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Abstract: Bran Castle, a landmark steeped in history and folklore, holds a unique position
in Romania’s tourism sector, mainly due to its association with the Dracula legend. This
paper investigates the elements contributing to the castle's tourism appeal by analyzing
visitor perceptions and experiences. Utilizing surveys distributed to tourists in 2024, the
study examines which aspects of the castle most significantly influence visitor satisfaction.
The paper proposes strategies for enhancing the visitor experience, including improving
educational materials, optimizing crowd management, and upgrading amenities. These
recommendations aim to promote sustainable tourism practices at Bran Castle and enhance
its value as a cultural heritage site.
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INTRODUCTION

Bran Castle's association with Bram Stoker's fictional character Count Dracula has
transformed it into more than just a historical monument; it has become a symbol of mystery
and intrigue, linking it to dark tourism. [4,5,7] This link, while not based on historical fact,
has been instrumental in attracting tourists eager to explore the myths and legends of
Transylvania. [11,13]

The castle's blend of authentic history and literary myth offers a diverse experience,
appealing to a wide range of visitors-from history enthusiasts and architecture lovers to fans
of gothic literature and popular culture. [3,10,15]

Understanding visitor perceptions and experiences at Bran Castle is essential for
several reasons. Firstly, it provides insights into which aspects of the attraction resonate most
with tourists, enabling stakeholders to enhance those elements and improve overall
satisfaction. Secondly, as tourism demand continues to grow, there is an increasing need to
manage the impact on the site to preserve its cultural and historical integrity.

Visitor feedback can inform strategies that balance tourist enjoyment with
conservation efforts, promoting sustainable tourism practices. [2,9,14] The findings of this
study are intended to assist policymakers, tourism managers, and stakeholders in making
informed decisions that align with both visitor expectations and preservation goals. [12]

MATERIALS AND METHODS
This paper aims to investigate the elements that contribute to Bran Castle's tourism
appeal from the visitors' perspective. Utilizing surveys distributed to tourists in 2024, the
study analyzes which aspects of the castle most significantly influence visitor satisfaction.
By examining these factors, the research seeks to identify areas for improvement and develop
recommendations that enhance the visitor experience while promoting the sustainable
management of the site. [1,2,6,8]

RESEARCH RESULTS
Overall visitor satisfaction with Bran Castle is notably high, as shown in Figure 1,
where 91% of respondents report being satisfied (49%) or completely satisfied (42%) with
their experience, while only 7% remain neutral and 2% express dissatisfaction. In terms of
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ticket pricing (Figure 2), the majority (68%) are satisfied or very satisfied, 17% are neutral,
and 15% are unsatisfied. These findings suggest that although most visitors view their time
at Bran Castle positively, there is still an opportunity to address ticket pricing perceptions.
This could signal an opportunity to re-evaluate pricing strategies, introduce more transparent
value propositions, or offer tiered options to better align perceived cost with the overall
experience. While these figures underscore the castle’s success in delivering a memorable
visit, refining pricing structures and improving communication around ticket value may
further elevate visitor satisfaction and engagement.

m Completely satisfied = Satisfied = Neutral = Unsatisfied

Figure 1. Overall satisfaction
Source: Own work, 2024
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Figure 2. Satisfaction with ticket prices
Source: Own work, 2024

These observations suggest that Bran Castle generally manages visitor flow
effectively, as evidenced by the majority (85%) finding waiting times acceptable. However,
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the 15% who remain dissatisfied indicate room for refinement—potentially through queue
management techniques or additional visitor engagement during waits. Furthermore, the
strong preference for self-guided tours highlights a trend toward more autonomous
exploration. Nonetheless, enhancing self-guided tools and diversifying guided tour options
could further improve the overall experience, ensuring that both independent and guided-
tour-oriented visitors are well accommodated.

85%

mYes mNO

Figure 3. Are waiting times acceptable at the Bran Castle?
Source: Own work, 2024

m On my own

= With guide

Figure 4. Type of tour
Source: Own work, 2024

CONCLUSIONS

Overall, Bran Castle exhibits a high level of visitor satisfaction, with 91% of
respondents reporting a positive experience and only 2% expressing dissatisfaction. Ticket
pricing, while acceptable for most visitors, remains a point of concern for 15%, suggesting
an opportunity for reevaluation or more transparent value offerings. Waiting times appear
well-managed, as 85% find them acceptable. Lastly, while a strong preference for self-
guided tours is evident, enhancing guided tour options and improving self-guided tools could
appeal to both independent explorers and those seeking more structured experiences,
ultimately broadening the castle’s visitor appeal.
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