. . 71N\
Geographia Polonica ZIITIV\\N

Gggfgﬁ%’é—l]{A 2021, Volume 94, Issue 4, pp. 573-587 1am ..=
https://doi.org/10.7163/GPol.0221

AS N Y 1174
N\1777<d

INSTITUTE OF GEOGRAPHY AND SPATIAL ORGANIZATION
POLISH ACADEMY OF SCIENCES
www.igipz.pan.pl

www.geographiapolonica.pl

THE PERCEPTION OF BIHOR MOUNTAIN TOURIST
DESTINATION, ROMANIA

Grigore Vasile Herman'@® ¢ Norbert Banto? @ ¢ Tudor Caciora’® e
Mihaela Ungureanu®?@ e Sorin Furdui?@® ¢ Lavinia Daiana Garai'@® *
Vasile Grama'

"Faculty of Geography, Tourism and Sport University of Oradea
University Street 1, Oradea, 410 087: Romania
e-mails: grigoreherman@yahoo.com (corresponding author) ¢ vasile.grama2014@gmail.com
tudor.caciora@yahoo.com ¢ umihaela59@yahoo.com * sorin1182@yahoo.com ¢ daianagarai@yahoo.com

2Bihor Destination Management Agency
Primariei Street 2, Oradea: Romania
e-mails: bnorbert24@yahoo.com ¢ umihaela59@yahoo.com ¢ sorin1182@yahoo.com

Abstract

Tourism represents one of the economic sectors with major implications in the sustainable development of the
mountain areas. The tourists’ perception regarding the image of the tourist destinations is a key requirement
that all the stakeholders in tourism have to take into account, due to its major role in shaping and directing the
tourist flows and in the development of local communities, by extension. In terms of methodology, the question-
naire method was used in this study, with a face-to-face implementation technique. Among others, the ques-
tionnaire had targeted the degree of knowledge concerning Bihor Mountain destination, the tourist consumer
habits and the tourists’ perception related to the quality-price ratio because of tourist consumption. The results
show that most of the respondents have stated that they have not visited Bihor Mountain Tourist Destination
for the first time, coming back here even several times a year because of its multiple tourist attractions and
the extremely convenient quality-price ratio. All these show a positive perception of the majority of tourists
regarding the visited destination, being materialised in an increased flow of visitors and the beneficial effects
on the local economy and the preservation of the mountain areas.
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Introduction enjoy a pristine nature, undisturbed by the

harmful human intervention (Boller et al,
According to several authors, the mountains 2010; llies et al., 2017; Gianchino et al., 2019;
are places that despite the widespread glo- Lincetal., 2019). Other authors point out that
balisation of the contemporary world, still these areas are very crowded due to human
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intervention, which leads to inadequate infra-
structure development, over-construction,
destruction of forests, etc. (Streifeneder &
Omizzolo, 2017; Vidovié & Dzeletovié, 2019;
Abelldn & Martinez, 2021). One thing is for
sure, over the years, the mountain areas have
suffered intense metamorphosis to satisfy
the ever-changing requirements (Bonadonna
et al.,, 2017; Petrikovicova et al., 2019); thus,
they have transformed from important areas
of exploitation of natural resources into areas
where tourism plays a key role (Ritchins et al,,
2016). Due to their aesthetic beauty, natural
and cultural landscapes that harmoniously
intertwine (Wieckowski, 2020), various pos-
sibilities to spend leisure time and the aura
of mystery (Hull, 2016), the moutains attract
millions of tourists each year. Considering the
extended mountain area (approximately 24%
of the worldwide land surface) (Ritchins et al.,
2016), the mountain tourism emerges as the
second type of tourism in terms of popular-
ity (after coastal tourism) registering 15-20%
of the total annual tourism and generating
revenues of approximately $ 70-90 billion
annually (Keller, 2014). In addition to its
high attractiveness to tourists, mountain
tourism represents a very important global
industry for economy (Favre-Bonte, 2019),
playing a crucial role in the preservation
of mountain areas and the traditional life-
style of the native people (Jurigova & Lenc-
sesova, 2015; Kuscer et al., 2016; Mutana
& Mukwada, 2018).

Romania is a country which fulfils all the
conditions to become a top destination for
moutain tourism in Europe (Herman et al,,
20190; Wieckowski & Saarinen, 2019); approx-
imately 28% of the total surface is occupied
by the Carpathian Mountains (Cernaianu
& Sobry, 2017; llies et al, 2017), with
heights ranging between 600 and 2500 m
and an average of 840 m (Posea, 2005).
Although the mountain tourism has experi-
enced a significant boom over the last two
decades, by the proportional increase in the
supply and demand, this type of tourism
is still little developed, its contribution to the
country’s Gross Domestic Product (GDP)
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(2.5%) being almost insignificant (Brdtucu
et al, 2017). In this respect, the development
and promotion of Romanian mountain tour-
ism at national and regional level represents
atarget thatis imperative in order to enhance
its competitiveness.

In this context, with the development
of mountain tourism itis necessary to know the
tourists’ perception regarding the targeted
area as decision-making support in the devel-
opment of sustainable tourism, in accordance
with the need of the tourist demand (Draghici
et al,, 2015; Toral et al,, 2018; Grecu et al.,
2019; Dehoorne et al.,, 2019).

In an extremely competitive environ-
ment, as it is tourism nowadays, the success
of a destination may be in close relation with
knowing the tourists’ perception as main ben-
eficiaries, being an important support for the
innovations meant to attract a higher number
of prospective visitors (Araujo et al., 2018).

The conduct of this study aims at know-
ing the perception of tourists from “Bihor
Mountain Tourist Destination, Romania”.
This was possible by obtaining a real scan-
ning from the perspective of the need for
tourist demand that cannot be overlooked
by the tourist offer. Among the require-
ments of the demand, special attention
was given to knowing the tourist infor-
mation, in close relation with the habits
of the prospective tourists regarding ser-
vices of accommodation, number of over-
night stays and frequency of travelling,
as well as the favourite type of tourism.
The assessment of tourist satisfaction
regarding the accommodation and food
services in Bihor Mountain destination,
in the quality-price ratio, compared to oth-
er visited tourist destinations, has repre-
sented an important element in this study,
serving to identify the potential conflicts
between supply and demand. At the same
time, we tried to answer the following
questions: “What is the perception of tour-
ists regarding Bihor Mountain tourist desti-
nation?”; “What is the degree of knowledge
of the area analyzed from the perspective
of the interviewed tourists”; “What are the
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consumer habits of tourists?” and “What
is the perception of quality-price ratio”.

The working hypothesis used as a starting
point for this study concerns the fact that the
tourists’ perception is reflected in the con-
sumer behaviour in tourism, in the intention
and decision to visit and revisit a given tour-
ist destination and indirectly, in strengthen-
ing the image of tourist destination (Dwivedi,
2009; Lv & McCabe, 2020).

The image of tourist destination is an
extremely important variable with direct
influence in the genesis, evolution and
dynamic of tourism in a given area (Chaud-
hary, 2000; Moon & Han, 2019; Duan et al,,
2020). Shaping and strengthening the image
of tourist destination require resources and
perseverance from all the stakeholders
in the management of tourist destinations
(Czernek-Marszatek, 2019; Herman et al,
2019a). In this context, the tourists (as main
beneficiaries) and the way in which they per-
ceive the destination area have an impor-
tant contribution (as main beneficiaries)
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(Beerli & Martiin, 2004; Cracolici & Nijkamp,
2009; Zhang et al., 2018; Toral et al., 2018).
It is well-known the fact that the tourists’
perception represents a quality indicator
of the tourist destinations, extremely com-
plex, involving a wide range of variables,
sometimes difficult to capture in expert stud-
ies. Against this background, this study aims
at creating a template to quantify the tour-
ists" perception regarding "Bihor Mountain
Tourist Destination, Romania”. Therefore, this
study stands out as a necessity. The knowl-
edge of the tourists’ perception contributes
to the strategic decision-making process
regarding the development of the analysed
mountain destination in accordance with the
tourists requirements and desires, without
neglecting other issues related to the social
(Dezsi et al., 2014; Szromek et al., 2020),
economic (Drdaghici et al., 2015; Stepanova,
2019) and ecological purpose (Stepanova,
2019; Wendt et al, 2019; Widawski et al.,
2020) of tourism.
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Work methodology
Study area

Bihor mountain destination, located in the
north-western part of Romania, in the county
with the same name, on the western border
with Hungary, is a special geographic area
in which nature and man have cohabited
since ancient times, their interraction giving
rise to several elements with obvious tourism
features. The proximity of the Romanian-Hun-
garian state border can represent a dynam-
izing element for cross-border tourism,
especially for Hungarian tourists, with direct
effects in completing and diversifying the
possibilities of spending leisure time in moun-
tain areas. Structurally, Bihor Mountain desti-
nation can be divided in five sub-destinations
as folows: Padurea Craiului, Stana de Vale,
Plopis Mountains, Bihor-Vlddeasa Mountains
and Codru Moma Mountains (Fig. 1), each
having unique characteristics and features
with implications in the genesis, dynamics
and function of mountain tourism (Herman
etal, 2019b).

Bihor mountain area is one of the emer-
gent spaces with real possibilities for devel-
oping mountain tourism, being defined by the
existence of numerous unique tourist attrac-
tions, some natural and others man-made
over time, as an expression of his communion
with nature. In this area, more than anywhere
else, it is noticeable the close relationship
between man and nature, reflected by some
buildings that are representative for the local
communities and the site-specific identity.
Among these, we note: the wooden churches
considered monuments (over 20 units); the
stonewall churches considered monuments;
craft workshops etc. From the natural attrac-
tions we mention: caves (the tourist ones
- Bears’ Cave, Meziad Cave, Crystal Cave
inside Farcu mine, Ungurul Mare Cave and
Vadu Crisului Cave and speleological caves
- Vantului Cave, Batranului, Ciur-Ponor, Crai-
ului, Dobos, Galdseni, Gruietului, Hartopul
Bonchii, Moanei and Osoi); karst plateau
(Padis; Runcuri, Zece Hotare and Damis-
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-Ponoras); gorges  (Albioarei, Brdtcutei,
Cutilor, Lazuri, Videi, Misidului, Sighistelului,
Sohodolului etc); the waterfalls on Boiului
valley (Boiului Waterfall) and Crisului valley
(Vadu Crisului Waterfall) etc.

Data analysis

The data necessary to carry out this study was
obtained within the timeframe July-August
2019, in various locations within Bihor Moun-
tain Destination, using the sociological sur-
vey method based on questionnaire (Chelceq,
2007; Bryman, 2012; Bar et al,, 2016; Wendt
et al, 2019). The methodology that was used
had implied consulting tourists by making use
of the questionnaire method regarding “The
Perception of Bihor Tourist Destination”.

Structurally, the questionnaire was made
of eleven items referring to: the degree
of knowledge of Bihor tourist destination and
how the information is disseminated; the tour-
ists consumer habits regarding the accommo-
dation facilities, number of overnight stays,
the frequency of product and tourist con-
sumer services and the type of tourism prac-
ticed; the perception of the quality-price ratio
in Bihor tourist destination. Furthermore,
in the questionnaire emphasized socio-demo-
graphic information relevant for tourism:
namely nationality, gender, age, level of edu-
cation, foreign languages spoken. The infor-
mation rgarding the perception of Bihor tour-
ist destination was obtained by consulting
135 people.

In outlining the socio-demographic pro-
file of the respondents, the following ana-
lytical issues were taken into consideration:
nationality, gender, age, level of education
and foreign languages spoken. 54 (40%)
females and 81 (60%) males, over 18 years
old, took part in this study. From the analysis
of the respondents classified by age groups,
it was noticed that the largest share was
held by the groups of persons aged between
36-45 years old (38.5%), 46-55 years old
(38.5%) respectively, followed by those
between 26-35 years old (14.1%), 56-65 years
old (7.4%), over 65 vyears old (0.7%)
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and 18-25 years old (0.7%). Regarding
the level of education, it was noted that
72 people (53.3%) have secondary educa-
tion, while 64 people (47.4%) have university
degree. The analysis of how communication
is achieved shows that English is ranked first
(60.7%), followed by Hungarian (24.4%), Ger-
man (23%), French (17.8%) and others (2.2%).
Ethnically, the Romanians prevail with 70.4%
(95 people).

In terms of methodology, in order to quan-
tify the tourists’ perception regarding the
image of tourist destination in Bihor moun-
tain area, Romania, the maximum results
were used, in percentages (%), from six items
in the questionnaire applied to tourists, two
items for each of the three analysed aspects:
the degree of knowledge; the tourists’ con-
sumer habits; the perception of quality-
-price ratio.

Results and discussions

Based on these percentage values it was
established a value scale related to the per-
ception of the analysed mountain tourist

destination, ranging from 0% to 25% (very
week); 26% to 50% (week); 51% to 75% (good);
76% to 100% (very good) (Tab. 1, Fig. 11).

The degree of knowledge of Bihor
Mountain tourist destination

Information is a fundamental premise in tour-
ism which is vital in outlining and promotion
the image of tourist destination. Tourists also
have an important contribution in the con-
solidation and dissemination of the image
of tourist destination by means of emission
- reception function of the information (Her-
man et al,, 2020).

The tourists interviewed in this study
are people who have had a certain experi-
ence in Bihor tourist destination; thus, from
a total of 135 people, 114 (84.4%) stated that
they have visited this area before. In conse-
quence, the accuracy and precision of the
answers are significantly higher; the tourists
have already o well-defined image of the
tourist destination.

The analysis of the answers given to the
first question "Which are your favourite tourist

Table 1. Quantifying the tourists” perception in Bihor Mountain destination, Romania

The value of the perception
The value
Nr. Criteria used to outline the perception very weak | weak good | very good | of the per-
ception
0%-25% | 26%-50% | 51%-75% |76%-100%
1 | The degree The favourite tourist destinations 98.5% | Very good
of knowledge
2 Tourist promotion materials 73.3% Good
3 | The tourists’ The number of overnight stays 60.7% Good
4 | consumption The frequency of tourists’ travels 54.1% Good
habits
5 | The perception | The perception of accommoda- 43% - - Weak
of quality-price | tion and food services in Bihor
ratio Mountain destination in terms
of quality-price ratio in relation
to other visited tourist destina-
tions
6 The value of the sums available 51% - Good
to be spent by the respondents
during one holiday
Total 0 43 2391 98.5 Good
380.6/6=63.4 63.4%
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destinations in Bihor County?” has empha-
sised the respondents’ preference for the
mountain area (98.5%, 133 people), followed
by Baile Felix - Baile 1 Mai (38.5%, 52 people)
and Oradea (6.7%, 9 people) (Fig. 2). This fact
shows that the mountain tourist has little inter-
est in the other destinations in Bihor County,
except for Baile Felix - Baile 1 Mai and Oradea.
However, the information acquired is essen-
tial in the process of making the strategy for
the integrated capitalization of Bihor Tourist
Destination. This information is then linked
with similar information provided by the tour-
ists from the other destinations. For example,
the tourists from Bdile Felix - Baile 1 Mai des-
tination were interested in Bihor Mountain
Destination at a share of 45%.

The spatial concentration of the tourist
attractions and the possibilities of accessing
them have led to a tourist mental division
of the mountain area into four tourist sub-
destinations: Vartop, Stdna de Vale, Padis
and Padurea Craiului. Each is characterised
by certain particularities: Vartop offers opti-
mum conditions for practising winter sports;
Stana de Vale focuses on physical and psycho-
logical recovery and rehabilitation; Pddurea
Craiului represents a destination focused
on ecotourism; Padis is famous for the karst
relief and its tourist attractions.

Within Bihor Mountain tourist destination
it is noticeable a preference for Bears’ Cave,
Stana de Vale and Meziad Cave. Special
attention was paid to the other attractions,

Oradea 9
Baile Felix - Baile 1 Mai

The mountainous area

Destination

The plain area

The rural area

Grigore Vasile Herman et al.

in order of preference: Padis Karst Plateau,
Vartop Holiday Village, Sighistelului Gorges
and Boga Valley (Fig. 3).

A considerable contribution was repre-
sented by the tourists’ experiences in Bihor
Mountain destination and the tourism pro-
motion actions carried out especially online,
at the level of public and private stakeholders.

The analysis of the answers offered to the
question “Has the promotion of Bihor moun-
tain area influenced you in chosing your
holiday destination?” shows that this space
receives a certain segment of well-informed
tourists (80%, 108 people) who were not influ-
enced by the promotion actions when deciding
to spend their holiday in Bihor mountain area.
The share of those who were influenced (20%),
can be easily related to the share of people
who travelled in Bihor for the first time (15.6%).
As a consequence, we consider that the tour-
ist promotion actions are extremely useful
to attract and retain new tourists focused
on practising mountain tourism.

With regard to information sources, it is
obvious that a stronger emphasis should
be placed on the online, 73.3% declaring that
they took their information online before tak-
ing the decision to travel to Bihor mountain
area. The printed materials and the opinion
of friends’/relatives’ have also contributed
significantly in taking the decision of tourist
consumer (20.7%), while on the opposite side
were situated the other forms of promotion
among which promotion of the destination

52

133

60 80 100 120 140

Number of tourist

Figure 2. The favourite tourist destinations in Bihor County
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Figure 4. The sources used by the respondents regarding Bihor Mountain area

at tourist fairs, radio and TV broadcasting,
etc. (Fig. 4).

The tourists’ consumer habits

In the category of consumer habits were ana-
lysed several issues regarding the tourists
behaviour related to transportation services,
accommodation services, number of over-
night stays, the frequency of consumption
and the favourite type of tourism.

The particular physical and geographical
conditions and the degree of endowment
of the transport infrastructure have con-
tributed to the tourists’ unanimous decision
to travel to the mountain destination by their

own cars or by coach. The access to Bihor
mountain destination is done via Beiusului
depression, located in the south-eastern part
of Bihor county, upstream on Crisul Negru
river, along DN76 / E79 road, between Codru
Moma Mountains in the south-west and Biho-
rului Mountains in the north-east. The dis-
tances between Bihor mountain destination
and the nearest urban centers, which may
be established as tourist reception centers
are: 90 km Oradea, 132 km Deva, 142 km
Cluj Napoca and 170 km Arad.

Regarding the accommodation services,
we note that the interviewed respondents
have preferred the accommodation in the
tourist guesthouses (48.1%, 65 people),

Geographia Polonica 2021, 94,4, pp. 573-587
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followed by hotel units (26.7%, 36 people),
tourist villas (8.1%, 11 people), etc. (Fig. 6).

In Bihor mountain destination, in 2019, the
accommodation facilities were represented
by 107 units with accommodation function
(2331 places), distributed percentage-wise
as follows: tourist guesthouses (65.4%), tour-
ist chalets (7.9%), hotels (7.9%), tourist villas
(5%), camping sites (4%) and other categories
(19.8%) (Fig. 5A), while the existent accom-
modation capacity in 2019 indicates that
the majority of accommodation places were

A

[ ] Tourist pensions

[T Other categories

I Hotels
I Tourist villas
[ Tourist chalets

[0 Campings

Grigore Vasile Herman et al.

in the tourist guesthouses (972 places, 41.7%),
followed by hotels (447 places, 19.2%), tour-
ist chalets (259 places, 11.1%), camping sites
(130 places, 5.6%), tourist villas (102 plac-
es, 4.4%) and other types of structures
(421 places, 18.1%) (Fig. 5B).

The analysis of the number of overnight
stays has shown that the largest share
of tourists usually spend 2-3 days (60.7%,
82 people), 4-5 days (32.6%, 44 people),
respectively. The share of those who stay
more than five days is 5.2% (7 people), while

Figure 5. The share of tourist structures with accommodation function in Bihor mountain area in 2019.
A. Number and share of tourist accommodation structures; B. The existent tourist accommodation
capacity according to the types of accommodation structures (Data source: Ministry of Tourism, Tourist
accommodation structures with classified accommodation functions, 2019)

Hotels

Tourist chalets

Campings

Tourist villas

Type

Tourist pensions

Tourist halt

Holiday villages

Accommodation at friends or relatives |2

o

Number of tourists

Figure 6. Tourist accommodation habits in Bihor mountain area

Geographia Polonica 2021, 94, 4, pp. 573-587



The perception of bihor mountain tourist destination, Romania

the share of those who stay only one day
is 1.5% (2 people) (Fig. 7).

The analysis of the frequency of travels for
tourist reasons classified according to value
groups has emphasised the category of tour-
ists who travel three times a year (54.1%,
73 people), followed by those who travel
twice a year(25.9%, 35 people), several times
a year (16.3%, 22 people) and once (3.7%,
5 people) (Fig. 8).

Recreational tourism is the type of tourism
preferred by tourists in Bihor mountain desti-
nation (100%).

Number of nights

581

15.6% of the respondents were here for
the first time), the information regarding
the sums of money that tourists would be will-
ing to spend on tourist consumer in Bihor
mountain destination is extremely interest-
ing. The amount of money tourists would
be likely to spend on a holiday (three days
with two nights per person) is a significant
indicator in determining the short-term tour-
ism marketing strategies and sizing tourist
facilities. Therefore, the analysis of the indica-
tor “the amount of money available to spend”
has emphasised the existence of four typical

o

10 20 30

Number of tourists

40

50 60 70 80 90

Figure 7. The number of overnight stays in Bihor mountain area

Once a year

Twice a year

Frequency

Three times a year

More than three times a year

Number of tourists

Figure 8. The frequency of tourists’ travels in Bihor mountain area

The perception of quality-price ratio

The ratio between the quality of delivered
services and their price is a very important
trait on a tourism market where the key word
is ‘competitiveness’, this aspect being closely
linked to the success or failure of a tourist
destination.

Taking into account the tourists’ vari-
ous experiences in Bihor destination (only

categories of tourists, willing to spend
amounts ranging between: 1000 and 2000
RON (43%, 58 people); 500-1000 RON
(27.4%, 37 people); 2000-5000 RON (24.4%,
33 people) and under 500 RON (5.2%, 7 peo-
ple) (Fig. 9). We mention that between July
and August 2019, when the respondents were
consulted, the average net salary in Roma-
nia was 3044 RON, respectively 644.9
EURO (National Institute of Statistics, 2019).
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RON is the Romanian currency. 1 RON =0.21
Euro / 1 Euro = 4.72 RON (National Bank
of Romania).

Considering the above-mentioned infor-
mation, we can outline the profile of the tour-
ist who is willing to spend money between
1000 and 2000 RON. Compared to the level
of prices charged within the analysed space,
we can say that we are dealing with a budget
above expectations. It remains to be seen
if the stakeholders in tourism, especially ser-
vice providers, will be able to manage this
trend, i.e., spending money from the tour-
ists” part, by increasing the quality (of tourist
products and services) and diversifying the
options for spending leisure time.

Having certain experience, the majority
of the respondents not being for the first time
in Bihor mountain destination, they appreci-
ate the accommodation and food services

<500

4.8 RON)

500-1000

1000-2000

2000-5000

> 5000

The sum in RON (1 EUR

Grigore Vasile Herman et al.

in relation to other tourist destinations that
they have visited. Thus, all the interviewed
tourists have classified the quality-price ratio
related to the accommodation and food
services in Bihor Mountain Tourist Destina-
tion as very good (51%, 69 people) and good
(499%, 67 people) (Fig. 10).

Discussion

Bihor mountain destination is a geographic
area characterized by a large diversity of tour-
ist attractions, both natural and anthropic,
located in the south-east of the county,
in North-West part of the country, orographi-
cally overlapping the mountain units Bihor
- Vladeasa, Padurea Craiului Mountains,
Codru Moma and Beius depression.

Regarding the study area, it has been
the subject of many studies and research

o
N
o
N
o

Number of tourists

Figure 9. The value of the amounts available to be spent by the respondents in one holiday in Bihor

mountain area

Very good

Answer

Good

Acceptable |0

Weak |0

Very weak |0

Number of tourists

Figure 10. The perception of accommodation and food services from Bihor mountain destination
in terms of quality-price ratio in relation to other visited tourist destinations
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on tourism and its economic, social and eco-
logical implications. Among these, we men-
tion the paper “Transport Infrastructure and
Political Factors as Determinants of Tourism
Development in the Cross-Border Region
of Bihor and Maramures. A Comparative Anal-
ysis”, drafted by Wendt et al., 2021. It aims
to determine the existence of correlations “the
development of the transport network and the
increase in tourist traffic” (Wendt et al., 2021).
The results obtained have revealed that trans-
port infrastructure has a critical part in ensur-
ing connections between border regions. We
mention that the studied area was analyzed
extensively from the perspective of the tour-
ist potential (Herman et al,, 2019b) and ways
to quantify it (Dehornee et al., 2019).

Tourism is an extremely complex and com-
petitive activity with clear economic, social
and ecological implications. In this respect,
knowing the tourists’ perception along
with other aspects equally important, such
as knowing the perception of the local com-
munity and more, represents an important
concern of all the factors involved in the devel-
opment of Bihor Mountain Tourist Destination.
To this end, in this study we have developed
a methodology to quantify the perception. We
mention that this is not perfect; it has some
drawbacks among which the means of quanti-

The value of the perception
good - 51% - 75%

weak - 26% - 50%
very weak - 0% - 25%

very weak

=»= perception
perception - good = 63.4%

fication and the low number of variables taken
into consideration. Despite these drawbacks,
the results achieved can provide a strong deci-
sion and information support for all the fac-
tors involved in the effort to strengthen and
promote the image of a tourist destination.

Conclusions

The analysis of the tourists’ perception
regarding Bihor mountain tourist destination
in Romania has emphasised the existence
of some malfunctions concerning the indica-
tor "The perception of accommodation and
food services in Bihor mountain destination
in terms of quality-price ratio related to other
visited tourist destinations” whose maximum
value was 43% (weak), while for the indicator
"The favourite tourist destinations” the maxi-
mum value was 98.5% (very good). The oth-
er indicators fell within the values ranging
between 51% and 75% (good) (Tab. 1, Fig. 11).

Following the quantification of the tour-
ists" perception regarding Bihor mountain
tourist destination in Romania, in accor-
dance with the developed methodology,
it was concluded that it is good, having a val-
ue of 63.4%. This has resulted from reporting
the total score (380.6 percentages) from the
6 analysed indicators.

very good
very good - 76% - 100% 98.5%

good

weak

Figure 11. The perception of Bihor mountain destination
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The analysis of the degree of knowledge
reveals the fact that Bihor Tourist Destina-
tion is a destination known by the tourists;
they have not come here for the first time
(84.4% of the interviewed tourists). They pre-
fer to come back in order to visit the follow-
ing sites: Bears’ Cave, Stana de Vale, Meziad
Cave, Padis Karst Plateau and Vartop (Fig. 3).
38% of the interviewed people have stated
that besides Bihor Mountain Destination,
they also prefer Baile Felix-Baile 1 Mai desti-
nation (Fig. 2). This information linked to the
information obtained in the above-mentioned
destination (by performing a similar survey
in which the item regarding the tourists’ pref-
erences for other tourist destinations in Bihor
scored a value of 45%) can be used startegi-
cally in setting up some complex spa-moun-
tain tourist packages, taking into account
the fact that the distance between the two
destinations (Bdile Felix - Baile 1 Mai Spa
Destination and Bihor Mountain Destination)
is short (90 km) and the access is easy, DN76
road being recently rehabilitated (2020).
The sources used by the respondents before
going to the destination area have empha-
sised the importance of the online (Fig. 4).
It is noticeable the relatively low share (4%)
of replies regarding the importance of tour-
ism fairs. This information can be linked
with the information related to the financial
effort made in this respect by the central and
regional public authorities in order to under-
line the role and importance of promoting
tourism through tourism fairs.

The tourists’ consumer habits have target-
ed vital aspects regarding transport, accom-
modation, length of overnight stays and the
frequency of travelling in the studied area.
Regarding the means of transport, tourists
have chosen 100% road transport, the major-
ity coming from urban areas from the immedi-
ate proximity of the analysed mountain area.
As for the preferred accommodation units,
on typological categories, we have noticed
the preferences for tourist guesthouses
(48.1%), followed by hotel units (26.7%) and
tourist villas (8.1%). The comparative analy-
sis of the values of preferences regarding
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the form of accommodation and accommoda-
tion capacity reveals some differences in per-
centages. These differences can represent val-
uable information of strategic nature towards
adjusting the local accommodation supply
to the demand. Therefore, it is obvious the
need to increase the accommodation capac-
ity of tourist guesthouses (6.4% places), hotels
(7.5%) and tourist villas (3.7%). The number
of overnight stays (60.7% of the tourists stay-
ing between 2 and 3 days) is an indicator that
provides indirect information on the retention
capacity and type of tourism (in terms of time)
for which the analysed tourist destination
is suitable (Fig. 7). The relatively high frequen-
cy of tourists that come back (54,1% return
three times a year) is directly linked with the
tourists” degree of satisfaction in the destina-
tion area (Fig. 8) and also with the perception
of the quality-price ratio, 51% of the respond-
ents perceiving this ratio as a very good one
(Fig. 10). Against this background, the amounts
of money that the interviewed people would
have been ready to spend on holiday (three
days with two overnight stays) range between
500 RON and over 5000 RON. The most
important share (71%) belongs to the segment
of tourists willing to spend between 1000 and
2000 RON (Fig. 9).

Considering the above mentioned infor-
mation, we can state that the tourists’ per-
ception regarding the tourist destination is an
important strategic variable that can be used
for the sustainable development of tourism
in Bihor Mountain Tourist Destination.
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