
New museology and tourist experience 
in cultural tourism - The case study  

of a museum in budapest 

Melinda Jászberényia,*, Katalin Ásványib, 
Dorottya Bodnárc

a), c) Corvinus University of Budapest, Department of Tourism, Budapest, Hungary 
b) Corvinus University of Budapest, Department of Marketing, Media and Design

Communication, Budapest, Hungary

Please cite this article as: Article History:

Jászberényi, M., Ásványi, K. and Bodnár, D., 2018. 
New museology and tourist experience in cultural 
tourism - The case study of a museum in Budapest. 
Review of Economic Studies and Research Virgil 
Madgearu, 11(1), pp.41-53. 
doi: 10.24193/RVM.2018.11.20. 

Received: 1 August 2017
Accepted: 29 November 2017

Abstract: New museology is a new paradigm which draws attention to the fact 
that it is not enough to make high culture available only to certain privileged 
people. To socialize the culture is necessary so the whole society could experience 
the museum visit. In our study we examined our main research question in the case 
of the Hungarian National Gallery, as what types of consumer experiences foreign 
tourists gain in a museum. Primary and secondary research was made to analyse 
the research field. Based on consumer feedback, we can say that in the Hungarian 
National Gallery the consumer experience is mostly characterized by educational 
and aesthetic experience, which is complemented by the entertainment experience, 
but the escapist one is completely absent. We also formulate conclusions from the 
results and proposals to improve the customer experiences.
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