historical
knowledge of the entrepreneurs are impor-
tant assets and play an essential role in their
vision for their own ventures. Any new ven-
tures which would start in such a market
would have to better the two museums’ ma-
terial and knowledge endowment, in order
to create a space for themselves, particularly
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if such new ventures would start in either
Bucharest, or Timisoara. On the other hand,
in order to adapt to such new challenges, the
two enterprises could address the specific
features of the communist regime in their lo-
cal contexts and thus gain a strategic advan-
tage over any new competitors. Regarding
this latter aspect, The Communist Consumer
Museum already has a minor advantage, due
to its collection of contraband merchandise,
specific to a border city.

One also needs to discuss the two ven-
tures” attitude toward the political era they
have chosen to represent and how this im-
pacts or might impact upon their financial
and cultural capital. Both the Communist
Consumer Museum and Ferestroika refrain
officially from any political stance. While
the Communist Consumer Museum simply
presents an accumulation of everyday ob-
jects with no explanation of their historical
context, or origin, Ferestroika openly men-
tions on its website that “the project does not
contain ideology or political opinions and is
entirely dedicated to educational and cultur-
al purposes”. Yet, in the case of Ferestroika
there is a tension between such a claim and
the project’s explanation on the same web
page, that its educational purpose stems
from the fact that “the Romanian society as a
whole has the tendency to idealize the com-
munist era as a time of less social, political
and economic challenges.” While the latter
statement is true, as proven by recent surveys
(see IICCMER, 2011, pp. 90-92), the tension
between educating young Romanians about
their past and entertaining foreigners, while
teaching them about Romania’s brand of na-
tional communism might affect the image of
the museum as authentic and, implicitly, its
revenues.

The two museums benefit from a range
of opportunities which are provided by
their place of origins. Timisoara is one of
Romania’s major tourist, cultural, and eco-
nomic centers. The fact that it was designated
as a European cultural capital for the year
2021 can provide a major boost for the city
in terms of tourism ventures. From this point
of view, The Communist Consumer Museum
had garnered enough visibility and cultural
capital, to place it in an extremely advanta-
geous position, which could be used by the
Cooperative in order to develop its business
projects even further. Bucharest, on the other
hand is Romania’s primary tourist destina-
tion, when it comes to tourists who are fasci-
nated by its communist heritage. Ferestroika
could use this resource of cultural capital,
by widening its network of collaborations,
in order to draw in tourists who are aware
of Bucharest’ major tourist attractions, such
as the Palace of Parliament. The fact that
both cities have airports connected to major
European and international airline routes
also serves as an opportunity. Neither mu-
seum has so far attempted to include its offer
in tourist packages provided by national or
foreign companies. In this sense, one should
mention the existence of specialized tourism
and cultural ventures that focus on provid-
ing itineraries of communist heritage from
former socialist states in Eastern Europe
and the Soviet Union. One such example is
Soviet Tours, which already offers tourism
packages for Romania and Bulgaria, with
sightseeing focused primarily on communist
heritage. Yet, as one can notice, neither mu-
seum is part of such transnational networks.

The Communist Consumer Museum
has not yet promoted its venture on the in-
ternet, while Ferestroika has created its own
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professional website, which summarizes its
main services, but remains vague about the
specific features of those services. In the cur-
rent context of the COVID-19 pandemic, both
projects could resort to online promotion and
development of their services. By providing
online tours, as well as e-commerce services,
these ventures would find alternative sources
of revenue for their activity, and they would
increase their visibility and further establish
their brand. Given the economic and politi-
cal unpredictability of the current situation,
a short term objective for both enterprises is
to gain as much cultural and financial capital
as possible, as quickly as possible, in order
to withstand any unforeseen changes in the
near future. In this sense, their adaptability to
online services might prove essential in over-
coming the shortages that the current pan-
demic has brought and continues to bring.
In a political and cultural context which
is still marked by nostalgia, ostalgie, as well as
by public debates on the turmoils of the com-
munist period, The Communist Consumer
Museum and Ferestroika could still benefit
from their object of interest for years to come.
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