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Abstract: Tourism activity represents one of the most dynamic and defining activities for today’s
society. In this context, knowing the perception and motivation of potential tourists visiting a museum
attraction represents an essential approach with implications for the sustainable development of
tourist destinations. The research methodology used in the present study involved the complementary
use of survey methods for data acquisition and multicriteria analysis to identify and establish
relationships between perception and motivation. The results obtained from the present study show
a synthetic picture regarding the perception and motivation of the tourists who visited the Cris, ului
Land Museum from Oradea, Romania, on the one hand, and the relationships that were established
between perception and motivation, on the other hand, thus confirming the research hypothesis that
perception influences motivation. The perception of tourists after visiting the Cris, ului Land Museum
in Oradea is determined by personal and interpersonal reasons, as well as by the way they perceive
the visited site. The study originality consists in the use of mixed-method approaches to collect and
analyze data, as a means to complement different data sources.
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1. Introduction

Sustainability is the ability to meet people’s present needs without compromising the
needs of future generations. Sustainable tourism takes full account of the current economic,
social, and environmental impacts, addressing the needs of visitors, the environment, and
host communities [1]. Tourism can affect the three aspects of sustainability and knowing
the perception and motivation of potential tourists can help to manage museum attractions
to become more sustainable [2]. With good management, museum attractions can generate
income and employment for local communities, but they can also cause environmental
degradation and cultural erosion. Knowing what tourists value and expect from a museum
attraction can help to create more satisfying and educational experiences that respect the
natural and cultural heritage of the destination [3].

Tourist perception of and motivation for visiting a museum are related to the type
of experience visitors seek, the emotional response they have, and the satisfaction they
derive from their visit [4]. According to some studies, there are different types of visitors
to museums, such as explorers, facilitators, experience seekers, professional/hobbyists,
and rechargers [5]. Each type has different goals and expectations for visiting a museum
and may be influenced by factors such as personal curiosity, social interaction, cultural
education, sensory stimulation, wonder and discovery, entertainment, and restorative
experience [6,7]. Museums can enhance their attractiveness and competitiveness by un-
derstanding the needs and preferences of their target visitors and providing them with
relevant and engaging exhibits that match their motivations [8]. For example, museums
can use storytelling techniques to create immersive narratives that appeal to visitors’ emo-
tions and imagination or offer interactive activities that allow visitors to participate in the
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learning process [6]. By doing so, museums can increase their visitor satisfaction, loyalty,
and willingness to pay more for their services [7].

Museums are multifunctional cultural, economic, social, and tourist sites particularly
important for local communities and society because of the functions they serve such
as: instruction and education; promotion; improving the destination image; increasing
economic and social efficiency.

Over time, against the background of constantly changing needs, museums have been
defined differently at the institutional and legislative levels, as well as in the specialized
literature [9]. Thus, at the institutional level, the conceptual approaches of the International
Council of Museums (ICOM) centered on the informative, educational role; visitors and
the experience provided; and the intangible and tangible heritage of humanity [10–12]. In
Romania, according to the current legislation, a museum is a public cultural institution
that serves society with collection, conservation, research, restoration, communication, and
exhibition functions for the purpose of knowledge, education and recreation, and material
and spiritual testimonies of the existence and evolution of human communities, as well as
the environment [13].

The Cris, ului Land Museum, which operates under the auspices of the Bihor County
Council from Romania, is the most important cultural site in the county, and one of the
most important attractions of this type in Romania. With a history of over a century
(i.e., 1895, the year of the foundation of the first museum institution in Oradea), this cultural
institution has constantly evolved over time in terms of size (i.e., sections, collections) and
functionality (i.e., conservation services, hoarding, information, etc.) [11]. Currently, the
Cris, ului Land Museum holds “478,735 museum items, of which 286,738 are archaeological
and historical; 12,919 of art; 20,693 of ethnography and 158,385 of natural sciences” [11].

Thanks to the previously mentioned collection, the analyzed museum has a highly
informative role regarding the history and evolution of the natural environment pertain-
ing to North-West Romania and especially Bihor County, through the natural sciences
collection and humans who lived within its boundaries across time (i.e., through the col-
lections related to archeology and history, art, and ethnography). Practically through the
owned artifacts, the Cris, ului Land Museum is the most important witness and informative
source that materially and factually illustrates the coexistence of man and nature in this
geographical space.

The purpose of the current study is to show the perception and motivation, as well as
the relationships between the two, concerning the tourists who visited the Cris, ului Land
Museum of Oradea, Romania. The working hypothesis from which the present study was
carried out aimed to show that a high museum-related perception among potential visitors
can represent motivation for making a visit to the museum and vice versa.

The research questions are: What is the perception and motivation of tourists who
visited the Cris, ului Land Museum in Oradea, Romania?; What kind of relationships were
established between the perception and motivation of tourists who visited Cris, ului Land
Museum in Oradea, Romania?

In the specialized literature, the assessment of perception was carried out using seman-
tic difference, on the Likert scale [14,15], and by combining quantitative and qualitative
methods [16–21]. Applied to tourism, perception is the object of numerous studies that
targeted the resident population [22–25], tourism and non-tourism employees [26,27], and
destination image [28–31], etc. With reference to tourist motivation, there are numerous
conceptual [32–35] and typological approaches [36,37]. However, motivations can be clas-
sified into two distinct categories: internal, push determined by socio-psychological and
socio-cultural factors (i.e., the escape from every day and familiar environments, search
and self-evaluation, relaxation, prestige, improvement of relations between relatives and
friends and the strengthening of social communication, novelty, education, etc.) [38,39],
and external, pull determined by features and characteristics of destinations [40–42].

The importance of the present study is justified by the need to know the perception
and motivation for visiting the Cris, ului Land Museum of Oradea, Romania, as well as the
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relationships that are established between the two components analyzed in the context
of the affirmation and expansion of tourism in Oradea city as a very dynamic emerging
destination in Romania (Figure 1).
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Figure 1. Location of the Cris, ului Land Museum of Oradea.

Oradea, the municipality that hosts the Cris, ului Land Museum was documented for
the first time in 1113, under the name “Varadinum”, in the diploma of the Benedictine abbey
in Zobor, Slovakia. The archaeological traces of the continuity of civilization in this space
date back to the Palaeolithic [43]. Over time, in this multi-millenary living space, man under
the shelter of nature developed a civilization specific to the mountain–plain contact areas.
Part of these elements of civilization represent elements of spatial temporal identity and,
at the same time, in the recent period characterized by the expansion of tourism, generate
factors of tourist motivation. Among these, we mention the architectural sites such as the
Fortress of Oradea, the Darvas-La Roche House, the Sion Neologue Synagogue, the Black
Eagle Palace, etc. In addition to the anthropogenic tourist attractions, there are also those
belonging to the natural environment, namely: thermal-mineral waters; the Cris, ul Repede
River; Ciuperca Hill, where a belvedere point was set up that offers a panoramic view with
an opening of more than 180◦ degrees over the destination of Oradea; the parks that house
numerous species of plants, etc.

Tourist capitalization of the previously mentioned sites led to the emergence and
development of a specific infrastructure characterized by the existence of 2211 accom-
modation structures with a capacity of 3610 places [44], 51 public catering facilities with
a capacity of 4506 places [45], 81 tourism agencies [46], two water-based leisure parks
focused on the capitalization of thermal-mineral waters, and two structures with tourist
management functions (The Management Agency of the Bihor Destination, Association for
the Promotion of Tourism in Oradea and the Region), etc.

The presence of tourist attractions and specific service infrastructure have led to an
increase in the number of tourists visiting the destination of Oradea and their overnight
stays. Thus, in the last 10 years, the number of arrivals in tourist accommodation structures
increased from 110,900 in 2012 to 226,151 in 2022 [47] while the number of overnight stays
increased from 153,502 in 2012 to 375,383 in 2022 [48].

Therefore, knowing the perception and motivation, as well as the relationship between
the two aspects, of the people who visited the Cris, ului Land Museum is a premise that
emerges from the need to make museum institutions more efficient, seen as defining
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elements for a tourist destination. Tourism represents a sustainable alternative in the
development of local economies with a relatively minor impact in relation to other fields of
activity (industry, agriculture, transport, etc.). Against this background, the valorization
of museums represents a sustainable alternative with direct effects on the conservation
and sustainable valorization of these cultural sites. They will also transmit to the next
generations information about the time of their construction, on the one hand, and about
the artifacts they house, facilitating in this sense the access and the right to education of the
next generations.

Against this background, the present study aims to complement previously conducted
research, with the objective of the study and the proposed methodology as a novelty
(i.e., the studied indicators, the interviewed people, the way of evaluating the indicators
regarding perception and motivation), and the results thus obtained that can be used in the
management of the tourist destination Oradea, Romania.

2. Materials and Methods

The necessary data for the realization of this study were obtained in the year 2022, in
June, through a survey method based on a sociological questionnaire, the respondents of
which were randomly selected (from each county of Romania) from among the tourists
who visited the Cris, ului Land Museum. The questionnaire, which included 15 questions,
was constructed to investigate the relationship between the perception of and motivation
for visiting the Cris, ului Land Museum, Romania. Questions X1 and X2 regarding the
experience and X12–X15 regarding the motivation for the visit were binary (0—No, 1—Yes),
while those regarding the role and usefulness of the visit (X3–X11) to the museum assumed
responses in the Likert scale format (1 to 10, where 1 represents not at all, 10—to a very
large extent) (Table 1).

Table 1. The variables selected for the studied criteria.

Criterion Subcriterion Variable Data

C1-Tourists’ perception

Experience X1. Following the visit to the
Cris, ului Land Museum 100 Quantitative

X2. After visiting other museums in
the country and abroad 100 Quantitative

Role

X3. Educational 100 Quantitative

X4. Tourist promotion 100 Quantitative
X5. Improving the image of the

tourist destination 100 Quantitative

X6. Increasing economic efficiency 100 Quantitative

X7. Increasing social efficiency 100 Quantitative

Utility

X8. Social 100 Quantitative
X9. Economic 100 Quantitative
X10. Cultural 100 Quantitative
X11. Tourist 100 Quantitative

C2-Tourists’ motivation Tourist
motivation

X12. Curiosity 100 Quantitative
X13. Ticket price 100 Quantitative

X14. Need for knowledge 100 Quantitative
X15. Spending leisure time in a

pleasant manner 100 Quantitative

In this research, we tried to analyze the perception and motivation of the people who
visited the Cris, ului Land Museum of Oradea and the relationship between them, based on
the answers of 100 respondents (79.4%), out of a total number of 126 people consulted. In
total, 97% of them were Romanian citizens, while 3% were foreign citizens (two from Italy,
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one from Greece). The analysis of Romanian respondents according to their place of origin
revealed that they belong to 38 counties (90.4% of Romania’s counties).

Regarding the structure of respondents by typological categories, it emerged that
44% were female, 56% male, aged between 18 and 78 years. From an ethnic point of
view, most respondents were Romanian (86%), followed by Hungarian (11%) and other
ethnicities (3%).

The analysis by age group showed us that the highest share of respondents was those
aged between 29 and 38 years (32%), followed by those aged between 49 and 58 (24%),
while at the opposite pole, there was the people in the age groups 69 and 78 years old (9%),
respectively, and 18 and 28 years old (8%) (Figure 2).
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Figure 2. Distribution of respondents by age groups.

In terms of the level of completed studies, the findings indicate that the majority of
respondents were well educated, with postgraduate (51%), university (25%), and high
school (24%) qualifications. Notably, there was an absence of respondents with primary
and secondary education in the data. This fact denotes that people who visit museums are
generally educated, wishing to enhance their cultural and general knowledge.

Tourist perception is a major axis with direct influences on the management of muse-
ums in their economic and social efficiency, respectively. The influencing factors analyzed
in the present study relate to the experience (following a visit to the Cris, ului Land Museum,
as well as other museums in the country and abroad), knowledge of its different roles
(i.e., instructive/educational; promotion; improving the image of the tourist destination;
increasing the efficiency, economic and social) and utility (i.e., social, economic, cultural
and tourist), largely derived from experience. Regarding tourist motivation, curiosity, ticket
price, the need for culturalization, spending free time in the most pleasant way, etc., were
analyzed (Table 1).

In order to identify and know the relationships between tourist perception and motiva-
tion, a multicriteria analysis method was used [49,50], in which the criteria of tourist percep-
tion (10 variables, regarding experience, knowledge of the role and usefulness of museums)
and tourist motivation (5 variables) were studied. Using the Min–Max Normalization
Method or the Value Mapping Method [47], the values of each variable were standardized
to obtain an aggregated value for each analyzed criterion and subcriterion [51,52].

In this sense, the following stages were completed:
(1). Extracting and processing information in order to draw up the variables neces-

sary to know and highlight the relationship between perception and tourist motivation
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from the created database following the application of the previously presented question-
naire (Table 1).

The values of the variables were presented in the form of the following matrix [49,51,52]:

X =
[
xij

]
=


x11 x12 · · · x1n
x21 x22 . . . x2n

...
...

...
...

xr1 xr2 · · · xrn

 (1)

where xij represents the variable value for object Oi.
Normalization of the variables was carried out according to the following formula: [51–53]:

Nij = (XiJ − min XiJ)/(max XiJ − min XiJ) Xj ϵ S, Nij = [0, . . .,1] (2)

where Xij is the value of the variable j for the criterion i; Nij is the normalized value of the
variable j for the criterion i; min Xij is the minimum value of value X of the variable j for
the criterion i, and max Xij is the maximum value X of the variable j for the criterion i.

Thus, by using the min–max normalization method, the values of 15 indicators were
evaluated and quantified: 10 for tourist perception, 5 for tourist motivation (Table 1). We
note that the final result is influenced by the choice of variables and the answers given
by each person interviewed. In choosing the variables, the specialized literature and the
method of obtaining the data (i.e., survey method) were taken into account.

(2). Calculation of the summative value (aggregate value), following the normalization
of the 15 variable indicators, for tourist perception and motivation. The values thus
obtained were aggregated into a single value qj:

qj = ∑n
j=1 Nij (i = 1, . . . r) (3)

Criterion evaluation by the variable value is carried out by the synthesis value Qi:

Qi =
1
n ∑n

j=1 qi (i = 1, . . . r), Qi ∈ [0, . . . , 1] (4)

(3). Determining the constant value k, in order to classify the interviewed visitors into
value groups, depending on the perception and motivation type [51,52]:

R(Qi) = maxQi − minQi k =
R(Qi)

4
(5)

Group 1: Qi ∈ (max{xij} − k, max{xij}] − the highest level (Qi ϵ (0, . . ., 0.25])
Group 2: Qi ∈ (max{xij} − 2k, max{xij} − k] − an average level (Qi ϵ (0.26, . . ., 0.5])
Group 3: Qi ∈ (max{xij} − 3k, max{xij} − 2k] − a small level (Qi ϵ (0.51, . . ., 0.75])
Group 4: Qi ∈ [min{xij}, max{xij}−3k] − a very low level (Qi ϵ ([0.76, . . . 1])
(4). Calculation of the relationship index between tourist perception and motivation

by the equation:

I =
COEFp − COEFm
COEFp + COEFm

, where − 1 ≤ I ≤ 1, (6)

I = the relationship index between tourist perception and motivation
COEFp = the coefficient given to tourist perception
COEFm = the coefficient given to tourist motivation
(5). Determination of the constant value k, in order to classify the 100 tourists inter-

viewed by value groups, depending on the type of relationship between tourist perception
and motivation [51,52]:

R(Qi) = maxQi − minQi k =
R(Qi)

4
(7)
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Group 1: Qi ϵ (max{xij} − k, max{xij}] − weak positive relationship (Qi ϵ (0.5, . . ., 1])
Group 2: Qi ϵ (max{xij} − 2k, max{xij} − k] − strong positive relationship (Qi ϵ (0, . . ., 0.5])
Group 3: Qi ϵ (max{xij} − 3k, max{xij} − 2k] − negative strong relationship (Qi ϵ

(−0.5, . . ., 0])
Group 4: Qi ϵ [min{xij}, max{xij} − 3k] − negative weak relationship (Qi ϵ ([−1, . . . −0.5])
Groups one (between −1 and −0.5) and four (between 1 and 0.5) indicate a weak

relationship based on the presence of a significant difference between the values of the
tourist perception and motivation indices. The first group (between −1 and −0.5) indicates
the existence of weak positive relationships, where the values of tourists’ perception are
lower than those of tourist motivation, in relation to the fourth group (between 1 and 0.5)
where the situation is reversed (Figure 3).

Groups II (between −0.5 and 0) and III (between 0 and 0.5) indicate a strong relation-
ship based on the presence of an insignificant difference between the values of the tourist
perception and motivation indices. Group II (between −0.5 and 0) indicates the existence of
strong negative relationships, where the values of tourist perception are lower than those
of tourist motivation, in relation to group III (between 0 and 0.5) where the situation is
reversed (Figure 3).
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3. Results and Discussions
3.1. Tourist Perception

Perception is the result of the external stimuli action on the sensory organs [54] and
the interpretation of reality through the filter of everyone’s personality [2,55].

The perception of tourists after visiting the Cris, ului Land Museum in Oradea is
determined by personal and interpersonal reasons, as well as by the way they perceive
the visited site [56]. From the analysis of the specialized literature, it was found that the
better the perception, the higher the motivation and probability of visiting [18,57,58], while
negative perceptions discourage potential visitors [59]. In this way, perception has a major
impact on the formation of intentions [60,61] and decision making [62–64].
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The analysis of the synthetic values of tourist perception revealed the existence of
three categories of people: a very good perception (between 0.76 and 1; 57% of the people
interviewed), good (between 0.50 and 0.75; 35% of the people interviewed), and poor
(between 0.25 and 0.50; 8% of respondents) (Figure 4).
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It should be noted that in the category of people with a very weak perception (between
0 and 0.25) not a single person was included, while maximum values of “1” were found
only in the case of two people, (the first—number 50 from the database—from the town of
Slatina, Olt county, Romania, aged 30, female, Romanian ethnicity, postgraduate studies;
the second person—number 54 from the database—from Miercurea Ciuc, Harghita county,
male, ethnicity Hungarian, postgraduate studies).

3.2. Tourist Motivation

The motivation for visiting the Cris, ului Land Museum in Oradea, Romania, is repre-
sented by the need of potential visitors to achieve desired satisfaction [2,56]. Identifying and
evaluating the motivation for visiting museums is particularly important in their correct
and sustainable management, seen as structural elements of tourist destinations [65].

So the motivation to visit museums can be defined as a force of impulse and conviction
underpinning consumption behavior [18,32,33,66]. Visitors are motivated to fulfill their
needs for culturalization, spending free time in the most pleasant way, satisfying curiosity,
etc., on the basis of the existence of some attractions generated by the attributes of the
museum, among which the special architectural style, the age and history of the building,
and not least, the variety and importance of the artefacts housed within its premises
stand out.

The analysis of tourist motivation synthetic values revealed the existence of four cat-
egories of people: those with a very good motivation (between 0.76 and 1; 49% of the
interviewed people), good motivation (between 0.50 and 0.75; 30% of the interviewed
people), weak motivation (between 0.25 and 0.50; 17% of respondents) and very weak
motivation (between 0 and 0.25; 4% of respondents) (Figure 5).
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Figure 5. The synthetic value of tourist motivation.

Comparative analysis of the motivation and perception of respondents who visited
the Cris, ului Land Museum showed the existence of direct links between the two ana-
lyzed components, links that emerge from the values of the relatively close weights of
the typological categories as follows: very good, between 0.76 and 1 (motivation—49%;
perception—57%); good, between 0.51 and 0.75 (motivation—30%; perception—35%); weak,
between 0.25 and 0.50 (motivation—17%; perception—8%); and very weak, between 0.0
and 0.25 (motivation—4%; perception—0%) (Figure 6).
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3.3. The Relationship between Tourist Perception and Motivation

Establishing the relationship types between perception and tourist motivation was
completed according to the indices obtained for the 15 analyzed criteria. These indices
were included in a range of values [−1; 1], which in turn, was divided into four equal
categories (between −1 and −0.5, weak negative relationships; −0.51 and 0, strong neg-
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ative relationships; 0.1 and 0.5, strong positive relationships; 0.51 and 1, positive weak
relationships), and each person interviewed was included in one of the four categories,
(Figure 3) accordingly:

(1) Weak negative relationships that are characterized by index values between [−1;
−0.5] were not established in any interviewed person (Figure 3).

(2) Strong negative relationships with relationship index values between −0.51 and
0 were identified in 59% of interviewees. This type of relationship is defined by lower
perception values than those specific to tourist motivation. For example, for subject number
20 in the database, (from Târgu Jiu, Gorj County, female gender, aged 72, postgraduate
studies, Romanian ethnicity) the value of tourist perception was 0.452777778, while the
value of tourist motivation was 1.

(3) Strong positive relationships with relationship index values between 0.1 and 0.5
were identified in 39% of interviewees. This type of relationship is defined by higher
perception values than those specific to tourist motivation. For example, for person number
2 in the database, (from Bucharest, female, aged 49, university studies, Romanian ethnicity)
the value of tourist perception was 0.572222222, while the value of tourist motivation
was 0.25.

(4) Weak positive relationships, with values of the relationship index between 0.51 and
1 were identified in two interviewees (one from the town of Tulcea, Tulcea County, aged
35, female, Romanian ethnicity, university studies; the other from Satu Mare, Satu Mare
county, aged 37, male, Romanian ethnicity, university studies). This type of relationship
is defined by higher perception values than those specific to tourist motivation. Thus, in
the case of the first person (person number 1 in the database), from Tulcea, the value of
tourist perception was 0.861111111, while the value of tourist motivation was 0.25. In the
case of the second person (person number 10 in the database), from Satu Mare, the tourist
perception value was 0.916666667, while the tourist motivation value was 0.

The study’s limitations consist in the fact that there are only 100 sampled respondents;
nonetheless, the study results can have implications for museum decision makers.

The obtained results represent an informational support for local decision makers in
order to optimize and make cultural tourism more efficient in the destination of Oradea,
Romania. The study can be continued by carrying out other research aimed at tourist
satisfaction after visiting such sites of cultural interest as museums. This is necessary
because although the tourist perception and motivation were good, the satisfaction after
visiting the Cris, ului Land Museum might not be the same. Against this background, the
challenge for researchers will be to identify those variables that can induce changes such
as decreasing satisfaction. The quality of the experience can be a variable, an equally
important concern because a good visitor experience can enhance the museum’s reputation,
attract new visitors, increase loyalty, and contribute to social change.

The relationship between motivation and perception among visitors can affect how
they interpret and evaluate their visit, as well as how they remember it later. The museum
should try to foster a positive perception by creating a welcoming and engaging environ-
ment, providing clear and accurate information, encouraging interaction and participation,
and offering feedback and follow-up [67]. Furthermore, the quality of museum-related
events can positively influence the likelihood of tourists recommending the destination to
others and loyalty, as highlighted in the study of Elhosiny et al. (2023) [68].

The current study covers a gap in the specialized literature concerning relationships
between tourist perceptions and motivations.

Therefore, knowing the perception, motivation, and satisfaction of tourists who
visit museum sites is an essential component in shaping the strategy of capitalization
through tourism at museum sites, with direct effects on strengthening the image of the
tourist destination.
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4. Conclusions

In conclusion, from the present study, it emerged that the interviewed tourists had a
very good (57%) and good (35%) perception, while the motivation had relatively similar
weights (very good, 49%; good, 30%). Regarding the relationships between motivation
and perception among the surveyed people, strong negative relationships prevailed (59%),
followed by strong positive (39%) and weak positive (2%). This confirms the working
hypothesis, according to which a good perception contributes to the formation of a sim-
ilar motivation among potential tourists to visit the Cris, ului Land Museum in Oradea,
Romania. The satisfaction gained during the visit had a significant contribution, being
influenced by the quality of services and the lived experience, as well as the level of ex-
pectations. Therefore, we can emphasize that the results obtained in this study can have
significant managerial implications for destination management and marketing. The study
can further be continued with proposals such as: (1) the development of eco-tourism and
cultural tourism products that showcase the natural heritage and biodiversity of Oradea,
Romania, as well as its rich history and traditions. These products could include guided
tours, educational activities, workshops, festivals, and exhibitions that offer visitors an
opportunity to learn more about the museum’s collections and exhibitions in an interactive
and engaging way; (2) encourage feedback mechanisms for visitors who have visited or
plan to visit the museum. This will include surveys, questionnaires, reviews, ratings and
testimonials that allow visitors to share their opinions and experiences about their visit.
This could help to improve customer satisfaction and loyalty, as well as to identify areas
for improvement; (3) find measures to improve the satisfaction of a visit to a museum
attraction. Furthermore, we can explore tourists’ perception and motivation based on their
demographic characteristics, such as age, gender, income, and education, to understand
how different kinds of tourists respond to the Cris, ului Land Museum and what factors
influence their preferences and expectations. They could be segmented into explorers,
facilitators, experience seekers, professional/hobbyists, and rechargers, as suggested by
Falk (2009) [5].
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