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1.1  Introduction

The aim of this book is to examine the best practice in creating and delivering excit-
ing and memorable visitor experiences from a psychological perspective. Increasingly, 
visitor destinations, hotels, attraction operators and other service providers are seek-
ing to improve visitors’ experiences through their better design and management 
(Ooi, 2005). By enhancing their experiences, providers are better able to please their 
target markets, increase loyalty intentions and improve word of mouth recommenda-
tions (Carbone, 1998). In a recent example of experience design, the aviation com-
pany KLM gave personally relevant gifts to its customers who were waiting for a 
flight connection, in order to improve their transit experiences (KLM Royal Dutch 
Airlines, 2010). This experiment was aimed at creating positive emotions such as 
surprise and happiness. The Canadian Tourism Commission has developed an online 
‘toolkit’ to help tourism businesses deliver compelling experiences (Arsenault, 2004). 
These examples reflect the growing importance of the experience economy (Pine and 
Gilmore, 1999) and of designing better visitor experiences.

Academics in a number of experience related subfields, such as structured leisure 
experiences (Duerden et al., 2015) and design science (Kim and Fesenmaier, 2017), 
have sought to understand the nature and characteristics of memorable experiences. 
As later chapters of this volume will demonstrate, researchers from various disciplines 
such as sociology (Cohen, 1979) and anthropology (Abrahams, 1986) have examined 
visitor experiences, considering them as phenomena different from the routine expe-
riences of daily life. Marketing and management researchers have explored the com-
ponents of memorable experiences (Schmitt, 1999a), the needs they satisfy (Otto and 
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Brent Ritchie, 1996; Kim et al., 2012), the stages in their formation (Aho, 2001) and 
how they influence future travel intentions (Ryan, 2000). However, these approaches 
are primarily descriptive and do not provide an explanation for how and why experi-
ences are evaluated and appreciated. The conceptualization of, and theorizing about, 
experiences, methodological development and exploration of the design and delivery 
of visitor experiences require attention (Ritchie et al., 2011).

Difficulties in conceptualizing tourism experiences are in part due to the subjec-
tivity of an individual’s response to a particular situation. Experiences arise out of a 
visitor’s individual interpretation of an external stimulus based on their personal, 
social and cultural background (Ooi, 2005). Indeed, a tourism experience is suggested 
as ‘fundamentally subjective . . . [and] shaped by three things — what occurred, the 
meaning that the service provider applies to what occurred, and the interpretation the 
consumer gives to what occurred, both during and after the experience’ (Ritchie et al., 
2011, p. 433). In this book, recent findings from cognitive psychology provide a basis 
for a better understanding of the antecedents of a memorable experience. This in turn 
will help managers to determine the effectiveness of specific experiential stimuli, 
allowing them to achieve the required experiential outcomes.

1.2  Tourism Experiences

The research roots of consumption experience can be traced back to the 1950s, when 
Abbott (1955) notes that:

What people really desire are not products but satisfying experiences. Experiences are 
attained through activities. In order that activities may be carried out, physical objects or 
the services of human beings are usually needed . . . People want products because they 
want the experience-bringing services which they hope the products will render.

(pp. 39–40)

In defining ‘experience’, the word can be used as a noun or a verb and invokes 
attributes such as subjectivity, involvement, emotion and learning (Gao et al., 2010). 
When it is used as a noun, it is generally describing those emotional, spiritual, 
psychological or learning outcomes that result from a dynamic process of a person’s 
involvement in activities. When used as a verb, experience describes a transformation 
process that has happened in the past, embodies consumers’ participation and leads 
to the aforesaid outcomes (Table 1.1). In this volume, experience per se for consum-
ers is considered distinct from goods or services. Due to its subjectivity, emotional 
states play a significant role in making an experience memorable (Zehrer, 2009). 
However, it should be noted that physical goods and a functional service are not 
completely unrelated to an experience (Knutson et al., 2006), but instead may be seen 
as the media used to involve the visitor in an experience; they must be regarded as a 
part, but only a part, of an experience. In other words, an experience has other com-
ponents, apart from those of the goods or services, which can provide memorable 
sensations for consumers.
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Table 1.1.  Definitions of an experience (from Gao et al., 2010).

Author (year) Definition n/va

Attributesb

S I E L

Dewey (1963, 
p. 26)

‘Engaging in an experience involves progression 
over time, anticipation, emotional involvement, a 
uniqueness that makes it stand out from the ordinary 
and it reaches some sort of completion’

v ● ● ● ●

Cohen (1979, 
p. 182)

‘Travelling for pleasure (as opposed to necessity) 
beyond the boundaries of one’s life-space assumes that 
there is some experience available “out there”, which 
cannot be found within the life-space, and which 
makes travel worthwhile’

n ● ● ●

Hirschman and 
Holbrook (1986, 
p. 236)

‘The long sought-after consumption experience must 
be viewed as an emergent property that results from 
the inter-relationships and overlaps among person, 
environment, thought, emotion, activity and value’

n ● ● ●

Otto and Ritchie 
(1996, p. 166)

‘The “experience” of leisure and tourism can be 
described as the subjective mental state felt by 
participants’

v ● ● ●

Pine and Gilmore 
(1999)

‘An experience occurs when a company intentionally 
uses services as the stage and goods as props to 
engage individual customers in a way that creates a 
memorable event’

v ● ●

Schmitt (1999b, 
p. 57)

‘Experiences occur as a result of encountering, 
undergoing, or living through things. Experiences 
provide sensory, emotional, cognitive, behavioural, and 
relational values that replace functional values’

n ● ● ●

Schänzel and 
McIntosh (2000, 
p. 37)

‘“Experiences” can be defined as “mental, spiritual 
and physiological outcomes” resulting from on-site 
recreation engagements’

n ● ● ● ●

Haeckel et al. 
(2003, p. 18)

‘By “total experience” we mean the feelings customers 
take away from their interaction with a firm’s goods, 
services and “atmospheric” stimuli’

n ● ● ●

Smith (2003, 
p. 233)

‘Experience is the outcome of participation in a set of 
activities with a social context’

n ● ●

Sundbo and 
Hagedorn-
Rasmussen (2008)

‘[Experience is] a mental journey that leaves the 
customer with memories of having performed 
something special, having learned something or just 
having fun’

v ● ● ● ●

Verhoef et al. 
(2009, p. 32)

‘The customer experience construct is holistic in 
nature and involves the customer’s cognitive, affective, 
emotional, social and physical responses to the retailer’

n ● ● ● ●

aExperience is used as a noun (n) or a verb (v). bS, Subjective; I, Involvement; E, Emotional; L, Learning.
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1.2.1  Tourism as experiences

Experience research in tourism began as early as the 1960s, when Clawson (1963) 
wrote about recreation experiences and Boorstin (1964) commented on authenticity 
with regard to tourist experiences ( Jennings et al., 2009). In the 1970s, tourism was 
identified as providing an experience by a number of authors (MacCannell, 1976; 
Dann, 1977; Cohen, 1979). Pine and Gilmore (1999) provided an economic analysis 
of the growth of US leisure and tourism attractions, such as theme parks, concerts, 
cinemas and sports events, and considered that these types of businesses all offered 
valued experiences which were unique, memorable and engaged the individual in a 
personal way. They proposed experience design principles that are particularly rele-
vant to the tourism industry (Hayes and MacLeod, 2007) which have, arguably, been 
long practised in the visitor attractions sector. An example is the Disney Corporation 
providing successful themed experiences since the 1950s (Bryman, 2003). Clearly the 
concept of the experience economy is closely related to tourism both in its origins 
and its implications (Morgan et al., 2009).

Tourism is a quintessential experience economy offering. The experience 
economy concept provides dimensions for interpreting tourist experience (Richards, 
2001). On the one hand, tourism is mainly concerned with the tourist experience 
since it is involved with visiting, seeing, learning, enjoying and living in a different 
mode of life (Stamboulis and Skayannis, 2003). On the other hand, a visitor’s experi-
ence can also impact on their learning and subsequent behaviour (Ballantyne et al., 
2011). Therefore, tourism may be considered as a type of social–psychological experi-
ence (Dunn Ross and Iso-Ahola, 1991), and ‘primarily sells a “staged” experience . . . 
[it's] central productive activity [is] the creation of the touristic experience’ (Sternberg, 
1997, pp. 952, 954). In this sense, tourism is all about experiences (Arsenault, 2004), 
and everything that tourists go through can be considered experience – behavioural 
or perceptual, cognitive or emotional, expressed or implied. Clearly, the core of tour-
ism, the tourist experience, is practically important as well as having been maintained 
as an academic theme over the past five decades.

1.2.2  What is a tourist experience?

This book takes a psychological view of tourist experiences. In Chapter 2, Larsen, 
Doran and Wolff discuss the ontology, epistemology and methodology appropriate 
for the study of memorable experiences from a psychological perspective. In Chap-
ter 3, Scott and Le review the theoretical literature of the tourism experience and 
highlight the relevance of various psychological theories and concepts in understand-
ing tourist experiences. These authors consider that psychological theory is important 
as a starting point in designing research studies into the tourist experience, and that 
methodological stringency and reflections based on standard accepted methods of 
science are vital for developing a cumulative knowledge base. Further, they infer that 
it is in this manner that tourism may aspire to legitimate disciplinary status and 
create impact. A number of the other chapters, although not all, ascribe to this philo-
sophical orientation.
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Within this psychological perspective of experience, visitors travel to a tourism 
setting, whether it be an attraction, hotel, destination or other type. There they 
perceive and attend to various stimuli within this setting or 'experiencescape' 
(O’Dell and Billing, 2005). Similar to the concept of servicescape, an experiences-
cape is a combination of technical, functional and experiential attributes staged in 
a process involving supplier-created meaning, service and goods (Gao et al., 2010). 
Attention is a collection of neural and cognitive processes which influence what 
will be perceived, encoded and recalled in our minds (Campos et al., 2016). Atten-
tive behaviour is triggered through bottom-up exogenous stimuli in the environ-
ment; or top-down, according to a visitor’s motivations, interests and values. The 
perceptions and sensory data attended to are then processed with reference to the 
visitor’s personal mental schema. Such schema relate the visitor’s cultural back-
ground, perceived symbols; and recalled stories, attitudes and attributes, to provide 
contextual meaning to their conscious experience. Importantly, the motivation and 
goals of the visitor influence how the stimuli are perceived, attended to and 
appraised. Chapter 6 discusses the effect of attention further. It is important to 
emphasize here that experiences do not create a particular meaning that an indi-
vidual receives; rather, individual experiences involve appraisal and interpretation 
(Fournier, 1991).

Implicit in the individual nature of an experience is that some process of cogni-
tion and appraisal stands between perception of sensory stimuli and consequent psy-
chological outcomes or reactions such as elicitation of emotion, feelings, evaluations 
of value or satisfaction, or learning. The importance of mental appraisal of stimuli can 
be found in the definition of an emotion, consistent with a cognitive appraisal theory 
of emotion as discussed in Chapter 7. An emotion is a:

mental state of readiness that arises from cognitive appraisals of events or thoughts; has a 
phenomenological tone; is accompanied by physiological processes; is often expressed 
physically (e.g., in gestures, posture, facial features, heart rate increases or pupil dilation); 
and may result in specific actions to affirm or cope with the emotion, depending on its 
nature and meaning for the person having it.

(Bagozzi et al., 1999, p. 184)

Surprisingly, while it is self-evident that tourism is a pleasurable experience 
which should produce positive emotions, when we turn to the tourism and services 
literature to try to understand how such pleasurable emotions are produced, we find 
a lack of supporting theory. Almost without exception, the tourism literature appears 
to assume that emotions from tourism or services encounters are inherent in the 
service attributes themselves (Adhikari et al., 2013; Ali et al., 2015; Hosany et al., 
2015; Tasci and Ko, 2016). This view ignores the role of the consumer in the elicita-
tion of emotion and, more importantly, a significant body of relevant theory and 
practice from psychology and neuroscience, including cognitive appraisal theory. 
Adopting cognitive appraisal theory provides an explanation as to why two tourists 
may have different emotional reactions (or no emotional reaction at all) during the 
same experience. Although certain positive experiences may be usually associated 
with particular emotional responses (i.e. delight), such experiences do not necessarily 
elicit that emotion. Instead, emotions are elicited by a cognitive process of interpreta-
tion, evaluation and appraisal.
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In the on-site experience the visitor engages in a co-creation process of more or 
less intensity. Pine and Gilmore (1999) use the metaphor of a theatre for this process 
but others emphasize co-creation of the experience between the visitor and the staff 
members (Hjalager and Konu, 2011), other visitors (Binkhorst and Den Dekker, 
2009; Rihova et al., 2013) and information technology (Cabiddu et al., 2013). From 
a psychological perspective, co-creation creates attention (Chapter 6) and influences 
the type of immediate sensory stimuli that are perceived and appraised by the cus-
tomer (Ma et al., 2013).

The emotional, spiritual, learning or other psychological outcomes elicited from 
an experience by an individual in the course of the process of an experience must be 
encoded in memory to be remembered. The immediate outcomes of an experience 
include transfer into short-term memory of aspects of the experience, emotional 
responses determined by cognitive appraisal outcomes and perhaps change in atti-
tude towards the experience overall. The particular aspects of an experience remem-
bered are subject to a number of biases: for example, more emotional, goal congruent 
or ‘peak’ experiences tend to be remembered better, leading to a unique outcome for 
every person. Long-term memories of an experience may be formed, along with sum-
mative evaluations of satisfaction and perceived value. Only a small proportion of 
short-term memories are transferred into long-term memory and it is these which, if 
recollected, may be called memorable experiences. These memories may be rein-
forced by mementos or souvenirs long after the experience. The process of a recollec-
tion of a memory is reconstructive and subject to psychological biases. It is also 
important to distinguish between memories of an event and memories of an evalua-
tion of an event. Thus we may not recollect an experience but remember that the 
experience was valuable.

A general organizing framework for an on-site experience process is given in 
Fig.  1.1. The first components of experience are the motivation and goals of the 

Prospection Retrospection

The stage
Goods as props
Stories and symbols

�

�

�

Motivation and goals
Culture, stories and symbols

�

�

Memories connected to a place
Perceived value

�

�

Emotional, spiritual,
psychological or learning
outcome

Perception and appraisal of
relevant stimuli

Customer
inputs

Co-
creation
process

Immediate
outcome

Long-term
outcome

Fig. 1.1.  A psychological model of the tourist experience.
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visitor, along with the knowledge embedded in culture stories and symbols that are 
relevant to the context. These affect the visitor's interest and engagement in, and their 
absorption of, the experience; and influence what they pay attention to during the 
experience. The prior knowledge of the visitor is also important; for example, what 
costumes, actions, symbols, stories, myths and other stimuli a visitor will recognize 
and understand. See Chapter 3 for further discussion of this approach.

The perspective on psychological processing of tourism experience discussed 
above is not based on tourist experiences as, fundamentally, the process of attention, 
perception, cognitive appraisal, emotion elicitation, reaction and memory is the same 
as that occurring each and every moment of our normal life. This is the accepted 
cognitive psychological model of an individual’s endogenous mental activities; thus 
an experience can also be described as normal processes of consciousness.

1.2.3  What is a designed tourist experience?

What then is a designed tourist experience? Here we may contrast a ‘designed’ tourist 
experience with a ‘wild’ experience. A wild experience may be one in which there is 
no intent or attempt to influence or create a particular intermediate or long-term 
outcome (Scott et al., 2009). A designed experience involves the conscious creation of 
an experiencescape that enhances the likelihood of a visitor eliciting a particular 
meaningful and valuable consumer experience, hence creating a memorable outcome. 
A designed experience is planned and evoked through various contextual elements 
(Tussyadiah, 2014). Carbone and Haeckel (1994, p. 9) consider that designing an 
experience begins with ‘the deliberate setting of a targeted customer perception’. It is 
a tourist-focused approach to designing and delivering tourism experiences (Fynes 
and Lally, 2008). Chapter 6 in this volume demonstrates how visitors can establish 
linkage between the attributes of the tourism destination and the visitors’ subjective 
experiential outcomes.

To capitalize on the growing market for tourist experiences, business managers 
are keen to better explore, observe and understand visitors, monitor and identify 
problems and deliver better and meaningful experiential outcomes. A number of 
techniques have been used to improve experience, including psychophysiological 
techniques. Chapters 8 and 9 in the second section of this volume discuss the up-to-
date methods and tools used in the understanding and delivering of experiences. In 
Chapter 4, means–end analysis is used to understand the meaning of a travel experi-
ence; while in Chapter 10, in-depth interviews are used. The outcomes from a tourist 
experience include well-being (Chapter 11), satisfaction (Chapter 12), perceived 
value (Chapter 13) and sharing (Chapter 14).

Two case studies are provided. Chapter 15 examines the effect of the decision 
making process and activity experiences in the destination on slow food travel experi-
ences. The case study uses concepts like motivations, preferences as selective atten-
tions, values and meanings in the context of slow food travel and describes the 
psychological characteristics of slow food members. Chapter 16 provides a case from 
Trinidad from the perspective of experience provider and focuses on international 
travel bloggers’ perceptions of Carnival. This chapter applies the strategic experiential 
model (Schmitt, 1999a) to evaluate the visitors’ immediate outcomes.
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1.3  Structure of the Book’s Chapters

The structure of the chapters in this book is based on the conceptual model presented 
in Table 1.2. It consists of six parts, the first providing the theories and frameworks 
of the tourist experience. The next three parts examine the pre-experience stage, 
on-site co-creation processes and post-experience outcomes. Part V provides cases of 
specific tourism experiences; while, in Part VI, the final chapter provides a conclusion 
and thoughts on future research.

In the following chapters, the editors provide an integrated and cohesive frame-
work with which to study tourism experiences based mainly, but not exclusively, on a 
cognitive psychology perspective.
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2.1  Introduction

‘The pool . . . is not really designed for swimming’, soliloquizes the character Roger 
Sheldrake (PhD), in David Lodge’s wonderful novel Paradise News. Dr Sheldrake 
concludes that swimming in the swimming pool ‘is not as much swimming as immer-
sion. A kind of baptism’. He knows all this from his researches. Indeed, the good 
doctor has discovered that ‘the categorization of tourist motivation into either 
“wanderlust” or “sunlust” (Gray, 1970)1 is unsatisfactory’ (Lodge, 1992, p. 112), and 
(referring to himself ) he asserts that ‘two basic types of holiday forms may be dis-
criminated . . . holiday as pilgrimage and holiday as paradise’ (Lodge, 1992, p. 242). 
Lodge (1992, pp. 162–164) also lets Dr Sheldrake inform the novel’s main character 
about research methods in tourism research. In a witty, yet insightful, sequence 
where  Sheldrake extrapolates highlights of research methods, the main character 
of the book suggests a simpler way to gather data. Dr Sheldrake is offended by this 
outrageous suggestion:

‘That’s not the way we do field-work,’ he says. ‘The aim is to identify totally with your 
subjects, to experience the milieu they live as they experience it, in this case let the 
word  “Paradise” impinge on your consciousness gradually, by a slow process of 
incrementation.’

(Lodge, 1992, p. 132)

It is true that tourism research sometimes is problematic and sometimes confus-
ing and sometimes both. This may partly be due to its multi-disciplinary character, its 
lack of theory and its plethora of less than rigorous methodologies. It is probably also 
true that some, or many, of our colleagues representing the generic social sciences do 
not respect tourism research because, among other things, it is perceived as being 
contaminated by disciplines other than their own, and because tourism research 
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sometimes treats generic theories and findings shallowly and less than strictly in 
terms of terminology. At the same time the domain that constitutes tourism research 
is characterized by ambiguities such as what the tourist product is, what customers 
expect, experience and remember, the (alleged) ephemeral nature of the tourist 
experience, the immediacy of production and consumption and the dependency on 
emotions and feelings (e.g. Urry, 1990, p.  66 ff.). In addition, tourism researchers 
sometimes complicate matters to excess, as exemplified by Dr Sheldrake in Lodge’s 
novel, who fails to appreciate the simple idea that for most tourists a swimming pool 
is a swimming pool. In this way, some, but certainly not all, researchers within the 
tourism domain alter their focus of attention from the level of observable and meas-
urable aspects to abstract formulations of the causes of this observable ‘reality’. Such 
mental gymnastics may sometimes ignore the obvious fact that reality itself is beyond 
reach, but that observations are not. This is why we, in the present paper, discuss vari-
ous forms of observations within the psychological study of tourist experiences. As 
indicated, we suspect that the lack of respect shown towards tourism research may be 
due to factors linked to ambiguity of concepts, lack of methodological rigour and 
the impression that in tourism research ‘anything goes’.2 In the present chapter we 
attempt to clarify some of these concepts and their relation to each other, and in a 
blatantly open attempt at discriminating good and valid observations from nonsensi-
cal observations (such as ‘auto-ethnographical’ data), we propose a more coherent 
approach for tourism studies in general; those based on sound ontological and meth-
odological principles. Our main claim is that observations should form the basis of 
our attempts to formulate theories of tourists and their behaviours – not ‘reality’ as 
experienced by our inner selves (although we do not discredit the inner self in any 
way). We know that self-reported causes of behaviour and mental life are flawed by 
a number of cognitive and emotional phenomena (e.g. Nisbett and Wilson, 1977; 
Kruger and Dunning, 1999; Stanovich, 2014), and that our misunderstanding of our-
selves as rational introspectors into our own inner worlds is not a valid starting point 
for understanding complex social phenomena.

We put forward the argument that the generic social science disciplines can and 
must be taken as legitimate starting points in designing studies pertaining to central 
issues in tourism (Larsen, 2007). One of these social sciences is psychology. We shall 
look at what constitutes this discipline ontologically (what its subject matter is) and 
epistemologically (how knowledge is established). The other social sciences are not of 
less worth, but this paper focuses on psychology. The chapter highlights the impor-
tance of methodological stringency and methodological reflections based on the 
terms of the standard accepted methodologies of science. Concurring with Stanovich’s 
(2014) ‘aristocratic’ model of methodological approaches,3 we view methodological 
designs hierarchically (some are better than others). We further maintain that a 
certain amount of conformity is called for in the tourism research community con-
cerning the issue of design and method, because this is the only way to gain accept-
ance (of tourism research) from the established research communities and the generic 
disciplines; but, more importantly, it is the only way to establish valid scientific 
knowledge and thus serve the civil communities we belong to.

Finally, we shall conclude the present paper by presenting some examples from 
the research group that we belong to. We hope these examples will contribute to 
illuminating our points, inasmuch as one example shows how systematic research on 
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tourists’ intuitive judgements of risk has brought generic knowledge about human 
intuitions to the forefront, while the other example shows how tourists conceive of 
themselves and other tourists in the setting of sustainable tourist consumption.

2.2  Tourism and Psychology

Tourism is a social phenomenon involving tourists, professional tourism workers, the 
laity of tourism workers, local people who are not tourists, tourism systems such as 
hotels and destinations, policy makers, restaurants and food providers, to mention but 
a few. As little, however, as a meal is a meal before someone eats the food, tourism 
without the tourist is inconceivable. Tourism studies should therefore, if not in each 
and every study, incorporate tourists (Larsen, 2007). At the same time, tourists are 
basically just people away from home for a limited period of time. A tourist is a 
travelling person whose trip starts and ends at the same place: home. But although 
tourists are just people on their way home, we know that being on tourist trips may 
influence peoples’ minds and behaviours before, during and after the trip (e.g. Wirtz 
et al., 2003). Still, people are only people, and tourists are only people away from home.

Psychology is the science of the ‘mind’ (Flanagan, 1984) and ‘behaviour’ (Holt 
et al., 2015). Actually, a common definition of psychology, and the one applied by the 
American Psychological Association, is that psychology is ‘the scientific study of the 
behavior of individuals and their mental processes’ (APA, n.d.). This definition high-
lights that psychology is based on sound methodologies (‘scientific study’); that is, on 
reliable and valid data gathered in a systematic way. Psychology is not founded on 
unsystematic data, which may be why psychology seemingly is a more mature social 
science than some of the other social sciences. Actually, one could say that psychology 
became a scientific endeavour the moment it moved into systematic data collection 
by the means of experimentation (see, for example, Hergenhahn, 2001). At the same 
time, the definition draws the attention to the level of analysis in psychology; the 
individual (‘behaviour of individuals’). As opposed to other social sciences where, 
for example, groups, institutions, production, distribution of services and goods may 
serve as the level of analysis, psychologists study variables that ‘go through the indi-
vidual’, as a manner of speaking. The causes of individual behaviour and individual 
mental processes are sought for in the social reality of people (such as for example the 
individual’s memberships of groups and institutions, his or her perceived roles and 
subjective norms, cultural background and so forth), in mental life itself (such as for 
example in thoughts, emotions, motivations, personality, moods and feelings) or even 
in the biological system (such as for example the functioning of the nervous system).
While sociologists and economists would be interested in tourist institutions (such as 
the organization of tourism systems; the ‘tourism business’), psychologists tend to be 
more interested in the tourist or other people populating the tourism stage (Larsen 
and Aske, 1992). In other words, psychologists focus on individuals’ minds and 
behaviours even within a tourism setting. Psychology, therefore, aims at studying the 
relationship of theoretical constructs pertaining to the individuals’ behaviours and 
minds. In the ‘psychology of the tourist experience’ this would lead to an interest in 
issues such as what constitutes a tourist experience, what are the predecessors of such 
experiences and what are their consequences. In a sense, therefore, psychology may be 
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seen as the systematic study of subjective experiences. At the same time, the indi-
vidual tourist is not alone; the tourism system exists supra-individually, and studies of 
these systems and their relations are also called for. Such studies, however, belong in 
the realm of sociology, which is the social science that studies groups, institutions and 
societies. A third level of tourism studies concerns those aiming at understanding the 
production and distribution of tourism services, and such studies predominantly fall 
within the domain of economics. A necessary consequence of this is that tourists and 
the tourists’ experiences, as well as the tourism system, production and distribution 
are all viable foci if the aim is to explain and predict tourist behaviour. Logically, the 
aims of explaining and predicting are the aims of any scientific endeavour. No other 
aims exist for any individual research effort within the social sciences, but some aims 
of higher orders (such as for example the aims of creating a better and more just 
world) always coexist with these basic aims of predicting and explaining. We main-
tain that tourism research without these general aims of explanation and prediction is 
pointless and not worthwhile.

2.2.1  Case studies

It is our impression that much too much of the published literature in tourism 
research is based on quantitative or qualitative case studies. A case study may be 
understood as an in-depth study of one entity (an individual, a group, an event, an 
organization or even a culture), where the aim is to give a description of this particu-
lar entity. In other words, a case study is one that looks ‘intensely and in detail’ 
(Stanovich, 2014, p. 54) at a single entity. Typically, case studies belong to the early 
stages in a discipline’s history. Both psychology and medicine were strongly case ori-
ented in the early days of the scientification processes of these disciplines, but such 
studies became less prevalent as the disciplines matured. Case studies in contempo-
rary scientific journals in psychology (and medicine) are very few and far between, 
and they are seldom published on their own without more rigorous follow-up studies 
reported in the same article. Not so in tourism research! Here, anything goes, and the 
case study seems to be the norm rather than the exception in this stream of research. 
This is, of course, very disappointing and probably a major cause of why tourism 
research seems to progress so slowly.

At the same time, in tourism research many tend to claim that there is a 
qualitative distinction between qualitative and quantitative research, and that this 
distinction represents a highlighting of the individual researcher’s choice of paradigm 
(Mehmetoglu, 2004). In a special issue on methodology of The Scandinavian Journal 
of Tourism and Hospitality, for example, the guest editor (Mehmetoglu, 2004) insists 
that such a distinction is a familiar one and recognized as being antagonistic by 
researchers in all social sciences. We think that this distinction is a bit of a ‘social 
construction’ in itself. Good social research is governed by the level of maturity 
within  a particular area more than by ‘paradigms’ concerning methodological 
approaches. Most certainly, in any good research tradition, there simply is no issue of 
‘quantitative’ or ‘qualitative’ research. There is only the issue of bad and good research, 
which in turn is a function of the level of maturity within the current field, more than 
the researchers’ (more or less conscious) choice of methodological approaches. The 



	 How Psychology Can Stimulate Tourist Experience Studies� 17

issue of qualitative versus quantitative is in reality a non-issue. In the social sciences 
the methodological approach is first and foremost a design question, which again is 
dependent on the maturity of the current social science tradition. One could, there-
fore, quite preliminarily conclude that the world is turned upside down when the 
choice of design seemingly is left to the individual researcher. It should be the other 
way around; it ought to be the issue at hand (the research problem), the concepts and 
their theoretical underpinnings that direct methodological approaches. This means 
that sometimes the case study (or other qualitative approaches) is called for, while 
other times such approaches are definitely not called for. To highlight this point, 
let us examine the issue of self-knowledge, the question being if people can have 
knowledge of their private inner worlds.

Two important theories in the history of psychology can guide us in our attempt 
at answering this fundamental question: the psychodynamic theory of Sigmund 
Freud and the behavioural theory of learning proposed by Burrhus Fredric Skinner. 
According to Flanagan (1984), Freud rejected the idea that people could have precise 
self-knowledge, particularly in relation to the motives (causes) of their behaviours, 
thoughts and feelings. Freud arrived at this conclusion based on his observations of 
the way ordinary people (not severely mentally ill people) hide their real reasons for 
actions, their real needs and intentions and their real motives from themselves. Often 
these real motives appear in parapraxes and in dreams. More often than not, people 
are embarrassed by these ‘real’ motives, and often they hide these motives so they are 
not available to the self, as reflected in Freud’s topographical model of mind. The 
Freudian perspective represents a direct challenge to the Cartesian view that the only 
true knowledge available is the knowledge that one can gain from introspection of 
one’s own inner universe. Skinner arrives at the same conclusion as Freud concerning 
self-knowledge (see Flanagan, 1984, pp. 98–104), when he argues that the problem 
of self-knowledge (i.e. knowledge of inner states, such as feelings and emotions) 
stems from the way people learn the language of private events; the events of the 
inner world. While learning observable outer concepts such as ‘bird’, ‘house’ and ‘car’, 
is relatively straightforward, and follows principles of reinforcement, learning con-
cepts such as those describing inner states (e.g. ‘happy’, ‘sad’ or ‘worried’) is a com-
pletely different matter. This is because people do not know the inner states of other 
people, not even of children. When a child cries, the parent may interpret this as 
‘sadness’, ‘pain’, ‘hunger’ and a number of other states. The child will, therefore, obtain 
very blurry concepts to describe private events. The lack of precision in describing 
such private events leads to the impossibility of knowing them precisely – which 
again is a reason why we are not in a position to provide children with the tools 
required for knowledge of their private lives. It follows from this that we cannot trust 
people’s accounts of their private worlds (so-called autophenomenological reports) 
(Dennett (1982), as cited in Flanagan (1984, p. 193 ff., and footnote 20 to Chapter 6, 
p. 386)), but have to rely on more solid (heterophenomenological) reports. As Nisbett 
and Wilson (1977) so elegantly put it, we sometimes ‘tell more than we can know’ 
(p. 247) about ourselves, and in cases when we ‘make correct . . . causal judgements 
about ourselves, it is not so much because [we] are introspecting correctly as that [we] 
believe in the correct psychological generalizations’.

This being said, at the beginning of research on a certain domain, naturally the 
important issue is to find interesting phenomena for future systematic studies. One 
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could call this stage a pre-theoretical and a pre-empirical stage in the research process 
where the research community (or more typically the researcher or the research team) 
tries to find current and interesting problems to study. At this stage case studies func-
tion very well; they contribute to exploring the domain of interest. Therefore, case 
studies are useful at the beginning of the research process. Such descriptions inevita-
bly call for inventing new concepts, or discovering such new concepts, and this is best 
done by applying some qualitative case-oriented approach or other. This would be an 
initial phase in which the current concepts could be highlighted, and it would also be 
an initial stage for constructing measurable variables. It goes without saying that 
there can be no science without measuring; after all, everything that exists does so to a 
certain extent (to a certain degree) and can therefore be measured,4 now or in the future. 
It is, therefore, self-evident that there is no such thing, or should be no such a thing 
as the investigator’s free will to choose between methodological approaches. On the 
contrary, the methodological approaches should be defined by the level of maturity 
within the current area of research.

2.2.2  Correlations

While case studies are important at the pre-theoretical stage, a central point in 
science is to generate knowledge of the nature of relationships between various vari-
ables. The issue at hand is how variables relate to each other – not the mere descrip-
tion of what it is that constitutes a certain variable (as in case-oriented research). In 
tourism there is an abundance of such interesting theoretical relationships. In this 
paper we cite studies of what happens to subjective risk and worry following dramatic 
events such as terrorism, data that are both longitudinal (‘between subjects’) and cor-
relational. This is the strength of correlational designs: they show that some events 
and some phenomena are related, how strong the relation is and the direction of the 
observed relations (if the relation is positive or negative). But correlational data are 
just correlational – they are not suitable for drawing causal conclusions. Yet, there is 
a tendency to draw causal conclusions from correlational data, particularly if the 
researcher has a preference for a particular interpretation based on a theoretical ori-
entation, has a strong pre-existing bias or when the causal connection seems obvious 
(Stanovich, 2014). But it is pivotal to underline that correlational data cannot handle 
what is commonly called the third variable problem; that correlations do not necessar-
ily imply causation (some correlations are spurious and are due to factors not 
observed). Nor can such studies handle the directionality problem; that even if two 
variables are related causally, the direction of the cause–effect relationship is never 
directly evident from these kinds of data. Nonetheless, the correlational model is of 
great help within tourism research in highlighting and documenting relationships of 
various tourism variables to one another.

2.2.3  Experiments

The psychological experiment aims at testing universal predictions of a given theory. 
Therefore, random sampling of representative subjects from a particular population 
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is  not an issue in the psychological experiment, precisely because experiments 
highlight the predictions of a theory. Actually, the less ‘naturalistic’ the experiment 
is, the better it works, because at the heart of the experimental method lies manipula-
tion and control. This means that the investigator ideally manipulates the variable 
that she hypothesizes to be the cause (the so-called independent variable) and looks 
for the effect on the variables thought to be the effect (the so-called dependent 
variable). At the same time the researcher attempts to keep all other variables con-
stant by control and randomization. Using this design gets the third variable problem 
and the directionality problem under control; the special condition of the experiment 
is set up to be unnatural which is why it can be said that the natural thing in experi-
mental research seems to be quite unnatural. This point represents the strength of 
the experimental approach, a point which is clearly misunderstood by several social 
scientists of more qualitative, interpretative or hermeneutical inclinations. The 
strength is, in other words, that the experimenter has control over the independent 
variable and manipulates this variable to investigate the effect of the manipulation 
on the dependent variable. This is, to our knowledge, the only way to study causal 
relationships.

It is, therefore, our conviction that, if tourism research wants to increase its 
scientific respect, tourism studies should move away from case studies. In the future, 
we would be well served by aiming at designing experimental studies to investigate 
the causal relationships between the constructs we measure, such as, for example, 
those immanent in conceptions of the tourist experience. If, however, we limit our 
studies to mere case and correlational designs, this will imply the very serious cost of 
not being able to study causes. It is no option to refuse to do quantitative research 
(based on methodological inclinations or paradigms) and to depend only on qualita-
tive approaches. Some researchers might argue that experimental studies are eco
logically invalid, or that ‘experimental studies are not of much interest to the study of 
phenomena as complex and complicated as tourism’ and so on. Our response to such 
objections is, however, quite simple. To the extent that the results from tourism 
studies shall have any impact on the development of the social sciences, and any 
important influence on the civil societies we live in, we probably need to refine our 
designs and theories – and approach the ideal of the golden standard of experimenta-
tion. Experiments, albeit not flawless, are needed to investigate causal relationships 
– there is no way to get around this fact. One cannot, as indicated above, ask people 
to give an account of the causes of their behaviours, simply because they cannot know 
(Nisbett and Wilson, 1977; Kruger and Dunning, 1999). So, while case studies and 
correlational surveys are valuable to a certain extent, the results they produce are 
limited inasmuch as they can never contribute to the most interesting scientific 
question, the question of why our observations occurred; indeed, the very question of 
cause and effect.

We conclude this section of the chapter by indicating that psychology can con-
tribute to the study of tourism by constantly claiming the need for methodological 
stringency, and by highlighting logical precautions that are needed if we want sound 
and healthy tourism research to blossom in the future. But we shall underline this 
point more clearly later on in the chapter.

Let us now turn to a few examples of areas in tourism research where psychology 
has contributed, and will continue to do so.
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2.3  Two Examples of Psychological Tourism Studies

The following paragraphs present examples of two psychological tourism projects 
from the Social Cognitive Studies in Tourism (SCI-TOUR) group at the University 
of Bergen, Norway.

2.3.1  A psychological approach to studying risk perceptions among tourists

The focus on both man-made and natural disasters is extensive within the social 
sciences and public discourse. Beck’s (1992) idea of a ‘risk society’ that exposes us all 
to new and man-made risks is prominent within this discourse. An overflow of natu-
ral disasters, political crises and acts of terror seems to exist in the public’s awareness 
(Nolen-Hoeksema, 2010). Such highly publicized crises include terrorist attacks like 
9/11, natural disasters like the 2004 Boxing Day tsunami and health scares like the 
threat of pandemic ‘swine flu’ (2009–2010). Accordingly, publications on the subject 
both within generic and applied fields, including tourism, are increasing in number. 
Examples from the tourism literature include risks related to adventure tourism (e.g. 
Callander and Page, 2003; Larsen et al., 2011b), drug use (e.g. Uriely and Belhassen, 
2006) food (e.g. Larsen et al., 2007; Larsen and Brun, 2011) health (e.g. Cossens 
and Gin, 1995; Lepp and Gibson, 2003) and terrorism (e.g. Gray and Wilson, 2009; 
Bellhassen et al., 2014).

Unfortunately, definitions and operationalization of perceived risk vary wildly 
within tourism risk research. In fact, risk has been operationalized as uncertainty, 
worry, fear and anxiety (Yang and Nair, 2014). This implies that different studies are 
not necessarily measuring the same concepts and makes direct comparisons of find-
ings problematic. Furthermore, much of the research on perceived risk within the 
tourism domain is either qualitative or correlational in nature. While this allows for 
more in-depth analysis of single cases, it makes it impossible to conclude anything 
about the relative risk, for example, of one destination compared with another or 
about the causes of the observed findings.

The psychological approach to studying risk perceptions among tourists is more 
closely related to the generic and psychometric paradigm of risk research. This 
approach is quantitative and experimental. Subjective risk is defined as the individu-
al’s perception of the probability of certain negative outcomes weighed by the mag-
nitude of these outcomes (Brun, 1994). Worry, on the other hand, is a key component 
of anxiety and is characterized by a tendency to view ambiguous or uncertain situa-
tions as threatening (Butler and Matthews, 1987). Both concepts are usually meas-
ured on Likert scales, having participants indicate how risky they judge a certain 
hazard to be or how much they worry about it. Focusing on risk perceptions regard-
ing terrorism, some findings from the psychological approach to studying risk 
perceptions among tourists are presented below.

Risk perceptions among tourists regarding terrorism

If terrorism is highly salient in the public’s awareness, one might expect it to have 
an  influence on how people perceive the risk of various countries and travel 
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destinations. And, indeed, the possible increase in tourists’ perceived risk which might 
affect travel behaviour and purchasing choices is usually of great concern for the tour-
ism industry immediately after a crisis has hit a destination. Unfortunately, very few 
studies have employed an experimental or quasi-experimental approach to studying 
risk perceptions following terror attacks. Such an approach requires before-and-after 
measures. The unpredictability of terrorism makes it extremely difficult to obtain such 
measures; however, by getting such data one avoids many problems associated with 
employing after measures only (problems like hindsight bias, rosy retrospection or 
otherwise skewed memories). The psychological approach to risk research has pro-
duced some examples of studies employing before-and-after measures.

Comparing before and after measurements, Larsen et  al. (2011a) found that 
participants reported increased risk perceptions for Madrid following the 2004 train 
bombings and for London after the 2005 bomb attacks on London’s transport system. 
The general desire to travel, and risk-judgements for unrelated destinations, remained 
unaffected. Brun et al. (2011) found that tourists worried more about terrorism after 
the terrorist attacks in London and Sharm el Sheik in 2005. Wolff and Larsen (2014) 
found that risk perceptions and worries regarding terror remained low and constant 
over several years before the 22 July attacks in Norway (the ‘Breivik massacre’), and 
risk perceptions did not change immediately after the attack. However, the following 
year, participants reported decreased risk perceptions and lower worries regarding 
terror compared with earlier years. Participants also indicated that Norway was safer 
after the attacks.

A large cross-sectional comparison of tourists’ risk perceptions regarding differ-
ent destinations (Wolff and Larsen, 2017) has shown that risk perceptions fluctuate 
somewhat over the years within each destination. At the same time, this study 
also demonstrates that risk perceptions remain constant between destinations. This 
implies that the ranking of destinations according to their relative risk was unaffected 
in the current study in spite of the fact that various – sometimes quite dramatic – 
events have befallen some of the destinations during the data collection period.

Taken together, these findings indicate that terrorism does affect tourists’ risk 
perceptions; however, effects seem to be short-lived and less dramatic than one might 
expect when observing the public discourse, and sometimes they may even be in a 
counter-intuitive direction. Some systematic research looking at how different sorts 
of terrorism affect risk perceptions differently seems to be needed.

Employing an experimental design Wolff and Larsen (2016) used hypothetical 
scenarios to look at the effects of diverging sorts of terrorism on risk perceptions. 
Two  characteristics of terrorism were varied systematically: frequency (whether 
terrorism hits a destination where terrorism is frequent or infrequent) and degree of 
organization (whether terrorism is committed by an organization or by an isolated 
perpetrator who has been captured). Results show significant effects for both 
characteristics. Countries where terrorism is both frequent and organized are per-
ceived to be the most risky destinations; countries where terrorism seldomly occurs 
and is committed by an isolated perpetrator are perceived to be the least risky; and 
destinations where terrorism is either frequent or organized hold an intermediate 
position.

The effects of terrorism on risk judgements and worries, i.e. changes in perceived 
risk and worry are largest for countries where terrorism is infrequent and committed 
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by an organization. This finding is predicted and explained by the oldest ‘law’ in 
psychology (Fechner, 1860) and in line with prospect theory’s (Kahneman and 
Tversky, 1979) predictions: it is not the absolute increase in risk that is important, but 
the relative increase. In a country with highly frequent terrorism yet another attack 
may not make much of a difference to peoples’ risk perceptions. However, in coun-
tries where terrorism is infrequent an attack may lead to increased risk perceptions. 
This study may also explain some of the paradoxical effects that terrorism may have 
on risk perceptions mentioned earlier (Wolff and Larsen, 2014). If a random event 
(i.e. unorganized terror) hits a country where terrorism is infrequent then risk per-
ceptions for that country may decrease following the attack. This is because in such 
cases people are prone to the gambler’s fallacy, the ‘lightning-never-strikes-the-same-
place-twice’ type of reasoning.

The psychological approach has not only shown that the effects of terror on per-
ceived risk are specific, small, short lived and not always in the expected direction. 
This research has also shown that tourists, in common with others, at times show 
biased judgements. This implies that their judgements deviate in systematic and 
predictable ways from the normative mode of arriving at a risk judgement. In the 
following sections we give some examples of such biases.

Examples of biases in risk perception within the tourism domain

the optimistic bias    The optimistic bias is defined as a tendency to believe that one is 
less likely to experience negative events and more likely to experience positive events 
than other people are (Weinstein, 1980, 1983). This is a very robust effect which 
has been demonstrated in a variety of domains including tourism. Larsen and Brun 
(2011) found that tourists to Norway judged risk for themselves to be lower than the 
risk to both ‘typical’ and ‘average’ tourists for a variety of hazards including infections, 
traffic accidents and crime. And Larsen et  al. (2009) demonstrated that tourists 
also  think that others worry more than they do themselves about various travel-
related issues. While it is certainly comforting to think that others are worse off than 
oneself, this unrealistic optimism may constitute a challenge when it comes to com-
municating risks to tourists and motivating them to engage in more precautionary 
behaviours.

the home-is-safer-than-abroad bias    This bias is in fact an original excavation of tourism 
risk research. It has been demonstrated in two studies. Larsen et al. (2007) first dem-
onstrated the effect in a sample of tourists from 48 different countries who judged 
various food-related risks such salmonella, chicken flu and genetically modified food. 
Participants rated the riskiness of these hazards both for their ‘home country’ and for 
‘abroad’. Results showed that home-is-safer-than-abroad, regardless of where ‘home’ 
was. Wolff and Larsen (2016) demonstrated the same effect in a sample of over 
10,000 tourists from 89 countries who judged the riskiness of various travel destina-
tions. Findings revealed that tourists from all over the world tended to agree on the 
riskiness of these destinations, with one exception. Tourists tended to regard their 
own home country as a very safe destination, sometimes in stark contrast to what all 
other tourists believed. In other words, tourists tend to agree that ‘home’ is safest, no 
matter where ‘home’ is.
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Various explanations for this bias have been suggested by authors including the 
availability heuristic (Tversky and Kahneman, 1973, 2002), a sampling account (e.g. 
Sedlmeier et al., 1998; Fiedler, 2000) and the impact bias (Wilson and Gilbert, 2003). 
Regardless of the explaining mechanism behind the phenomenon one might specu-
late whether extreme forms of this skewed perception might prevent people from 
travelling to destinations they know little about.

the gambler’s fallacy    This is a well-known cognitive bias where people assume that 
chance is a self-correcting process in which deviation in one direction makes devia-
tions in the opposite direction more likely for the equilibrium to be restored (Tversky 
and Kahneman, 1971, 1974). Coin-tossing is typically used to illustrate the phenom-
enon: after getting several heads in a row, people often assume that the chances for 
getting a tail increase on the next flip. It is a sort of ‘lightning-never-strikes-the-
same-place-twice’ reasoning. As mentioned earlier, this effect can possibly explain the 
findings by Wolff and Larsen (2014) who observed decreased risk perceptions after 
the 22 July 2011 attacks in Oslo and Utøya.

rosy retrospection    Rosy retrospection (Mitchell et al., 1997) is another phenomenon 
that may bias tourists’ risk perceptions. This is a memory bias and refers to the find-
ing that subjects in retrospect rate events more positively than they rated them during 
their occurrence. For example, looking back on a vacation, people often rate the vaca-
tion more positively than they did while they were on it (e.g. Wirz et al., 2003). Simi-
lar results have been found regarding risk perceptions. Using retrospective risk ratings 
people generally believe that the world was less risky before. This is despite the fact 
that continuous assessments show that risk perceptions remained unchanged.

summary    The psychological approach to risk perception studies among tourists has 
shown that the effects of terrorism on perceived risk are specific, small, short-lived 
and sometimes counter-intuitive. This approach has also shown that these risk per-
ceptions are biased in systematic and predictable ways. Only systematic, longitudinal 
and experimental data could reveal these findings.

2.3.2  Environmentally sustainable tourism behaviour

If the tourism sector is to become more sustainable in environmental terms, there 
need to be major shifts in how people travel as well as to how they consume mobility 
(Gössling et al., 2014). Meanwhile, motivating people to adjust the ways they travel 
can be a difficult task as required adjustments may not always come easy. Dolnicar 
et al. (2008) noted that ‘a strong trade-off exists between the sacrifice of comfort and 
environmentally sound behaviour’ (p. 206). They added that this trade-off is probably 
particularly salient in the context of tourism which, according to them, is essentially 
about pleasure rather than about sacrifice. Hindley and Font (2014) explored deci-
sions for travelling to destinations that are threatened by global climate change. They 
concluded that travel decisions are not so much about ethics, but instead, are based 
on considerations that feed into personal interests. Similar views have been put for-
ward in connection with discretionary air travel, where personal gains from enhanced 



24	 Svein Larsen et al.

mobility are at odds with environmental concerns surrounding carbon dioxide emis-
sions (Higham et al., 2014; Higham et al., 2016).5

It is the apparent conflict between personal (often short-term) and collective 
(often long-term) interests that is at the heart of many societal challenges, including 
environmental sustainability ( Joireman et al., 2004; Van Lange et al., 2013). Psycho-
logical research has contributed a great deal to understanding behaviour in these situ-
ations, broadly described as social dilemmas (for a review, see Van Lange et al., 2013). 
One finding in the literature is that the willingness to put collective before personal 
interests can be associated with personal values (e.g. Khachatryan et  al., 2013; 
Schuitema and De Groot, 2015).6 For instance, Khachatryan et al. (2013) found that 
consumer preferences for biofuels were negatively related to egoistic values (broadly 
described as values concerned with costs and benefits for one personally) but were 
positively related to biospheric values (broadly described as values focused on costs 
and benefits for the entire ecosystem). Similarly, individual differences in biospheric 
and egoistic values have been linked with preferences for sustainable tourism alterna-
tives (Passafaro et al., 2015), and also when it is explicitly stated that these alternatives 
would be more expensive or would take longer time (Doran et al., 2016). Thus, per-
sonal values stand out as one factor that can motivate people to bring own behaviours 
into the service of collective interests.

Another finding in the literature is that environmental engagement is related 
to individual differences in time perspective (see Milfont et al., 2012). For example, 
the more people consider the future outcomes of their current behaviour, the more 
likely they are to show support for mitigation actions targeting environmental prob-
lems (e.g. Strathman et al., 1994; Joireman et al., 2004). Other studies found that 
these considerations can account for variability in consumer preferences that is 
complementary to personal values (Khachatryan et  al., 2013; Doran et  al., 2016). 
Doran et  al. (2016) reported similar results when studying associations between 
psychological variables and choices of environmentally sustainable travel options. 
People who strongly considered the future outcomes of their present behaviour were 
more likely to intend on making these choices, with only collective efficacy beliefs 
explaining more variance. These findings, together with the research cited above, 
indicate that a lack of foresight might constitute a psychological driver for consumer 
behaviour favouring personal in place of collective interests (see also Doran et al., 
2016).

This section illustrates how psychological research can help to identify factors 
that are possible motivators (or demotivators) for environmentally sustainable tour-
ism behaviour, using personal values and time perspective as examples. Not only can 
this type of research enrich present knowledge about consumer behaviour in tourism, 
but it can also provide useful guidance for the development of interventions targeted 
at adjusting these behaviours if necessary. For a more general discussion on how 
psychology as a discipline can play a role in dealing with environmental challenges, 
see for example Clayton et al. (2016).

What and how can psychology contribute to tourism research?

The friendly reader will now have understood that the science of psychology 
approaches solvable problems with a scientist’s critical ethos. Psychologists do not 
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accept everything as ‘interesting’ or exciting; rather, they question the methods 
underlying the alleged findings. Psychologists also trust in converging evidence (that 
several studies indicate the same), and they also accept that every scientific study and 
research effort contains faults and errors, but that these flaws are not systematic, so 
that if a series of studies (all containing faults) indicate the same, then we believe in 
these results. Psychology also accepts that social phenomena are very rarely caused by 
a single variable, since psychology fully accepts multiple causation of behaviour and 
mental life. At the same time, of course, psychology also accepts chance (while many 
people do not). Random events occur, and they are fully explained by chance. No 
further explanations needed!

Let us sum up what psychology can contribute to tourism studies by highlight-
ing the following:

●● Exciting variables for the study of tourists and tourist experiences. Such variables 
include (but are not limited to) moods, emotions, cognition, problem solving, the 
self, personality, memory, sensation, perception consciousness, learning, motiva-
tion, intentions, revisit intentions, norms, values and social cognition.

●● Psychometric expertize in terms of measurement theory. The psychological 
ethos is that concepts in scientific theories must be linked to observable events 
that can be measured (Stanovich, 2014). Actually, psychology insists on opera-
tional definitions which can guide the construction of reliable and valid meas-
ures for the issues at hand. Psychologists are not interested in the ‘true’ meaning 
of words (terminological essentialism); they are more interested in how the con-
cept can be measured and manipulated. One example to illustrate the difference 
between the psychological approach and that of essentialists is the discussion of 
‘what a domestic tourist is’. Concepts of domestic and international are not 
always unitarily and clearly defined (Cohen, 2008; Cohen and Cohen, 2014), but 
this cannot stop research on international and domestic tourists from progress-
ing. What is needed is an operational definition of the constructs ‘domestic’ and 
‘international’. Let others argue about the true meaning of the word ‘domestic’, 
let them deconstruct the meaning of the term. But approaching the issue 
psychologically would simply mean to translate the concept into something 
measurable. Interestingly, there is a certain degree of consciousness about this 
distinction among tourists, which has been shown empirically. Tourists do know 
whether or not they are domestic or international (whether they are ‘at home’ or 
‘abroad’, i.e. in their home country or not). It is similarly very likely that tourism 
workers will identify their customers as ‘domestic or not’ in most, if not all cases. 
It is even probable that both self-categorizations and categorizations of others 
will be made based on this criterion. Two examples illustrate this; Larsen et al. 
(2007) found that tourists do know the difference between ‘home’ and ‘abroad’, 
as discussed in this chapter (p. 22) and tourists systematically rated the two dif-
ferently concerning various subjective judgements. At the same time, Fuchs et al. 
(2013) found that the home/abroad distinction is very clear in tourism and in 
hospitality workers as well. But, do we really know what a domestic tourist is as 
opposed to an international tourist? No, we do not, but we do know how to 
measure this distinction. We can use operational criteria, and simply define what 
is meant in the particular research effort.
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●● Important perspectives on the issue of research design. Psychologists generally 
dismiss some types of methodological approaches as just nonsensical, as evi-
denced by the discussion above. In addition, academic psychology is strict in its 
obligation to provide society with reliable knowledge upon which policy makers, 
businesses and the public sector can base their decisions. In this way, although 
each and every study is flawed, the accumulated and converging evidence stem-
ming from a century and a half of systematic studies in the field has brought 
forward some very stable and reliable results.

In spite of this, psychologists are not at rest; constantly they criticize, scrutinize 
and reformulate their research ideas to keep the wave of psychological science rolling. 
In this respect, psychologists are very much like Lodge’s interesting novel character 
Dr Sheldrake (who was introduced on the first page of this chapter). In other respects, 
however, psychologists are very different from Dr Sheldrake. Psychologists are not 
interested in the true meaning of the swimming pool and they do not accept the 
research approach of Dr Sheldrake. Their aim is never to identify totally with their 
informants, never to experience the milieu tourists live in as they experience it, and 
they are not in the least interested in letting words impinge on their consciousness 
gradually, by a slow process of incrementation! Psychologists are interested in the 
systematic study of mind and behaviour, including the minds and behaviours of 
tourists.

Endnotes

1	 Lodge lets Dr Sheldrake refer to J.P. Gray, who did introduce these terms in Gray (1970).
2	 One amusing example to indicate that ‘anything goes’ in tourism research is found in McKercher 

and Prideaux (2014, p. 24) who, in an otherwise interesting paper, state that ‘outcomes are usually 
shaped by a number of dependent variables’ – thus not noticing the complete misunderstanding of 
their informant.

3	 The whole line of arguing in this section is inspired by Stanovich’s (2014) wonderful book.
4	 This is an exaggeration: it may be, for example, that spirits and angels exist and that they have no 

measurable qualities; but the study of such beings does not belong in the realm of the social or 
any other science. In addition, we are aware that some terms in mathematics do not presuppose 
extension. 

5	 For an introductory review on the concept of sustainable tourism including (but not limited to) 
environmental aspects, see Hall et al. (2015).

6	 Values are ‘desirable transsituational goals, varying in importance, that serve as guiding principles in 
the life of a person or other social entity’ (Schwartz, 1994, p. 21).
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3.1  Introduction

This chapter reviews the history, disciplinary approaches, types and theoretical mod-
els of tourism experience. Here we apply a similar approach to that used in Chapter 
1, but focus on theoretical developments rather than methodology. It is assumed here 
that the academic literature advances through a process of clarification of the various 
concepts of experience, and the development of topologies, frameworks and models. 
A lack of advancement in understanding a phenomenon such as tourism experience 
is then due to the use of different disciplinary perspectives, units of analysis, defini-
tions and methodologies. While it may be argued that in an interdisciplinary area of 
study such as tourism, use of multiple disciplinary perspectives can help to inform 
debate and discussion, the authors argue here that it is also useful to regularly analyse 
these different discussions, and this is the aim of this chapter.

The chapter first provides a brief history of the study of tourism experience, and 
then the development of the concept of an experience and identification of theoreti-
cal models. Clarification of the definition of concepts is an important foundation for 
further study, and resolving any definitional ambiguity of a concept can be advanced 
by determining the different disciplinary perspectives applied in its study. It is also 
important to understand the characteristics of various types of experience which have 
been identified in the literature, as this may allow identification of parsimonious 
topologies and the key dimensions on which these topologies should be arranged. We 
should also note how concepts may be related together using frameworks (which may 
indicate the concepts that apply in a particular context) or models of various theoreti-
cal sophistication.

Clearly, this chapter is not the first work that has reviewed tourism experience 
and, indeed, there is an extensive literature concerning the concept, which defies 
simple analysis although some themes may be discerned (see Uriely, 2005, for a 
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discussion of the development of the concept of experience). The reader may wish to 
refer to prior reviews (Aho, 2001; Larsen, 2007; Walls et al., 2011a; Adhikari and 
Bhattacharya, 2015; Campos et al., 2015; Jensen et al., 2015), as well as the introduc-
tory chapter of this volume.

The first authors researching tourist experiences examined a trip as their unit of 
analysis and considered that all trips provided the same type of experience. These 
authors made the case that a tourist vacation itself was ‘an experience’ and debated 
what type it was (Clawson, 1963; Boorstin, 1964; Clawson and Knetsch, 1966; Gunn, 
1972; Neulinger, 1974; Cohen, 1979). For example, the experience was considered 
superficial or contrived (Boorstin, 1964), or connected to a search for authenticity 
and pilgrimage (MacCannell, 1976). These early authors applied sociological theo-
ries to travel to ‘explain’ the reason why a tourist wanted to travel. While the traveller 
had ‘an experience’, the motives for this particular type of activity were externally and 
sociologically driven. Cohen (1979) was one of the first to consider that no single 
motive for travel was ‘universally valid’. He distinguished five different modes of 
touristic experiences (recreational, diversionary, experiential, experimental and exis-
tential) connected to an individual tourist’s motivations, highlighting the importance 
of hedonistic or pleasure travel. However, for Cohen (1979) the trip remained one 
type of experience and his discussion was embedded in sociology.

In the 1990s, researchers developed a more nuanced and dynamic view of tour-
ism experiences (Cutler and Carmichael, 2010), focusing on individual leisure events 
such as a day hike (Hull et al., 1992), embedded in a psychological approach. Mannell 
and Iso-Ahola (1987), for example, discussed the social psychology of tourism and 
leisure and highlighted the ‘uniquely individual’ nature of an experience. In part this 
was a recognition of the ‘symbolic, emotive, and aesthetic side’ of the touristic experi-
ences of individuals found in the work of Holbrook and Hirschman (1982). Impor-
tantly, Mannell and Iso-Ahola (1987) distinguished between definitional, post hoc 
and immediate approaches to the study of experience. The definitional approach 
found in the work of Neulinger (1974) sought to identify the ‘factors that cause the 
stream of conscious experience to be broken into “chunks” and in turn, distinguished 
leisure and non-leisure’ (Mannell and Iso-Ahola, 1987, p.  319). The immediate 
approach, found in the work of Csikszentmihalyi (1990) focused on the lived experi-
ence rather than post hoc summative evaluations implicit in concepts such as satis-
faction or value. Separate research themes of immediate lived experience and post 
hoc experience evaluations remain today.

More recently Pine and Gilmore (1999) introduced the concept of the experi-
ence economy and the notion that experiences (or, more often, memorable experi-
ences) have dimensions. Here the aim is to identify the dimensions associated with a 
particular experience such as a theme park visit. This is typically a post hoc analysis 
based on identification of the degree to which pre-identified dimensions are associ-
ated with a particular experiential context. Tung and Ritchie (2011) identified four 
essential dimensions of memorable tourism experience: affect, expectations, conse-
quential reality and recollection, while Kim et al. (2012) identified seven. Otto and 
Brent Ritchie (1996) discussed tourism as a service and found that the quality of the 
service experience was determined by hedonics, peace of mind, involvement and rec-
ognition. This dimensional approach does not seek to explain why a particular set of 
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factors is associated with a particular experiential outcome (i.e. memorable, valuable 
or satisfactory) and is essentially correlational and atheoretical.

Finally, a cognitive psychological approach to the study of experiences is evident 
in the work of authors such as Larsen (2007). This approach emphasizes the indi-
vidual, perceptual and mental characteristics of tourists in determining the experi-
ence and applies both psychological and cognitive science theories. This approach is 
able to differentiate between the immediate and post hoc approaches based on fea-
tures of models of the human brain, its operation and biases. Each of these approaches 
to the study of experiences is related to ontological attributes, definitions, theories, 
antecedents and consequences, and to debates in particular disciplines. To better 
understand this complexity, the many disciplinary perspectives on tourist experiences 
are examined as each emphasizes different attributes of the phenomena of 
experience.

3.2  Disciplinary Approaches

As for most fields of study, a variety of disciplinary perspectives has been adopted to 
study experiences including phenomenology (Cohen, 1979; Ryan, 1997), anthropol-
ogy (Wang, 1999), cognitive psychology (Larsen, 2007), geography (Li, 2000), 
marketing (O’Sullivan and Spangler, 1998), management (Pine and Gilmore, 1999; 
Binkhorst and Den Dekker, 2009; Grewal et al., 2009), social psychology (Pearce, 
1987) and sociology (Lengkeek, 2001). The phenomenological approach focuses on 
the subjective experience from the common-sense standpoint of naive tourists 
(Cohen, 1979; Ryan, 1997), while a geographical perspective emphasizes the bond 
with places and its impact on an experience (Li, 2000). A sociological approach 
imputes a quasi-religious, pilgrimage-like and sacred character to travel (Graburn, 
1989) and anthropological interests include the examination of authenticity (Wang, 
1999) or consumer culture ( Jensen et al., 2015). The services and marketing approach 
emphasizes concepts such as:

●● Experiencescapes, which comprise ‘the physical environment surrounding a ser-
vice encounter taking place in a tourism destination or an attraction’ (Saraniemi 
and Kylänen, 2011, p. 136).

●● Co-creation of experience, emotion, narratives, themes and stories.
●● The effect of other tourists (Mossberg, 2007).
●● The meaning for the customer (Obenour et al., 2006).

A cognitive psychology perspective emphasizes perception, attention, emotion, men-
tal schema and memory. Each of these approaches emphasizes particular attributes or 
adopts its own definitions of an experience, as well as methodologies, antecedents and 
consequences. The distinct approaches can have subtle but important impacts on 
research studies and their findings.

For example, the marketing approach aims to improve aggregate customer out-
comes such as value or satisfaction by design of an experiencescape or improving 
service performance. In such an approach, consumer attributes such as interests and 
motivations are moderators of the experience determined by (say) service quality 
(Adhikari and Bhattacharya, 2015). The marketing manager looks at experiences 
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from a group perspective, as if there is a group average consumer. Alternatively, from 
a subjective psychological approach, interests and motivations are independent vari-
ables whose effects on outcomes are moderated by service variables (Pearce, 1982). 
Alternatively, Kim et al. (2012) examine the association of several factors including 
types of emotional responses with various types of experience, but what causes varia-
tions in responses by individuals is not explained, nor is why a tourist associates a 
particular dimension with that type of experience. It may be that a particular type of 
experience is associated with a number of different dimensions. The authors of this 
chapter consider that how and why explanations of experience require a cognitive 
psychological or science perspective. Thus, ‘the tourist experience is a complicated 
psychological process’ (Cutler and Carmichael, 2010, p.  3). Cognitive science and 
cognitive psychology can provide experimental evidence that can inform how and 
why experiences are as they are.

3.2.1  Typologies

A number of different types of experience have been discussed in the literature, and 
three typologies are discussed below: (i) lived, anticipated and remembered experi-
ence; (ii) experience stages; and (iii) the typology discussed here: managerial, inferred 
and participant experiences.

Lived, anticipated and remembered experience

Within the experience literature, there is a focus on either the moment-by-moment 
lived experience, the expectancies of anticipated experience or our memories of past 
experiences. To understand the differences between these perspectives we must note 
that the basic characteristics of personal experience are determined by the mecha-
nisms of the human brain, such as consciousness, attention, perception, emotion 
appraisal and action, which underpin the study of experience. The nature of experi-
ence from a cognitive science perspective might be called consciousness. A number of 
models of consciousness exist, including global workspace theory (Baars, 2005), 
although this does not address unconscious action. The global workspace model is a 
simple analogical model of consciousness based on a theatre metaphor. In this model 
our consciousness is a ‘stage’ upon which we recreate a mental image of the real world. 
The audience of the theatre are mental processes that observe and comment on the 
actions on the stage. The ‘stream of conscious’ is essentially the things that happen on 
the stage. Most of the mental events taking place on the stage are not remembered. 
Only relatively few are ‘archived’ in long-term memory.

This model provides a way of describing the different definitions and character-
istics of experiences discussed in the literature: (i) it indicates that our conscious 
experience is a phenomenon of our mind and is based on our perceptions of the world 
around us; and (ii) it explains the distinctions between lived and remembered experi-
ence. Everything in a person’s life is experiential in that it is represented on the men-
tal stage as a ‘stream of consciousness’. However, only some of this ‘stream of 
consciousness’ is remembered and can be recalled and is properly termed memorable 
experience. Much of the literature on experience implicitly seeks to understand why 
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these particular parts of the lived experience are recalled and other parts are not. In 
addition, the model distinguishes between memories of a particular slice of lived 
experience and a memory of our evaluation or reaction to that experience slice. Thus 
we may recall our satisfaction (here considered a summative evaluation of an 
experience) but not what happened to make us satisfied. The concept of flow 
(Csikszentmihalyi, 1990, 2014b) is a distinctive ‘stream of consciousness’ type of 
experience characterized by a unity of thought and action in relation to a challenging 
task. Memories of a flow experience are often distorted in that only some parts can 
be recalled.

Contrary to what the ‘experience economy’ school asserts (Pine and Gilmore, 
1999), firms do not actually offer experiences. An experience is a subjective episode 
that customers live through when they interact with a firm’s product or service offer 
(Caru and Cova, 2007, p. 40).

An experience can be defined as a constant flow of thoughts and feelings that 
occur during moments of consciousness (Mossberg, 2007, p. 60).

Therefore, lived experience is a subjective and immediate stream of perceptions, 
appraisals and memories. In this vein, Volo (2009) considers that an experience 
consists of:

all the events that occur between sensation (i.e., an observer’s awareness of an energy form 
impinging on a receptor physiologically designed to transduce it) and perception (i.e., the 
interpretation of the sensation), as well as memory (i.e., the subsequent organization and 
recall of such interpretations), which will have been modified and conditioned in the 
interim by many if not all of the prior and subsequent occurrences of this ‘sensation, per-
ception, interpretation, sequence’.

(p. 119)

In comparison a remembered experience is essentially a memory:
a happening – big or small, brief or prolonged, orchestrated or spontaneous, positive or 
negative – where the involved are physically and mentally present, forgetting themselves, 
are engaged, leaving a certain and memorable impression.

(Gram, 2005, p. 8)

Memory formation studies provide insight into the nature of those parts of an 
experience that we can recall, usually termed autobiographical memory (Barsalou, 
1988; Kim, 2010). There is some evidence that memories are constructed (Schacter 
and Addis, 2007; Schacter, 2012) ‘on-the-fly’ rather than existing as a complete 
whole, and this reconstruction is subject to a number of biases (Schacter, 1999). There 
is also evidence that vivid or ‘lightbulb’ memories (Brown and Kulik, 1977) are asso-
ciated with emotional arousal. Therefore, while we measure the satisfaction, value or 
memorability of an experience, we may only be recalling that component of the expe-
rience associated with some particular psychological state (i.e. delight). This may help 
to explain the focus on peak experience (Fredrickson, 2000) in the literature.

3.2.2  Studying tourist experience phases

Against this background of psychological and cognitive science theory, the literature 
of tourism is somewhat disappointing, mainly descriptive and ignoring much of the 



	 Tourism Experience: A Review� 35

theoretical and practical progress made in understanding the mechanisms of the 
brain. Notwithstanding this general comment, it is useful to understand the status of 
tourism research as a basis for understanding how to progress. Cutler and Carmichael 
(2010) for example, demonstrated three dimensions of a travel experience: phases, 
influences and outcomes, a combination of travel stages as well as antecedents and 
consequences.

The discussion of experience stages whereby a person’s travel is explicitly or 
implicitly divided into temporal sections appears logical in the study of travel and 
tourism. There are two main approaches to this temporal division: (i) some authors 
focus on a whole trip as the unit of analysis but divide it into a number of sequential 
stages (typically pre-, during and post-travel). For example, Hull et al. (1992) discuss 
travel as multiphasic; and (ii) others may focus on a particular (usually hedonic) event 
during a trip such as a meal, service experience (Otto and Brent Ritchie, 1996) or 
activity. Some attempts have been made to combine these two approaches, distin-
guishing a number of events within the overall stages of the trip (Aho, 2001). A 
model presenting this phasing of experience was developed by Clawson and Knetsch 
(1966). This model has five distinct yet interacting phases, therefore dividing the trip 
into different parts. From this perspective, tourism is translated from a geographical 
trip to an individual experience (Aho, 2001; Arnould et al., 2002). Table 3.1 shows 
three different tourism stage typologies.

3.2.3  Managerial, inferred and participant experiences

In this chapter experiences have also been identified and grouped into three main 
types, labelled here as the managerial, inferred participant or participant approaches. 
Managerial identifying and grouping is based on some particular descriptor of the 
experience environment (natural, urban, rural, restaurant, etc.) and assumes that all 
experiences in such a context are similar and thus can be grouped together. Arguably 
there is an infinite number of context-based types of experiences that could be exam-
ined in future research. The physical location of the experience is commonly used for 
identifying types. Examples include wildlife or nature (Ballantyne et al., 2011), urban 
(Selby, 2004), rural ( Jepson and Sharpley, 2015) restaurant (Hanefors and Mossberg, 
2003; Desmet and Schifferstein, 2008; Ryu and Han, 2011; Lee, 2015; Therkelsen, 
2015), airport (Straker and Wrigley, 2016), store or shopping centres (Naylor et al., 
2008; Parsons et al., 2010), hotel (Poria, 2006; Alcántara-Alcover et al., 2013; Torres 
et al., 2014; Zhang et al., 2015), heritage (Masberg and Silverman, 1996; McIntosh, 
1999; de Rojas and Camarero, 2008; Ali, 2015; Lee, 2015), theme park (Bigne et al., 
2005; Trischler and Zehrer, 2012; Ma, 2013), music performance (Lamont, 2012), 
festivals (Axelsen and Swan, 2010) or museum (Chan, 2009). The managerial 
approach provides broad types but may not explain a particular participant’s experi-
ential outcomes such as happiness or delight. Any one individual may experience a 
range of outcomes because visitors may have different experiences from the same 
stimuli due to their individual psychological processes (Larsen, 2007).

Arguably, augmented reality (AR) and virtual reality (VR) as types of experience 
fit under the managerial approach. The development of AR technologies has the 
potential to enhance tourists’ experiences and make them exceptional (Yovcheva 
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et al., 2012). VR of nature-based experiences may be substitutes for real visitation to 
threatened sites (Guttentag, 2010). To recognize multiple technologies in transform-
ing the nature of tourism experiences, the concept of technology-enhanced experi-
ences has been introduced (Neuhofer et al., 2012). Based on two dimensions: intensity 
of co-creation and technology implementation, we may determine a typology matrix 
of nine experiences ranging from traditional experiences to technology-enhanced 
multiplier co-creation experience (Neuhofer et  al., 2014). However, the range of 
actual individual outcomes from AR and VR need further study.

Inferred participant

This approach moves part way towards recognizing the individual human being as 
the starting point of the experience (Binkhorst and Den Dekker, 2009). In this 
approach grouping is made on the basis of the inferred internal states of the partici-
pant. One scheme distinguishes between utilitarian or instrumental experiences and 
those that are pleasure seeking or hedonic in nature (Lofman, 1991; Scott et  al., 

Table 3.1.  Phases of an experience.

Authors (year) Stages Description

Clawson (1963) 5 Anticipation (including planning)
Travel to the actual site
On-site experiences and activities
Travel back
Recollection

Aho (2001) 7 Orientation: awakening interest of some degree
Attachment: strengthening interest resulting in the decision to go
Visiting: the actual visit consisting of the travel and destination
Evaluation: comparisons (with earlier experience and alternatives) 
and conclusions for future actions
Storing: physical (photos, films, souvenirs); social (people and social 
situations to remember); mental (affections, impressions and new 
meanings)
Reflection: repeated presentations (spontaneous and staged) of the 
experience
Enrichment: presentations of films, souvenirs etc.; arrangement of 
meetings and networks to cherish memories; new practices created 
during the trip

Arnould et al. 
(2002)

4 Anticipated consumption experience: searching, planning for future 
purchases, daydreaming, budgeting and fantasizing
Purchase experiences: choice, payment, bundling product, service 
encounter and atmospherics
Consumption experiences: sense experience, satiation,  
(dis)satisfaction, arousal/flow, transformation
Remembered consumption and nostalgia: activating photographs to 
relive past experiences, telling stories, comparing, talking with friends 
from days gone by, playing ‘what if’, remembered consumption, 
daydreaming, sorting through memorabilia and other mementos
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2009), for example experiential tourism consumption is generally classified as 
hedonic. In this approach there is an attempt to describe the participant outcome; 
thus entertainment experiences should result in a person being entertained (Ryan 
and Collins, 2008; Tan, 2008). Similarly, dark tourism suggests that a site creates 
‘dark’ thoughts related to death, disaster, suffering and tragedy (Magee and Gilmore, 
2015) or spiritual pilgrimage creates spiritual experiences (Belhassen et  al., 2008; 
Buzinde et al., 2014). In practice, experiential outcomes from dark tourism sites are 
influenced by visitors’ beliefs and understood meaning regarding the site (Kang et al., 
2012). Thus, pilgrimage can lead to an experience of spirituality and/or an experience 
of social unity (Buzinde et al., 2014). Other examples of inferred participant types 
include aesthetic (Kirillova et al., 2014) and creative experiences (Tan et al., 2013; 
Chang et al., 2014).

Rather than simply identifying types of experiences, Pine and Gilmore (1999) 
have proposed that four types (or ‘realms’) of experience – education, entertainment, 
escapist and aesthetic – can be classified based on two dimensions: engagement 
versus immersion and active versus passive. In essence this is an inferred participant 
approach and describes the expected, ‘average’ or ‘normal’ experiential outcome for 
a participant. The active–passive dimension describes the relationship between the 
customers and the performance, and the level of activity or physical arousal. The 
engagement versus immersion dimension suffers from numerous definitional issues 
and a number of concepts have been associated with this dimension, such as attention 
(attentional focus), involvement and temporal disassociation as discussed below. 
Interestingly, neither the 1998 Pine and Gilmore model nor Cohen (1979) or Clift 
(2000) discuss emotion, although other typologies of consumer experience that do 
are available. For example Walls et al. (2011a) discusses experiences on two dimen-
sions: emotive–cognitive and extraordinary–ordinary. The lack of discussion of emo-
tion may be considered a serious flaw, as other research in psychology suggests that 
emotion has a key role in vivid memory. Another focus in the literature of tourism 
experience is value and the concept of co-creation as a way to add value to tourism 
experiences (Binkhorst and Den Dekker, 2009).

Participant approach

This is based on understanding the actual outcome or process of the experience for 
a participant rather than assuming that a particular relationship exists between the 
context and the visitor’s mental processes. Here experience is defined as ‘the result 
of  encountering, undergoing or living through situation’ (Schmitt, 1999, p. 25). It 
involves stimulations of the senses, the heart and the mind and therefore can be 
grouped in terms of sensory (Agapito et al., 2014), emotional (Kim, 2012; Prayag 
et  al., 2015) and cognitive outcomes (Schmitt, 1999). Each of these types can be 
further expanded: for example, emotion into fun (Bosangit et al., 2015) and delight 
or satisfaction (Ma et al., 2017).

A number of authors have identified particular aspects of experience as impor-
tant and influential of personal outcomes. A number of ‘moderators’ of tourism 
experience include involvement (Andrades and Dimanche, 2014), customers’ indi-
vidual characteristics, group characteristics and prior experience (Adhikari and 
Bhattacharya, 2015) have been studied in the tourism and marketing literature. The 
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antecedents of experiences highlighted in previous research are experiencescape, 
co-creation of experience, emotion, narratives, themes and stories, and the effect of 
other tourists and service providers (Mossberg, 2007), trip-related factors and per-
sonal characteristics of consumers including expectation (Walls et al., 2011b). With 
a focus on perceived value of tourism experience, Prebensen et al. (2013b) identify a 
series of antecedents such as tourist motivation, involvement and knowledge, as well 
as consequences including satisfaction and future intention.

3.2.4  Psychological experience concepts

If we pursue a participant approach to experiences, then it can be useful to under-
stand the appropriate psychological concepts. Somewhat surprisingly, many psycho-
logical concepts have not been applied extensively in the study of tourism experiences 
and a number are discussed briefly here.

Attention

This influences the way individuals perceive the environment and increases the 
chance of an event being coded into long-term memory (Ooi, 2003). In visitor man-
agement research, Moscardo (1996) concluded there is a positive association between 
interactivity and participation with interpretive effectiveness, due to visitors’ greater 
attention and better recall; interactivity and participatory behaviour are effective ‘at 
catching and keeping visitor attention and at improving learning and interest’ 
(p.  387). Therefore, active participation, interaction and attention are considered 
paths to improve experience memorability. Notwithstanding the strategic role of 
attention in experiences and business (Davenport and Beck, 2001; Ocasio, 2011), the 
concept has received little consideration by tourism scholars (Ooi, 2005). Recent 
research has found that tourism experiences are affected by attention attractors, 
distractors and mediators and these play a crucial role in the construction of the 
tourist’s understanding of the destination (Campos, 2016).

Attentional processes direct our mental capacities to salient stimuli detected in 
the environment. Saliency may be due to the stimuli being sensorially intense, novel, 
moving, contrasting or repetitive, or by being connected to the individual’s motives, 
interests, goals or tasks for that experience. In the first case, called a bottom-up pro-
cess, attention is triggered by the nature of the stimulus. In the second case, it is 
activated by the individual’s motivations or goals which direct efforts and devote time 
to the selected stimulus to achieve an intended outcome. When attention is motiva-
tionally led, it is called top-down (Ocasio, 2011).

Engagement

There is general agreement that customer engagement occurs when a person is pay-
ing attention and that it is related to involvement with and commitment to a con-
sumption experience (Brodie and Hollebeek, 2011; Brodie et al., 2011). Engagement 
may be characterized by a customer playing a key role in creating the performance or 
event and may be related to co-creation (Campos et al., in press). Interestingly, a study 
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of distinct dimensions of experiential engagement involved in narrative experiences 
has identified narrative understanding, attentional focus, emotional engagement and 
narrative presence (Brockmyer et  al., 2009). This suggests that engagement is a 
complex construct involving numerous mental processes. The concepts of fast and 
slow thinking relate to two different pathways in the brain which, if engaged, lead 
to different types of outcome (Ellis et al., 2015) such as engagement, absorption or 
immersion in the experience and hence influence satisfaction.

Involvement

This can be defined as an individual’s level of interest and personal relevance in 
relation to a focal object/decision in terms of his or her basic values, goals and self-
concept (Zaichkowsky, 1994; Mittal, 1995). Involvement in an experience therefore 
concerns the level of interest and personal relevance in relationship to the experience. 
Involvement is high when customers are enjoying a service within specific settings, 
and high-involvement customers are less likely to switch to alternative suppliers 
(Laws, 2004; Mossberg, 2007).

Immersion

Immersion is an intense experience when the ‘distance’ between the experience and 
the consumer is reduced by what has been called ‘operational appropriation’ (Caru 
and Cova, 2007). This is ‘a form of spatio-temporal belonging in the world that is 
characterized by deep involvement in the present moment’ (Hansen and Mossberg, 
2013, p. 212). It has also been defined as the sensation: ‘of being surrounded by a 
completely other reality . . . that takes over all of our attention, our whole perceptual 
apparatus’ (Ermi and Mäyrä, 2005). This definition is similar to that of attentional 
involvement, which is the ‘degree to which one’s attention is devoted to the activity 
at hand’ (Abuhamdeh and Csikszentmihalyi, 2012, p. 258).

Cognitive absorption

This is viewed as a state of deep involvement with some object (Agarwal and 
Karahanna, 2000). It is related to the concept of flow and has five dimensions: 
temporal dissociation, attention focus, heightened enjoyment, control and curiosity, 
and with appropriation of most mental resources during the task (Léger et al., 2014). 
Absorption has been measured by vivid imagination, being engrossed in our thoughts 
and responsiveness to involving stimuli (Patrick et al., 2002).

In conclusion, the tourism literature has mostly grouped experiences into types 
for managerial purposes and this approach assumes that participants will receive a 
particular outcome from a context. In fact, a company cannot create an experience for 
the customer but only create a context to which the individual responds (Mossberg, 
2007). Tourism experience outcomes depend on how the visitor, based on a specific 
situation or state of mind, reacts to the service encounter (Csikszentmihalyi, 1990; 
Pine and Gilmore, 1999; Yong-Hyun et  al., 2002; Mossberg, 2007). It is recom-
mended that both academics and professionals develop tourism experiences typologies 
based on psychological concepts ( Johns, 1999).
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Models of experience

As discussed above, tourism experience researchers have developed models with dif-
ferent units of analysis (trip, event, immediate experience), disciplinary perspective 
(phenomenology, economics, psychology, sociology), as well as discussing some com-
bination of the experience, its antecedents or consequences – here termed ‘scope’. 
This leads to a conceptually complex and dense literature. Examples from various 
authors are given in Table 3.2. In this literature particular topics are associated with 
the study of different stages of experience as shown in Table 3.3. For example, study 
of experience prior to travel emphasizes concepts such as expectations, decision mak-
ing, motivation and goals. A focus on the immediate lived experience is associated 
with studies of peak experiences and the emergent meaning associated with it. Stud-
ies of post-experience outcomes are common and associated with perceived value or 
satisfaction. It is important to note that in these post-experience studies the bias in 
memory formation and recall are important but often ignored.

A number of conceptual models have been developed and Prentice et al. (1998) 
identify five types: hierarchical; flow; goal-orientated behaviour such as the theory of 

Table 3.2.  Discipline, unit of analysis, and scope of tourism experience models.

Discipline1 Unit of analysis Scope2

Cohen (1979) Phe Tourist E

Hull et al. (1992) Trip E

Otto and Brent Ritchie (1996) Emp Trip E > C

Aho (2001) Psy Trip A > E > C

Quan and Wang (2004) Phe Meal E

Uriely (2005) Soc E

Andersson (2007) Eco Trip A > E > C

Larsen (2007) Psy Trip A > E > C

Mossberg (2007) Mar Trip A > E

Kao et al. (2008) Event [E] > A > C

Binkhorst and Den Dekker (2009) Mar Event E > C

Volo (2009) Psy Event

Cutler and Carmichael (2010) Psy Trip A > E > C

Walls et al. (2011a) Mar Event A > E

Kim et al. (2012) Mar

Sfandla and Björk (2012) Soc Network E > C

Prebensen et al. (2013a) Mar Event E > C

Ellis et al. (2015) Psy Event E > C

Park and Santos (2017) Soc Trip A > E > C

1Disciplinary approach (Eco = economics; Emp = empirical; Mar = marketing; Phe = phenomenological; 
Psy = psychology; Soc = sociology) 
2Scope (A = antecedents; E = Experience; C = consequences)
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planned behaviour; ‘insider–outsider’ perspective; and typological. Hierarchical mod-
els link experiential attributes to benefits, including the means–end chain analysis 
using the benefit chain of causality. This offers a potential segmentation of tourists 
based on benefit (psychological benefits, mood benefits and learning benefits) for 
outdoor recreation activities (Prentice et al., 1998). From a psychological view, experi-
ence models focus on one mental state of engagement, flow (Csikszentmihalyi, 
2014a) or outcomes such as value (Sfandla and Björk, 2012). The theory of planned 
behaviour has been used to study non-participation and non-visiting of attractions 
(Davies and Prentice, 1995). The insider–outsider perspective concerns tourists’ 
meaning or awareness of symbolism. Here we distinguish two others: phenomeno-
logical and systemic.

Phenomenological models

These highlight the key characteristics of tourism experiences through empirical 
rather than conceptually based research. For example, peak tourism experiences have 
been described as contrasting, intensified and extended versions of daily routine 
experiences (Quan and Wang, 2004). The phenomenological level of tourist experi-
ence – of which consumers are fully aware – must, however, be separated from the 
cognitive level where the transformation and learning happen (Volo, 2009). Aho 
(2001) proposes a process model, distinguishing between ‘on the spot experience’ and 
‘a process view’ and between emotional, informative, practical/skilled and transform-
ative experiences.

Systemic models

A number of these models have been discussed, covering the stages of the tourist 
experience. Based on socio-psychological principles, one was first developed by 

Table 3.3.  Topics associated with different stages of an experience.

Topic Before During After travel

Choice (Japutra et al., 
2014)

Emotional segmentation 
and position

(Ro et al., 
2013)

Travel choice and 
decision making

(Gnoth, 1997) (Hosany, 2012, Hosany 
and Witham, 2010)

Attention (Csikszentmihalyi, 2014b)

Fast and slow thinking (Ellis et al., 2015)

Flow (Csikszentmihalyi, 2014b)

Immersion (Hansen and Mossberg, 2013)

Experience (Mannell and Iso-Ahola, 1987)

Satisfaction (Prayag et al., 2013)

Memories (Ali et al., 2015)

Value (Prebensen et al., 2013b)
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Currie (1997) to distinguish between the pre-pleasure tourism engagement phase 
and the pleasure tourism engagement phase. The second phase is said to be liminoi-
dal. This model however is descriptive and not explanatory. Later, Aho (2001) devel-
oped a psychological stages model in which tourism is considered a voluntary activity, 
where orientation in the form of awakening interest to touristic experiences is a nec-
essary starting point of the process, leading to decisions about touristic choices and 
later to touristic experiences. The second step is interest or attachment to a particular 
destination or route. Expectations are the core of attachment. The model distin-
guishes between three main types of motivational elements (physical, mental and 
social); between individual and collective variances; between personal experience 
resources (time, money, knowledge, skills, attitudes and social networks); and between 
seven stages of experience (orientation, attachment, visiting, evaluation, storing, 
reflection and enrichment).

Larsen (2007) provided an important systematic model of experiences from a 
psychological perspective, indicating that the three essential components (or pro-
cesses) of a tourist experience are expectancies, perception at the destination and 
memory. The concept of expectancies is related to goals, which are also used in the 
cognitive appraisal theory of emotions. Cutler and Carmichael (2010) developed a 
comprehensive stages model that highlights the importance of motivation or 
expectations in the anticipation of travel and also in satisfaction or dissatisfaction 
in  its evaluation. This model explicitly highlights issues of memories, perceptions, 
knowledge and self-understanding of identity. Park and Santos (2017) developed a 
three-stage whole-of-trip psychological model which highlights the importance of 
anticipation and expectation, recollections and feedback. In brief, academics have 
developed different models to conceptualize experience as well as to identify its 
antecedents and consequences. Most models are conceptual and focus on different 
aspects of experience at one stage, although several systematic models examine all 
three stages of experience: anticipated, lived and memorable experiences.

3.3  Discussion and Conclusion

This brief review of the prior literature of experience has highlighted a diverse 
unstructured literature that lacks agreement on central research questions, models 
and concepts. Implicitly each author not only brings particular disciplinary perspec-
tives but also a particular value system that privileges certain aims and objectives. The 
orientation of this review is that the key explanatory aspects of experience are psy-
chological in nature. The tourism literature appears deficient in adopting recent 
mainstream theoretical ideas from psychology such as attention, emotion, memory 
and appraisal, and in discussing concepts such as sensation and feelings from a cogni-
tive science perspective.

A second observation is that a large number of different types of tourism experi-
ence have been studied, including those which may be classified as hedonic as well 
those that are more mundane and routine. This raises the question of whether one 
model of tourism experience is applicable across the context of tourism. The context 
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of tourism is often taken as hedonic, but other forms of experience are being studied 
across a wide variety of types, in many social contexts and with many different visitor 
types. Leisure tourism also includes many different types of travel such as long stay, 
main annual vacations and short breaks, and many motivations. Similarly, visitors may 
have different levels of involvement with the tourism experience which will affect 
their subsequent evaluation. For example, a relationship between involvement with 
trip planning and trip evaluation has been established. When tourists make extensive 
preparations for their trips they create high expectations, and so will be more involved 
in the trip evaluation (Seabra et al., 2016). McCabe et al. (2016, p.  1) discuss the 
importance of involvement in decisions about a destination to visit and highlight that 
depending upon cognitive load and involvement a number of different heuristics may 
be involved. Therefore, while systematic models provide useful guidelines for research, 
they may not allow detailed insights into particular experience types.

Some parts of the tourism literature on experiences are focused on the meaning 
of experiences for an individual. This is a useful but descriptive approach which in 
some sense abrogates responsibility for theory development and ignores the explana-
tory power of cognitive psychology in dealing with factors such as attention and 
cognitive appraisal (as discussed in Chapter 2 by Larsen, Doran and Wolff ). It also 
seeks to relate antecedents of an experience to consequences such as experiential 
value or memorability without considering the intervening psychological processes. 
It appears to ascribe meaning to external objects rather than considering meaning as 
a property of the human brain.

Surprisingly, the tourism literature does not embrace study of the causes of 
emotions. Psychological theories indicate that emotions elicited are due to cognitive 
evaluations of objects and are not inherent in the objects themselves. It is true that 
many objects have normative mental associations (the Eiffel Tower is a symbol of 
romance). However, this is a statistical issue – most people do this but it does not 
mean that all people must. Cohen (1979, p. 180) wrote that tourists vary individually 
in their motivations, and that ‘the tourist does not exist as a type.’ While true, 
psychological theories can be applied to better understand tourist experience based 
on the commonalities of brain function (Larsen, 2007).

This chapter has analysed and synthesized the literature on tourism experience, 
a key concept in tourism research, and found a lack of consensus. Authors have 
adopted different disciplinary perspectives (psychology, sociology, phenomenology, 
anthropology, geography, marketing or management) to develop various models, 
typologies and dimensions of tourism experience. Tourism experience has commonly 
been divided into stages: prior to travel (expectations, decision making, motivation 
and goal), lived experience (attention, flow, fast and slow thinking) and post-
experience (value or satisfaction). Most studies of this highly complicated psycho-
logical process (Larsen, 2007) are descriptive and simplistic. Future researchers are 
recommended to use cognitive psychology theories to study different aspects of tour-
ist experience. While tourist experience is a combination of cognitive and emotive 
components (Adhikari and Bhattacharya, 2015), most ignore emotion in their mod-
els and this should be a central focus for further studies seeking to understand tourist 
experience and behaviour.
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4.1  Introduction

Tourism experience is a crucial topic in the research field of tourist behaviour, because 
‘everything a tourist goes through at a destination is an experience, be it behavioural 
or perceptual, cognitive or emotional, expressed or implied’ (Oh et al., 2007, p. 120). 
Motivation is an important concept in the study of tourism experiences, although 
scholars discussing tourist experiences have largely probed the relationship between 
motivation and tourist experiences, with particular emphasis on their implied deter-
ministic notions (Gomez-Jacinto et  al., 1999). People are motivated to travel to 
obtain experiences related to their goals, and their motivations also drive their value 
perception of destination experiences (Duman and Mattila, 2005). Understanding 
the drivers of memorable tourist experiences provides valuable insights for product 
development and improvement of service delivery. Although a variety of studies in 
the tourism literature of tourist experiences has been documented over the last three 
decades, the use of the means-end chain (MEC) approach as a method of capturing 
the motivational antecedents of tourists’ experiences has not yet been discussed thor-
oughly (Chen et al., 2016).

The MEC approach provides a means to identify the motivational drivers influ-
encing tourist experiences, and how destination attributes deliver a tourist their 
preferred experiences and satisfy their needs at the value level. A tourist’s experience 
is affected by psychological (e.g. expectation, perception and motivation), socio-
demographic (e.g. education, income), lifestyle (e.g. basic living, moderate living and 
extravagant living) and external factors (e.g. weather, regulations and the environ-
ment). This chapter does not discuss all of these factors; however, it discusses the use 
of MEC for examining the reasons underlying the choice of tourist experiences.
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4.2  Literature Review

Travel motivation is a type of human motivation that comprises the total network of 
biological and cultural forces which give value and direction to travel choice, behav-
iour and experience (Pearce, 2011). Dann (1981, p. 205) defined travel motivation as 
‘a meaningful state of mind which adequately disposes an actor or group of actors to 
travel, and which is subsequently interpretable by others as a valid explanation for 
such a decision’. Motivation theories indicate that individuals constantly strive to 
achieve a state of stability (homeostasis). In general, motivation occurs when a home-
ostatic status is disrupted and there is an awareness of a need deficiency. This aware-
ness creates wants and, consequently, an objective/goal is manifested to satisfy the 
need (Goossens, 2000). Internal and external stimuli cause human motivation 
(Iso-Ahola, 1999), and with the influence of both the tourists’ situation and value, 
needs or motives develop into motivations (Gnoth, 1997). Because travel motivation 
is considered an impelling force that precedes all behaviour (Berkman and Gilson, 
1978), it is regarded as a critical variable in tourism research (Crompton, 1979). 
Determining the important questions of what motivates people to travel and how 
travel motivation ought to be examined allows us to better define the value of tourism 
behaviour. Additionally, it facilitates tourism researchers and marketers to predict or 
influence future travel patterns (Uysal and Hagan, 1993).

4.2.1  Motivation and experience

In the motivation research field, cognition is a term used to describe the intellectual 
or perceptual processes occurring when we analyse and interpret both the world 
around us and our own thoughts and actions. According to this cognitive approach, 
needs and past experience are reasoned, categorized and transformed into attitudes 
and beliefs which act as predispositions focusing on helping the individual satisfy 
needs. Motivation can be depicted as the driving force behind all behaviour, and 
directly affects overall evaluation. In the context of tourism experience it is widely 
accepted that post-experience satisfaction is related to the realization of motivation 
perceptions (Dunn Ross and Iso-Ahola, 1991), and that prior travel experience sig-
nificantly influences tourists’ behaviour of revisiting a destination. As a result, people 
are more likely to revisit a destination if they have had satisfactory past travel experi-
ences in it.

Although travel experience has been well documented as a popular topic in the 
tourism research field (Mazursky, 1989), it is argued that the concept and its opera-
tionalization are blurred and arguable (Huang and Hsu, 2009). A study of tourism 
experience conducted using in-depth interviews (Knobloch, 2014) showed that: (i) 
respondents associate different meanings to experiences; and (ii) types of experiences 
might be prominent in the minds of respondents for different reasons. This calls for 
a new approach to looking at tourists’ experiences which emphasizes the multidimen-
sional nature of experiences, as well as the importance of the associated emotional 
aspects. Knobloch’s findings raise questions about the uninformed use of words by 
researchers, and the limitations of understanding the nature of experience which may 
be a consequence.
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Current travel motivation studies assert that people tend to construct their well-
being to realize their values and that tourism experience, as a context, represents a 
teleological or forward-looking approach (Pearce and Packer, 2013). A decision about 
whether or where to go is based upon a traveller’s preference for and an evaluation of 
destination attributes, attribute performances, and consequences arising from their 
use that facilitate (or block) the achievement of the customer’s goals. By linking 
motivation and the customer’s preferred experience, MEC theory offers a better 
understanding of the motivation consumers possess related to specific products or 
experiences.

It is essential for industry operators to understand travel motivation to meet and 
exceed their customers’ needs, and to provide personalized services and memorable 
experiences to customers, which will lead to repeat business (Huang and Hsu, 2009). 
Travel motivation helps us to explore why people travel (Crompton, 1979). A 
thorough understanding of motivation allows a better understanding of why certain 
groups of people choose certain holiday experiences (Pearce and Packer, 2013).

4.2.2  Travel motivation theories

A variety of tourism motivation theories proposed in the prior literature is discussed 
below. Each theory adds to our understanding of why people undertake certain expe-
riences; however, no single theory has received universal acceptance and each has 
strengths and weaknesses.

Plog’s psychocentric-allocentrism

A psychographic system proposed by Plog (1974, 1987), based on his work with the 
airline industry, examined the underlying causes of why the popularity of destina-
tions rises and falls. Plog considered that destinations appeal to specific types of 
people and typically follow a relatively predictable pattern of growth and decline. 
Plog’s model has been widely cited in tourism textbooks, but also has been criticized 
as tautological (Braun, 1989) and explaining nothing (Gnoth, 1997). Later, Plog 
(2001) revised his psychographic scale and updated his model to include how travel 
has changed and where destinations fit on his destination–lifecycle chart. Plog’s work 
describes how tourists’ travel patterns and preferences are determined by their 
personality characteristics, and in particular their position on an allocentric–
psychocentric scale. Destinations rise and fall in popularity as they become better 
known and hence appeal to different groups (Plog, 2001).

In Plog’s model, the distribution of five psychographic personality types, ranging 
from allocentric to psychocentric, fit a normal curve. Allocentric types are intellectu-
ally curious and want to explore the world; they make decisions quickly and easily. 
They also spend discretionary income readily and are more likely to choose new prod-
ucts shortly after their introduction into the marketplace. In comparison, 
psychocentric-type people are somewhat cautious and conservative in their daily 
lives. They are restrictive in spending discretionary income and prefer more popular, 
well-known brands of consumer products. While the model may provide insight into 
the behavioural characteristics of tourists, it does little to help understand tourist 
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motivation or predict actual tourist behaviour (Huang and Hsu, 2009). Additionally, 
there is little empirical work to support this theory and, furthermore, the model does 
not consider multiple-motivation behaviour, nor can it explain the different types of 
tourism experience in a single destination. Plog’s psychographic personality types are 
considered a form of tourist role and lifestyle typology (Hsu and Huang, 2008), 
which proposes a more inherent perspective and ignores the destination as an external 
factor influencing the tourism experience.

Push and pull theory

The ‘push and pull’ theory was first proposed by Dann (1977). ‘Pull’ factors are the 
specific attractions of the destination which entice the traveller once the decision to 
travel has been made. ‘Push’ factors are defined as internal motives or forces that cause 
tourists to seek activities to reduce their needs, which provides a dichotomy of inter-
nal and external motivators containing drive-based emotions (push factors) and 
cognitions (pull factors) (Gnoth, 1997). Following Dann’s work, Crompton (1979) 
asserted that socio-psychological motives are useful tools for explaining the initial 
arousal as well as the reason why potential tourists choose a specific destination. 
Based on in-depth interviews, Crompton (1979) identified seven socio-psychological 
and two cultural motives which were believed to result in direct pleasure vacation 
behaviour. The seven ‘push’ factors were: escape from routine, self-discovery, relaxa-
tion, prestige, regression, improve family relationships and facilitate social interac-
tion. The two ‘pull’ factors, novelty and education, are related to cultural imbalance 
and are regarded as benefits received from travel. While Crompton’s work is impor-
tant and the motivation items he summarized have been used by many subsequent 
studies, it is argued that the categorization of motivations in terms of the ‘push and 
pull’ factor is not clear-cut.

‘Push and pull’ theory is widely used in travel motivation research. However, the 
above discussion indicates that there are limitations to this theory:

1.	 There is no explanation of how ‘push and pull’ factors work together to generate 
travel motivation and to what degree each factor acts to motivate. Crompton (1979) 
has claimed that travel motives should not be regarded as mutually exclusive, nor 
should any single tension state be selected as the determinant of behaviour. When 
asked about their experience during their travel, respondents were most likely to 
mention ‘pull’ factors ( Jennings, 2006) such as activities, driving, landscape viewing 
and scenery. They might also have mentioned social interaction with other people, 
but there is a lack of acknowledgement of their ‘push’ factors towards the tourism 
experience. While support and customer service components were often mentioned, 
these were not their original travel motivations or their true reason to come to the 
destination. It is believed that motives work in tandem or in combination because 
they are multidimensional (Pyo et al., 1989), yet the theory scarcely explained how 
these two factors affect travel experience.
2.	 Although it is acknowledged that ‘push and pull’ factors should not be treated 
as operating entirely independently of each other (Crompton, 1979), ‘push and pull’ 
theory itself does not explain the interrelationship between these factors. Theoreti-
cally, the distinction between ‘push and pull’ factors should be included in any study 
as ‘pull’ factors both respond to and reinforce ‘push’ factors (Dann, 1981). Although 
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there are studies that have investigated this topic, the problem remains unresolved. 
The theory does not provide further information on what kind of relationship exists 
or how one factor is related to another: is there a causal relationship between the two 
factors, or does one just influence the other? Furthermore, the ‘push and pull’ items 
did not consider all possible dimensions of motivation (Chul Oh, et al., 1995). This 
means that although these two factors are related, there may be other, stronger rela-
tionships with other factors which are beyond the theory’s scope. There is a need for 
more studies on ‘push and pull’ theory that link ‘push’ factors from the tourist side and 
‘pull’ factors from the destination side to provide insight on the tourism experience 
at a theoretical level, as most researches are in general empirical studies applying the 
theory in different contexts.

Seeking and escaping theory

Iso-Ahola (1980) examined the psychological foundations of the concept of motiva-
tion for leisure, and emphasized the implication of causality in leisure and play 
behaviour. He claimed that people have a tendency in leisure experiences to seek 
intrinsic rewards of self-determination and competence (Iso-Ahola, 1980). In this 
functional view, intrinsic motivation theory emphasizes that people are oriented to 
engage in and choose experiences that are intrinsically rewarding. For example, social 
interaction is both motivation for and a benefit of leisure participation (Iso-Ahola, 
1999).

From a psychological perspective, Iso-Ahola (1982) grouped intrinsic rewards 
into two categories: seeking, in which one might discover feelings of mastery or com-
petence; and escaping, in which one might avoid something or forsake the daily rou-
tine. Iso-Ahola contended that both seeking and escaping elements are evident and, 
under certain conditions, one may be stronger than the other. In tourism, he posited 
that there is more escape-oriented than approach-oriented activity for most people 
under most conditions (Iso-Ahola, 1982). However, both items may be necessary for 
optional arousal and to satisfy one’s needs. These two categories of motivational force 
are also affected by personal and interpersonal factors; thus, Iso-Ahola developed 
the  social–psychological model of tourism motivation (SPMTM). The SPMTM 
suggests that tourism motivation can be categorized into four types: (i) seeking per-
sonal rewards; (ii) seeking interpersonal rewards; (iii) escaping personal environment; 
and (iv) escaping interpersonal environment (Mannell and Iso-Ahola, 1987). The 
model suggests seeking and escaping are components of the tourism motivation.

There are other limitations to Iso-Ahola’s theory. On one hand, his perspective 
does not explain the underlying reason for escaping as the deeper travel motivation 
( Jamal and Lee, 2003). Hence, his theory fails to address the processes and means by 
which certain destinations are preferred to others, and there is no clear description of 
the relationship between personal needs and the surrounding environment. On the 
other hand, Iso-Ahola (1982) regards motivation as ‘purely a psychological concept’ 
(p. 257), and it is arguable that ‘motivation is a part or one form of leisure motivation’ 
( Jamal and Lee, 2003). As a result, the seeking and escaping theory examines travel 
motivation more from a social–psychological viewpoint and situates travel experience 
in the leisure domain by regarding travel as a leisure activity (Iso-Ahola, 1982; Hsu 
and Huang, 2008). It is true that tourism and leisure overlap to some degree, but 
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there are also many differences between these two fields and they cannot be studied 
as one type of phenomenon. As a result, travel motivation is only partly similar to that 
found in the leisure domain and is considered worthy of independent theory-building 
(Pearce, 1993).

Travel career theory

Based on the motivation theory of Maslow (1954), Pearce and Caltabiano (1983) 
posited a ‘motivational career in travel’ (p. 17), employing a fivefold classification of 
travel motivation. This study was specifically concerned with the motivation that 
underlies on-site tourist experiences. It proposed the possibility of deriving individ-
ual motives for travel from self-reported travel experiences, and declared that travel 
motivations change over time and as a result of past holiday experiences. This con-
cept was later formally proposed as the travel career ladder (TCL) (Pearce, 1988) 
which is a fivefold hierarchical system for ranking tourists’ post hoc motivational 
descriptions in terms of their holiday travels.

The core idea of the TCL is that people have a travel career and a pattern of 
travel motives that may change during their lifespan due to their accumulated travel 
experience (Pearce and Lee, 2005). The TCL is a dynamic model designed to explain 
a context of changing tastes and differing behaviours while on holiday and provides 
a link between present motivation, the purchase decision and past experience (Ryan, 
1998). Later a modification of the TCL, termed the travel career pattern (TCP), was 
proposed (Pearce and Lee, 2005; Pearce, 2011). As these motivation factors have been 
summarized based on findings from previous studies, the TCP is believed to provide 
more comprehensive motivation inventories in the tourism field. It is concluded that 
the patterns of the core layer of motivations were related to novelty, escape/relaxation 
and relationship, which are unaffected by one’s travel experience or life cycle. For the 
most experienced travellers, the middle layer of motives are more important than the 
outer layers, while for the less experienced travellers, all motivations are important 
(Pearce, 2011).

Compared to the TCL, the TCP model offers more meaningful information and 
explanations of tourist motivation. Unsurprisingly, several researchers have applied 
this model to explore travel motivation (e.g. Paris and Teye, 2010). However, the 
TCP model is still under development as a tourist motivation model and more rigor-
ous research is needed to test its validity (Hsu and Huang, 2008). For example, Pearce 
and Lee (2005) only compared the lowest and highest travel career level groups, and 
disregarded comparisons among the in-between groups. Sample groups were divided 
into either the lower travel experience level or the higher travel experience level based 
only on previous experience history, thus ignoring possible relationships between the 
motivation patterns and future travel experience.

4.3  Means-end Chain Theory

In psychology, there are numerous constructs of motivation theory which explain 
how motivation influences choice, persistence and performance (Wigfield and 
Eccles,  2000). One longstanding perspective on motivation is embodied in the 
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expectancy–value theory. Substantial evidence supports the view that environmental 
events, cognition, emotion and behaviour are mutually interacting influences. 
Although these influences are reciprocal, they are not necessarily simultaneous or of 
equal strength. It is argued that, with an expectation, people effected specific behav-
iours to produce specific outcomes and intent to place value on these outcomes. Peo-
ple attempt to explain events that have occurred and to predict future events so they 
can predict and control in the service of adaptation. Based on the expectancy–value 
theories, MEC theory is an integrated approach to answering motivational questions 
with analytical rigour and theoretical sophistication. It describes the hierarchical 
relationships between product attributes (the means), the consequences for the con-
sumer provided with these attributes (benefits) and the personal values (the ends) 
these consequences reinforce (Gutman, 1982) (Fig. 4.1). More specifically, MEC 
theory seeks to characterize the relationships among particular objects or behaviours 
– the ‘means’ – and the outcomes and personal values important to the individual – 
the ‘ends’.

4.3.1  The motivational approach of means-end chain theory

The key point of MEC theory is that consumers tend to make choices about 
products which maximize their desired consequences and minimize their undesired 
consequences. Values are ordered by importance (Rokeach, 1973); they also direct the 
importance of the consequences, so consumers make decisions on alternative prod-
ucts by choosing the attributes that provide more important consequences and, as a 
result, realize more important values. Thus, MEC theory permits us to focus on the 
basic aims consumers have, while not losing sight of how these aims influence choices 
in specific situations. Attributes have meaning and value for consumers when there 
is an important or relevant consequence, and the culmination of MEC is usually a 
personal goal or a life value the consumer is striving to achieve.

In the motivational perspective of the MEC approach, personality, interests, 
lifestyles and motivations can be thought of as facets or outcomes of the core self-
structure, representing the fundamental goals and values held by the individual 
(Claeys and Abeele, 2001). Therefore, this approach posits that motivation can be 
regarded as the underlying reason why certain attributes or expected consequences 
are desired (Reynolds and Gutman, 1988). Bagozzi et al. (2003) viewed cognitive 
structures as ‘ladders of motives’ (p. 918) and Cohen and Warlop (2001) defined the 
hierarchical levels inherent in an MEC as ‘motivational layers’. Thus, MEC theory 
provides the link between tourist experience value and tourism product attributes, 
and helps us to understand how the tourism experience provides the travellers with 
the preferred attributes to realize their value/goal.

Fig. 4.1.  Means-end chain model (adapted from Olson and Reynolds, 2001).
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4.4  A Conceptual Framework

MEC is a very useful approach for exploring the psychological factors involved in 
consumer behaviour and has been used by scholars in the tourism field (McIntosh 
and Thyne, 2005; McDonald, Thyne and McMorland, 2008), including nature-
based experiences (Klenosky et  al., 1998; Frauman and Cunningham, 2001). The 
purpose of the following conceptual framework is to explore, in the context of leisure 
travel, how experience attributes provide the preferred benefits to tourists and satisfy their 
experience value/goal. The conceptual framework (Fig. 4.2) is considered to provide a 
directed, hierarchically organized structure of the interconnected levels of travel 
experience desired by the tourist.

4.4.1  The levels of motivations for leisure tourism experience

Value is defined as ‘learned beliefs that serve as guiding principles about how indi-
viduals ought to behave’ (Parks and Guay, 2009, p. 676). According to van Rekom 
(1994), the motives of tourists are deeply rooted in their pattern of experiences, goals 
and values. There exist two kinds of values: instrumental and terminal (Rokeach, 
1973). Instrumental values are related to the idealized mode of behaviour, and termi-
nal values are the end states of existence. Motivation processes are dynamic structures 
which are continuously influenced by personal value while simultaneously being 
influenced by the environment in which one is acting (Fischer and Bidell, 2006). It is 
suggested that values are centrally held cognitive elements which stimulate motiva-
tion for behavioural response (Vinson et  al., 1977), and have been shown to be 
powerful forces in governing the behaviour of individuals in all aspects of their lives 
(Gutman, 1982). Thus, it is necessary to explore how particular values are linked to 
motivation in tourism contexts.

Consequences refer to any result (physiological or psychological) accruing directly 
or indirectly to the consumer from his/her behaviour (Gutman, 1982). People choose 
a certain behaviour for its expected results. In other words, the motivational process 

Fig. 4.2.  Conceptual framework for research and development of tourism experience. MEC, 
means-end chain.
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represents a prerequisite step to action. Consequences can be categorized into func-
tional and psychological/sociological types. Functional consequences refer to product 
features or attributes that produce immediate and tangible consequences (e.g. physio
logical needs) that are experienced directly by consumers. Functional consequence 
can lead to a high level of consequence – psychological consequences – the more 
personal consequences which are more affective or emotional (e.g. self-esteem) 
(Olson and Reynolds, 2001) or sociological (e.g. enhanced status) (Gutman, 1982).

Attributes represent aspects of the product or service that are physical or abstract 
in the way the product is perceived (Gutman, 1997). The difference between attrib-
utes and benefits is mainly that people obtain benefits from the attributes of the 
products, and only those attributes attached to benefits which the person desired will 
become meaningful. In the tourism field, there are two types of attribute relevant to 
a tourism destination or product: a concrete attribute which is an objective property 
of a tourism destination that attracts tourists, such as ‘local customs’; and an abstract 
attribute which is relative, instrumental, reflective or vicarious, such as ‘fame’ or ‘good 
environment’.

Motivation can be seen as the underlying reason travellers choose a specific 
tourism experience. As travellers, they tend to choose an experience that provides the 
attributes mostly matching their needs and expectation. Thus, experience attributes 
can be more motive-specific and help travel motives explain the reason underlying 
the preference of experience attributes more clearly. In this view, attributes, conse-
quences and values all represent different motivational layers in an MEC analytic 
investigation of consumer motivation (Wagner, 2007). Hence, based on the MEC 
theory, the first step of the conceptual framework is to examine the three levels of 
motivation for the leisure tourism experience.

4.4.2  The relationship among experience attributes, benefit and value

The MEC is applied to determine the motivation of people when making decisions 
on destinations for their leisure travel experience. Attributes of tourism experience 
are perceived by travellers as the means for desired consequences that in turn lead to 
the achievement of values. Thus, the MEC theory provides a method to understand 
why tourists choose a specific tourism destination and how they fulfil their experi-
ence. In this sense, this research not only describes travel motivation but also explains 
why these motivations exist for a preferred experience.

The tourism literature emphasizes that motivations may differ from one person 
(or group) to another and from one destination to another, and previous research on 
travel motivation has proved that motivation is sensitive and can vary among travel-
lers (Andreu et al., 2006). The merit of MEC lies primarily in its acknowledgement 
of the existence of linkages between the product attributes and personal value (Claeys 
and Abeele, 2001). MEC theory is based on the view that product attributes, which 
have no inherent meaning to consumers themselves, gain their meaning or impor-
tance through the consequences they are perceived to provide or help one avoid 
(Olson, 1988). According to previous means-end research, people desiring different 
benefits may choose the same attributes; while, to realize a singular benefit, different 
people may choose different attributes. Similarly, the same benefit may lead to 
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different values, while a single benefit may result from multiple different attributes. 
The reasons behind the travel motivation of seeking specific travel experience could 
provide more useful insights into motivational segments, and the different meanings 
delivered by MEC can be used to help explain the deep-rooted motivations (Botschen 
et  al., 1999). Thus, the second step of the conceptual framework is to analyse the 
relationships among the experience attribute, experience benefit and the tourism 
experience value that tourists want to achieve in the MEC.

4.4.3  The leisure tourism experience design

A number of researchers have suggested that the achievement of a theoretical break-
through in understanding and measuring travel motivation would bring about a bet-
ter understanding of both travel choice and travel behaviour (Um and Crompton, 
1990; Mansfeld, 1992; Lue et  al., 1993; Moscardo et  al., 1996). Therefore, travel 
motivation is of central interest to tourism marketers and managers in the design, 
planning and promotion of tourism experience.

From a marketing perspective, tourist destinations can be considered as products 
and the tourists as consumers. The core of marketing is to understand what motivates 
a consumer to buy a product. In the tourism industry, this refers to understanding 
what motivates tourists to travel and to buy a particular tourism product. In this 
sense, the MEC approach provides a deeper understanding of why certain experi-
ences are undertaken while travelling. It is argued that analyses of motivation help 
destination managers to understand tourists’ decision making processes and to moni-
tor their satisfaction (Crompton and McKay, 1997), identify strengths and opportu-
nities to better position the tourism destination and conduct marketing effectively by 
strengthening management and experience development (Gnoth, 1997).

It has been suggested that it is effective to segment the tourism market based on 
tourism product attributes (e.g. Leisen, 2001; Prayag and Ryan, 2011), on the benefits 
the consumer expects from the tourism product (e.g. Shoemaker, 1994; Tapachai and 
Waryszak, 2000; Jang et al., 2002) or on personal value (Thrane, 1997; Pike, 2011), 
respectively. In this sense then, step three of this conceptual framework is to conduct 
the leisure tourism experience design in terms of its product attribute, experience 
benefits and experience values.

As explained above, a framework based on MEC theory has been developed here 
to determine the travel motivations and the impact on tourism experience. This 
conceptual framework indicates the information on the different kinds of benefit the 
respondents would like to receive from these specific attributes, and what values 
could be satisfied by these benefits or consequences, to provide a complete 
motivational picture of tourism experience. It is believed that, in this way, the result 
is more comprehensive and distinct in terms of practical use in the marketing 
field.  Therefore, it may enable a better understanding of this group, in order to 
fulfil  their motivations and satisfy their needs behind these apparently superficial 
motivations.
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4.5  Discussion and Implications

MEC is a hierarchical ladder linking the attributes that exist in products (the means), 
to the consequences (benefits) for the consumer provided by the attributes, and ulti-
mately to the personal values (the ends) the consequences reinforce (Gutman, 1982). 
Through MEC, the reasons for a consumer choosing a specific experience can be 
explained at the different hierarchical levels of abstraction. It is a straightforward 
method and provides actionable implications to researchers (Hawkins et al., 2004).

Theoretically, MEC is an integrated approach to answering motivational ques-
tions with analytical rigour and theoretical sophistication. It is a sophisticated theory 
with its method founded in the marketing research field, and is able to integrate 
existing tourist needs, reorganize such needs and provide a new orientation for future 
research. The MEC theory is a cohesive and useful theory of travel motivation. With 
laddering and hierarchal value map methods, this framework provides a theoretical 
framework in the leisure tourism context and resolves problems in leisure travel 
motivation at the methodological level.

Methodologically, it should be noticed that motivation is assumed not to be 
stable, and different values and consequences may be more or less motivating in 
different situations (Grunert and Bechmann, 2001). MEC makes a significant 
contribution to consumer research by providing the toolbox of measurement devices 
developed to bridge the gap between construct and reality. Specifically, MEC can 
specify not only what the output is that leads to behavioural intention from value and 
cognitive structure, but may also be used to analyse how the intention and behaviour 
occurred in a certain situation and under given motivational constraints (Grunert and 
Bechmann, 2001).

Practically, in tourism marketing practice, tourists have extended their experi-
ences in recent years to new fields/ideas to meet their leisure tourism values and 
individual goals. Although there is a lack of experience for tourism enterprises in 
understanding tourism psychology and designing memorable tourism experiences 
(Chen et al., 2016), tourists need to be helped and guided in designing their experi-
ence to meet their in-depth needs due to the huge development potential of new 
forms/concepts of leisure market. Research shows that tourists can benefit from lei-
sure tourism, but they may not be able to consciously perceive the benefit nor be able 
to detect the impact of the leisure experience on their health (Dolnicar et al., 2012). 
Every tourist’s experience is different, and they may have different personal goals or 
values to realize. Nevertheless, the tourism management level (as the experience pro-
vider) could achieve an effective marketing plan by realizing the tourists’ experience 
values through effective personal experience design, an important attribute for the 
sustainable development of leisure tourism.

The conceptual framework applied MEC theory to study motivation as the ante-
cedent of the travel experience and to help to analyse the impact of these psychologi-
cal factors on the tourism experience. Specifically, by applying MEC, this model 
linked travel motivation and the experience of leisure travellers, by articulating 
three levels: (i) tourism product attributes; (ii) experience consequence/benefit; and 
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(iii) experience value (thus providing more psychological understanding of the tour-
ism experience). Prescriptively, it guides the conceptualization of and the process of 
motivation on the tourism experience. Analytically, it facilitates the critical examina-
tion and hierarchical categorization of experience motivation levels and items; while 
methodologically it points to criteria and a precautionary standard the research could 
apply in exploring motivation and experience during data collection.

Although various scholars have explored aspects of the MEC approach, most 
MEC research was conducted for consulting purposes to address practical marketing 
problems (Olson and Reynolds, 2001). Thus, it should be admitted that there are still 
some methodological and theoretical issues unresolved in MEC theory. For example, 
more empirical studies are needed to address problems such as the comparison of 
different forms of attribute elicitation, while the impact of situational specificity 
requires more rigorous statistical treatment (Grunert and Bechmann, 2001). Should 
researchers collect sufficient data and conduct research with rigorous processes, it is 
believed that all the above challenges are inherently solvable (Grunert and Bechmann, 
2001).
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5.1  Introduction

Over three decades ago, Hirschman and Holbrook wrote two seminal papers on the 
experiential aspects of consumption. The first highlighted the multisensory, fantasy 
and emotive aspects of hedonic experiences (Hirschman and Holbrook, 1982) while 
the second discussed how information processing choice models may be enhanced by 
inclusion of the pleasure seeking (Holbrook and Hirschman, 1982). These papers, 
and the stream of research they encouraged, have enhanced the status of affect in 
understanding hedonic behaviour; highlighted the role of fantasy and physical and 
mental feelings in the anticipation, consumption and recollection of pleasurable 
experiences such as holidays; and explored the effect of sensory perceptions on behav-
iour. Over the past 30 years, there have been significant advances in our knowledge of 
the psychological mechanisms and which emotions, fantasy and sensations are expe-
rienced. This review seeks to highlight some areas relevant to tourism scholars.

Our chapter builds on a number of other reviews on topics related to hedonic 
consumption (Alba and Williams, 2013), pleasure (Le Bel, 2005; Fennell, 2009), 
memory (Marschall, 2012), neuroscience (Parrinello, 2012), psychoneurobiochemis-
try (Koc and Boz, 2014), psychology (Pearce and Packer, 2013), sensory experiences 
(Agapito et al., 2013), feelings (Buda et al., 2014) and tourism experiences (Larsen, 
2007; Tung and Ritchie, 2011a). It extends these reviews by including findings from 
the mainstream cognitive psychology and brain science literature on the mechanisms 
by which emotions are elicited in response to hedonic stimuli (Ellsworth and Scherer, 
2003; Moors, 2009), the various memory structures in the brain and the importance 
of autobiographical memory (Conway and Pleydell-Pearce, 2000; Fivush, 2011), the 
default brain network that operates during the idle moments that comprise daily life 
(Mason et al., 2007; Andrews-Hanna, 2012), retrospection and the nature of mental 
time travel by which humans think about the past and the future (Wilson and 
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Gilbert, 2003; Gilbert and Wilson, 2007; Demblon and D’Argembeau, 2014) and 
the importance of feelings and fantasy in hedonic decision making. While elements 
of these theories have been discussed in the tourism literature, this review seeks to 
provide an integrated picture, focusing on how these theories relate to the multi
sensory, fantasy and emotive aspects of hedonic experiences with particular relevance 
to tourism. In doing so, it will address ‘a critical absence of knowledge from which 
to  theoretically and conceptually situate this concept [pleasure travel] in our field’ 
(Fennell, 2009, p. 123).

These themes and theories are of relevance to tourism as pleasure travel and have 
been widely accepted as a context for hedonic experiences in anticipation, during the 
holiday consumption experience and in recollection (Gursoy et al., 2006). Holidays 
are typical or ideal pleasurable ‘products’ (Fennell, 2009) that have a high personal 
value (McIntosh and Siggs, 2005). This is reflected in lay descriptions of holidays 
as representing ‘the time of their lives’ (Gilbert and Abdullah, 2004) and ‘a once in a 
lifetime experience’ (Ryan, 1997, pp. 194–195). Hedonic experiences such as holidays 
provide greater happiness than tangible possessions (Alba and Williams, 2013) 
because the social interaction often associated with holidays can increase enjoyment 
of positive experiences, and also since experiential purchases are less subject to com-
parisons and negative post-purchase re-evaluation as are material goods (Carter and 
Gilovich, 2010; Alba and Williams, 2013).

Holidays in anticipation, experience or recollection are based on sequences of 
events which jointly influence the overall value of the experience. Experiences can 
influence consumers through more personally relevant and symbolic dimensions than 
products, and therefore consumers’ evaluations of experiences are more multidimen-
sional, uncertain and complex (Gallo, 2013). Multidimensionality affects uncertainty 
as well, as experiences are evaluated on more dimensions than are products, and also 
since uncertainty is associated with how to integrate the numerous dimensions 
to  form a judgment (Urbany et  al., 1989; Carter and Gilovich, 2010). As will be 
discussed below, this leads to increased use of ‘feelings’ in choice and evaluation 
processes.

Holidays are often used in psychological research as stimuli to investigate 
hedonic imagery (Kane et al., 2012). Thinking about taking a holiday may stimulate 
fantasy (Rubenstein, 1980) and emotions that play an important role in shaping 
vacation and destination choices (Decrop and Snelders, 2004). There is a significant 
literature on the effect of emotions and feelings on decision making (examined 
below) that extends and supplements (bounded) rational, problem-solving choice 
models and may help to explain the ‘apparent irrationality underlying hedonic or 
emotionally driven behaviour, which is a particular feature of holiday tourism’ (Gnoth, 
1997, p. 285).

Tourism produces hedonic and memorable consumption experiences (Williams, 
2006) which are essentially pleasurable (Floyd, 1997; Gnoth, 1997; Goossens, 2000) 
and elicits positive emotions (Gretzel et al., 2006; Li et al., 2015). Interestingly, how-
ever, whether a holiday experience is considered hedonic or utilitarian is dependent 
on the goals of the traveller, a dependency predicted by the cognitive appraisal theory 
of emotions (Batra and Ahtola, 1991; Pham, 1998; Alba and Williams, 2013). Tour-
ism experiences are multisensory and include tastes, sounds, scents, tactile impres-
sions and visual images (Hirschman and Holbrook, 1982, p. 92; Agapito et al., 2013). 
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Individuals respond to multisensory perceptions of external stimuli by generating 
multisensory mental images of their experiences (Hirschman and Holbrook, 1982).

Tourism experiences involve fun, amusement, fantasy and sensory stimulation 
(Babin et al., 1994; Holbrook, 2006). Positive and pleasurable emotions and feelings 
are important components of tourism experiences (Tung and Ritchie, 2011a). 
Imagining, daydreams, emotions and desires play an important role in hedonic 
consumption (Hirschman and Holbrook, 1982; Goossens, 2000) such as when visiting 
an historic battlefield (Chronis, 2012), a casino (Wong and Wu, 2013) or a theme park 
(Bigne et al., 2005). Holidays are memorable and emotions influence memorability 
(Wirtz et al., 2003; Larsen and Jenssen, 2004). Successful adventure businesses such as 
rock-climbing gyms, theme parks and hot-air balloon rides must be personally rele-
vant, novel, surprising and provide a learning and engagement experience (Poulsson 
and Kale, 2004). Tourism that produces unusual or distinctive events, that are autobio-
graphical and often linked to emotion, are more likely to be remembered (Kim, 2010).

When recalled, holidays often involve storytelling and narratives (Ferguson and 
Todd, 2007; Ferguson, 2011). The processing of experiences is more vivid than that 
of products and may be thought of as autobiographical scripts (Gallo, 2013). Wirtz 
et al. (2003) found that positively remembered experience is a predictor of the desire 
to take a similar vacation in the future. This leads to self-reinforcing circularity. When 
consumers think about a future holiday, they construct an autobiographical fantasy 
narrative (Escalas, 2004) based on past memories. When consumers reconstruct 
memories from their holidays, they edit out mundane parts and hold on to positive 
memories. This leads to elaborative processing and elicitation of emotions, hence 
reinforcing the desire to travel. In summary, pleasure holidays provide a ‘typically 
positive real-life situation’ (Besser and Shackelford, 2007, p. 1334) that is valuable, 
complex, uncertain, multidimensional and embodied with meanings. These charac-
teristics have implications for processes of anticipation, choice, experience and 
recollection which will be discussed below, beginning with a discussion of emotion.

5.2  Emotion

Pleasurable and hedonic experiences involved in memorable experiences will, by their 
nature, elicit positive emotions. An emotion is a:

mental state of readiness that arises from cognitive appraisals of events or thoughts; has a 
phenomenological tone; is accompanied by physiological processes; is often expressed 
physically (e.g., in gestures, posture, facial features, heart rate increases or pupil dilation); 
and may result in specific actions to affirm or cope with the emotion, depending on its 
nature and meaning for the person having it.

(Bagozzi et al., 1999, p. 184)

This differs from mood, which is considered longer lasting (from a few hours up 
to days) but lower in intensity. Emotions are related to an object or referent, whereas 
moods are generally non-intentional and global or diffused (Frijda, 1993) and not 
directly coupled with action tendencies and explicit actions, as are many emotions.

The amygdala at the base of the brain mediates two emotional pathways in the 
brain. One is instinctive, automatic and involuntary and related to the fight or flight 
response, such as results from perception of a snake (Sander et  al., 2003). If such 
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reactions are not involved, a second pathway is invoked which involves integration of 
stimuli in the brain to produce a representation of the current situation, often in a 
visual form. This is then appraised, based on current goals and other dimensions, and 
followed by elicitation of an appropriate emotion. The emotions of anger and fear are 
produced by the first pathway, which is more direct and rapid than the emotions 
resulting from the second appraisal pathway. Although certain positive experiences 
may be usually associated with particular emotional responses (e.g. delight), such 
events do not necessarily elicit that emotion. Instead, the emotions elicited are due to 
a cognitive process of interpretation, evaluation and appraisal, explaining why two 
tourists may have different emotional reactions (or no emotional reaction at all) dur-
ing the same experience. Over the past 30 years the cognitive appraisal theory 
describing the formation of emotions has become accepted by most psychological 
and cognitive science researchers (Frijda, 1986; Lazarus, 1991; Roseman, 2001; 
Ellsworth and Scherer, 2003; Watson and Spence, 2007).

Appraisal theorists maintain that the critical determinants of any positive 
emotion are the resultant evaluation and interpretation that arise after comparing an 
actual state with a desired state (Lazarus, 1991). People appraise or evaluate charac-
teristics of events in terms of respective goals or motives using structured appraisal 
dimensions (Scherer et al., 2001). Appraisal dimensions are inherent aspects of emo-
tions themselves, and appraisal theories specify appraisal dimensions which distin-
guish discrete emotions and illustrate their variance by dimensions and corresponding 
appraisal patterns (Scherer, 1997). For example, the set of appraisal dimensions, goal 
congruence, agency, certainty, novelty and intensity are found to conceptualize the 
emotion of delight (Ellsworth and Smith, 1988a, b) and have been found to be pre-
dictive in the context of a theme park (Ma et al., 2013). Emotions (and moods) can 
have a powerful influence on choice. Indeed, a vast literature shows that being in a 
positive mood affects individuals’ cognitive processing, which can influence the types 
of choices they make (Mogilner et al., 2012).

In general, the literature of tourism has not examined the consequences of emo-
tional responses to experiences and instead has focused on loyalty and intention to 
revisit. Indeed, most tourism studies of experiences have only sought to describe the 
emotional consequence of an experience without discussing the reasons why a par-
ticular stimulus elicits particular affective responses. The common approaches used to 
study emotions in tourism, such as the consumption emotion scale (Richins, 1997; 
Zins, 2002; Faullant et al., 2011) are not able to explain how a tourist’s consumption 
experience leads to one specific emotional response rather than another ( Johnson and 
Stewart, 2005). Cognitive appraisal theory has been used to study delight in the con-
text of theme parks (Ma et al., 2013), tourists’ emotional experiences towards hedonic 
holiday destinations (Hosany and Gilbert, 2010; Hosany, 2012; Hosany et al., 2015) 
and service experiences (Su and Hsu, 2013). However, the conscious and theory-based 
design of hedonic tourism experiences to elicit particular emotions is in its infancy.

5.2.1  Memory

It is reasonable to consider that an understanding of the memorable experiences must 
rely on knowledge of how memory operates. Memory is organized as a set of dynamic, 
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integrated modules rather than as a single system (Squire, 2004; Fivush, 2011). These 
modules include short-term memory, for temporary storage of information; working 
memory, which is a limited capacity system that provides storage and manipulation 
of information over short time frames; and long-term memory, where information 
from working memory must be transferred in order to be remembered (Baddeley, 
2012). Other types of modules handle semantic and episodic declarative memory and 
nondeclarative memory (Fivush, 2011).

The first stage in creating a memory is to pay attention to the perception received 
from our senses of stimuli derived from the experience. However, our brains suffer 
from information overload and to deal with the raw information that our senses 
deliver, we select only a small proportion and process this in real time, while the 
non-attended portion receives less processing resources (Koch and Tsuchiya, 2007). 
Attention is the mechanism responsible for selecting the information that gains pref-
erential status above other available information. Attention is defined as ‘focused 
mental engagement on a particular item of information. Items come into our aware-
ness, we attend to a particular item, and then we decide whether to act’ (Davenport 
and Beck, 2001, p. 20). Information is selected for attention based on current rele-
vance, derived from either bottom-up exogenous or top-down endogenous factors.

Humans are predominately visual creatures, and the visual incoming informa-
tion we receive has preference (Koch, 2004).Visual exogenous cues include move-
ment, colour and texture, and account for most scanning eye movements. Alternatively, 
attention is directed by top-down, task-dependent mental processes. Top-down 
control depends on internal and external states, goals and expectations. Information 
that is relevant for goal attainment or is novel will be attended to more than other 
information (Plassmann et al., 2012). Emotional arousal affects attention and mem-
ory: attention appears to be focused on emotionally arousing stimuli, increasing the 
likelihood that emotional aspects of experiences are perceived. In addition, emotion-
ally arousing stimuli receive prioritized or facilitated processing, such that they can be 
processed even when attention is limited. In addition, emotional arousal also appears 
to increase the likelihood of being remembered (Kensinger, 2004).

There has been little tourism research explicitly on attention, with the notable 
exception of Ooi (2005) who argued that because tourists visit a place for a relatively 
short period of time and lack local knowledge, it is important to manage their 
attention. Ooi (2005) noted four interrelated characteristics of attention relevant 
to tourism:

one, we can only pay attention to one thing at any one moment in time; two, attention 
shifts affect our experiences; three, attention is scarce; four, people pay attention to differ-
ent things and there are different reasons as to why they pay attention to the same thing.

(p. 57)

Traditionally, tour guides, travel books, travel advertisements or tourist informa-
tion centres have been responsible for directing attention to particular attractions. 
Leiper (1990) highlighted the importance of attractions as markers or cues for direct-
ing visitors’ attention. However, there is a need for more examination of the effect of 
attention on experience memorability.
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5.2.2  Types of memory

Nondeclarative memory includes multiple systems including procedural knowledge 
(such as knowledge of how to do things), scripts, skills and actions that are well-
practised and done with little to no conscious awareness. Declarative memory is the 
kind that is meant when the term ‘memory’ is used in everyday language and refers to 
the capacity for conscious recollection about facts and events (Squire, 2004). Tulving 
(1983) made a distinction between semantic and episodic memory. Semantic mem-
ory systems deal with explicit knowledge about the world (e.g. the capital of Italy). 
Episodic memory deals with the capacity to recollect past events and happenings in 
their particular spatial and temporal contexts (Schacter et al., 2008; Yaniv, 2014). In 
particular, episodic autobiographical memory concerns the specific what, when and 
where of events which relate to the self (Brewer, 1986, 1996; Tulving, 2002; Rubin, 
2005) and facilitates thinking of the self at another time, a process termed mental 
time travel (Suddendorf and Corballis, 2007). Mental time travel involves the aware-
ness of self as the experiencer of a past event and the rememberer of the event in the 
present, which in turn implies conscious awareness of a personal past, a timeline on 
which the individual can place past events in sequence, creating a sense of a personal 
history (Fivush, 2011). Mental time travel to past experiences is termed retrospection 
(reminiscence) and to the future is called prospection.

It appears that many tourism experiences may be remembered as autobiographi-
cal memories as they are personal, are a sequence of events on a timeline and are 
spatially and temporally bound. There is a significant recent literature on autobio-
graphical memories in the cognitive science field ( Jason et al., 1989; Baumgartner, 
1992; Atance and O’Neill, 2005; Brown, 2005; Boyer, 2008; Spreng et  al., 2009; 
D’Argembeau and Mathy, 2011; Rathbone et  al., 2011; Schacter, 2012; Christian 
et al., 2013; Demblon and D’Argembeau, 2014) but although some tourism literature 
deals with experiential memories (Small, 1999; Braun-LaTour et al., 2006; Larsen, 
2006; Pearce, 2009; Kim, 2010; Ballantyne et  al., 2011; Tung and Ritchie, 2011a, 
2011b), the important topic of autobiographical memories has been neglected with 
the exception of Pearce and Packer (2013). The events that are reconstructed as auto-
biographical memories have personal relevance and are typically multimodal (involv-
ing sense information as well as spatial, temporal, emotional and narrative content 
and context) (Rubin, 2005). Some aspects of autobiographical memory have been 
found to differ by culture, and recalled memories are influenced by culturally accepted 
life scripts (Berntsen and Rubin, 2004; Wang and Ross, 2007; Woodside and 
Megehee, 2009; Marschall, 2012). As will be discussed below, stories and narrative 
may be persuasive to a consumer in part because they ‘fit’ easily into autobiographical 
memory structures and hence are more easily remembered.

5.2.3  Retrospection – recreating past events mentally

Most memories fade rapidly from our mind. Episodic memory details are partially 
retrievable in the short term, but these details rapidly decay and people instead 
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construct mental images of past events when they engage in retrospection or thinking 
about past experiences (Schacter, 2012; Alba and Williams, 2013). These mental 
images are mentally imagined by combining semantic memories (general knowledge) 
and episodic autobiographical details to reconstruct an experience. A script is a series 
of events that unfolds in a specific order, with each event enabling the events that fol-
low, and composes a stereotypical episode, such as eating in a restaurant. This is why 
much that people ‘remember’ as part of their life story is really shared cultural knowl-
edge about the life course (Rubin, 2005, p. 79). The reconstruction of our past is also 
the reason why false memories can be created (Braun-LaTour et  al., 2006). Thus, 
current evidence indicates that memorable tourist experiences are indeed functions of 
memory processes and that the construction of such memories is an individual and 
cognitive activity (Wirtz et al., 2003) that may not be factual and is influenced by 
cultural and other knowledge. For further discussion of the dynamic character of 
memory processes as they relate to narration and production of meaning, and how 
experiences are influenced by this dynamism, see Cutler and Carmichael (2010).

The strength of episodic autobiographical memory and hence how well we 
remember it is influenced by how it is structured as a narrative and if it is linked to 
strong emotions. The nature of our episodic memory system make narratives or 
stories about experiences easier to comprehend (McDonald, 2014) as these match 
the way we mentally organize different parts of an experience together (Ryan, 1986, 
p. 368). When we tell a story of an experience we facilitate these parts being bound 
together into an episodic memory structure which then facilitates later recall. Simi-
larly, if an experience has a theme or has personal relevance then it will be remem-
bered better. The multisensory encoding of memories is a rich part of the brain-based 
psychology research on memory (Pearce and Packer, 2013, p.  400) and indicates 
that autobiographical memory can often be can recalled with exceptional vividness 
(Kim, 2010).

Retrospection, or thinking about past events, is then a conscious process which 
involves reconstruction of an event from memory along with contextual details and 
an accompanying sense of self (Sadeh et al., 2014). The process of retrospection can 
be thought of as similar to re-experiencing an actual experience (Gilbert and Wilson, 
2007; Schacter, 2012). When we experience an event, our mind integrates perceptual 
stimuli from multiple senses to create a primarily visual picture of our surroundings. 
The global workspace model provides one model of how we are aware of and assess 
these perceptual stimuli (Baars, 2002, 2005; Baars and Franklin, 2003; Raffone et al., 
2010). This theory holds that when we are conscious of (and essentially attend 
consciously to) integrated perceptual stimuli, this consciousness enables other brain 
areas to access and process this information in a substantially modular fashion. One 
metaphor for this is a theatre stage where the stage spotlight represents attention to 
relevant stimuli and the audience represents mental processes such as appraisal of 
emotions. Our brain represents the external world on the stage by combining external 
perceptual stimuli and internal memories, scripts and so on, in a cohesive show. The 
audience appraises the stage show and is able to provide comments on it; for example, 
eliciting an emotional reaction of delight or another relevant emotion. This appraisal 
is motivating and may influence the direction of the show.

The global workspace model is mentioned here because a number of researchers 
consider that a similar process occurs when we think about the past (retrospection) or 
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future (prospection). Thus, when we engage in retrospection (Schacter, 2012) or 
prospection (Wilson and Gilbert, 2003; Addis et al., 2007; Gilbert and Wilson, 2007; 
Schacter et al., 2008; Demblon and D’Argembeau, 2014), we use memories, knowl-
edge and scripts to create an integrated mental picture of a past event. This construc-
tive mental process is considered to have provided humans with evolutionary 
advantages in being able to think about the future and receive feedback about possi-
ble actions based on affective ‘feelings’ elicited. These embodied emotional responses 
to recalled, present or future imagined experiences provide summative evaluations of 
complex scenarios.

In addition, emotions and feelings play an important role in the preferred encod-
ing of memories (Braasch, 2008) and emotional salience is important in retrieval of 
particular memories (Kensinger, 2004). Vivid ‘flashbulb’ (Brown and Kulik, 1977) 
memories are generally autobiographical and associated with surprising, consequen-
tial and emotional events (Rubin and Kozin, 1984). Ballantyne et  al. (2011) have 
noted the effect of wildlife interactions on emotions and memory. Tourism research-
ers who have studied memorable experiences found that affective feelings, such as 
pleasant, sociable, happy, irritated, guilty and worried, are included in an individual’s 
memorable experiences (Wirtz et al., 2003; Kim, 2010). As mentioned previously, the 
memory of travel experiences is encoded in autobiographical memory and this type 
of memory combines personal, spatial and temporal information. This may help to 
explain why people may vividly recall experiences, the feelings that they experienced 
and the spatial layout of a destination area when discussing past travel (Kim, 2010). 
Extraordinary experience may therefore produce high levels of emotional intensity 
(Arnould and Price, 1993, p. 25) and therefore is likely to be recalled.

The relevance of memory research to tourism studies is underappreciated 
(Braasch, 2008) and there are two particular areas where the above discussion appears 
particularly useful:

1.	 The organization of autobiographical memory means that narrative is an 
important resource for communication and persuasion. Narrative processing has 
been shown to affect persuasion through transportation. In narrative transportation 
affective responses, rather than the message strength, influence persuasion (Escalas, 
2007). A narrative may engender similar emotion, engagement, absorption and 
self-memories, thus leading to persuasion (Appel and Richter, 2010; Phillips and 
McQuarrie, 2010). Narrative has been noted to shape tourist experiences (Moscardo, 
2010).
2.	 Surprisingly, given the nature of autobiographical memory and the importance 
of personal factors and emotional responses on recall, most tourism research on des-
tination experiences looks at various factors in destinations that lead to memorability 
(Kim and Jang, 2016).

This is problematic as surprise, novelty, goals and emotion are all factors that 
direct how a stimulus is interpreted. Thus places may be recalled mostly because of 
social interaction with friends (Morgan and Xu, 2009) but this is probably because 
social interaction is more likely to generate emotional responses. Other factors found 
to influence memorability include age. Pearce and Packer (2013) discusses a reminis-
cence bump, an enhanced ability for those over 40 years of age to recall early adult-
hood years when self-image, life scripts and identity issues feature, all related to 
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autobiographical memory (Tung and Ritchie, 2011b). The level of involvement with 
travel experiences, experiences of the local culture and experiences of feeling refreshed 
increases one’s ability to recollect past experiences and retrieve them vividly (Kim, 
2010). Souvenirs evoke poly-sensual memories (Morgan and Pritchard, 2005); and 
Tung and Ritchie (2011a) discuss autobiographical memory and note that four 
dimensions which represent aspects of experiences enable them to be particularly 
memorable: affect, expectations, consequentiality and recollection.

5.2.4  Prospection versus retrospection

There may be a substantial overlap between retrospection and prospection, as mental 
time travel in both directions engages similar brain structures involved in episodic 
autobiographical memory (Addis et al., 2007). However, prospection feels different 
and entails different mental representations from retrospection (Caruso et al., 2008). 
Prospection is more prototypical than retrospection and is biased towards pleasurable 
images (Kane et  al., 2012). Prospection, more than retrospection, is grounded in 
scripts, schemas, stereotypes and other prototypical mental representations of what 
people, places and events are typically like (Kane et al., 2012).

For example, when simulating an upcoming Caribbean holiday, people may draw 
on a prototype of tropical holidays that includes palm trees, parrots and pina coladas 
rather than basing their simulation on historical knowledge of whether they have 
actually seen a parrot or tasted a pina colada (Kane et al., 2012). A prototype refers to 
a generalized mental representation of what people, events and activities are typically 
like – their archetype, their typical attributes, the scripts by which they usually unfold, 
the instances that best exemplify an event, and so on (Colcombe and Wyer Jr, 2002). 
The concept of prospection is similar to affective forecasting, or imagining what our 
future emotions will be like under various scenarios. A number of biases have been 
noted in how we forecast our emotional state in the future. People’s predictions of 
how they will feel in response to future emotional events often neglect information 
about how they felt in response to similar emotional events in the past, focusing 
instead on prototypical beliefs about emotional reactions (Kane et al., 2012). It is 
likely that travellers engage in affective forecasting when planning their holidays.

The concept of consumption vision is similar to prospection (Walters et  al., 
2012). It is a ‘cognitive process in which perceptual information is represented in 
working memory via the creation of daydreams, fantasies, and imaginative construc-
tion’ (Walters et al., 2012, p. 367).

5.2.5  Feelings

Often the terms ‘feeling’ and ‘emotion’ are used interchangeably but are distinguished 
here. Emotions are mental events elicited by an appraisal of relevant stimuli and cre-
ate measurable bodily changes such as sweating, raised heartbeat and so on. Feelings 
are the result of an ‘emotional body state’ being signalled back to the brain, not only 
to the limbic system but also to the somatosensory system (Damasio, 1995). An 
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emotion of happiness may result in a smile; thereafter, the state of the muscles around 
the mouth, the effect of neurotransmitters released and so on are subsequently 
reported back to the brain, reinforcing a feeling of happiness. This is why bodily feed-
back or unconscious priming, such as asking a person to smile, can successfully induce 
emotion (Briñol and Petty, 2003). More generally, emotions and feelings have a 
recursive relation, each making the other more likely (Han et al., 2007). This leads to 
the idea that feelings provide information to the brain, as is discussed in feelings as 
information theory (Pham, 1998; Schwarz, 2011). Emotions are motivational and 
informational, primarily by virtue of their experiential or feeling component.

In feelings as information theory, feedback from the feelings that people sense 
during an experience helps them to determine whether to continue or not. People, 
therefore, use their momentary feelings as actual sources of information. People 
interpret pleasant feelings as evidence of liking, satisfaction, well-being and so on, 
and unpleasant feelings as evidence of disliking, dissatisfaction, misery and so on 
(Pham, 2004; Schwarz, 2011). Interestingly, feelings are likely to be used as informa-
tion more frequently when in a relaxed setting such as on holiday. Therefore the way 
we think on holidays may be more ‘feelings based’ than at home, and we may be more 
likely to do things because we ‘feel’ like them (Greifeneder et al., 2010).

Loewenstein et al. (2001) have proposed a similar theory by exploring ‘risk-as-
feeling’, which suggests that responses to risky situations, including decision making, 
result partly from direct feelings such as worry, fear, dread and anxiety. Generally, risk 
evaluation is considered to take place at a cognitive level. However, feelings may play 
a crucial role by providing a rapid indicator of whether our current situation is ‘benign’ 
or ‘problematic’. Feelings affect decisions because we use the valance (positive or 
negative) and intensity of them to determine attitudes, preferences and the need for 
vigilance and effort. Positive feelings are interpreted as allowing more nonchalance 
and less effort (Schwarz, 2011). Therefore, emotions and feelings constitute the 
primary motivational component of mental operations and overt behaviour (Izard, 
2008, p. 3). Consistent with the view of prospection discussed above, mental images 
of an imagined future can elicit feelings which in turn direct motivation.

Emotional assessment of the event is more extreme both before and after the 
event than at the time of its occurrence (Alba and Williams, 2013); yet decisions to 
repeat the experience appear driven to a greater degree by recollected experience than 
by predicted or experienced emotion (Wirtz et  al., 2003). Some researchers have 
suggested that the peak and final moments of the experience are privileged 
(Fredrickson, 2000) but in this is disputed in real-life contexts such as vacations 
(Kemp et al., 2008) or meals (Rode et al., 2007). These multi-part or extended experi-
ences are compartmentalized into parts which may affect evaluation (Ariely and 
Zauberman, 2000; Ariely and Zauberman, 2003).

There is a limited discussion of feelings in the tourism literature (Buda et al., 
2014) but most studies focus instead on perception of external physical stimuli 
(touch, taste, smell; in tourism the visual is seen to be a privileged sense) rather than 
perceptions of conscious or unconscious emotional signals (Agapito et  al., 2014). 
Another stream of literature takes a corporeal and socially constructed view of expe-
rience of tourism (Small et al., 2012). Feelings as summative evaluations of tourism 
experiences would appear to be a useful area for further research.
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5.2.6  Fantasy

A number of authors have highlighted the importance of fantasy in tourism. There 
are two different interpretations of fantasy in tourism. One is that tourism is fantasy: 
it involves escape from the everyday and routine; and the other is that we fantasize 
about our tourism holidays prior to going on them whether they are ordinary or 
extraordinary holidays. Urry (1990, p. 3) writes that ‘places are chosen to be gazed 
upon because there is an anticipation, especially through daydreaming and fantasy, or 
intense pleasures’. Dann (1976) defined fantasy as a:

wish or desire, expressive of a need, which cannot be fulfilled in terms of current role 
expectations, but which is capable of defining situations once these role expectations, or 
the circumstances in which they are found, have been modified or removed.

(1976, p. 19)

Thus, a tourist taking a break from work is engaging in a type of fantasy as if 
their life will become more exotic during or as a result of the trip (Dann, 1977). How-
ever, some destinations have also been seen as fantastic and unreal and in this sense 
tourism involves fantasy during the experience of travel (Light, 2009). Hyperreality 
is a type of environment/servicescape where fantasy and reality mix (Edvardsson 
et al., 2005). A servicescape is a concept developed by Booms and Bitner (1981) to 
denote the environment in which a service process takes place. Films are important 
sources of fantasy imagery (Riley et al., 1998; Connell, 2012). Fantasies and dreams 
may be continued in stories and holiday talk upon returning home (Malone et al., 
2014). Interestingly, fantasy associations with a destination may fade after experienc-
ing the reality for the first time (Tung and Ritchie, 2011a, p. 1380).

Tourism marketers create and use fantasy (Williams, 2006) as persuasion but 
‘the consumer is not a passive victim of advertising campaigns. If advertisements 
are to work they require our active collusion’ (Uzzell, 1984, p. 98). Indeed, fantasy, 
daydreaming and imagination are a vital part of any person’s mental life (Singer, 
1966) and therefore we undertake prospection about them. Moreover, because travel 
experiences are often symbolically laden and thus meaningful to consumers, they are 
actively involved in the construction of the experience through preconsumption 
desire, fantasy, anticipation and preparation as well as contribution during the 
experience, and remembering and storytelling afterwards (Lugosi, 2014). Tourism as 
prototypical hedonic consumption is tied to imaginative constructions of reality, and 
fantasies on various themes are important determinants and consequents of hedonic 
consumption (Singer, 1966).

From a cognitive psychological perspective, fantasy is a type of future episodic 
thought (Suddendorf and Corballis, 2007; Szpunar, 2010; Andrews-Hanna, 2012; 
Smallwood and Schooler, 2015), prospection or mindwandering (Mason et al., 2007). 
People frequently engage in spontaneous thought about the past or future within 
daily life; between 30% and 50% of a person’s day is engaged in thoughts unrelated 
to the immediate task at hand (Klinger and Cox, 1987; Killingsworth and Gilbert, 
2010). The internal mentation hypothesis proposes that spontaneous introspective 
processes, sometimes referred to as stimulus-independent thought, task-unrelated 
thought, mind wandering, daydreaming or zoning-out, give rise to default network 
activity (Andrews-Hanna, 2012). The default network is a set of brain regions that 
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becomes active during the many idle moments that comprise daily life. During these 
times some parts of the brain switch off while the default network switches on. Thus, 
fantasy is a form of mindwandering or stimulus-independent thought, which in turn 
may be associated with the default network in the brain. During mindwandering, 
various brain modules allow individuals to simulate the past and future, reflect on the 
mental states of other people and identify thoughts of personal significance (Andrews-
Hanna, 2012). Mindwandering is largely audio-visual and emotional, follows 
loose narratives tinged with fantasy, is strongly related to current concerns, draws on 
long-term memory and simulates social interactions (Fox et al., 2013).

Fantasy may have an effect on future choice, as imagining a behaviour changes 
intention positively towards that behaviour. Therefore, understanding the fantasies 
that consumers associate with the consumption of hedonic and symbolic products 
can facilitate the promotion of these products (MacInnis and Price, 1987), allowing 
development of tools with which fantasy, meaning and identity can be created and 
constructed (Parrinello, 1993; Echtner, 1999). Future imagined events are more pro-
totypically represented and simulated than past events, meaning that people may 
imagine their future holidays by drawing on prototypical holiday imagery rather than 
on past memories (Kane et al., 2012). Consumers of hedonic experiences find pleas-
ure and satisfaction in preconsumption imagining (Kwortnik Jr and Ross Jr, 2007), 
such that enjoyment is an important feature of extended search in hedonic categories 
(Bloch et al., 1986).

5.2.7  Holiday decision making

The above review indicates that anticipation of holidays can involve prospection or 
consumption vision and intense emotions (Van Boven and Ashworth, 2007), and 
experiential processes such as imaging, daydreams and emotions play an important 
role in destination choice behaviour (Goossens, 2000). But holiday planning and 
decision making are popular and pleasant not because they have some particular 
quality independent of our goals, personal relevance and feeling responses; but instead 
because holidays have important egocentric or symbolic consequences. Because they 
are also complex and uncertain hedonic experiences, we may use feelings rather than 
our cognition to guide our choices (Bagozzi et al., 1999). Feelings are used as infor-
mation because they are relevant to the judgment task for pleasure holidays (Pham, 
1998). The uncertainty (Urbany et al., 1989), multidimensionality (Gallo, 2013) and 
lack of objective information with which to make the decision (Holbrook and 
Hirschman, 1982) for hedonic travel choices means they are more likely to be 
processed holistically, compared to products. Thus, the pleasure of consumption can 
begin before the act of consuming; that is, the consumer has fun anticipating con-
sumption and in the experience of choosing, and rationalizing during decision mak-
ing sometimes takes the fun out of it (Kwortnik Jr and Ross Jr, 2007). In this sense 
fantasy is a means of seeing the future through vicarious experience (MacInnis and 
Price, 1987; Goossens, 2000). Gnoth (1997) developed a model of decision making 
including feelings as motivations.

Clearly there is emotional input into holiday choices (Pearce and Packer, 2013) 
and some choice models have included emotion and fantasies. Van Raaij and Francken 
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(1984, p. 104) considered that ‘information may engender particular expectations and 
create fantasies’, and Woodside and Lysonski (1989) noted that affective associations 
with a specific destination affect preference; while Mansfeld (1992) considered that 
both rational and irrational elements are important in influencing choice. March 
(1978) discussed that most choices address ‘is this decision good for me’ and therefore 
involve hedonic prediction. A useful model that includes feelings as central to hedonic 
decisions is given by Kwortnik Jr and Ross Jr (2007) and is the basis for the adapted 
choice model shown in Fig. 5.1. Here are three important component processes 
involved in the simulation of episodic future events (Addis and Schacter, 2011):

1.	 The details stored in episodic memory must be accessed to furnish the 
simulation.
2.	 The details extracted from various memories need to be recombined and inte-
grated into a spatiotemporal context to imbue a simulation with a sense of 
coherence.
3.	 If a simulation is to influence and guide future behaviours, it needs to be success-
fully encoded into memory.

The use of feelings as information in choice processes is similar to affective fore-
casting. Visitors forecast how much they will enjoy something prior to committing to 
experiencing it and would not even plan on visiting unless they foresaw a positive 
experience or the deriving of any value from it (Close and Lacey, 2014). Anticipated 
emotion related to a specific behaviour can be an important variable in the decision 
making processes (Conner and Armitage, 1998). People not only take pleasure from 
nostalgia and recalled memories but also use their recollections to inform decisions 
(Alba and Williams, 2013).

Fig. 5.1.  Experiential decision model (after Kwortnik Jr and Ross Jr, 2007, p. 327).
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5.3  Discussion and Future Research

This review has touched upon a number of key concepts for tourism research: 
emotion, prospection and retrospection, memory and especially autobiographical 
memory, sensations, fantasy, feelings and choice processes. Surprisingly, given the 
hedonic nature of pleasure travel and their practical and theoretical significance, these 
psychological concepts have received little attention. They are important for under-
standing how to promote tourism destinations (Hosany and Gilbert, 2010; Hosany, 
2012) or hotels (Ro et al., 2013); to persuade using narrative (Appel and Richter, 
2010; Phillips and McQuarrie, 2010); to enhance and shape experiences (Moscardo, 
2010); to develop more mindful experiences (Raffone et al., 2010; Chen et al., 2014) 
and to increase memorability. A knowledge of emotion may help us to understand 
why direct experiences in nature can promote emotional affinity towards nature 
(Ballantyne et al., 2011) and how emotional appeals may be more effective in creating 
positive post-exposure attitudes than appeals employing factual information (Mattila, 
2001). Importantly, they allow the study of tourism experiences to benefit from recent 
advances in psychology and brain science.

Hedonic experiences such as pleasure travel are anticipated, lived (during 
consumption) and remembered (after consumption) emotionally and with reflexive 
interaction with our feelings. They are important for identity formation and 
reinforcement (Allman et  al., 2009; Tung and Ritchie, 2011b; Marschall, 2012; 
Tussyadiah, 2014), and are often remembered vividly and in the form of a story, 
which influences the processing and evaluation of an experience. One characteristic 
of travel that is often discussed is the propensity to talk about it afterwards, and the 
discussion of autobiographical memory informs why this is. This also highlights the 
importance of biases in prospection and memory on choice of a holiday and how 
the  prototypical memories influence narratives and fantasy. There are also some 
suggestions that culture affects prospective memory reconstruction. Clearly, the effect 
of desired future-oriented psychological states on travel needs requires further 
research (Pearce, 2009, p. 46). Opportunities exist for tourism researchers to further 
explore emotional episodes in long-term travel memories (Pearce and Packer, 2013).

Clearly there are many areas for further research involving the concepts discussed, 
and here two are discussed as illustrative of the range of opportunities available:

1.	 Urry (1990), one of the pioneers, has examined the importance of the visual 
sense (the gaze) in tourism, albeit from a sociological perspective. The discussion of 
attention above may allow the prevalence of non-engaged gazing to be reinterpreted 
in psychological terms as a lack of visual cues and involvement. This revision of 
a  tourist experience from passive to active is inherent in the performance turn 
(Mansfeldt et al., 2008). If visitor gaze is not an inherent manifestation of sociological 
anomie but instead a lack of orientating signs and cues, then it is possible to reduce 
gazing through appropriate experience design.

Research on the tourist experience can be thought of as occurring in three 
phases: (i) as objects provided by tourism businesses (Uriely, 2005); (ii) as the result 
of the individual tourist’s subjective negotiation of meanings; and (iii) the tourist’s 
subjective perceptions and behaviours as the core elements, interacting with other 
important processes such as attention and memory (Larsen, 2007; Kim, 2010, p. 782). 
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In this study, we move beyond identifying the components of memorable tourism 
experiences (Larsen, 2007) to seeking an understanding about why the mechanisms 
are memorable. As Kim (2010, p. 781) writes: ‘Specifically, the causal connections 
between the experiential factors and one’s ability to recollect past experiences and 
vividly retrieve information are unclear.’

To Larsen (2007, p.  15) a tourist experience is ‘a past personal travel-related 
event strong enough to have entered long-term memory’, and perhaps we can reinvent 
the gaze in similar psychological terms.
2.	 Relaxation is an inherent characteristic of pleasure tourism. There are some indi-
cations that creativity (Dietrich, 2004) may be stimulated by activation of the default 
network during relaxation (de Bloom et al., 2014). Similarly, the view of travel as 
transformative experience is accepted, but how this works psychologically has not 
been examined. What are the characteristics of tourism that promote psychological 
transformation and well-being? There has been much discussion of the negative 
impact of tourism but not so much written on the positive benefits for individuals. 
While travelling, people are away from their normal environment, separated from 
family, friends and colleagues, so they are free to think, feel and behave in ways that 
they would not ordinarily consider (Kottler, 2002).

Finally, the use of psychological concepts also suggests the use of different meth-
odology for collection of data on emotional responses such as electrophysiological 
responses (Li et  al., 2015), photography (Yang, et  al., 2014) and videography 
(Ferguson, 2011); attention to promotional material such as use of eye tracking 
(Yang, 2012; Scott et al., 2016) and the positioning of tourism products that will 
result in memorable experiences (Hudson and Ritchie, 2009; Adeyinka-Ojo and 
Khoo-Lattimore, 2013).
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6.1  Introduction

A variety of sources report that demand for experiences is increasing, and industries 
compete by providing consumers with compelling memorable experiences (Event-
brite, 2014; World Travel Market, 2014). Tourists are highly motivated to enjoy 
participating in physically and mentally challenging activities on-site, and prefer 
interactive holidays during which they can apply skills or develop knowledge by 
learning specific crafts or meeting local people (Buhalis, 2001; Richards and Wilson, 
2006; Morgan et al., 2009). Tourist experiences involve attentional processes and are 
affected by attention attractors, distractors and mediators (Ooi, 2010). However, the 
importance of attention has been a neglected issue in tourism experience research, 
only recently theoretically (Ooi, 2010) and empirically addressed by researchers 
(Campos et al., 2016). This chapter focuses on co-creative on-site experiences and 
how these stimulate attention and contribute to increased memorability. The chapter 
presents a case study of tourist experience and behaviour in the Dolphin Emotions 
Experience (DEE) at Zoomarine Park, Algarve, Portugal.

Parents pay attention to their children playing in a park, viewers attend to an ad 
on TV and subsequently buy a product, readers select a feature article from the maga-
zine and discuss it with friends and a driver talks on the phone while in busy traffic. 
Such attentional processes are ordinary phenomena pervasive in individuals’ lives, 
guiding and affecting behaviour socially, educationally and professionally (Davenport 
and Beck, 2001; Robertson and O’Connell, 2014). Thus, understanding human expe-
rience requires understanding attention (Cohen, 1993). Varied academic disciplines 
have devoted research efforts to the study of attention, ranging from cognitive psy-
chology and neuroscience to social psychology (Mundy and Newell, 2007), medicine 
(Brosch et al., 2013) and learning sciences (Fisher et al., 2014), economics (Brooks, 
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1996), management (Davenport and Beck, 2001; Ocasio, 2011), marketing and con-
sumer behaviour (Mormann, 2014; Guerreiro et al., 2015), visitor studies (Bitgood, 
2000) and, recently, in tourism (Ooi, 2010; Campos et al., 2016; Ma et al., 2016).

Business today must be based on the idea that ‘while information is essentially 
infinite, demand for it is limited by the waking hours in a human day’ (Lewis and 
Bridger, 2001, p. 60). Consumer behaviour always involves the intervention of atten-
tion (Teixeira, 2014), which is required for the processing of information underlying 
the decision and purchase process ( Janiszewski et al., 2013; Guerreiro et al., 2015). 
Accordingly, the economic value of attention is highlighted by scholars who critically 
discuss how today’s overload of commercial stimuli is negatively affecting the con-
sumers’ purchase decision process by creating noise and confusion (Ratneshwar et al., 
1990), thus compromising the distinctiveness of the brands’ positioning and com-
petitiveness (Guerreiro et al., 2015). As a result, managers’ perceptions of the eco-
nomic value of attention has grown, along with the concern for how to best deal with 
it in face of competition and competitiveness (Mormann, 2014). To successfully 
obtain results from getting the attention of consumers, some foundational knowledge 
of the psychology of attention should be acquired and strategically integrated in the 
companies’ approach to management and marketing (Davenport and Beck, 2001).

6.2  What Are Attention and Memorability?

Many definitions have been proposed which try to capture the essential character of 
attention (Corbetta et al., 1990; Cohen, 1993; Dijksterhuis and Aarts, 2010; Braisby 
and Gellatly, 2012) and all converge in the view that attention involves the processing 
of information through selection of stimuli relevant to a particular situation while 
ignoring or inhibiting interference from competitor non-relevant stimuli (Passer and 
Smith, 2004; Dijksterhuis and Aarts, 2010; Stevens and Bavelier, 2012). ‘Selective 
attention is the generic term for those [attentional] mechanisms which lead our 
experience to be dominated by one thing rather than another’ (Driver, 2001, p. 53) 
due to our intrinsic limited capacity to process all available information (Dijksterhuis 
and Aarts, 2010).

Sometimes described as a mechanism or a set of interrelated mechanisms at 
work in the processing of information (Nobre and Mesulam, 2014), attention is rec-
ognized as encompassing cognitive processes and producing behavioural, physiologi-
cal and neural manifestations (Cohen, 1993). The inherent complexity of attentional 
phenomena is acknowledged by researchers who use advanced methods of investiga-
tion such as functional neuroimaging techniques (Sarter et al., 2001) to assist in their 
studies. These techniques are often combined with the application of psychophysical 
and electrophysiological methods to study the activity and functioning of the human 
brain (Clark, 1997; Guerreiro et al., 2015). Psychophysiological responses to attentive 
behaviour, like the gaze, may assist in the explanation of the decision making process 
(Guerreiro et  al., 2015). Computer science is another area of interest that studies 
attention by integrating complementary techniques of analysis (Chen et al., 2016).

From an objectivist perspective, memorability designates the intrinsic quality of 
an object, person or event being easily remembered (Oxford English Dictionary, 1998). 
In this sense, things are considered memorable if similarly recollected by individuals 
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(Khosla et al., 2013). By contrast, from a subjectivist perspective, memorability means 
both the subjective ability to recall something easily and in detail, and the subjective 
feeling of long-term memory (Zimmerman and Kelley, 2010). Regardless of this 
distinction, psychology and neuroscience researchers agree that attention and mem-
ory are interdependent cognitive processes (Chun and Turk-Browne, 2007; Mancas, 
2009). As information processing and memory capacities are limited, attention 
importantly influences the way something is encoded, retained and retrieved; thus it 
is ‘uncontroversial that attending to or focusing on a fact or event will enhance the 
likelihood of later memory’ (Chun and Turk-Browne, 2007). Attention is a step 
towards memory (Mancas, 2009; Mancas and Le Meur, 2013). On the other hand, 
memory capacity constraints – such as storage capacity – and memory decay affect 
attentional processes (Cohen, 1993; Robinson, 2001), and memory contents also 
direct attention to stimuli in the environment (Fougnie, 2008).

Attention is driven by two different types of factors: external and internal. Exter-
nally triggered attention is an effect of the nature of a stimulus which is detected in 
the environment and perceived as salient by being sensorially intense, novel, moving, 
contrasting or repetitive. In this case, attention is called bottom-up (Ocasio, 2011; 
Mormann, 2014). On the other hand, when the stimulus in a particular situation is 
connected to the individual’s motives, interests, goals or tasks undergoing, attention 
is internally driven. If attentional processes and behaviours are intentionally activated 
by the individual, who directs cognitive efforts and devotes time to the selected 
stimulus so that an intended goal or outcome may be achieved, attention is said to be 
top-down (Passer and Smith, 2004; Ocasio, 2011; Mormann, 2014).

It is inevitable that, given the multiple levels of manifestation and facets of atten-
tion, different kinds of methods and techniques are used to measure it. Generally, two 
categories of measurement are identified: qualitative and quantitative. Qualitative 
measurements rely on self-observation and subjective evaluations of attention, usu-
ally through the use of self-reports which can be obtained from interviews or ques-
tionnaires (Carver and Scheier, 1981; Cohen, 1993; Bitgood, 2010). The assumption 
underlying application of these is that there is a relationship between attention and 
awareness, in that individuals are aware of their own attentive behaviour and can 
verbalize at least some aspects of it (Dijksterhuis and Aarts, 2010), either in terms of 
behaviour or mental states and processes experienced. Quantitative measurements, in 
contrast, are psychophysically based. They depend on observation of behaviour and 
on the use of techniques devised to measure communicative and non-communicative 
body performance (Pelli and Farell, 1995) as a way to understand cognitive processes 
and how they link to physical, physiological or neural responses. The duration of eye 
fixation or object manipulation are behavioural measures used in the measurement of 
focused attention (Lansink and Richards, 1997; Bitgood, 2010). Task resigning, dis-
traction or inability to listen are measures applied to assess the ability to pay attention 
(Barney et al., 2011). Physiological measures rely on reactions of the body to stimuli. 
Thus, heart rate, eye movements or brainwaves can be used to study attention-related 
phenomena (Oken et al., 2010; Barney et al., 2011). EEG (electroencephalography) 
and eye tracking are the most common techniques applied to study these psycho-
physical manifestations of attention (Mormann, 2014).

Theoretical and technological advancements in neuroscience have also been 
used to study the neural basis of attention and to complement these psychophysical 
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methods. In fact, technology allowed the development and application of functional 
neuroimaging methods that measure brain metabolism, and provide more precise 
information about the location in the brain of cognitive processes while affected by 
different sensory stimuli (e.g. related to object motion, colour or shape) (Downing 
et al., 2001). Functional magnetic resonance imaging (fMRI), magnetoencephalogra-
phy (MEG) and positron emission tomography (PET) are the techniques most used 
(Corbetta et al., 1990; Clark, 1997; Downing et al., 2001). An important finding from 
neuroscience research is that attention is not ‘located’ in one single area of the brain; 
on the contrary, it is a distributed circuit engaging different brain regions (Clark, 
1997).

Tourism research has not yet fully explored the topic of attention in the context 
of the tourist experience, and instead focuses mainly on other psychological phenom-
ena such as motivation, expectation, satisfaction or memory. This is intriguing, 
particularly if we consider a marketing approach to the tourist experience that views 
the tourist as a consumer of products and experiences (Mossberg, 2007). Attention is 
a topic well known and explored in the consumer behaviour literature (Hoyer and 
MacInnis, 2009) and this literature provides abundant evidence of awareness of the 
relevance of this topic to the understanding of the consumer.

However, the same level of awareness has not yet reached tourism researchers. 
An early attempt at integrating the psychology of attention in tourism and the study 
and management of the tourist experience was made by Ooi (2010). However Ooi 
(2010) provides a theoretical analysis of the subject and focuses mainly on the 
perspective of the tourism supply, neglecting many issues of importance such as the 
interconnectedness of attention and memory; and the distinction between objective 
and subjective factors of attention, and the extent to which they influence the tourist 
experience.

6.2.1  Co-creation

Co-creation is an emerging trend in business that is leading companies to develop 
and adopt innovative organizational practices meant to integrate the consumer in the 
process of constructing a rewarding consumption experience (Payne et  al., 2008). 
Customization, ideation, design or direct participation in production supported by 
intense dialogue and interaction between providers, and consumers are increasingly 
becoming part of the daily activities of firms guided by the principle that the con-
sumer is always a co-creator of value (Vargo and Lusch, 2008). As such, co-creation 
defines a new perspective of business which views consumer participation as a source 
of competitive advantage, and is spreading among companies in a growing diversity 
of industries and services such as education, health or banking (Promise, 2009; 
Urbick, 2012; PwC, 2013).

As with other industries, the tourism industry is today permeated by state-of-
the-art thinking on co-creation and implementation of related practices in key 
sub-sectors, covering the pre-, during and post-travel phases of the overall holiday 
experience (Binkhorst and Den Dekker, 2009). Tourism providers are embracing 
concepts of collaborative idea generation, open and social innovation, crowd enlisting 
and user-based scenarios, and putting them into practice with the aim of improving 
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tourists’ travel experiences. Simultaneously, tourism consumers worldwide are also 
becoming major contributors to other tourists’ experiences by connecting with them 
and providing first-hand evaluations of firms’ services, attractions, events and desti-
nation experiences. Recommendations, solutions and ideas from tourist communities 
that serve others’ particular needs and wants are also spreading in digital fora.

These trends in the tourism marketplace are gradually impelling researchers to 
apply co-creation principles in the study of tourism and tourist behaviour, thereby 
accepting co-creation as a strategy for business and destination competitiveness, 
together with recognition of the tourists’ central role in the creation of their own 
experience (Kreziak and Frochot, 2011; Prebensen and Foss, 2011; Mkono, 2012; 
Mathisen, 2013; Minkiewicz et  al., 2013; Prebensen et  al., 2013; Bertella, 2014; 
Rihova et al., 2014).

Two perspectives of co-creation are found in recent tourism literature. Accord-
ing to one approach, it describes a process of integrated interactions and activities 
connecting the tourist, tourism providers and other actors through experiences 
(Binkhorst and Den Dekker, 2009; Mehmetoglu and Engen, 2011; Mathisen, 2013; 
Bertella, 2014). As such, co-creation may be found in any of the stages of the overall 
tourism experience; that is, before travel (before consumption), during a stay at the 
destination (during consumption) and after the travel (after consumption) and 
embraces the contribution of all those involved directly and indirectly in the tourism 
experience. Tourists, on one side, are able to contribute to their own experience 
by  employing their personal resources – namely, knowledge, time and creativity 
(Binkhorst and Den Dekker, 2009; Volo, 2009; Ciasullo and Carrubbo, 2011; Eraqi, 
2011) – and engaging in co-creation with providers during consumption, or after 
returning home by sharing with online social communities. On the supply side, man-
agers create integrative networks, systems and processes to encourage the participation 
of tourists in the design, production and consumption of the destination experiences.

A second perspective developed from the recognition of the tourist’s new role as 
a performer instead of as a mere passive sightseer. Discussion of the performance turn 
in tourism (Perkins and Thorns, 2001), the emergence of new alternative tourism 
practices (Buhalis, 2001), the tourist’s skilled consumption and the expansion of crea-
tive tourism (Richards, 2010) underlie the view of co-creation as the tourist’s active 
physical and mental participation and interaction during the particular on-site 
experience. Such touristic performance is motivated by creativity, feelings of personal 
competence and achievement, desire to learn through close interaction with local 
people and the experience environment (Richards, 2010; Prebensen and Foss, 2011; 
Mathisen, 2013) and exploration and application of personal skills in all stages of 
the experience (Perkins and Thorns, 2001; Wikström, 2008; Richards, 2010, 2011; 
Mkono, 2012; Tan et al., 2013; Hung et al., 2014; Tan et al., 2014). Alternative gazes 
regarding tourism practice (Woodside and Martin, 2015) demand enactment in 
loco (Mathisen, 2013); physical immersion in nature, adventure, extreme sports and 
animal-based experiences (Mathisen, 2013; Minkiewicz et al., 2013; Bertella, 2014; 
Hung et al., 2014; Nordbø and Prebensen, 2015). Growing attendance at science, arts 
or crafts workshops (Richards and Wilson, 2006; Richards, 2010) suggest tourism is 
evolving into hands-on co-creative experiences (Richards, 2011).

Co-creative tourism experiences, defined as those involving a high degree of 
tourist active participation and interaction during consumption (Campos et al., 2015, 



98	 Ana Claudia Campos et al.

2016), are characteristically made of a combination of behaviour-based elements 
which comprise some form of physical activity, exploration and play, learning and 
knowledge acquisition, role play and engaged interaction with others (Gyimóthy and 
Mykletun, 2004; Kreziak and Frochot, 2011; Ihamäki; 2012; Mathisen, 2013; 
Bertella, 2014; Hung et al., 2014; Nordbø and Prebensen, 2015). These elements are 
variedly arranged (designed) to stimulate the interest of the tourist and simultane-
ously to allow the achievement of the particular goals of the experience.

Mathisen (2013) describes two nature-based tourism experiences, a dog-sled 
race and a Northern Lights hunt in Norway, which combine differently physical 
activity, mental engagement, learning, play, role play and people interaction. These 
showcase the role of the natural environment as a stage for highly co-creative experi-
ences in the sense that their successful accomplishment depends on active participa-
tion and commitment to perform specific tasks. The dog-sled race is an enactment of 
‘The Finnmark-sløpet’, the longest dog-sled race in Europe. The main goal of this 
experience is the tourist participation in this representation of the original race by 
filling one of the roles involved in it – a dog-sled driver, a handler, a journalist or a 
photographer. Whichever the role, though, active participation and people inter
action permeate the experience, tasks have to be performed and goals are expected to 
be achieved (e.g. to win the race, to assist the sled driver in the race, to report it or 
to photograph it). Similarly, in the hunt for the Northern Lights, it is proposed that 
tourists explore nature by engaging in a journey in search of this well-known Arctic 
phenomenon. This experience is in its essence a hunt, the participants are hunters – 
explorers of nature – and performance in the natural environment is strongly depend-
ent on the interaction between the individual participant, the expert guide and the 
group. This interaction is imbued with learning cues able to arouse attentive mental 
states (concentration) and interactive behaviour (engage in discussion).

Animal-based experiences have also been studied under the theoretical frame-
work of co-creation (Bertella, 2014) and argued as being strategic in the context of 
today’s experience economy. Co-creative experiences link the tourist physically, men-
tally and emotionally to consumption, and animals too contribute to inspiring the 
tourist to actively and personally commit to that memorable moment of interaction 
with nature through animal life. Bertella (2014) argues for the inclusion of animals in 
the tourism experience network model introduced by Binkhorst and Den Dekker 
(2009). Although the study aims at producing evidence that supports such claim, 
insights are drawn concerning co-creative experiences. In this case, too, the tourist 
plays an active part in the experience, by getting physically involved in the activities 
of training the puppies and the preparatory tasks before the tour with the Alaskan 
huskies. Participants are portrayed as deeply focused on the key attractors of the 
experience, and reports presented by the author provide evidence of a learning situa-
tion during the training session and of the high level of interaction between human 
and animal subjects.

The Dolphin Emotions Experience

Animal-based tourism experiences account for a great part of the global tourism 
demand and forecasts point to an increase in the next few decades. According to 
recent data (Moorhouse et al., 2015), visitor interactions with dolphins in captivity 
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alone exceed 500,000 per year. Tourism experiences involving animals are sought for 
a varied number of motives, such as experiencing authenticity, feeling close to nature 
and animal life through physical and sensorial proximity with animals, savouring 
thrill, emotionally connecting with animals, improving skills and competencies, and 
achieving a sense of self-confidence and success (Swarbrooke et al., 2003; Newsome 
et al., 2005). The dolphin is an animal species particularly appreciated by tourists for 
its perceived intelligence, conviviality and other human-like characteristics (Bulbeck, 
2005).

Zoomarine is a marine wildlife park located in Albufeira in the Algarve region, 
south Portugal. The park offers visitors a great variety of experiences combined with 
attractions related to marine animal life, relaxation areas, entertainment and learning 
spaces and activities. The DEE is a 1.5 h experience designed to stimulate visitors’ 
active participation and interaction with dolphins, trainers, instructors and other 
participants in a private area of the park. It consists of three stages (Fig. 6.1): the pre-
experience, the core experience and the post-experience.

The pre-experience stage comprises reception of participants, preparation for the 
dolphin interaction and an educational session. The second phase consists of the 
interaction with the dolphins. After the educational session, participants are asked to 
go to the pool and join the instructor, the trainer and the dolphins. In the water they 
have physical contact with the animals, perform behaviours under the instructor’s 
and trainer’s supervision and are allowed the freedom to engage in friendly and close 
relationships with dolphins. The instructor stimulates them to caress, touch, kiss and 
embrace the animals. In the post-experience stage, participants are allowed a light 
meal during which they can socialize and relax with relatives, friends and the other 
participants. Interactions develop freely among participants. Once the interaction 
with the dolphins is concluded, socializing becomes an opportunity for refreshing 
recent events, exchanging stories and evaluations.

To study this experience primary and secondary data have been used. Primary 
data have been obtained through the researcher’s observation and interviews. First, 
one meeting with the human resources director and the marketing manager took 
place to ask permission to conduct the research at Zoomarine, inform them of the 
study’s objectives and for the researcher to gather general information about the park. 
Later, a second meeting was held with the experience general manager, instructors 
and trainers, to become acquainted with the DEE (and in particular its procedures, 
activities and the experience environment). This conversation was important to clarify 
the purpose of the experience from the park’s perspective and for the researcher 

Fig. 6.1.  The stages of the Dolphin Emotions Experience.
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to  gain access to potential interviewees ( Jennings, 2005). These informants also 
facilitated the collection of information about participants’ general characteristics, 
behaviours and expectations, and they advised that participants usually held high 
expectations of DEE.

Promotional material on Zoomarine and the DEE was consulted to understand 
the commercial message conveyed to the visitors. Analysis of the secondary data 
showed that prominent messages reflect key aspects of the experiential consumption, 
such as active participation and interaction, education and environmental learning 
and concern, positive emotions and long-term memory. Finally, 22 in-depth inter-
views were conducted in the DEE with participants more than 18 years old who 
visited Zoomarine during April 2014. The interviews focused on how these tourists 
expressed and reflected on their behaviour and perceptions about this experience in 
relation to attention and memorability. Criteria adopted for inclusion in this group of 
informants were standard demographics (such as age, gender and country of origin), 
and a balanced mix of characteristics was taken into consideration. The interviews 
took place immediately after the conclusion of the experience, and rich information 
was obtained in a relaxed and friendly context. Recorded and transcribed interviews 
were examined using content analysis.

6.3  Findings

The informants reported that the DEE involved taking part in a great many activities, 
most of which required the tourist to actively engage in something. When asked 
about in what way they felt they contributed to the successful achievement of the 
experience and how would they describe their engagement in the experience, 
responses were very discerning and converged on the very same ideas. The DEE 
would not have been the same without their commitment to behave actively. Perfor-
mance is a descriptor underlining the reports. There is evidence that these respond-
ents made a clear distinction between watching and doing, being a spectator and 
being an actor. Active participation was characterized in physical and mental terms. 
On one hand, swimming is a physical activity, requiring physical skills and good body 
shape to allow one to perform in the water. On the other hand, being active was also 
perceived as a matter of being intellectually, cognitively occupied. The strongest 
association with mental activity in this experience was the educational session. 
Participants reported that the lively approach followed by the instructors stimulated 
the interest and involvement in the lecture, which was more of a conversational type. 
Thinking, conceptualizing, recalling, acquiring new information, asking questions, 
joking, inciting the sharing of stories and past experiences were some of the mental 
activities identified by the participants.

As the DEE is a group experience, socializing was felt as a type of being active 
towards others, be it the travel party, the other participants or the staff, as awareness 
of other people induced the need to converse and act as part of a group. By interacting 
with other people, and thus acknowledging their presence, participants were co-
creating the social atmosphere of the experience, and this was remarkably loaded with 
emotional value. As one participant reported:
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Besides my daughter, in the group, there was another child, and I interacted a lot with her, 
motivating her and inciting her to do things; ‘come on, you’ll make it’, I said. Being with 
others was very important.

(female, aged 35)

Participants considered that the DEE was very attention-demanding on account 
of two key moments: the educational session and the interaction with the animals. To 
this group of people, attention was a synonym of focus or concentration. Attention 
was considered particularly important when informative content was delivered, and 
heightened both by interest in the themes discussed and concerns regarding upcom-
ing events in the water. One participant said:

This was a very active experience. I was completely concentrated on what others were 
saying and doing and on behaving properly, as expected from me.

(female, aged 20)

In the water, attention was at its highest due to the high level of sensory stimula-
tion. In fact, sensory descriptions were very detailed and received consensus. One said:

The sensorial exploration was the most important aspect of this experience, particularly 
the tactile dimension. You don’t expect the skin to be like that, so soft, and the sounds also 
were great. Touching them [i.e. the dolphins] as you touch a pet dog is exciting, you get 
very emotional.

(male, aged 21)

There was unanimity among participants on the relevance of this co-creative 
experience to attention. Reasons given were essentially based on the recognition that 
playing an active part and being surrounded by a group of interactive people demanded 
higher attentional efforts from the individual. One reported that:

I was very focused and concentrated because the experience was new, I was the first in the 
group to perform and go into the deep part of the pool with the dolphin and I was to do 
the behaviours that were previously explained to us. I didn’t want to fail, so any detail was 
important to prevent me from failing.

(female, aged 42)

The DEE qualifies as a highly memorable experience. For this group of partici-
pants, it will be ‘unforgettable’, ‘enduring’, an ‘everlasting memory’. Memorability is 
viewed as a consequence of a mix of factors, subjective and objective. Some revealed 
that the novelty of the experience and the sensory dimension were the main reasons 
why it would be memorable. Others emphasized the enduring interest in the dol-
phins and the close physical encounter with them, the emotionality involved in this 
interspecies encounter, the positive and strong emotions elicited during the event or 
even the reinforcement of the family ties allowed by this special moment. Co-creating 
the experience through active participation and interaction was pointed out as deci-
sive to memorability and expectations of long-term memory. A participant stated:

Importantly, the whole idea of this experience is the interaction and participation. There 
is a great difference between watching and doing, there’s no comparison. This experience 
is not a show, a passive show. I was in the water with my son and it was very special to be 
there with him and play with him and learn his reactions to what was going on.

(male, aged 48)
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Additionally, there was evidence of awareness of the importance of attention to 
memorability outcomes, as in this report:

I’m sure playing an active part will influence how I will recall this experience because you 
were not watching from the outside, you were in it and feeling the whole time. That is 
unforgettable.

(female, aged 36)

6.4  Discussion and Conclusions

One important finding of this research is that co-creative experiences are reported by 
participants to focus and enhance attention. Accordingly, a first recommendation is 
the prioritization of the management of tourist attention during the experience. 
Focus, sustaining and enhancement of attention, are central to the creation of a 
memorable experience. In more concrete terms, managers are recommended to better 
identify external, highly salient stimuli potentially characteristic of the organization 
and the specific experience environment. The saliency of stimuli is, to some extent, 
under the control of the organization and can be used to induce interest and pros-
pects of pleasure. These stimuli can be sensory (e.g. sounds, colours and smells) or 
cognitive (a thinking game, a memory notepad) and combined in an exciting activity. 
In experiences with animals or occurring in natural settings, appealing to the senses 
is particularly relevant. Theme parks anchored by marine life could better explore the 
olfactory, auditory and tactile sensations experienced by participants in a marine 
environment. Opportunities to feel with all the senses (Agapito et al., 2013) should 
thus be further developed and harmonized with propositions of activity tasks to 
induce internal stimuli connected to the achievement of goals contextualized in the 
experience.

The setting and clarification of goals are motivational drivers and their fulfil-
ment contributes to feelings of pleasure. From this, a second suggestion is to augment 
by diversifying the propositions of role play in a sensory appealing environment able 
to increase the tourist’s personal interests and direct attentional efforts to a set of 
tasks they wish to successfully accomplish; in this way the tourist’s sense of play and 
accomplishment are emphasized. Theme parks are spaces that cater to different levels 
of ability to enact. In this case, the instructors are experienced mediators who possess 
the knowledge of meaningful details of the experience and who are strategically posi-
tioned to employ verbal, visual or behavioural cues at key moments to stimulate the 
tourist’s enactive imagery (Moutinho et al., 2011).

Finally, whether a crafts workshop, a traditional dance course, a dog-sled race 
or  a swim with dolphins, co-creative experiences involve some degree of physical 
participation. The movement of the body and the sensory organs combine in an 
articulated manner to achieve a goal (carving a musical instrument, riding in a sled 
or similar, dancing ceili – a traditional Irish dance of Gaelic origin), and attentional 
processes are directed by this combination. However, although tourists taking part in 
the same experience may be willing to have or endure physical activity and believe 
they will succeed, they presumably do not have equal skills and capabilities. Degrees 
in physical capacity differentiate tourists participating in the same experience. 
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Frustration or sadness may follow from failing the experience goals or the expecta-
tions of performance. As vividness is related to the strength of memories (Reisberg 
et  al., 1988), another recommendation considers the integration of physical tasks 
adequate to different physical skills and capabilities in the planning of experiences, 
thereby helping tourists avoid unpleasant feelings and negative evaluations.

In summary, to focus and sustain tourists’ attention, managers should:
●● Elevate attention to a priority in managing tourist experiences.
●● Intensify and harmonize bottom-up stimuli with the experiential context.
●● Clarify the experience goals and diversify tourist roles accordingly.
●● Stress the experience mediators’ importance regarding expert contribution to the 

management of tourists’ attention.
●● Accommodate different levels of physical participation in co-creative experi-

ences, matching tourists’ needs and capabilities.

Tourism researchers and practitioners are increasingly enthusiastic supporters of 
a co-creation approach to tourism and recommending its application to the study of 
the tourist experience (Binkhorst and Den Dekker, 2009; Mathisen, 2013; Rihova 
et  al., 2013). This orientation is believed to align with tourists’ current needs and 
expectations towards playing more active roles during consumption in interaction-
intense environments (Binkhorst and Den Dekker, 2009; Rihova et al., 2013). How-
ever, there is still much to explore. The findings from this research suggest topics 
of  interest for future research and they can be grouped into different streams, as 
suggested by Ritchie and Hudson (2009):

stream 1: understanding the essence of the consumer/tourist experience    Co-creation requires 
further theoretical development by adopting or emphasizing the definition of 
co-creation as ‘co-creation of experience’ rather than ‘co-creation of value’ (Minkiewicz 
et al., 2013; Campos et al., 2015, 2016) as the former better suits the tourist perspec-
tive on the tourism experience. This line of inquiry is likely to contribute to the 
understanding of the experiential aspects of consumption in the current context of 
consumer co-creative behaviour.

stream 2: understanding the tourist and their experience seeking, decision making and behaviour    This 
line of approach allows the exploration of tourist willingness to consume co-creative 
experiences and behave accordingly as a function of the characterization and types of 
involvement of the group participating in the experience. Our study has shown that 
perception of social interaction and the presence of others influences individual 
behaviour, and how – and to what extent – the tourist responds to the stimulus of 
others populating the experiencescape.

stream 3: research related to the methodologies for understanding the consumer/tourist experience   
The study of attention in tourism and most particularly in the context of the tourist 
experience has been generally neglected, notwithstanding the claim that general con-
cepts from psychology are needed to study the tourist experience (Larsen, 2007). The 
theme of attention receives wide recognition in the fields of psychology, neuroscience 
and consumer behaviour. This study draws from recent research (Ooi, 2010; Campos 
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et al., 2016) the conclusion that it is important to address this theme, making use of 
a wide choice of methods to implement research concerning attentional processes 
and behaviour. Some experiential contexts would be more suited than others to 
accommodate experimental, psychophysical approaches. From a methodological 
point of view, tourism experiences could be better compared in terms of demand for 
attention, and subjective (self-report) and objective measures could be used for this 
purpose.

stream 4: seeking to explore and understand the nature of specific tourism experiences    Tourism 
experiences can be differently co-creative depending on the context. Following this 
stream of research would support the claim that co-creation means different things 
in distinct touristic settings. Is a co-creative animal-based experience similar to a 
co-creative cultural experience? In this context, what would be the theoretical contri-
bution of the co-creation construct for understanding the tourist experience?

stream 5: managing and delivering the basic/satisfactory/quality/extraordinary/memorable experience   
This stream of research provides support for further investigations into the memora-
bility of the tourist experience and how it relates to co-creative experiences and atten-
tion. It is believed that theoretical and methodological advancements in this area 
would bring benefits to a managerial perspective on the tourist experience. More 
specifically, a distinction between the concept of a memorable experience and memo-
rability could be more clearly made. Some recent studies (Kim, 2010; Tung and 
Ritchie, 2011; Kim et al., 2012) have been published that tried to uncover the essence 
of the memorable tourism experience, and multidimensionality is a common factor 
among them. However, other perspectives have recently emerged in tourism litera-
ture that preferred to address the construct of memorability (Hung et  al., 2014; 
Campos et al., 2016). Rather than focus on an essentialist view of the ‘memorable 
experience’, discussion of memorability would emphasize the view that tourist expe-
riences are about the individual’s memory processes and performances which are able 
to be subjectively and objectively assessed. Insights from such endeavours would 
prove most beneficial to the design and management of tourism experiences. 
Furthermore, as memory processes are closely related to attentional phenomena, 
developments in this area would bring to light the empirically acknowledged 
interconnectedness.

stream 6: the ongoing evolution of the travel/tourism experience    The theoretical framework 
of co-creation stemmed from management and marketing literature and its analytical 
potential to the comprehension of tourism experience has been seized upon by tour-
ism researchers. However, there is still much to inquire in this area, and as change, 
information and proactivity continue to characterize consumer behaviour, knowledge 
of tourist co-creativity should be built on a continuous basis. This should take place 
with a focus on every stage of the overall tourism experience, as pre-travel stage 
co-creation is likely to influence behaviour during the on-site co-creative 
consumption.
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7.1  Introduction

The tourism literature recognizes a number of situations and processes where emo-
tions have an important role. Destination image, for example, has been considered a 
multidimensional concept influenced by cognitive and affective evaluations of a place 
(Baloglu and McCleary, 1999; Lin et al., 2007; Bosque and San Martín, 2008). Fan-
tasy and emotions, it has been suggested, play an important role in shaping holiday 
experiences and destination choices, in contrast to existing decision making models 
that propose a (bounded) rational, problem solving vacationer (Decrop and Snelders, 
2004, 2005). Tourists are considered to experience a variety of positive emotions as 
they plan vacations, from facilitative feelings that guide the planning process to pleas-
urable feelings of fantasy, supporting emotional consumer decision making for expe-
riential products and services (Kwortnik and Ross, 2007). Consequently, emotional 
and experiential needs are relevant in pleasure-seeking contexts and choice behaviour 
of tourists (Goossens, 2000). Despite this, the concepts of affect, emotions and moods 
are used inconsistently in the literature (Bagozzi et al., 1999). This chapter begins by 
providing a definition of these terms and distinguishing emotions from moods.

The concepts of ‘emotion’, ‘affect’ and ‘mood’ are frequently used interchangeably 
in the literature. In this chapter, emotions are valenced affective reactions to a percep-
tion of a situation (Ortony et al., 1988; Richins, 1997). These may be distinguished 
from consumption emotions which can refer to ‘(i) non-valenced cognitions such as 
interest and surprise; (ii) bodily states such as sleep or drowsiness; and (iii) subjective 
evaluations of people, such as self-confidence or feelings of abandonment’ (Richins, 
1997, p. 127). Emotions are elicited in a context-specific manner (Frijda et al., 1989), 
and are ‘a mental state with a specific referent’ ( Johnson and Stewart, 2005, p. 5). 
Larsen and Fredrickson (1999) note that the character, quality and intensity of the 
emotions elicited by an individual’s experience of a certain event/situation may vary. 
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Some emotion-related theories propose that emotion consists of an organized set (or 
types) of components (Silvia, 2005), such as cognitive, motivational, expressive and 
subjective-feeling components (Scherer et al., 2001). Emotions are usually associated 
with a physiological response such as increased heart rate, change in muscle tension 
and increased respiration, as well as an expressive reaction (distinctive facial expres-
sion, body posture or vocalization) and some kind of subjective experience (internal 
thoughts and feelings) (Nairne, 2003). In comparison, the term ‘consumption emo-
tion’ indicates more intense, objective-specific feeling states that respond to a particu-
lar consumption activity (Holbrook and Gardner, 2000). In services marketing, 
emotions are defined as a complex set of interactions among subjective and objective 
factors giving rise to affective experiences (Dubé and Menon, 2000). These marketing 
definitions emphasize emotions as reactions to an external context.

Affect is commonly understood as an umbrella term for a set of more specific 
mental processes including emotions, moods and attitudes (Bagozzi et  al., 1999, 
p. 184). Mood refers to a constantly evolving, general affective state felt by individu-
als, and the mildest form of emotion (Holbrook and Gardner, 2000). The distinction 
between an emotion and a mood is that a mood state may be dissociated from any 
particular object or event, and is longer and less intense than an emotion ( Johnson 
and Stewart, 2005). Recently, researchers have suggested that mood is significantly 
related to (dis)satisfaction. If a person is in an irritable mood, he or she may react 
angrily to almost anything said. When in a happy mood, a person can easily laugh off 
an insult (Coon, 2004). Mattila and Wirtz (2000) found that mood was a significant 
predictor of satisfaction, service quality and repurchase intention. Mood has also 
been found to affect satisfaction when listening to music (Holbrook and Gardner, 
2000).

Despite this previous research indicating that consumers’ mood states bias 
corresponding service evaluations (Sirakaya et al., 2004), mood is not a concept used 
in the framework of cognitive appraisal theory (CAT) on emotions. Within CAT, 
emotions are elicited by a specific consumption experience, as opposed to pre
consumption mood states that a consumer brings into a situation. Furthermore, 
according to Mattila and Wirtz (2000), whether mood is applied heuristically by a 
consumer to evaluate a consumption experience depends on the duration of the 
encounter. Customers might place more reliance on mood when the service encoun-
ter preceding the evaluation task is brief rather than extended like tourism attraction 
visitations (Milman, 2001). Further, evaluation tasks characterized by low levels of 
involvement are more subject to mood bias due to the heuristic information process, 
than by high levels of involvement. For instance, hotel check-ins or check-outs tend 
to have a low level of customer involvement, and therefore satisfaction will be affected 
by mood.

7.2  Cognitive Appraisal Theory

Many scholars propose that CAT is superior to the categories and dimension 
approaches, especially in understanding what constitutes a particular consumer con-
sumption emotion. Some marketing researchers have applied CAT in service settings 
(e.g. Oliver, 1997; Bagozzi et al., 1998; Johnson and Stewart, 2005; Ritchie et al., 
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2011). However, only one work in the tourism and leisure fields based on CAT has 
been identified that has examined the antecedents of emotional responses to tourism 
experiences (Hosany, 2012).

7.2.1  Overview

In its simplest form, the CAT of emotion is ‘the claim that emotions are elicited by 
evaluations (appraisals) of events and situations’ (Scherer et al., 2001, p. 3). Appraisal 
is a ‘cognitive process, the way [an] individual defines and evaluates relationships with 
the environment’ (Lazarus, 1991b, p. 3). The quality and intensity of an emotional 
response depends on the appraised relationship between the individual and the envi-
ronment. Appraisals are ‘the results of information-processing tasks that indicate the 
implications of the situation for the interests and goals of the individual and therefore 
determine the form that emotional reaction takes in a given situation’ ( Johnson and 
Stewart, 2005, p. 5). Thus, appraisals start the emotion elicitation process, initiating the 
physiological, expressive, behavioural, and other changes that comprise the resultant emo-
tional state (Roseman, 1984; Lazarus, 1991b; Scherer et al., 2001). An individual’s 
appraisal of a situation depends on both internal (personality, beliefs, goals), and 
external (e.g. product performance, responses to others) conditions (Lazarus, 1991b). 
In all, an appraisal process implies a cognitive mechanism – a subjective construal of 
personally relevant information that generates variability in emotional reactions 
(Smith and Ellsworth, 1985; Weiner, 1985; Ortony et al., 1988; Frijda et al., 1989; 
Roseman et al., 1990; Lazarus, 1991b; Scherer et al., 2001).

According to appraisal theories, people appraise or evaluate characteristics of 
events in terms of respective personal goals or motives using structured appraisal 
dimensions (Scherer et al., 2001). Appraisal dimensions are inherent aspects of emo-
tions themselves, and appraisal theories specify various dimensions to distinguish 
elicitation of particular emotions and explain their inter-subject variance (Scherer, 
1997).

CAT assumes that emotions are differentiated by appraisal patterns; that hetero-
geneity in appraisal patterns accounts for individual and temporal differences in 
evoked emotional responses; and that all situations to which the same appraisal 
pattern is assigned will elicit the same emotion (Roseman, 1991). Emotions are pre-
sumed to reflect current appraisal patterns; this explains how remembering an event 
can evoke a different emotion from that of the original experience (Scherer et al., 
2001).

Appraisal theories are most similar to the dimensions approach to emotions, in 
that certain dimensions or appraisals characterize the information abstracted from 
the detailed features of the situation (Omdahl, 1995). However, CAT further uses 
cognitive processes to understand how people appraise the event or situation, form 
a certain emotional response to a situation, affect behaviour and take action to cope 
with the emotional outcome. Appraisal theories recognize more dimensions than 
found in the pleasure, arousal and dominance (PAD) framework, and allow for 
differences among emotions of similar valence and arousal level. Appraisal theories, 
then, are more sophisticated than the categories and dimensions approach of emo-
tion in terms of both theoretical scope and purpose.
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7.2.2  Appraisal processes

The appraisal process ‘consists of determining the overall significance of the stimulus 
event for the organism (characterized by its position on several appraisal dimensions 
concerning the consequences of the event in relation to needs, motives, and values of 
the organism)’ (Scherer et al., 2001, p. 369). When there is sufficient evidence that the 
perceived significance of the appraised event requires adaptive action or internal 
adjustment, the appraisal process produces emotions. As mentioned above, differ-
ences in emotions – including physiological responses, subjective feelings and action 
tendencies – are determined by the specific patterns or profiles of the appraisal results 
on the relevant dimensions. The process of appraisal is interpreted as similar to the 
cognitive information-processing mechanism of behavioural marketing ( Johnson 
and Stewart, 2005). Johnson and Stewart indicated that an ‘individual’s knowledge 
(which includes expectations and beliefs about the situation and relevant goals in the 
situation) and the perception of personally relevant information are antecedent to the 
process of appraising’ (p. 12). People generate various patterns or profiles on appraisal 
dimensions, and therefore different emotions may be elicited by the same situation. 
The multi-stage appraising process is illustrated in three steps: (i) the antecedents of 
the appraisal process: people’s knowledge about the situation and perception of the 
personal relevance information that influenced the knowledge; (ii) the process of 
appraising personally relevant information within the organism of appraisal dimen-
sions; and (iii) the consequences of the appraisals and emotions. These consequences 
include the elicited discrete emotion, people’s emotional coping and action coping 
adaptation to the situation. A detailed illustration is shown in Fig. 7.1.

As shown in Fig. 7.1, the appraisal process begins with the pre-existing knowledge 
and experience of the individual and the perception of personally relevant information. 
The situation is then perceived and appraised using the dimensions of appraisal rele-
vant to the particular situation. Goal congruence (or motive consistency) and agency 
dimensions influence discrete emotions through their effects on the valence of the 
emotional reaction and the focus of the emotional reaction, respectively (Smith and 
Ellsworth, 1985; Weiner, 1985; Ortony et al., 1988; Frijda et al., 1989; Roseman et al., 
1990; Lazarus, 1991b; Scherer et al., 2001), while the emotional intensity is determined 
by the degree of goal congruence of the situation and by the importance of the goal to 
the individual (Ellsworth and Smith, 1988a; Lazarus and Smith, 1988; Frijda et al., 
1989; Scherer, 1993; Roseman and Evdokas, 2004). The valence, intensity and focus of 
the emotion contribute to the discrete emotional reaction, while the appraisals of cer-
tainty contribute directly to the differentiation of discrete emotions. Finally, the dis-
crete emotional reaction is distilled through the process and an emotion is experienced 
(e.g. children may feel proud of themselves after taking a theme park ride and conquer-
ing their fear). Behaviours occur in response to the emotion and provide feedback to 
individuals about the goal and situation (e.g. children may insist on trying the ride 
again to convince themselves and their parents of another success in pursuing the goal).

The significance of appraisal theory is that the subjective assessment of person-
ally relevant information (i.e. appraisals) determines emotions through appraisal 
dimensions, rather than any ‘objective’ truth regarding the situation (Lazarus, 1995). 
Variability in emotional reactions occurring among individuals can be explained by 
the variability of subjective constructs towards appraisal dimensions in response to 
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the same objective situation. Having briefly reviewed the nature, assumption and 
process of appraisal theories, the focus of this discussion now shifts to examining the 
appraisal dimensions proposed that have been accepted by appraisal theorists.

7.2.3  Appraisal dimensions

Various appraisal theories identify different numbers and types of appraisal dimen-
sions. For example, five appraisal dimensions are discussed by Roseman (1991), six 
dimensions are advocated by Smith and Ellsworth (1985) and Frijda (1987), while as 
many as nine are noted by Frijda et al. (1989) and Scherer (1988). Some scholars 
believe the more appraisal dimensions identified, the more emotions to be specified 
and differentiated (Frijda et al., 1989), while others reduce the number of appraisal 
dimensions to the minimum necessary to differentiate emotions. This latter group 
tends to test the comparative importance and contribution of each dimension to the 
overall elicitation of emotions, and then to simplify the set of dimensions in empirical 
experiments (Scherer, 1997). Between these extremes ‘some appraisal dimensions are 
highly convergent’ (Scherer, 1988, p. 91), and Frijda (1987, p. 116) considers that 
‘several dimensions – valence or pleasantness-unpleasantness, certainty, controllabil-
ity and agency or responsibility – are found in most or all analyses.’

Different terms are used to describe similar appraisal dimensions included in the 
various appraisal theories. For the sake of simplification and clarification, dimensions 

Fig. 7.1.  Appraisal model of emotions (after Johnson and Stewart, 2005).
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with similar meanings are grouped together here, reflecting significant predictors of 
the variance of positive emotions. After reviewing the dominant theories within the 
appraisal theories, as well as their implications in marketing literature, five appraisal 
dimensions with high congruence are proposed as differentiating the experience of 
discrete emotions that may be relevant in a consumption context. These appraisal 
dimensions are: (i) goal congruence; (ii) agency; (iii) certainty; (iv) novelty; and 
(v) dimensions affecting emotional intensity as goal relevance and realization. All 
these dimensions of the appraisal process have been identified and empirically 
supported in prior research and cross-cultural studies (Ellsworth and Smith, 1988a; 
Scherer, 1997). Details of these dimensions are shown in Table 7.1 and each is 
discussed further below.

Goal congruence

Goal congruence, sometimes referred to as motive consistency (Roseman et al., 1990), 
outcome desirability (pleased/displeased) (Ortony et al., 1988), intrinsic pleasantness 
(Scherer, 1993) or pleasantness (Smith and Ellsworth, 1985; Frijda, 1987), deter-
mines the valence of emotional responses and differentiates the positive and negative 
emotions. Goals are ‘abstract benefits sought by the consumer that are available 
through the (abstract or concrete) features of a product class that offer fulfilment of 
these goals’ (Huffman and Houston, 1993, p. 194). Goals can also be conceptualized 
as stored knowledge structures that can vary in their activation level at a given 
moment (Kruglanski, 1996). When goals are being pursued, they remain cognitively 
activated (Orehek et al., 2011). This is exemplified by a goal sought by a diner in an 
upscale restaurant to have an enjoyable meal as a celebration of a family reunion or 
other special occasion (Bowden and Dagger, 2011). Appraising goal congruence 
results in an assessment of whether achievement of a personally relevant goal is facili-
tated or hindered in the current situation (Watson and Spence, 2007). An evaluation 
response results with a motivation pertaining to a personal goal (Frijda, 1987). If an 
individual perceives the situation to move him closer to a desired goal, positive emo-
tions are more likely to be elicited and accompanied by approach tendencies, and vice 
versa. The goal congruence dimension is the most basic, and accounts for the most 
variances among different emotions (Ruth et al., 2002).

The nature of the person’s goal is also significant to the emotion elicited by the 
situation. If it is a helpful goal, the pursuit of which is good for the person’s well-
being, then the goal congruency evaluation is likely to elicit happiness as a positive 
emotion. However, if it is a goal that the person tends to avoid, then the goal congru-
ence evaluation is more likely to generate relief as another kind of positive emotion. 
Therefore, appraisal theories list goal significance as a sub-dimension of goal congru-
ence to refine the variance among emotions of the same valence. This is in line with 
Roseman’s (1984) outcome desirability (appetitive or aversive) dimension. People’s 
appetitive goal congruence is similar to the disconfirmation of their inner-generated 
motivations and outcomes.

Agency

Appraising agency involves the evaluation of the various entities (people, objects, 
products, etc.) in a situation. The process of an appraising agency involves 
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Table 7.1.  Appraisal dimensions and definitions.

Appraisal Definition of the appraisal task Emotions: differentiation
Related terms and
conceptual and empirical support

Goal congruence Evaluate the situation in terms of 
(expected) goal success versus failure, or 
whether it is consistent or inconsistent 
with values or ideals

Differentiate between positive 
and negative emotions (valence) 

Intrinsic pleasantness, pleasantness (Frijda, 1987)
Motive consistency (Lazarus, 1991b)
Desirability/praiseworthiness/appealing (Ortony 
et al., 1988; Clore and Ortony, 2000)
Conduciveness (Scherer, 1993)

Agency Infer whether there is a person (self or 
event/circumstance) that is responsible 
for, or in control of, the situation

Differentiate emotions that focus 
on the self, another person or an 
object from emotions that do not 
reference an agent 

Locus of causality (Weiner, 1985; Scherer, 1997)
Attribution (Roseman, 1984; Ellsworth and 
Smith, 1988a)
Blame/credit (Ortony et al., 1988)

Certainty Determine whether the outcome is known 
or certain

Differentiate between outcome-
related emotions and anticipatory 
emotions 

Probability (Ellsworth and Smith, 1988a; Frijda 
et al., 1989; Scherer et al., 2001)
Likelihood (Ortony et al., 1988)
Certainty (Roseman, 1984)

Novelty Evaluate the unexpectedness or 
suddenness of a situation or an experience

Differentiate emotion of surprise, 
enjoyment (delight)

Novelty (Scherer, 1993)
Unexpectedness (Ortony et al., 1988; Roseman 
et al., 1996)

Goal relevance

Goal realization 

Evaluate the importance and value of the 
desired state in the current situation
Evaluate the extent to which the situation 
meets expectations or approximates the 
desired state 

Differentiate emotional intensity. 
Illustrative emotions: joyous–
happy; angry–irritated; hopeful–
expectant; anxious–afraid

Concern relevance (Frijda, 1993; Scherer et al., 
2001); motivational relevance (Lazarus, 1991b); 
importance (Ellsworth and Smith, 1988a); 
expectedness (Frijda et al., 1989; Scherer, 1997); 
effort (Ortony et al., 1988); realization (Ortony 
et al., 1988; Clore and Ortony, 2000); degree of 
goal congruence (Johnson and Stewart, 2005)
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assessing whether the person or object is causal or responsible for the outcome in 
the situation. Agency is believed to be more relevant in situations involving nega-
tive emotion than in those involving positive emotion (Peeters and Czapiniski, 
1990). A diner may experience the emotion of anger if he or she appraises a service 
failure as the fault of the waiter. A sense of guilt may manifest when an individual 
attributes a negative outcome, like losing a game, to himself or herself. However, 
positive affect such as gratitude and pride are empirically differentiated from 
happiness/satisfaction by different appraisal agencies of other people, self and cir-
cumstance (Soscia, 2007). An adventurer will probably feel proud if he believes the 
success is due to himself, grateful if he undertakes the achievements with the help 
of others or satisfied if he attributes the accomplishment to a tool or device that is 
of good quality and helpful to the completion of the adventure. The difference in 
agency determines the target of emotions (Roseman, 1984; Smith and Ellsworth, 
1985; Tesser, 1990; Lazarus, 1991b). It is similar to appraisal of responsibility 
(Manstead and Tetlock, 1989), or as the locus of cause in attribution theory that 
suggests the elicitation of key emotions such as pride, shame and anger can be 
distinguished solely on the basis of internal–external attribution of responsibility 
(Weiner, 1985).

Certainty

The appraisal of certainty, also known as likelihood or outcome probability, involves 
the assessment of the extent to which the situation is perceived to lead to a particu-
lar outcome. Past events are perceived to be certain since the outcomes of events 
have happened already, while future events are uncertain. Certainty in a goal out-
come can arise from it coming to pass in the current situation, as well as through the 
knowledge or experience about the goal having been achieved previously in a similar 
situation. Alternatively, uncertainty may arise from a lack of experience or knowl-
edge about achieving the goal in a given situation. The emotions generated by 
appraisals of certainty serve a motivational function to convince individuals about 
the likely success of continuing to pursue the goal or changing to another goal, 
either because the current goal has been achieved or is unlikely to be achieved 
(Bagozzi et al., 1998). The certainty dimensions distinguish anticipatory emotions 
that refer to whether an outcome is known or uncertain, such as hope, anxiety and 
fear. With postconsumption emotions, the dimension of certainty predicts emotions 
of joy or relief based on preconsumption perceptions of the situation as certain or 
uncertain.

Novelty

This dimension allows evaluation of the extent to which an experience departs from 
an individual’s expectation. Novelty is interpreted by people as the suddenness or 
unexpectedness of an experience, and this high degree of unexpectedness is associ-
ated with delight (Scherer, 1993) and surprise as an emotion (Ortony et al., 1988; 
Roseman et  al., 1996). There requires no or low level of unexpectedness for the 
elicitation of moderate emotions. Unexpectedness is a similar concept to surprise, and 
surprise stimuli have been found to result in delight (Scherer, 1997; Roseman and 
Smith, 2001).
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Dimensions affecting emotional intensity

Two types of appraisals have been linked to the intensity of emotion:

1.	 Goal relevance, also known as motivational relevance (Frijda, 1987; Lazarus, 
1991a; Scherer, 1993) or importance (Ellsworth and Smith, 1988a).
2.	 Goal realization, also known as:

(i)	 the degree of goal congruency ( Johnson and Stewart, 2005);
(ii)	 the extent to which the event is consistent with personal goals (Lazarus and 
Smith, 1988);
(iii)	the consistency of the outcome with expectations for the present time 
(expectation) (Scherer, 1993); or
(iv)	 prospect realization (Ortony et al., 1988).

Goal relevance is the assessment of the relevance of the event or situation to the 
person’s goals or needs. The appraisal of a goal’s importance affects the intensity of 
emotion because it is associated with the value or desirability of the state that is 
sought, or the severity of potential consequences of failure (Sonnemans and Frijda, 
1995; Perugini and Bagozzi, 2001). Emotional reactions are more intense as a result 
of the expectation of more valuable gains or more painful losses. As Scherer (1997, 
p.  141) noted, ‘events that give rise to joy are evaluated as highly anticipated’. In 
a  computer software consumption context, goal importance is found to act as a 
moderator, causing the emotions to be experienced more intensely when the situation 
is more relevant (Nyer, 1997). Goal relevance also impacts on the intensity of enjoy-
ment because it is related to interest in the experience (Ellsworth and Smith, 1988a). 
Interest is cognitive in nature and usually linked with motivation or goals (Krapp, 
1999; Sansone and Smith, 2000). In addition, interest is a general response to 
situations perceived as subjectively important and motivates high levels of attention 
activity, hence increasing chances of effectively coping with the event and eliciting 
an intensified positive emotion such as enjoyment. Therefore, in this research, goal 
relevance includes two sub-concepts: goal importance and goal interest. In the case of 
a goal-congruent situation, the goal relevance determines the intensity of the positive 
emotion and helps specify the discrete positive emotion.

Goal realization relates to emotional intensity as well, with respect to the degree 
to which the situation meets expectations or approximates the desired state (Ortony 
et al., 1988; Clore and Ortony, 2000). It is called prospect realization and defined as 
‘the degree to which an anticipated event actually occurs’ (Ortony et al., 1988, p. 84). 
If the situation exceeds expectation, the resulting positive emotion is likely to be more 
intense than if the situation merely met expectation or matched the desired state.

Emotional intensity within the context of appraisal theory is similar to the 
concept of arousal used in dimensional theories of emotion ( Johnson and Stewart, 
2005). However, while dimensional theories do not explain the factors leading to the 
intensity of emotions, appraisal theories specifically address and predict the degree of 
emotional intensity that is likely to be experienced. In addition, appraisal of intensity 
is independent of other appraisals (Scherer and Ceschi, 1997). The appraisal dimen-
sions of goal relevance and realization can distinguish emotions of the same valence 
but of different intensity, such as joyous and happy, angry and irritated, hopeful and 
expectant, anxious and afraid. Table 7.2 illustrates the distinctions between levels of 
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Table 7.2.  Different emotional responses with combinations of appraisal dimensions.

Goal congruence Appraisal dimensions

Emotions Appetitive Aversive Agency Certainty Novelty
Emotional 
intensity

Proud/happy Congruent Self Certain Open Low/
moderate

Admiring/
grateful

Congruent Others Certain Open Low/
moderate

Satisfied/
pleased

Congruent Object or 
circumstances

Certain Low Low/
moderate

Relieved Incongruent Object or 
circumstances

Certain Open Low/
moderate/
high

Guilty, 
ashamed/
distressed

Incongruent Self Certain Open Low/
moderate

Contemptuous/
angry

Incongruent Others Certain Open Low/
moderate

Disappointed/
sad

Incongruent Object or 
circumstances

Certain Low Low/
moderate

Disgusted Congruent Object or 
circumstances

Certain Open Low/
moderate/
high

Joyous Congruent Self Certain Open High

Loving Congruent Others Certain Open High

Delighted Congruent Object or 
circumstances

Certain High High

Humiliated/
depressed

Incongruent Self Certain Low High

Enraged Incongruent Others Certain High High

Frustrated/
miserable

Incongruent Object or 
circumstances

Certain Open High

Surprised Congruent Self/others/
objects

Certain High Low/
moderate/
high

Hopeful Congruent Self/others/
objects

Uncertain n/a Low/
moderate

Anticipating/
excited

Congruent Self/others/
objects

Uncertain n/a Low/
moderate

Anxious Incongruent Self/others/
objects

Uncertain n/a High

Afraid Incongruent Self/others/
objects

Uncertain n/a High

Adapted from Roseman (1991); Scherer (1993); Johnson and Steward (2005).
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emotional intensity in combination with the appraisals that differentiate the type 
of emotional experience.

7.3  Conclusion

The tourism and leisure literature has identified that emotions have an effect on 
tourists’ motivations prior to the trip (Goossens, 2000), and also on place attachment 
(Cheng and Kuo, 2015), destination preference (Kwortnik and Ross, 2007; Lin et al., 
2007; San Martín and Bosque, 2008) and decision behaviour (Walters et al., 2012). 
Postconsumption impacts of emotions include those on satisfaction (Coghlan and 
Pearce, 2010) and behavioural intentions, and have been examined in the context of 
hedonic restaurants (Lin and Mattila, 2010; Hyun and Kang, 2014), festivals (Mason 
and Paggiaro, 2012), interactive museums (Bigné et al., 2008), theme parks (Bigné 
et al., 2005) and agri-tourism (Chatzigeorgiou et al., 2009). The importance of under-
standing emotional responses derived from experiences has been widely recognized 
(Cohen et al., 2014) especially when tourists are motivated to travel by expectations 
of pleasure (Kao et al., 2008).

An understanding of how consumers interpret their experiences and subjectively 
elicit specific emotions is provided by CAT, which has been applied in psychology 
(Smith and Ellsworth, 1985; Ellsworth and Smith, 1988b; Scherer, 2003), marketing 
(Surachartkumtonkun et  al., 2013) and tourism studies (Hosany, 2012; Ma et  al., 
2013; LuJun et al., 2014) to predict consumers’ emotional responses derived from an 
experience. Use of CAT can address criticism of differential emotions theory (Izard, 
1977), and the circumplex model of emotions (Plutchik, 1980) in that they only 
differentiate emotions without explaining the conditions under which an emotion of 
certain valence and arousal level is elicited (Watson and Spence, 2007; Su and Hsu, 
2013).
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8.1  Introduction

Emotion is likely to be present in most touristic experiences (Aho, 2001). A large 
body of literature has established the importance of emotions experienced by visitors 
before, during and after a trip. In the pre-travel stage, visitors’ emotions are highly 
related to their decisions to purchase tourism and leisure services. Specifically, various 
positive emotions created by consumers’ visions of themselves in future consumption 
experiences influence their final destination choices (Walters and Sparks, 2012). 
During their holidays, positive emotions and feelings related with the experience are 
central components of memorable experience (Tung and Ritchie, 2011), although 
the positive feelings fluctuate over the course of a trip (Nawijn et al., 2013). After the 
holiday, emotional reactions and subjective responses to the experience are considered 
as fundamental determinants of tourist satisfaction (Mcintosh and Siggs, 2005), 
intention to recommend (Hosany and Prayag, 2013) and willingness to pay more 
(Bigné et  al., 2005). Therefore, understanding visitors’ emotion is crucial for both 
academics and tourism practitioners.

Given the importance of emotions in understanding tourists’ behaviours in each 
stage of their holiday, accurate measurement of emotion is essential. However, most 
tourism studies rely on self-report methods in measuring visitors’ emotional response 
(Li et al., 2014). This method requires respondents to recall their emotional experi-
ences by rating a series of affective items on a questionnaire. For example, pleasure is 
usually considered as an appropriate emotion to indicate the pleasantness of the visi-
tor experience (Bigné et al., 2005), which can be measured by several affective items 
such as happy, pleased or content. Specifically, tourists were asked to rate the extent 
to which they were feeling each adjective (e.g. ‘I felt a sense of happiness’) using a 
seven-point Likert-type scale where 1 = not at all, to 7 = very much. While popular 
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and time-saving, this method cannot measure visitors’ emotions in real time. More 
importantly, the recalling process may involve cognitive bias that may distort respond-
ents’ original emotional responses. The long list of affective items on the question-
naire may result in participant fatigue, and this is particularly true in the context of 
tourism when we consider that visitors may already be experiencing some degree of 
fatigue after the trip or after visiting some attractions.

Subjective feelings, however, are just one component of emotion experienced by 
the individuals. Emotion always occurs alongside physiological responses such as 
facial expressions or electro-dermal activities that are beyond one’s voluntary control. 
Therefore, psychophysiological methods have been used in marketing research to 
provide a more objective and unbiased approach to track consumers’ emotional 
responses (Ravaja, 2004; Morin, 2011). Psychophysiology is the branch of psychol-
ogy that examines the correlations between individuals’ internal psychological activi-
ties (i.e. emotions and attention) and physiological responses such as heart rate and 
blood pressure. Compared with the self-report method, the biggest advantage of the 
psychophysiological technique is ‘objectivity’, as physiological responses are usually 
beyond one’s control and can reflect the individuals’ unconscious reactions to the 
stimuli. Additionally, psychophysiological measurements can be conducted continu-
ously and are capable of recording the variations in emotional responses across time.

In the past, psychophysiological measures were less accessible to marketing or 
media researchers owing to their cost and the specialized nature of the instruments 
and software needed. The recent emergence of portable and affordable psychophysi-
ological equipment offers scholars outside the domain of psychology alternative 
approaches to measuring consumers’ emotional responses (Li et al., 2014). A number 
of studies in the fields of marketing, advertising and media also have confirmed the 
reliability and validity of psychophysiological methods in capturing consumers’ emo-
tional responses to a service experience or advertising stimuli (Hazlett and Hazlett, 
1999; Bolls et  al., 2001; Micu and Plummer, 2010). This indicates that tourism 
researchers may also be able to employ psychophysiological measures to capture 
visitors’ emotions before, during and after their holidays.

In this chapter, tourism studies using self-report emotion measurement will first 
be illustrated, the discussion of which will be organized by different theories describ-
ing emotions. The chapter will then assess several psychophysiological methods such 
as electro-dermal activity (EDA), facial EMG (electromyography), eye tracking and 
heart rate, and the application of these techniques in related areas such as advertising 
and marketing will also be provided. In particular, the use of psychophysiological 
methods in recent tourism studies will also be highlighted. This chapter concludes 
that use of both the self-report method and psychophysiological techniques is an 
important direction for future tourism research.

8.2  Self-report Emotion Measurement in the Tourism Literature

In tourism studies, self-report questionnaires are the major approach to measuring 
visitors’ emotions. Self-report questionnaires involve individuals indicating their 
affective responses to either an advertisement or an experience by rating a series of 
items on a questionnaire (Li et al., 2014). Emotional scales within tourism studies are 
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often derived from theories or approaches in the domain of psychology. Among these 
approaches, the basic emotion approach and the dimensional approach are most fre-
quently used to capture visitors’ emotions. The basic emotion approach ascertains a 
series of basic emotions (e.g. happiness, anger and fear), and the combination of these 
basic emotions results in other emotions (Ma et al., 2013). A recent study examined 
the anticipated emotional response of a potential visit to a concentration camp 
memorial site, adopting the basic emotion approach. The respondents were asked to 
fill out a questionnaire that contained a 33-item emotion scale measuring concepts 
such as affection, fear, love, anger and pride. In particular, respondents indicated on a 
seven-point scale to what extent they expected to experience each emotion during 
the tour of the site. The anchors of the scale were ‘not at all’ (1) and ‘extremely’ (7). 
The results show that respondents were more likely to experience negative emotions; 
however, perceived emotions varied across participants and were related to their self-
identity (Nawijn et al., 2015). Apart from the traditional self-report questionnaire, a 
diary method can be used to register tourists’ emotions. Instead of treating an entire 
experience as a single point in time, visitors are asked to complete a diary and to daily 
record their emotions on a scale throughout their holiday, enabling tracking of their 
emotion changes over the course of a trip (Nawijn et al., 2013).

Hosany et al. (2015) conducted a series of studies exploring the diversity and 
intensity of tourists’ emotional experiences in the destination using the destination 
emotion scale (DES) (Hosany and Gilbert, 2010). DES contains three basic emo-
tions: joy, love and positive surprise. Specifically, joy was measured using five items 
(i.e. cheerful, delight, enthusiasm, joy and pleasure); love was represented by affection, 
caring, love, tenderness and warm-heartedness; positive surprise was captured by 
amazement, astonishment, fascination, inspiration and surprise (Hosany et al., 2015). 
The appraisal determinants and consequences of emotions (i.e. satisfaction and inten-
tion to recommend) were also examined (Hosany, 2012; Hosany and Prayag, 2013).

Some studies focus on a specific emotion a visitor may experience. Delight, an 
emotion related to hedonic consumption and characterized as aroused positive affect, 
was examined by Ma et al. (2013) in a theme park context. Instead of assessing the 
influence of emotion on following behaviour intentions, this study assessed the 
antecedents of delight by using cognitive appraisal theory. In particular, ‘delight’ was 
measured by different semantic terms: elation (elated)/dull, excitement (excited)/
drowsy, and enthusiasm (enthusiastic)/sleepy. The results showed that a set of cogni-
tive appraisals such as goal congruence, goal importance, goal interest and unexpect-
edness were antecedents of delight. Negative emotions, on the other hand, also 
received much attention in the tourism literature. The mediating role of anger and 
regret played between consumers’ dissatisfaction and behavioural intentions was 
explored in a restaurant setting (Currás-Pérez and Sánchez-García, 2011). Specifi-
cally, anger was measured by three items with a seven-point Likert scale. For example, 
consumers were asked to rate on the item ‘I felt angry about my experience at that 
hotel/restaurant’. Similarly, ‘I regretted choosing that hotel/restaurant’ and another 
two items were used to measure consumer’s regret with a seven-point Likert scale.

The dimensional approach distinguishes emotions from each other by detecting 
a set of affective dimensions such as valence and arousal. Valence is defined as the 
direction of the emotion, and ‘pleasantness’ and ‘unpleasantness’ usually serve as 
the two poles of this dimension. Arousal refers to emotional intensity, ranging from 
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‘quietness’ to ‘excitement’ (Li et al., 2015). Another popular emotion theory within 
the dimensional approach is to categorize emotions into two different groups (i.e. 
positive or negative), which is known as positive affect negative affect schedule 
(PANAS) (Watson et al., 1988). The dimensional approach was well suited in the 
research by Bigné et al. (2005) who examined the influence of emotion on satisfaction 
and behavioural intentions. In accordance with the dimensional approach, emotions 
were classified by pleasure and arousal dimensions on a five-point semantic differen-
tial scale. Due to the abstraction of the pleasure and arousal dimensions, each dimen-
sion was measured by a set of affective adjectives to help respondents understand 
the meaning of the scale. For example, pleasure was measured by six items such as 
angry–satisfied; happy–unhappy; dissatisfied–very pleased; sad–joyful; disappointed–
delighted and bored–entertained. In the context of a festival in Italy, PANAS scales 
were used to measure the role played by emotions in mediating the effects of environ-
mental factors on attendees’ repatronizing intention (Grappi and Montanari, 2011). 
In particular, visitors’ emotions were classified into positive and negative emotion 
groups, with positive emotions being measured by happy, pleased, energetic and 
excited; and negative emotions by bored, angry and annoyed.

8.2.1  Criticism of self-report methods

Clearly, self-report measures are popular ways to measure visitors’ emotional responses 
in tourism studies. While simple and inexpensive, self-report has several limitations 
that may pose severe threats to the reliability and validity of the data collected:

1.	 It is burdensome for tourists to fill out a questionnaire with a long list of affective 
items or keep a diary during their trips or holidays. Also, they may not be able to 
understand the nuances among similar affective items listed on a questionnaire. For 
example, ‘pleasure’ is usually measured by several adjectives such as happy, joy and 
delight, which may confuse the respondents who cannot differentiate these similar 
positive emotions.
2.	 The retrospective nature of the self-report method may not measure a visitor’s 
original emotional response. Self-report methods ask the visitors to recall the emo-
tion they experienced during the trip or holiday (e.g. Bigné et al., 2005). However, 
relying entirely on the memory may distort the original emotions due to cognitive 
biases and visitors’ abilities to remember (Winkielman and Berridge, 2004). Kyle and 
Lee (2012) used the same emotion scale to measure visitors’ emotional experiences 
during and after a festival, and found significant differences in mean scores of self-
reported positive emotions collected at two sequential time points, which supported 
the view that memories of emotions are inaccurate reflections of actual emotions.
3.	 The self-report method can only register visitors’ overall evaluation of the emo-
tional experience, which is inconsistent with the dynamic and continuous nature of 
emotion. Previous studies have shown that individuals’ global evaluations of a past 
affective episode will largely be influenced by the emotions experienced during peak 
and end moments (Fredrickson, 2000). Therefore, the self-reported emotions may 
only reflect visitors’ emotions experienced at certain moments, such as the end of the 
experience, which is insufficient in terms of providing a full explanation of partici-
pants’ emotional experiences in real time (Micu and Plummer, 2010).
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Given the criticisms of self-report methods, this next section will introduce 
psychophysiological methods and discuss four psychophysiological measurements 
of  emotions (i.e. EDA, facial EMG, heart rate and eye tracking) that are used in 
marketing, advertising and media literature. The emergence of application of these 
psychophysiological measures in tourism research will also be highlighted.

Psychophysiological measures

Emotion occurs along with a series of physiological responses that may not be 
directly available to the subject’s conscious awareness. Compared with a self-report 
questionnaire, psychophysiological measures are able to record individuals’ responses 
continuously and without distraction (Ravaja and Kallinen, 2005). Moreover, physio
logical responses are normally beyond an individual’s voluntary control, and the data 
will be more objective as physiological reactions are less likely to be affected by 
cognitive biases or socially desirable constraints. As noted by Ravaja (2004), psycho-
physiological methods are particularly useful for examining the responses to media 
stimuli that are associated with sensitive topics. In this section, four psychophysio-
logical measures available for tourism research in the study of emotion are 
discussed.

Electro-dermal activity

EDA, also known as skin conductance, is the measurement of variations in the bio
electric attributes of the skin that are connected with the level of sweat secreted by 
eccrine sweat glands (Leiner et al., 2012). EDA is believed to be an excellent opera-
tional measure of arousal (Ravaja, 2004). In particular, skin conductance response 
(SCR) and skin conductance level (SCL) are the two most frequently used indicators 
of an individual’s EDA level (Braithwaite et al., 2013). Specifically, SCR refers to 
short-term fluctuations in the electrical activity of skin, which usually lasts for a few 
seconds only. For example, consumers may feel particularly excited about a specific 
scene in the advertisement which results in an SCR peak in the skin conductance 
waveform. Calculation of the amplitude of the SCR is often used to estimate how 
strong a particular stimulus is. The SCL, on the other hand, measures long-term 
reactions to continuous stimuli, which usually last for more than 30 s and vary 
between different subjects (Ravaja, 2004; Algie, 2005). The researcher is able to 
examine the overall trend of consumers’ emotional arousal levels across the entire 
commercial by analysing the SCL, through which the peak and trough during the 
exposure to the commercial can be identified. EDA data are usually collected through 
placing two standard 9 mm diameter Ag/AgCI electrodes on the participant’s index 
and middle fingers. More details on the operation of skin conductance measure and 
publication recommendations can be found in a guideline article by Boucsein et al. 
(2012).

EDA is widely used as an indicator of arousal in different areas such as media, 
psychology and marketing research. EDA has been demonstrated to be related to 
self-report arousal level, with more arousing pictures evoking higher levels of skin 
conductance (Lang et  al., 1993). However, significant divergence exists between 
individuals’ real-time self-reported fear and their arousal pattern measured by EDA, 
when exposed to a series of threat–appeal TV advertisements. This suggests that the 
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self-report method is less reliable as a real-time continuous measure (Algie, 2005). 
Other studies have found SCR scores to be a reliable predictor of sales. A study by 
Hopkins and Fletcher (1994) revealed that the advertisement which scored the high-
est electro-dermal response among several testing advertisements always led to the 
best sales result. Compared with electro-dermal responses, traditional advertisement 
recall is a less accurate sales predictor. Other studies examined the demographic 
differences in EDA level. For example, individuals who are more educated showed a 
greater number of SCR than less educated individuals (Grabe et al., 2000). The EDA 
technique has also been used in the tourism literature. In particular, two travellers’ 
real-time arousal levels were tracked by wearable devices while they were visiting a 
number of touristic places in Philadelphia in the USA (Kim and Fesenmaier, 2015). 
This study confirmed the usefulness of EDA as a new tool to capture visitors’ emo-
tional experience. The continuous collection of travellers’ emotion helps us to under-
stand the neglected parts of the trip, which could provide valuable insights into the 
visitor experience design.

EDA is not without its drawbacks. While registering subjects’ intensity of 
emotion, EDA lacks capability to indicate the direction of the emotion (i.e. positive 
or negative) (Poels and Dewitte, 2006). SCR can be generated by individuals’ body 
actions such as sneezes, sighs or coughs, which need to be recorded by the researcher 
and removed from the data (Braithwaite et al., 2013). Some 10% of the population do 
not produce electro-dermal responses. Also, medication, fatigue and women’s men-
strual cycles can influence the normal responses (Hopkins and Fletcher, 1994). It is 
also important to maintain a room temperature of around 22–24°C, as the accuracy 
of EDA data is subject to the temperature (Braithwaite et al., 2013).

Facial EMG

Facial expression is the most important communication channel during human–
human interactions (Mehrabian, 1968). Facial electromyography (fEMG) registers 
the subtle facial muscle movements and is able to identify facial muscle contractions 
to weakly evocative stimuli even if no overt facial expressions are observed (Tassinary 
et al., 2007). In particular, two groups of facial muscles have received attention in 
psychology, marketing and media literature: the zygomaticus major and corrugator 
muscle groups (Hubert and de Jong-Meyer, 1990). Specifically, negative stimuli are 
correlated with activation of the corrugator muscle (involved in producing frowns), 
whereas the movement of the zygomaticus major muscle (which controls smiles) is 
associated with positive stimuli (Lang et  al., 1993). Facial EMG data are often 
recorded at the zygomatic and corrugator sites on the left side of the face by using 
miniature Ag/AgCI electrodes. Sex differences have been identified in facial EMG, 
with females having greater corrugator and zygomaticus major muscle activities 
(Hubert and de Jong-Meyer, 1990). Eye blink contractions of the orbicularis oculi are 
also measured by facial EMG and considered as an indicator of emotional valence: 
that is, blinks are greater when an individual is exposed to negative stimuli (images) 
as compared to positive stimuli (Lang et al., 1990). Detailed procedures for use of 
facial EMG such as locations of specific facial muscles, quantification of EMG 
amplitude or standardization of EMG signal are available (e.g. Fridlund and 
Cacioppo, 1986; Van Boxtel, 2010).
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Facial EMG techniques have been used in advertising and marketing research to 
indicate consumers’ emotional valence. The power of radio and television in driving 
the engagement was explored by using facial EMG, with television advertising 
provoking greater negative emotional responses than radio (Peacock et  al., 2011). 
Hazlett and Hazlett (1999) found that the facial EMG measure was a more sensitive 
discriminator among different commercials compared with self-report ratings. 
Consumers’ emotions measured by facial EMG are more strongly related to their 
recall level in comparison with self-report emotions. Facial EMG was also related 
with consumers’ purchasing intention, and it was found that increased zygomaticus 
major muscle activities when seeing the image of the products were positively related 
with purchasing intention of the products (Ravaja and Somervuori, 2013).

The accuracy of the facial EMG data is affected by respondents’ physical move-
ments and electronic interference (Bolls et al., 2001). Crosstalk is another limitation 
of the facial EMG technique, as the electrical activity produced by a specific muscle 
can activate the adjacent muscles (Van Boxtel, 2010). Extremely unpleasant stimuli 
can evoke a slight increase in zygomaticus major activity (Lang et al., 1993). Attach-
ing electrodes to participants’ faces may also sensitize them to the fact that their facial 
expression may be manipulated, and participants may behave unnaturally (Bolls et al., 
2001).

Heart rate

Heart rate (HR) is measured by counting the number of heart beats per minute, and 
is the technique most frequently used in psychophysiology (Ravaja, 2004). Two major 
methods are used to measure HR: (i) to measure the electrical impulses that run 
the heart, using an electrocardiogram (ECG); (ii) to measure the pulse wave that is 
caused by the second pump of the heartbeat (Lang, 1994).

HR has been used to measure the valence of emotional response. In particular, a 
subject’s HR will increase when exposed to positive messages and decrease in response 
to negative messages (Bolls et al., 2001). However, HR can be difficult to interpret 
when both positive and negative stimuli are shown to consumers (Micu and Plummer, 
2010). HR is considered a reliable measure of attention. Combining HR and other 
physiological measures, Micu and Plummer (2010) found that the peak moments of 
consumers’ responses to television advertisements can be tracked accurately. A recent 
tourism study used the HR technique to capture tourism consumers’ real-time atten-
tion to destination advertisements. Specifically, the study examined the mechanism 
of how individuals mentally process the video versus high-imagery audio tourism 
advertisements, by using both HR and skin conductance measures (Kim et al., 2014). 
However, no significant difference in consumers’ HR was found between two adver-
tisements. A downtrend in a real-time HR trace suggests that viewers may gradually 
be losing their interest. However, when interpreting a particular psychological activ-
ity by HR variations, validity can be challenging, since an increase or decrease in HR 
can be triggered by multiple mental processes (Wang and Minor, 2008).

Eye tracking

Eye tracking, also referred to as ‘eye movement analysis’, is closely related to individu-
als’ attention. Eye tracking often supplements other psychophysiological methods 
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such as skin conductance measurement as it is crucial to know which stimulus is 
attracting a subject’s attention when his SCL rises (Li et al., 2014). Several variables 
are commonly used in the literature to analyse the eye tracking data, such as the 
number of fixations, saccade (the rapid eye movements between fixations, measured 
as gaze paths) and the duration of fixation (Scott et  al., 2015; Wang and Sparks, 
2015). Eye tracking is able to identify the specific stimulus (e.g. the human face or a 
word) an individual is viewing. Researchers simultaneously capture eye movements 
and external stimuli such as environment or an advertisement to produce a video of 
the stimulus along with the superimposed eye movement information (Ravaja, 2004).

The eye tracking technique has been used by tourism scholars to examine desti-
nation advertising effectiveness. One study used it in conjunction with traditional 
self-report questionnaires, to compare the relative effectiveness of two versions of a 
tourism advertisement (Scott et al., 2015). Significant differences in attention level 
were found between a text advertisement and a block advertisement measured by the 
eye tracking method, with the block advertisement attracting more attention. This 
finding is consistent with follow-up self-report data (i.e. liking), with the majority 
of  participants liking the block advertisement better than the text advertisement. 
Wang and Sparks (2015) used the eye tracking technique to compare Australian and 
Chinese tourists’ eye movement patterns when exposed to a series of photographic 
tourism images. Significant differences in fixation count and duration were identified 
between these two different cultural groups, with Australian participants fixating 
more frequently and for longer durations than their counterparts.

Eye tracking analysis also suffers from a series of criticisms. As indicated by 
Wang and Sparks (2015), interpretation of data analysis is not simple as there is 
no  clear association between an individual’s fixation and liking. It is advisable to 
combine a survey or interview with the eye tracking technique, to explain the data 
collected. Also, the sheer quantity of moment-to-moment eye tracking data makes 
data analysis time-consuming (Wang and Sparks, 2015).

8.3  Discussion

This chapter presents an overview of traditional and emerging methods used for 
measuring visitors’ emotions generated by tourism experiences. It has been found that 
the self-report method is still dominant in tourism research, although a few studies 
have attempted to capture tourists’ emotional responses by using psychophysiological 
methods (e.g. electrodermal activity and heart rate measurements. Self-report meas-
ures are simple to use, but this type of measurement suffers from criticisms of data 
discontinuity, cognitive bias and participant fatigue. The psychophysiological meas-
ures discussed here offer alternatives for tourism scholars who want to capture visi-
tors’ original emotions before, during and after their experiences. Psychophysiological 
methods are not dependent on an individuals’ language, recall and cognitive thinking. 
More importantly, real-time continuous measurement can reflect visitors’ changes in 
emotion, which enables responses collected at different time points to be compared. 
Psychophysiological methods are superior to self-report methods in avoiding socially 
desirable responses. Sometimes respondents are reluctant to report their true feelings 
for social or cultural reasons. Given the importance of emotion in tourists’ decision 
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making processes and experience, scholars could measure emotions by using physio-
logical instruments and thus enhance the validity and reliability of their results.

However, as noted by Mauss and Robinson (2009, p.  228), ‘there is no gold 
standard measure of emotional responding’. Psychophysiological measures have 
certain limitations, as noted above. It is advisable to measure emotion by multiple 
methods. An emotion has three major components (i.e. subjective feelings, facial 
expression and physiological responses), making it imperative for tourism scholars 
to combine measurements to register components of emotion. For example, visitors’ 
arousal levels can be measured by EDA, whereas facial EMG can be used to register 
visitors’ facial expressions. The self-report method can then be used to interpret 
the physiological data, which may offer a clearer explanation of a particular ‘peak’ or 
‘trough’ in the physiological traces.

The adoption of psychophysiological methods has implications for both aca-
demia and the tourism industry:

1.	 Psychophysiological methods can be used as the alternative pathway to validate 
self-report data. The comparison between self-report emotions and physiological 
emotional responses may also reveal the nuances between conscious emotional 
responses (which involve cognitive thinking) and subconscious emotional responses.
2.	 Psychophysiological measures can be used to track consumers’ real-time 
responses to destination advertisements. For example, it is important to identify the 
‘peak moment’ of the advertisement as it can influence viewers’ overall evaluation of 
the advertisement. Having a destination logo or name displayed around peak moment 
with high levels of positive emotions can enhance the positive impression of the 
brand (Hazlett and Hazlett, 1999). The emergence of wireless and wearable devices 
enables researchers to understand visitors’ real-time emotional experiences. As 
mentioned by Kim and Fesenmaier (2015, p. 9):

the ability to measure affective values of places and activities in real time enables tourism 
planners to draw ‘emotion maps’ of the destination that can be used to define meaningful 
tourist touch points, design attractions and activities, and to more effectively allocate 
resources.

3.	 Researchers are able to combine the eye tracking technique with other psycho-
physiological measures of emotions to examine the correlations between the areas 
consumers are staring at and their real-time physiological responses. This is particu-
larly useful for destination website design, as the website designer can adjust the 
format/content of the website based on consumers’ eye movement and synchronized 
physiological data.
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9.1  Introduction

In this chapter we explore tourism as a highly personal product in which each per-
son’s experience will be unique. Tourist experience is multifaceted and variable across 
time. Past research in tourism has mostly relied on both qualitative (e.g. interviews) 
and quantitative (e.g. questionnaires) approaches to investigate experience. As a 
result, considerable self-report information based on recall has dominated what is 
known about tourist experiences. This is helpful, but it is important that we discuss 
the role of multiple underused methods to develop a greater understanding of cus-
tomer experience. Thus, we seek to broaden the approach to researching consumer 
experience through a discussion of multiple methods. The methods we review and 
evaluate include eye tracking, experience sampling method and photo elicitation. 
This chapter reviews each method, providing details on the advantages and disadvan-
tages, and highlighting examples from the literature.

Customer experience is based on interactions (Gentile et al., 2007) with places, 
firms, community, attractions, service personnel and customers. Importantly, as 
Verhoef et al. (2009) argue, customer experience can encompass the search phase as 
well as consumption and after-sales experiences. Customer experience is highly indi-
vidual, with no two people necessarily having exactly the same experience, despite 
being in the same location.

An experience occurs when the individual comes into contact with the tourist 
destination or an entity associated with the destination. Thus, for any individual 
tourist, there will be a multitude of touch points at which an experience may become 
memorable. For our purposes, we define tourist experience as the process of interact-
ing with the world while away from home (on a holiday). It will involve the process 
of doing and seeing things over a period of time. Some experiences will be ordinary, 
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while others may be extraordinary (Walls et al., 2011). The experience will be accom-
panied by a response of a cognitive or emotional kind (Gentile et al., 2007).

In trying to gain deeper insights into the tourist experience, various methods 
may offer different sorts of insight. In this chapter, we posit that eye tracking, the 
experience sampling method (ESM) and photo elicitation are powerful yet under-
used methods for investigating tourist experience.

9.2  Eye Tracking and Tourist Experience

Individuals’ holiday consumption experiences start from the moment they search for 
travel-related information and plan an itinerary. The actual experience of tourism 
destination or product then follows. The eye tracking methodology can assist to gain 
insights into holiday experiences. The methodology’s greatest potential lies in its 
ability to capture individuals’ visual attention during an experience that traditional 
methods of interview and survey are not able to capture. Eye tracking can be used in 
both qualitative and quantitative studies, and in both exploratory and more theoreti-
cally founded studies.

9.2.1  Definitions of this method

Eye tracking is a research tool for measuring visual attention and cognitive effort that 
are believed to influence consumer perceptions, preferences and purchase decisions 
(Wedel and Pieters, 2008; Wang and Sparks, 2014). The method has been widely 
used for understanding cognitive process, user experiences and marketing effective-
ness. Advances in technology have made different types of non-intrusive eye tracking 
equipment available for research purposes. Such equipment directly captures partici-
pants’ eye movement, which is indicative of where their attention is directed 
(Duchowski, 2007).

9.2.2  Application to tourist experience

Eye tracking research is predominantly undertaken in the fields of marketing, cogni-
tive science, psychology, human-computer interaction (HCI) and medical research, 
with little application to tourism so far. Wang and Sparks (2014) used eye tracking 
methodology to understand the appeal of tourism images to potential travellers. 
Their study, grounded on the theories of human–environment interactions and envi-
ronmental aesthetics, compared the visual attentions of Chinese and Australians, and 
concluded that visual attention patterns vary with image characteristics and partici-
pant groups.

Scott et al. (2015) used eye tracking to investigate tourism advertising effective-
ness, comparing two designs: block advertising and text advertising. The participants 
found the block design to be more effective in engaging attention and more likable 
than the text advertising style. Two further studies focused on eTourism (electronic 
tourism) sites. To understand online hotel choice, Pan et al. (2013) examined how 
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much attention consumers paid to the hotels listed on simulated search pages, as well 
as how attention is associated with the size of the hotel choice set (i.e. the number 
of  hotels in the choice set), presence of images and decision making. Similarly, 
Hernández-Méndez and Muñoz-Leiva (2015) conducted an eye tracking study that 
investigated the effectiveness of advertising on tourism and hospitality sites. It is 
worth noting that all four studies used a triangulated approach, combining eye track-
ing with self-report data and focusing on tourists’ trip planning experience.

Eye tracking can be applied to any activity with a visual component. Tourists use 
their eyes to read and evaluate tourism promotional materials, travel magazines, des-
tination and hotel websites in the travel planning phase. They use their eyes to survey 
the surroundings, find directions and enjoy sceneries during the experience. After the 
trip they leave comments on review sites, going through photos and videos taken 
during the trip and sharing their own travel stories via social media. Despite its wide 
applicability, eye tracking has gained little traction in the tourism and hospitality 
field, with the few exceptions mentioned above.

9.2.3  Conducting eye tracking research

Eye tracking methodology presents both opportunities and challenges in research. 
This section discusses several key considerations in implementing such methodology 
in tourism experience studies.

9.2.4  Device

Eye tracking research is relatively expensive and requires specialist equipment, but 
recent technological advances have led to the development of relatively low-cost and 
user-friendly systems. A range of eye tracking devices is available for commercial and 
research purposes. The devices commonly use infrared corneal reflection methodol-
ogy, whereby infrared lights create reflection patterns on the corneas of participants’ 
eyes. These reflection patterns are collected by infrared sensors built in the eye tracker 
to measure the distance and angle of the refection from the centre of the pupil to 
determine the points on the visual stimulus that the eyes gazed upon (Wedel and 
Pieters, 2008). Wang and Sparks (2014) used such a device: the table-mounted Tobii 
T120 Eye tracker (Tobii Technology AB, Sweden) integrated into a 17-inch moni-
tor. A table-mounted eye tracker requires participants to sit in front of a screen, and 
participants viewed stimulus materials on the monitor as if they were reading from a 
computer screen. Its stationary nature requires a typical experiment-like setting, 
which has restricted its usability for social science research (Eghbal-Azar and Widlok, 
2012). So far most studies using such devices have focused on tourist experiences at 
the planning and decision making phase of a trip.

Recently developed mobile eye trackers can extend research into in situ experi-
ences. A mobile device is mounted on the participant’s head, allowing them to move 
around freely and engage in various tasks (Eghbal-Azar and Widlok, 2012). Some 
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examples of mobile devices include the ASL MobileEye, Locarna PT Mini, and 
Tobii Glasses. The availability of these devices makes eye tracking a highly feasible 
methodology for tourist experience research in a field research setting. For instance, 
a participant can wear the Tobii Glasses to a tourist information centre, a theme park, 
a hotel room or a souvenir shop. The participant’s interactions with the setting and 
its components can be captured in full by the eye tracker, enabling a deeper under
standing of how tourists interact with their surroundings while experiencing a tourist 
product. Mobile devices can be expensive and require considerable expertize to oper-
ate. For instance, using one in a natural outdoor setting poses additional difficulties 
for researchers and requires procedures different from the routines for indoor settings 
(Evans et al., 2012). Each eye tracking method has its advantages and disadvantages; 
the choice of the device depends on considerations such as cost, application and 
existing expertize within the research team.

9.2.5  Procedure

Controlled experiments are the primary method employed in eye tracking studies 
(Raschke et al., 2014). However, the method can also be used in research of an explor-
atory nature; for instance, to discover browsing and viewing patterns on a destination 
website. With a table-mounted eye tracker, researchers choose/design the stimulus 
materials in a way that is similar to that for non-eye tracking studies. Stimulus 
materials are then displayed on the eye tracker screen. Participants are taken through 
a calibration procedure where they are required to look at a sequence of visible points 
so the eye tracker can collect and analyse the inherent characteristics of the eyes; 
these are needed to estimate an individuals’ gaze. Once participants’ eyes are calibrated, 
the experiment can commence and eye tracking recording starts (Duchowski, 2007).

9.2.6  Sample size

As in any type of research, the sample size is dictated by the research objective and 
design, planned statistical test and desired outputs. In usability research, the required 
sample size varies from six for qualitative eye tracking (watching gazing replays) to 
39 for eye tracking aiming at generating reliable heat maps, which visually represent 
where participants concentrated their gazes (Pernice and Nielsen, 2009). Eye track-
ing experiments need to consider the number of conditions being tested to determine 
the sample size that would produce results with statistical validity. That said, eye 
tracking research tends to have a small sample size, partly because of the resource and 
logistic challenges it presents. Participant recruitment can be challenging as an eye 
tracking data collection session with a single participant typically last more than 30 
min in addition to participants’ time and cost of travelling to the research laboratory 
(Wang and Sparks, 2014). Due to the small sample size, these studies have relatively 
low statistical power (Wang and Sparks, 2014) and there is a risk that findings may 
be influenced by sampling error (Gegenfurtner et al., 2011).
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9.2.7  Measurement

There is a vast choice of measures available to eye tracking researchers, which 
Holmqvist et al. (2011) group into movement, position, numerosity, latency and dis-
tance measures. However, the eye tracking measures most commonly reported by 
researchers include a limited few related to either fixation or saccade. Fixation refers 
to a scene within the stimulus that a participant’s eyes fixate upon, typically lasting 
around 200–500 millisecond (ms). Fixation is usually an indication of information 
processing or cognitive activities. It is believed that the information from the stimu-
lus is mainly acquired during fixations. Therefore, measures of fixation durations and 
counts (number of fixations) reflect the participant’s attention focus within the 
stimulus, revealing what might be the most dominant scenes within the stimulus. 
In contrast, saccades are the rapid eye movements that occur between fixations. Pat-
terns of saccades reveal the flow of eye gaze or the sequence, in which scenes within 
the stimulus are perceived, reflecting the participant’s spatial attention (Wang and 
Sparks, 2014).

9.2.8  Analysis

Eye trackers commonly come with software suites. The embedded statistical tool can 
calculate a wide range of measures such as fixation durations, fixation counts, time to 
first fixation, and percentage fixated for the entire stimulus or for an area within the 
stimulus of particular interest to the researchers. These measures can also be pro-
duced for one participant or a group of participants. Researchers can also export the 
raw data or filtered data for further analysis in Microsoft Excel, IBM Statistical 
Package for the Social Sciences (SPSS), Matrix Laboratory (MATLAB®) or other 
statistical software packages. In addition, the software suites produce visualizations of 
the eye tracking data including heat maps and gaze plots. The former uses different 
colours to show the different levels of fixations paid to particular visual components. 
The gaze plot shows dots (fixations) and lines (saccades) connecting the fixations. 
Dots are typically numbered to show the order in which they are paid attention to; 
their sizes vary in accordance with the duration of the fixations. These visual illustra-
tions can effectively assist the communication of research findings, particularly in 
oral presentations and to industry practitioners. Qualitative research is also common, 
especially in usability studies where researchers inspect individual participants’ gaze 
plots and scan paths to identify patterns. The drawback of such analysis is that it is 
very time consuming (Pernice and Nielsen, 2009).

9.2.9  Interpretation

Cognitive processes are complex and, so far, research has only been able to ascertain 
some associations between eye movement and cognitive process. For instance, fixa-
tions are typically linked to attention; while, in reading tasks, regressive saccades 
indicate comprehension difficulty. Clusters of fixations can tell us what components 
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of stimulus material participants look at. The durations of fixations offer information 
for understanding whether a participant pays particular attention to a visual element 
within the stimulus. Saccadic patterns depict the order in which visual elements 
within a stimulus are viewed by a participant; this reflects the visual hierarchy of the 
stimulus and the participant’s process of interpretation.

Although eye tracking measures can tell us what participants look at within a 
scene and how they look at the scene, these measures do not explain why participants 
look at the scene in particular ways. Are participants interested in the scene or 
confused by the scene? Similarly, eye tracking does not reveal whether participants 
evaluated the scene positively or negatively. Therefore, interpretations of eye tracking 
measures need to be conducted in the context of data collected in other research 
methods. It is crucial that an eye tracking study is combined with other methods, 
such as interviews, to gain a better understanding of the participants’ experience.

9.2.10  Research questions into customer experience best answered by eye 
tracking method

Eye tracking is an effective tool for experience design, but so far its use in tourism and 
hospitality has been restricted to customer experience in the planning phase of a trip. 
With the increasing availability of mobile eye tracking technologies such as Tobii 
Glasses, eye tracking can greatly assist experience design at the in situ level.

The following are examples of questions that the eye tracking method can assist 
in answering:

●● Tourism marketing is understood as highly emotional and experience based. Is 
visual processing of tourism marketing materials different from that of other 
types of materials?

●● What types of design and content are associated with greater attention, higher 
levels of engagement, positive evaluation, intention to purchase and recall?

●● Are visual attention patterns associated with emotions during on-site 
experience?

●● How do tourists experience a tourist attraction/destination (e.g. which sections/
features of the attraction/destination attract their attention)?

●● Are there differences in the attention patterns between groups of tourists?
●● How does attention pattern vary based on the type of attractions (e.g. high versus 

low arousal attractions)?

9.2.11  Summary of eye tracking method

Eye tracking measures are objective and capable of capturing real-time data about 
visual attention (Wedel and Pieters, 2008). This gives eye tracking an advantage over 
self-report methods such as questionnaires and interviews, which suffer from recall 
bias and other deficiencies. Eye tracking has been used to understand customer 
experience in the trip planning phase, but has great potential for investigations of 
on-site experiences.
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9.3  Experience Sampling Method and Tourist Experience

Individuals undertaking travel and tourism activities will have thousands of micro-
experiences that result in various evaluation outcomes. Every day, tourists attempt to 
make sense of a range of interactive touch points that may involve planning, consum-
ing and evaluating micro- (e.g. day tours) and macro- (e.g. total vacation) tourism 
associated events. The experience sampling method (ESM) can assist researchers in 
getting closer measures of the tourists’ ongoing experience. This method is most 
useful when investigating the in situ experiences of the tourist.

9.3.1  Definition of this method

Experience-based sampling is a research method that takes regular measures of a 
person’s experience over a defined time period. Thus, in tourism research, ESM ena-
bles the researcher to capture a tourist’s momentary experience in the naturally 
occurring environment throughout a specified period of time. As data collected can 
be predominantly quantitative or qualitative, the objectives and philosophy of using 
this approach may vary. Many ESM studies take an a priori positivist approach to the 
data collections. These studies (e.g. Kuppens et al., 2012) are closely based on theo-
retically grounded hypotheses. In contrast, some researchers may prefer a more 
exploratory approach and use an ESM to collect more qualitative diary entries to 
describe events and experiences as they occur. In this chapter, ESM refers to studies 
collecting qualitative and quantitative data on a time-based period with a focus on 
experience data.

9.3.2  Application to tourist experience

The ESM method is beneficial because it overcomes recall or memory bias. To date, 
very few studies in tourism have applied an ESM approach. A recent study by Cutler 
et al. (2014) applied a qualitative ESM method to better understand the journey of 
the Inca Train experience. Similarly, research by Liu et al. (2015a) investigated peo-
ple’s experiences at a food and wine event using a quantitative ESM method. Another 
study, (Lin et al., 2014) used an ESM approach to investigate the change in tourist 
emotions during a holiday.

9.3.3  Conducting the experience sampling method

Conducting an ESM is reasonably complicated and requires a number of considera-
tions to be taken into account before implementing it in a study. This section high-
lights the major issues that need to be considered in the context of tourism experiences. 
Like all good research, the first step is to consider the research questions and under
lying conceptual framework.
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9.3.4  Measurement

First, bear in mind that in ESM the participant will be responding to a set of ques-
tions on multiple occasions over a period of time. As a result, this approach generally 
dictates a smaller number of items that can be measured at each data collection point. 
Normally, researchers use multiple items of a construct to better reflect what it means 
and to argue for a more reliable measure; it can be argued that reliability can be 
achieved in ESM using a within-subject approach. Thus, in ESM a researcher might 
only have one item versus five items that may be used in a larger one-shot survey (see 
Scollon et al., 2009).

9.3.5  Timing

There are several considerations to take into account in relation to timing:

1.	 How many times will the participant be signalled in a day?
2.	 How will they be signalled?
3.	 When responding, what time frame will be used?

It is important to provide a useful time frame; some suggest 30 min and others 
have taken a momentary measure and a scale to measure existence over the last 30 
min (Schimmack, 2003).

As illustrated in Fig. 9.1, in deciding the best approach to adopt, researchers will 
need to determine the exact research question and the context of the study.

Fig. 9.1.  Types of experience sampling method.
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A time-based (interval contingent) approach has the advantage of letting the 
participant know when to expect to receive a signal notifying them it is time to com-
plete the questionnaire. Similarly, if the aim of the study is to investigate a particular 
event, then the event can be used as the signal and the participant will complete the 
questions shortly after the event has taken place. Signalling for data collection on a 
random basis (signal contingent) throughout the time period is appealing but, if the 
data collection context is noisy, then this may not be appropriate.

9.3.6  Instrument

Traditionally, paper and pencil diaries were used to carry out an ESM. However, 
more recent technology advancements have led to personal handheld devices or 
smartphones being widely used. It is also possible to use an online survey software 
such as Qualtrics (www.qualtics.com). Conner (2014) provides an extensive list of 
ESM options for the interested reader to explore further. Our experience (Liu et al., 
2015a) has been with MetricWire (www.metricwire.com), which involves partici-
pants downloading an application to their smartphone. The researcher needs to set up 
an account with MetricWire and then uses a dashboard to set up, invite and monitor 
the study. The use of MetricWire, as well as that of other apps, requires careful 
briefing/training of participants.

9.3.7  Implementation

When implementing a tourism experience study using ESM there is a need for a 
high level of commitment from participants, as the task is reasonably onerous. The 
use of participant payment or incentives is quite common. An advantage of using an 
app such as MetricWire allows the researcher to monitor the participant’s progress in 
real time and send reminders via email or SMS. A sampling period of a number of 
days or number of events needs to be predetermined, as does the number of times per 
day for the set period.

Figure 9.2 demonstrates how a study measuring emotional responses and cogni-
tive appraisals during a day can be measured, including an overall end of day measure. 
This process could be undertaken for a designated period of time such as 5 days.

9.3.8  Analysing ESM

Hektner et al. (2007) suggest various ways to analyse ESM data. Most frequently 
these data are analysed at the response level (each data collection interval). This 
would mean the focus of the analysis is on the activity occurring when the sample is 
taken. For example, this could be all tourists who are checking into a hotel or all tour-
ists who are engaging in tourist activity, for instance at a restaurant, theme park or 
nature reserve. Alternatively, it is possible to analyse data at a personal level, identify-
ing patterns associated with the selected sample. If the data set is sufficiently large 
then multilevel data analysis could be undertaken. However, it is beyond the scope of 
this chapter to review this statistical approach.

http://www.qualtics.com
http://www.metricwire.com


	 Innovative Approaches to Researching Consumer Experience� 145

Fig. 9.2.  Graphic representation of a possible experience sampling method schedule. Adapted 
from Dimotakis et al. (2013).

Finally, in considering the analyses of the data, Hektner et al. (2007) argue that 
there is no one correct way to analyse ESM data, and recommend using basic statis-
tics at the response and/or personal level. Furthermore, they argue for presenting 
useful case level data to fully understand the experiences people report upon in the 
sample period. In tourism-related literature, we found examples of ESM data being 
analysed using content analysis for qualitative data; and correlations, regression and 
repeated measure ANOVA for quantitative data.

9.3.9  Research questions into customer experience best answered by this method

The research questions that rely on gaining insight at the in situ level are clearly the 
most suitable for this method. The possibilities are wide and dependent on what 
theoretical questions are proposed. However, here are some sample questions that 
could benefit from an ESM approach:

●● What tourist experiences are associated with positive moods, emotions and 
satisfaction?
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●● Does having a companion enhance tourist experiences?

            

               

               

               

Time sampled in 1 day: emotional response and cognitive
appraisal

Time 1                                 Time 2                               Time 3

Three emotions            Three emotions                 Three emotions

Appraisals                         Appraisals                        Appraisals

11.00                                  12.30                                    14.00

End-of-day (assessment
and satisfaction)

Overall satisfaction

20.00        

Recom
m

end-
ations

Repeat
intentions

1.5 h blocks of time during which participants will be alerted to complete the surveys

Fixed time for survey signal, and participants start the survey after the signal

Hypothesized within individual e�ects across the day



146	 Ying Wang et al.

9.3.10  Summary conclusion for ESM

ESM offers the researcher a chance to investigate more momentary-level tourist 
experiences in the field. However, the method is time and resource heavy so it is 
important to be sure the approach will yield answers to the research questions pro-
posed. Research by Cutler et al. (2014) and Liu et al. (2015a) demonstrate that ESM 
is a valuable method for monitoring and investigating the journey of tourists and 
event attendees.

9.4  Photo Elicitation and Tourist Experience

Photography and tourism are widely considered to be intrinsically linked (Garrod, 
2009). Taking photos is an inherent part of tourist activity, since tourists use it to 
record their memorable experiences during travel. As stated by Cederholm (2004), 
photos help tourists remember the thoughts and emotions they had when they took 
the pictures. Therefore, a number of researchers (e.g. Matteucci, 2013; Balomenou 
and Garrod, 2014) have argued for the use of photos as a fun, creative and innovative 
research method, which can be used to obtain a better understanding of the momen-
tary occurrences that add to tourist experience.

9.4.1  Definition of this method

Photo elicitation (PE) is a visual research technique and entails using photos as 
stimulus material for aiding recall and/or encouraging reflection and response from 
participants (Harper, 1986; Hurworth, 2003). The advantages of introducing photos 
into the research setting have been well documented in many studies. For instance, 
photos provide the opportunity to explore respondents’ social and personal meanings 
as well as values by their response to images (Pink, 2013; Tinkler, 2013). Importantly, 
Scarles (2011) argues that the interest of this type of approach lies not only in the 
visuals themselves, but how the visuals can be combined with other techniques, such 
as interviewing and surveys, as a means of furthering communication and opportuni-
ties for respondents to express and explore experiences of particular research 
phenomena.

9.4.2  Application to tourist experience

Early tourism studies have been undertaken by making use of visual materials 
collected in holiday brochures (Pritchard, 2001; Scarles, 2004), postcards (Albers and 
James, 1988; Markwick, 2001) or other tourism marketing tools. In recent years, 
more studies have employed images that have been produced either by respondents 
or by researchers in the tourism context. For instance, Matteucci (2013) explored 
tourist experiences by using images collected by the researcher. By applying the photo 
elicitation technique, Andersson et al. (2015) investigated how photos communicate 
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messages to food lovers’ preferences for travel experiences. Smith et al. (2015) exam-
ined the evolution of images taken throughout the trip by inviting participants to 
use smartphones to record images and their associated perceptions. Liu et al. (2014, 
2015b) employed photo elicitation to investigate tourism and food events, finding 
the method provided rich visual and narrative data for more holistic and in situ 
insight into customer experience. The focus of photo elicitation for this chapter is 
on participant-generated images as a way to gain insight into the experience of the 
customer.

9.4.3  Conducting the photo elicitation method

Like any research method, the use of PE requires careful consideration of a number 
of key research decisions, including device selection, extent of instructions, ethical 
consideration and sample size.

9.4.4  Device selection

The access to a device (single-use camera, digital camera, smartphone, tablet) is 
required as part of the equipment for PE. Traditionally PE studies have relied on 
single-use camera or digital camera. However, recent technological advances have 
meant that smartphones are equipped with cameras that are of good quality and easy 
to use. Importantly, the adoption of smartphones is widespread, meaning that most 
adults have a device that can be used to take photos. Liu et al. (2014) found that 
smartphone cameras for data collection were superior to single-use camera in several 
respects: (i) it is relatively easy for participants to take as many pictures as they want 
by using a smartphone; (ii) participants can check the quality of pictures at the time; 
and (iii) smartphone users can easily share pictures with the researcher by email, 
Multimedia Messaging Service (MMS) or any mobile message application such as 
WhatsApp, Wechat or FB messenger (instant messaging apps), which can save a lot 
of time and money.

9.4.5  Extent of instructions

Another important decision in PE studies is the extent of instructions given to 
participants (e.g. Scarles, 2011). PE studies provide opportunities for participants 
to produce their own images and this can be influenced by specific requests from 
researchers (i.e. number of photos, content of photos, photographing within a par-
ticular time frame). Therefore, researchers have to decide how detailed and structured 
the requests should be (Scarles, 2011). Tinkler (2013) advises that the choice of 
approach will largely depend on the research questions to be answered and the 
researcher’s philosophical approach. Liu et al. (2014) found that participants required 
at least a minimal level of structured instructions in order to go forward and complete 
the research project.
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9.4.6  Ethical consideration

PE studies often ask the participant to take photos as recordings of their experiences 
and so may be subject to certain sensitivities. Therefore, ethical requirements for this 
type of study need to be taken into consideration (e.g. Epstein et al., 2008; Prosser 
et al., 2008). Careful consideration of ethical issues prior to commencing data collec-
tion is necessary to prevent any issues arising over the use of images in a research 
context. The main ethical consideration for tourism researchers wishing to adopt PE 
is likely to be around the issue of privacy. Options include instructing participants on 
care when photographing, signing over the image copyright and agreement to con-
ceal the identity of any people in the photo (e.g. blur out the face).

9.4.7  Sample size

PE studies normally end up with a small sample size (e.g. Pullman and Robson, 
2007) because of the significant time required by participants to engage in the pho-
tography of everyday life and specific experiences, the logistics of recruiting and 
briefing people for the study and the desire to conduct follow-up interviews. Further-
more, participants in PE studies submit several photos, meaning that data analysis 
can be quite time consuming. For instance, 20 respondents can easily generate in 
excess of 200 images to be analysed. Additionally, using the photos as an elicitation 
technique in follow-up interviews will also make it difficult to employ large samples, 
unless the research has a large budget.

9.4.8  Analysing photo elicitation data

The analysis of PE data normally involves four steps: (i) analysis of photos; (ii) analy-
sis of narratives (written or interview data); (iii) analysis of any associated quantita-
tive data; and (iv) synthesis of data.

9.4.9  Analysis of photos

Chambers (2012) suggests that data derived from graphic sources are subjective and 
can be analysed using a wide range of techniques. Basically, the analysis starts with a 
content analysis of the collected images, based on the dominant foreground focus of 
each image. This approach is quite similar to the analysis of verbal data drawn from 
open-ended questions, interviews or focus groups (Pullman and Robson, 2007). By 
coding images, the researcher derives of a set of descriptive labels or categories for the 
images. This provides an overview of the photos taken by participants and what sub-
jects are important to the sample.
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9.4.10  Analysis of narratives (written or interview data)

A researcher’s interpretation of a chosen photo has limitations, as only the photog-
rapher can explain the meaning behind the photo and the reasons why she or he took 
it (Pullman and Robson, 2007). This relies on the narratives written by the respond-
ent to elaborate on the meaning of the photo, as a way to gain insight into how 
people construct their experiences. Therefore, the second step of data analysis is 
reviewing the narratives for significant phrases or sentences and applying an open 
coding process using the comments of each participant that pertain to their 
experiences.

9.4.11  Analysis of associated quantitative data

Pullman and Robson (2007) suggest that, provided sample sizes are sufficient, the 
photographic data collection – accompanied by a few basic quantitative survey ques-
tions – can allow the researcher to relate measures of process evaluations, overall 
satisfaction and loyalty to the photographic content analysis. Using this approach, 
researchers can determine whether the frequency of certain visual images is signifi-
cantly related to overall outcome measures, such as satisfaction and loyalty.

9.4.12  Synthesis of data

In the last step, analyses of images, narratives about each image and any associated 
quantitative data are combined to gain a better understanding of tourists’ momentary 
experiences that are represented in the photos. This is a reliable technique for captur-
ing tourists’ in situ, lived experiences, as it stimulates deep reflection and produces 
rich data. The use of photos forms a bridge between experience and recall and has the 
potential to create an enjoyable experience for participants (Liu et al., 2014).

9.4.13  Research questions into customer experience best answered by photo 
elicitation

Some example questions that could benefit from the PE approach include:
●● What object(s) make a significant impression on tourists?
●● What types of meaning do tourists assign to visual images?
●● How can images be related to other quantitative measures such as overall satis-

faction with the experience or intention to return?
●● What can we learn through the analysis of photos that would not have been 

revealed through other methods?
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9.4.14  Summary conclusion for photo elicitation

PE provides a creative and innovative research approach to investigate tourist experi-
ence from the holistic perspective. It can inform us, in the participant’s own voice, of 
what they are doing, thinking and feeling, and how they are perceiving their social 
and physical environment, which a numerical table or stand-alone interview could 
not. More importantly, this approach demonstrates that taking a photo in the moment, 
and using a mobile method to capture experiences, enables people to record all sorts 
of experiences, furthering our understanding of the dynamic nature of experience.

9.5  Conclusion

Customer experience research in the tourism and hospitality domains has relied pri-
marily on traditional methods of data collection such as interviews, questionnaires 
and surveys, and observation methods. These methods offer low-cost options as a 
means of collecting data and understanding tourist experience. However, they cannot 
capture experiences accurately as they suffer from various biases such as recall diffi-
culties and social desirability bias. This chapter provides an overview of three innova-
tive methods for customer experience research: (i) eye tracking; (ii) experience-based 
sampling; and (iii) PE. For each method we present the definition, application to 
tourism experiences and the key issues to consider in the implementation of the 
method. Table 9.1 offers a quick comparison of the three methods in terms of their 
applicability to various research situations.

Eye tracking generates invaluable insights into the cognitive processes of tourists 
and can be used to optimize performance of tourism advertising and experience 

Table 9.1.  Comparison of methods.

Method

Applicability 
to experience 

research Considerations in implementation

Tr
ip

 p
la

nn
in

g 
an

d 
pu

rc
ha

se
 e

xp
er

ie
nc

e

In
 si

tu
 e

xp
er

ie
nc

es

Po
st

-t
ri

p 
re

fle
ct

iv
e 

ex
pe

ri
en

ce
s

Co
st

Sp
ec

ia
lis

t 
eq

ui
pm

en
t

Sa
m

pl
e 

si
ze

Ke
y 

ad
va

nt
ag

es

Eye tracking ✓✓✓ ✓ High ✓✓✓ Small Capture real-time 
objective attentional data

Experience 
sampling

✓ ✓✓✓ Medium 
to high

✓ Small to 
medium

Document changes in 
feeling and emotion

Photo 
elicitation

✓ ✓✓✓ Medium 
to high

✓ Small Aid recall and reflection

✓ = some applicability; ✓✓✓ = high level of applicability



	 Innovative Approaches to Researching Consumer Experience� 151

delivery. However, eye tracking also requires specialist equipment and expertize. 
Experience-based sampling enables tourists’ momentary experiences to be captured in 
the naturally occurring environment, throughout a specified period of time. PE offers 
an opportunity to capture the dynamics of tourist experience by using photos to elicit 
recall of the experience and encourage reflection of meaningful moments and events. 
This chapter identifies areas of research that would benefit from these methods.

The methods described here allow tourism researchers to better probe into com-
plex customer experiences by capturing experiences at the time they take place and by 
encouraging recall and reflection. Given the limited space, this chapter cannot include 
all innovative methods, but we would like to acknowledge that approaches such 
as psychophysiological analysis (e.g. electro-dermal measures, vascular measures) are 
also exciting methodological avenues for future customer experience research (Kim 
and Fesenmaier, 2014; Li et al., 2014).
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10.1  Introduction

Tourism is at the forefront of the experience economy; as it ‘primarily sells a “staged” 
experience . . . tourism’s central productive activity [is] the creation of the touristic 
experience’ (Sternberg, 1997, pp. 952, 954). Most existing tourist experience research 
is focused on a particular site (Stokowski, 2002), such as a museum or hotel, or is 
related to a particular activity held in an outdoor location, such as snow skiing (Konu 
et al., 2011), surfing (Ponting, 2009), or an event or festival (Emma and Per Olof, 
2012). A destination, however, is regarded as the combination of a critical mass of 
interrelated and diverse elements or places (Gunn and Var, 2002), such as ‘stores, 
museums, cities, sporting arenas, shopping centres, neighbourhood parks and well-
known tourist attractions’ (O’Dell, 2005, p. 15). Thus, tourist experiences in a destina-
tion may be expected to be more complex than those in a single geographical site.

It is notable that tourists visiting the same destination may have different experi-
ences and obtain different outcomes. Actually, what tourists buy in their experiential 
consumption are not goods or services but the benefits and experiences that goods 
and services provide for them (Campbell, 1995); a shift from a focus on internal 
performance to a focus on external consequences is therefore required (Zehrer, 2009). 
The exploration of the emotional, symbolic and transformational significance of the 
experience for the individual tourist involved (i.e. customer value) has attracted 
growing attention from academics and practitioners (e.g. Duman and Mattila, 2005). 
Customer value is demonstrated as a multidimensional construct (e.g. Petrick, 2002). 
However, these various ‘individual dimensions are understood [only] as being inde-
pendent of each other and as contributing different perceived benefits in specific situ-
ations’ (Graf and Maas, 2008, p. 8). In this case, no previous research has intentionally 
examined whether there are any links between the different types of customer value 
and how they link together. This study identifies tourists’ perceptions of value from 
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their visit to Zhouzhuang, China. It aims to explore how the different types of value 
that tourists perceived during their experience in a destination are related.

10.2  Literature Review

10.2.1  Definition of customer value

There has been no consistent definition of customer value to date (Wang et al., 2004), 
due to multiple influences from various fields. A fundamental base for the contempo-
rary concept of customer value was developed by Zeithaml (1988). She constructed a 
means-end model and defined customer value as a bidirectional trade-off involving 
‘the consumer’s overall assessment of the utility of a product based on perceptions of 
what is received and what is given’ (p. 14). She further suggested that situational or 
contextual factors affect customer value, subject to the influence of a consumer’s 
reference frame. Zeithaml’s (1988) ‘give’ versus ‘get’ definition leads to interest in the 
composite nature of customer value, and was further extended to include what 
customers get (benefits, quality, worth, utility) from the purchase and use of a product 
versus what they pay (price, costs, sacrifices), resulting in an attitude toward the 
product, and even an emotional bond with a product (Butz and Goodstein, 1996).

With the research shift from the ‘world of products’ to the ‘world of experience’, 
hedonic values of consumer experience receive equal if not more attention than utili-
tarian values (e.g. Babin and Attaway, 2000; Chiu et al., 2005). A customer-centred 
perspective is thus discussed, which develops and identifies consumers’ needs and 
desires dimensions sought through their purchase of goods, services or experiences. 
For example Holbrook, considering customers’ needs and desires, abstractly defined 
customer value as: ‘an interactive relativistic preference experience’ (1994, p.  27). 
Woodruff (1997, p. 142) incorporated both desired and received value, defining cus-
tomer value as ‘a customer’s perceived preference for and evaluation of those product 
attributes, attribute performances, and consequences arising from use that facilitates 
(or blocks) achieving the customer’s goals and purposes in use situations’.

Woodruff ’s (1997) definition embodies cognitive tasks (preference for and eval-
uation of ), and levels of assessment criteria (attributes, consequences and desired end 
states). It implies that customers’ value judgments are subject- and context-specific, 
determined within the constraints of a particular use situation rather than of product 
attributes, and emphasizes those derived from customers’ learned perceptions, prefer-
ences and evaluation.

Customers, in the traditional goods-dominant logic of marketing, are passive, 
because they can only cognitively and rationally perceive the delivered value of the 
goods or service. However, from a customer-centred perspective, there are different 
views of the roles of supplier and receiver in the value creation process. Vargo and 
Lusch (2004) considered that value was something perceived and evaluated at the 
time of consumption. Similarly, Grönroos (2000) stated that:

Value for customers is created throughout the relationship by the customer, partly in 
interactions between the customer and the supplier or service provider. The focus is not 
on the products but on the customers’ value-creating processes where value emerges.

(pp. 24–25)
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For customers, goods and service are no longer merely considered as categories 
of marketing offerings (Heinonen and Strandvik, 2009), but as perspectives on value 
creation. In other words, only when a customer is using a goods, receiving a service or 
involved in an experience is it possible for the value of goods, service or experience to 
be realized or evaluated by a customer (Heinonen and Strandvik, 2009, p. 33). Value 
is not created by goods makers and service providers in their planning, designing and 
production processes, but by customers themselves in their value-creating processes 
based on the resources created by suppliers (Grönroos, 2006). Sandström et al. (2008) 
related value to the entire experience, and defined it as ‘the individual judgment of the 
sum total of all the functional and emotional experience outcomes’ (p. 120). Thus, 
value is individual to every customer who has become an active value co-creator 
(Vargo and Lusch, 2004).

10.2.2  Typology of customer value

Due to the complexity of the customer value construct, many researchers sought to 
understand the categories or dimensions on which customers’ assessments are made, 
using these to create a typology (see Table 10.1). This work developed rapidly in the 
1990s; but more than four decades ago, an axiological model of the value realm pro-
posed by Hartman (1967) dominated. It included extrinsic value reflecting the utili-
tarian or instrumental use of a particular service as a means to a specific end; intrinsic 
value representing the emotional appreciation of consumption, and systemic value 
referring to the rational or logical aspects of the inherent relationships among con-
cepts in their systematic interaction (Sánchez-Fernández and Iniesta-Bonillo, 2007). 
This three-dimensional structure of value was adapted by Mattsson (1991) into three 
value dimensions: emotional, practical and logical. In the same year, Sheth et  al. 
(1991b) wrote that consumer choice is a function of multiple consumption values, 
which are independent and make differential contributions in different contexts.

The multidimensional structure approach to value provided a new direction for 
subsequent studies (e.g. Wang et  al., 2004). For example, Holbrook’s (1994) eight 
types of customer value are based on three underlying dimensions: (i) extrinsic/
intrinsic value; (ii) self-oriented/other-oriented value; and (iii) active/reactive value. 
Although Woodall’s (2003) five primary forms of customer value are regarded as the 
most comprehensive of previous works, there is considerable overlap in the categories, 
in that the same benefits appear under different headings (Smith and Colgate, 2007).

Almost all studies examined seek to understand customer value from a customer 
perspective. Differently, Smith and Colgate (2007) adopted a strategic marketing 
orientation and distinguished four major types of customer value that can be created 
by organizations:

1.	 Functional/instrumental value: concerned with the extent to which a goods or 
service has desired characteristics, is useful or performs a desired function.
2.	 Experiential/hedonic value: concerned with the extent to which a goods or ser-
vice creates appropriate experiences, feelings and emotions for the customer.
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Table 10.1.  Reviews of typology of customer value.

Authors (year)
Number of 
categories Typology of value

Hartman (1967, 1973) 3 Extrinsic value; intrinsic value; systemic value

Park et al. (1986) 3 Functional value; symbolic value; experiential value

Mattsson (1991) 3 Emotional value; practical value; logical value

Sheth et al. (1991a) 5 Functional value; social value; emotional value; 
epistemic value; conditional value

Holbrook (1994) 8 Self-oriented: efficiency; play; excellence; aesthetics;
Other-oriented: politics; esteem; morality; spirituality

Sweeney et al. (1996) 3 Functional value; social value; emotional value

Williams and Soutar (2000) 4 Functional value; social value; emotional value; 
epistemic value

Parasuraman and Grewal 
(2000)

4 Acquisition value; transaction value; in-use value; 
redemption value

Mathwick et al. (2001) 4 Playfulness; aesthetics; consumer return on 
investment; service excellence

Sweeney and Soutar (2001) 4 Emotional value; quality/performance value; social 
value; price/value for money

Woodall (2003) 5 Net customer value; derived customer value; 
marketing customer value; sale customer value; 
rational customer value

Ulaga (2003) 8 Product quality; delivery; time to market; direct 
product costs (price); process costs; personal 
interaction; supplier know-how; service support

Wang et al. (2004) 4 Functional value; social value; emotional value; 
perceived sacrifices

Khalifa (2004) 3 Customer value in exchange; customer value build-
up; customer value dynamics

Lindgreen and Wynstra (2005) 2 Value of goods and services; value of buyer-seller 
relationship

Pura (2005) 6 Monetary value; convenience value; social value; 
emotional value; conditional value; epistemic value

Sánchez et al. (2006) 6 Social value to the consumer; functional value 
of product’s price; functional value of product; 
functional value of establishment; functional value 
of personnel; emotional value to consumer

Smith and Colgate (2007) 4 Functional/instrumental value; experiential/hedonic 
value; symbolic/expressive value; cost/sacrifice value

Sánchez-Fernández et al. 
(2009)

4 Economic value; social value; hedonic value; 
altruistic value



158	 Lihua Gao et al.

3.	 Symbolic/expressive value: concerned with the extent to which customers attach 
or associate psychological meaning to a product.
4.	 Cost/sacrifice value: concerned with the transaction costs.

Smith and Colgate’s (2007) typology was developed and constructed by ‘drawing 
on, integrating and extending previous conceptual foundations’ (p. 10), and is appli-
cable not only to business contexts, but also to consumer contexts. More importantly, 
it is a useful tool for managers to specify and illustrate value creation strategies, iden-
tify opportunities for new value creation propositions and suggest enhancements to 
the value propositions of existing goods or services.

It should be noted that no matter which typology is proposed, their proposers 
and the following researchers seemed to tacitly accept Sheth et al.’s (1991a) sugges-
tion that the dimensions of value are independent as they ‘relate additively and con-
tribute incrementally to choice’ (p. 12). However, Sweeney and Soutar (2001) argued 
that value dimensions may not be independent because the hedonic and utilitarian 
components of attitude are suggested to be related in some prior research (e.g. 
Osgood et  al. 1957). Unfortunately, no study has provided evidence to support it. 
Therefore, this research aims to identify the linkage between different dimensions of 
customer value perceived in an experience. Moreover, experiences are indicated to be 
shaped by customers but induced by the contexts designed or offered by managers; in 
other words, customers’ experiences are related to the offerings. Both customer and 
manager perspectives are required for the research into an experience. Considering its 
strategic marketing orientation, Smith and Colgate’s four types of customer value are 
adopted for this research focusing on customer value of an experience.

10.3  Methodology

Due to the scant theoretical insight into how the different types of value perceived in 
an experience relate to others, a case study and qualitative methodology were consid-
ered appropriate for gaining in-depth and rich data, as ‘measuring customer value is 
rooted in the use of qualitative data-gathering techniques’ (Woodruff and Gardial, 
1996, p. 158). The ancient Chinese water town of Zhouzhuang, one of the world’s 
top ten most beautiful towns (Gerrie, 2012), was selected as the case study, as it 
provides a rich historical and cultural experience for visitors. An introduction to 
Zhouzhuang and the data collection process have been detailed in Chapter 13, so are 
not repeated here.

After transcription, data from the interviews (whose code numbers start with 
‘IP’) were analysed using content analysis procedures supported by qualitative data 
analysis software NVivo 9.2. Smith and Colgate’s (2007) coding scheme, which 
allows summed scales of customer value to be created, was employed for content 
analysis. ‘Customer value is a customer’s perceived preference for and evaluation of 
those product attributes, attribute performances, and consequences’ (Smith and 
Colgate, 2007, p. 142). Each type of value was further identified by its value sources 
(i.e. the type of tourist-perceived attributes) to identify the linkage between different 
types of customer value. For convenience, this study adopted four types of experience 
attributes indicated in Chapter 13: atmosphere, interaction, memorabilia and service. 
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Therefore, both a value type (e.g. ‘experiential value’) and a type of attribute (e.g. 
‘atmosphere’) were simultaneously coded and labelled.

In analysing the transcripts, it was noted that different types of value were often 
associated by tourists in the same sentence. For example, the comment: ‘I enjoyed the 
moment when I took a boat and the boat-lady sang for me, because it made me feel 
that I was exactly in the picturesque atmosphere of “small bridge, flowing water, and 
residents” and fully integrated into the easy local life’ (TP21) was coded as ‘symbolic 
value of service’ (‘SV-S’), ‘experiential value of interaction’ (‘EV-I’) and ‘experiential 
value of theme’ (‘EV-T’), as shown in Fig. 10.1.

NVivo 9.2 was used to create tables of code co-occurrences, which ‘enables the 
analyst to compute associations but also serves as an entry to contingency analysis’ 
(Krippendorff, 2004, pp. 268–269). Furthermore, ‘the frequency of co-occurrence of 
two concepts . . . indicate[s] the strength of associations between those concepts 
in  the minds of the members’ (Krippendorff, 2004, p.  59); therefore this research 
conducted a quantitative analyses of the coded data (i.e. a count of co-occurrences, 
especially their frequency of appearance) (Huberman and Miles, 1994). It ‘help[s] 
to reduce the data and may make data more accessible’ (Henderson, 2006, p. 167), 
and has been used in previous descriptive research (Bonet and Paché, 2005; Richards, 
2009).

10.4  Findings and Discussion

When tourists gave their perceptions of an attribute, they usually mentioned not only 
attributes in other groups, but also their different evaluations for those attributes in 
their reasoning. Figure 10.1 shows that: (i) TP21 assessed both interaction attributes 
(labelled ‘I’) and theme attributes (labelled ‘T’) with experiential value (i.e. EV-I and 
EV-T, respectively). It indicates that different types of attributes can be evaluated 
with the same type of value; and (ii) the reason TP21 assessed the attribute of ‘inter-
action with boat-ladies’ as having experiential value (i.e. EV-I) was not because of 
‘boating’ (a service attribute, labelled ‘S’) and the two theme attributes he perceived, 

Fig. 10.1.  Example of the co-occurrence of attribute types and value types.
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Table 10.2.  Node matrices of the linkage between different types of customer value.

Functional value Experiential value Symbolic value Cost value

T A I M S T A I M S T A I M S T A I M S

– – – – – – – – – – – – – – – – – – – T Functional value

2 – 14 17 22 15 – – – 6 – – 3 – – – – 1 A

– 114* 40 92 25 – – 1 8 – – 29 – – 5 – 3 I

88 27 19 21 96 – – 2 – 96 – – – – 9 – M

260* 405* 127 88 – 5 45 – 81 188* – 1 8 12 34 S

420* 112* 20 – 16 88 1 27 164* – 1 2 1 9 T Experiential value

177* 17 – 18 110* 5 19 166* – 4 2 1 13 A

17 – 2 53 13 19 47 – 1 2 – 8 I

– – 1 – 89 – – – – 10 1 M

– – – – – – – – – – S

13 – – 3 – – – – – T Sym
bolic value

8 2 39 – – – – 2 A

– – – – – – – I

– – – – 7 1 M

– – 1 – 10 S

– – – – T

Cost value

– – 2 A

– 6 I

5 M

S

The numbers in each cell indicate the co-occurrence frequency from a matrix coding query in NVivo. T = theme attributes; A = atmosphere attributes; I = interaction attributes; M = memorabilia attributes; S = service attributes. 
– denotes the number of co-occurrence is 0. The bold numbers with * are cells with more than 100 co-occurrences; the bold numbers without * are more than 50 and less than 100 occurrences.
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but the value he evaluated with those attributes; that is, the symbolic value of service 
(labelled ‘SV-S’), and experiential value of theme (labelled ‘EV-T’). The linkage 
between EV-I and EV-T indicates that the linkage between attributes may lead to 
linkage between tourists’ perception of them; while linkage between EV-I and SV-S 
indicates that one type of value may link to others. The findings are, therefore, organ-
ized into two major sections. The matrices of the linkage between tourists’ different 
perception of value in Zhouzhuang is given in Table 10.2. The details of each set of 
customer value links are discussed in the following section (10.4.1).

10.4.1  Linkage between attributes

Linkage between attributes may lead to linkage between tourists’ perception of them. 
Many tourists often started their descriptions with concerns about the extent to 
which the attributes were useful or performed a desired function for them; that is, 
provided functional value. Interaction, memorabilia, service and some atmosphere 
attributes were evaluated as having functional value by tourists. This is because many 
tourists described their experiences in terms of the daily lived activities they partici-
pated in, and frequently mentioned activities that were directly related to their 
received services. This enabled more interaction with other people, encouraged pur-
chase of memorabilia and contributed to experiencing themes. It may be the reason 
why function value of service is frequently linked to that of interaction (114 
co-occurrences) and memorabilia (88 co-occurrences), as shown in Table 10.1.

During their descriptions, they commonly provided the function of those ser-
vices as well as the reasons whether – and why – they found them of use, for example: 
‘The inside facilities of my room were simple, but the inn was close to a river and I 
could see the night view of the whole town through the window’ (TP37).

Tourists also referred to disappointment or dissatisfaction in their experience of 
Zhouzhuang. These complaints focused on the services provided, especially defective 
facilities such as poor signage, the lack of lighting at night and no idea of activities in 
which to participate. In addition, tourists’ comments often referred to disappoint-
ment resulting from the impacts of humans on the quality of the physical environ-
ment. The most frequently mentioned and exact word they used was ‘商业化’ (literally 
‘commercialization’), mainly referring to the many shops in the town, because it was 
‘hard to experience the charm of this water town’ (TP48). Moreover, water quality 
was also of concern for some tourists, because ‘water is such an important factor for a 
water town’ (TP04).

Many tourists had anticipated that there might be lots of other tourists because 
‘Zhouzhuang is a famous tourist destination in China’ (TP08). This led to positive 
interaction with other tourists. Tourists received information from their observations 
of other tourists’ behaviours, such as eating local cuisine (TP04) and participating in 
the folk ceremony (TP04); and also in sharing services with other tourists, such as 
tour guides (TP54), entertainment (TP27) and taking boats (TP36). The number of 
tourists was, however, sometimes larger and worse than their expectations. This was 
especially noted during the daytime, evidenced by tourists’ frequent mentions of ‘lots 
of tourists’. As a result, they complained: ‘There is nothing to see except for tourists, 
even in the photographs I took’ (TP41).
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Experiential value was widely perceived by tourists in their experience of 
Zhouzhuang. Table 10.1 shows that experiential value of theme is frequently linked 
to that of atmosphere (420 co-occurrences) and interaction (112 co-occurrences), 
while experiential value of atmosphere is often linked to that of interaction (177 co-
occurrences). This may be because:

1.	 Epistemic value relating to knowledge, novelty and fantasy was experienced by 
first-time visitors to Zhouzhuang, who especially noted the atmospheric attributes. 
Although some tourists interviewed were disappointed with the commercialization of 
the physical environment, many of them still said they felt the town was generally 
authentic, evidenced by the frequently used and exact term ‘原生态’ (literally ‘origi-
nal’). One reason for this was because the real and authentic town, especially the well-
preserved ancient residential houses and elegant water views, matched what they had 
known or imagined about the town. Another reason was because of the local residents. 
On one hand the normal, ordinary lives of all local residents interested and attracted 
many tourists so that they were commonly regarded as part of the cultural background 
and of authentic local traditions and customs. On the other hand, many residents were 
involved in many adapted cultural activities to ‘naturally’ perform their skills for tour-
ists, so that a sense of authenticity was added into the designed activities.
2.	 Sensory value, such as atmosphere and memorabilia, was perceived by the tourists’ 
five senses. Many tourists were generous with their compliments, commonly using 
evaluative words such as ‘beautiful scenery’, ‘good taste’ and ‘representative melody’, 
especially relating to what they had seen. Emotional value, such as fun, nostalgia and 
euphoria, usually resulted when tourists were deeply engaged in an activity. Among 
the various emotional responses, relaxation was a common one frequently perceived 
by many of them. The words generally used were ‘悠闲’, ‘安逸’, ‘轻松’, ‘放松’ (literally, 
‘leisurely’, ‘easeful’, ‘relaxed’, ‘comfortable’). Many tourists ‘envied’ locals and sought 
to be a ‘local’ by involving themselves in many activities related to local cultural or 
traditions, precisely because of the perceived emotional responses from local life. 
Therefore some attributes, especially service attributes, were attached with condi-
tional meaning (discussed further in the next section).
3.	 Many tourists perceived some negative emotional value, mainly concentrated on 
two facets: one was their ‘surprise’ at the commercialization, especially that there were 
too many ‘shops’ in the town; the other was their ‘annoyance’ at ‘lots of tourists’. Their 
common explanations for their negative emotions were that too many shops and lots 
of tourists ‘did not match the image of a water town in my mind’ (TP39), or ‘damaged 
the original atmosphere of the town’ (TP54).
4.	 Social-relational value was derived from interactions between tourists and other 
people, not only the personnel of the Zhouzhuang Tourism Development Corpora-
tion Ltd (ZTDC), but also between local residents and other tourists during their 
experience in Zhouzhuang (and especially during the activities in which they partici-
pated). The social relationships between them were facilitated through these interac-
tions, as illustrated by the following: ‘I like folk music . . . I chatted with the owner of 
a music store who told me that there were some art-loving residents who had similar 
interests to me’ (TP42).

Analysis of the interviews also shows that tourists associated many attributes 
with symbolic value. Interestingly, there are few linkages between the symbolic values 
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of different attribute types. This may be explained, however, since symbolic value is 
the tourists’ psychological meaning attached to some specific attributes, rather than 
every attribute they perceive.

Almost all tourists commented on the transaction cost of their experience in 
Zhouzhuang, mainly focusing on the money it cost and the time they spent. Table 
10.1 demonstrates that participants’ assessments of cost value were mainly derived 
from the service and memorabilia attributes. Furthermore, cost value of atmosphere, 
interaction and memorabilia are all and only linked to that of service. The reason for 
this is that major activities that tourists paid for and participated in were directly 
related to the services provided. For example, some tourists discussed positive inter-
action with other tourists; that is, they shared services such as tour guides, entertain-
ment and boating (e.g. TP27, TP54), while some attributed non-participation in 
some activities to the price (e.g. TP12, TP19).

10.4.2  Linkage between different types of value

Connections between experiential value and functional value

The functional value of service is an especially important connection. Table 10.1 
illustrates that experiential value of theme, atmosphere, interaction and memorabilia 
all have many linkages with functional value of service (260, 405, 127 and 88 co-
occurrences, respectively). Simultaneously, experiential value of atmosphere and 
memorabilia are commonly linked to functional value of interaction and memorabilia 
(92 and 96 co-occurrences, respectively). Given that tourists’ descriptions often 
started with concerns about the extent to which the attributes were useful or per-
formed a desired function for them, those connections may mean that tourists usually 
assess the attributes with experiential value based on the function provided by other 
attributes, especially service. Thus, ‘lantern’ is evaluated on the service of ‘lighting’, 
‘folk songs’ on ‘entertainment’ and ‘local delicacies & snacks’ on ‘catering’.

Linkages between symbolic value and other types of value

These are concentrated on the columns of atmosphere, memorabilia and service in 
Table 10.1. The symbolic value of atmosphere has many linkages with experiential 
value of theme, atmosphere and interaction (88, 110 and 53 co-occurrences, respec-
tively). In other words, the symbolic value of atmosphere usually links to experiential 
value. This may be explained by: (i) all tourists being first-time visitors, and attributes 
perceived as a ‘first time experience’ also appealed to their self-concept. For example, 
some tourists expressed satisfaction with their ‘achievement of travel wishes’ (e.g. 
TP40), ‘see the real town’ after comparing what they had seen in paintings or pictures 
of the town (e.g. TP21) or even with their ‘imagination’ (e.g. TP48). They further 
variously described their ‘first time experience’, especially what they have done in this 
‘new’ world, such as ‘watch live wedding ceremony’ (e.g. TP39), ‘tasted bean jelly’ (e.g. 
TP09), ‘listen to Pingtan’ (e.g. TP61); and (ii) some perceived attributes simultane-
ously having personal meanings for individual tourists due to their travel compan-
ions, for example ‘I took a photo with my girlfriend around the Twin Bridge; what a 
memorable moment for us!’ (TP11).
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To some people, memorabilia can provide a means of self-expression, showing 
their personalities, tastes or values to other people. This was not only reflected in their 
selection of services, such as an ‘individual tour guide’ (e.g. TP56), ‘high-quality pri-
vate lodges’ (e.g. TP35) and ‘tea art house’ (e.g. TP27), but also in their selection of 
memorabilia. Almost all tourists mentioned that they bought memorabilia as pre-
sents for their families or friends. Thus, memorabilia are symbols not only to facilitate 
their own social relationships, but also to voicelessly express to others their special 
experience in Zhouzhuang: ‘I bought some local stuff for my friends to share my 
experience with them’ (TP10).

To purchase appropriate memorabilia, many tourists intentionally spent time in 
finding and selecting tangible memorabilia objects in local shops, and as a result the 
symbolic value of memorabilia has many linkages with the functional value of memo-
rabilia and service (96 and 89 co-occurrences, respectively). As mentioned above, the 
functional value of memorabilia is connected with the experiential value of memora-
bilia; the symbolic value of memorabilia, therefore, has linkages to the experiential 
value of memorabilia (89 co-occurrences).

The symbolic value of service has frequent linkages with the functional value of 
service and the experiential value of theme and atmosphere (188, 164 and 166 co-
occurrences, respectively). This is because tourists are commonly concerned not only 
with the function that service can provide, but also with the conditional meaning 
they attach to service. Tourists usually had special criteria when choosing service or 
service providers, such as to ‘have dinner along waterside’ (e.g. TP42), ‘live in a water-
side inn’ (e.g. TP12) and ‘sleep in a carved bed’ (e.g. TP22). These criteria were related 
to local culture or tradition, and the whole process of receiving a ‘special’ service was 
commonly regarded ‘to be as much a part of local life as [they] can’ (TP21) in order 
to ‘escape from busy daily life’ (TP04). For example: ‘I had some tea when I listened 
to Kun Opera, I feel like an old local man . . . ha-ha . . . I am kidding! The rhythm was 
slow and I felt quite relaxed’ (TP53).

Therefore, to experience authentic local culture was sometimes more important 
than their requirements for service facilities. Even if they stayed in a small inn rather 
than a formal hotel, many tourists described their accommodation with names that 
usually contained the Chinese word ‘水’ (literally, ‘water’), such as ‘水楼台’ (TP08),  
‘枕水人家’ (TP17) and ‘水巷人家’ (TP32). As one respondent said: ‘regarding the 
name, I can imagine a river running around the inn, which is just what I want’ (TP16).

Tourists commonly described their experiences in terms of the daily lived activi-
ties they participated in, many of which were intentionally staged by managers to 
exhibit local culture. Tourists perceive symbolic value and functional value from vari-
ous services. These contributed to their perceiving atmosphere with all five senses 
and allowed them to experience the themes of the town. They may be the reason why 
tourists evaluated some themes and attributes of atmosphere with experiential value.

Linkages between cost value and other types of value

Cost value is found to link not only with functional value (i.e. functional value of 
service), but also with experiential and symbolic value, such as the symbolic value of 
service and the experiential value of a theme, atmosphere, interaction and memora-
bilia. These types of links are more numerous because tourists usually regarded the 
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functional value, experiential value or symbolic value of the perceived attributes as 
their cost reasons. For example: ‘I stayed here last night and experienced a different 
water town than the one many people described. It was a great experience’ (TP46).

Some tourists also wanted to ‘stay and experience [Zhouzhuang] for as long as 
possible’ (TP14) in order to ‘enjoy every moment in such a beautiful and famous 
town’ (TP40).

Because of the amount of positive functional value, experiential value and sym-
bolic value that tourists perceived in their experience in Zhouzhuang, they all consid-
ered their money and time well spent, in spite of their comments about the price or 
other sources of disappointment or dissatisfaction (e.g. TP63). Almost all tourists 
considered that they would recommend the town to their friends and family because 
of their memorable experiences in Zhouzhuang, especially memories from the night 
or early morning. Furthermore, the majority of tourists indicated that they would 
revisit Zhouzhuang, because: ‘I just spent such a short time in such a beautiful and 
tranquil place. I think I haven’t known enough about it’ (TP48).

Some tourists were ‘curious about other water towns in south of the Yangtze 
River, precisely because of [their] memorable and valuable experience in Zhouzhuang’ 
(TP24). While some of the tourists who undertook long journeys to visit Zhouzhuang 
were ‘unlikely to come again’ (e.g. TP02), considering the transportation costs and 
time involved, their experiences in Zhouzhuang would be ‘remembered for ever’ (e.g. 
TP27). However, all tourists emphasized that they would never revisit, or suggest 
that friends and family visit, during tourist season because of the number of tourists.

10.5  Conclusions and Implications

Previous studies identified that customer value is a multidimensional construct 
and studied these dimensions independently (Sheth et al., 1991b; Graf and Maas, 
2008). No previous research, however, has intentionally examined the link between 
different types of customer value. In this study, tourists did evaluate their perceived 
attributes with diverse and multidimensional values, including functional, experien-
tial, symbolic and cost value. Furthermore, the types of customer value were found 
to be linked. This was because tourists evaluated an attribute by reference to their 
evaluations of other attributes (see Fig. 10.1 and Table 10.1). For example, tourists 
enjoyed their dinner in a waterside restaurant, not only because of the functional 
value of food, but also because of the beautiful riverside scenery (experiential value of 
atmosphere) and the special time that they spent with their travel companions (sym-
bolic value of interaction). Therefore, when the tourists were making choices about 
where to eat, they sought to maximize their values by choosing eating locations with 
more types of value, a process called maximizing utility (Kotler and Bliemel, 2001). 
The diverse linkages between tourists’ perception of different types of value is shown 
in Fig. 10.2.

In Fig. 10.2, the different types of customer value were linked in four ways:

1.	 Different types of attributes might lead to the same type of value tourists evalu-
ated for those attributes. For example, the functional value of service is linked to that 
of interaction, memorabilia and atmosphere, and the functional value of atmosphere 
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is linked to that of interaction. Similarly, the experiential value of theme is linked to 
that of atmosphere, interaction and memorabilia; and experiential value of atmos-
phere is linked to that of interaction. This finding indicates that tourists’ evaluation of 
a type of attribute may influence or be influenced by their evaluation of other types 
of attributes.
2.	 There is a hierarchical linkage between functional, experiential and symbolic 
value. This study has found that experiential or symbolic value requires the existence 
of functional value. Without functional value, tourists were not willing to be involved 
in an experience process and did not perceive any other value from that process. In 
this study, there were frequent linkages between functional value, especially func-
tional value of service, with experiential and symbolic value. For example, the town 
was regarded as authentic (desired experiential value), partly because of the well-
preserved ancient buildings (perceived functional value). Because the authentic town 
was matched with what tourists had known or imagined, the self-concept value 
(desired symbolic value) was expressed by many tourists who were interviewed. 
Therefore, functional value is the basic or lowest level of value, and the different types 
of experiential value, symbolic value or their combination might be the highest level 
ends; that is, desired customer value, for different tourists.

Fig. 10.2.  Diverse linkages between tourists’ perception of different types of value. Note: T (in the 
small circle), theme attributes; A, atmosphere attributes; I, interaction attributes; M, memorabilia 
attributes; S, service attributes. The solid dashes between the small circles represent many linkages 
between value derived from different types of attributes; dotted dashes represent few linkages 
between them.
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The hierarchical linkage between functional, experiential and symbolic value 
supports Woodruff ’s (1997) statement that the lower levels (perceived customer 
value) are the means by which the higher level ends (desired customer value) are 
achieved. This indicates that tourists form desires or preferences for certain attributes, 
not only before but also when purchasing and using a goods or service (Woodruff, 
1997). Therefore, tourists’ perception of value may change according to an alteration 
in what they desire (Flint et al., 1997, 2002; Flint and Woodruff, 2001; Beverland and 
Lockshin, 2003; Blocker and Flint, 2007).
3.	 There is a linkage between ‘give’ value (i.e. cost value) and three other ‘get’ values 
– functional, experiential and symbolic. Because tourists’ perception of value ‘got’ in 
their Zhouzhuang experience were mainly positive, the money and time that tourists 
‘gave’ to visit the town was assessed as positive, even by those who made a long jour-
ney to visit. Therefore, the linkage between cost value and all the other types of value 
reaffirms the claim of a trade-off between the benefits and sacrifices involved in using 
a service or goods (Zeithaml, 1988; Sweeney et  al., 1999; Jozée, 2000; Teas and 
Agarwal, 2000; Ralston, 2003), rather than the objective or actual cost or quality 
(Zeithaml, 1988).
4.	 There is a linkage between customer value and tourists’ behavioural intentions. 
On one hand, customer value can directly influence tourists’ behavioural intentions. 
For example, the negative value assessed for the number of tourists would deter tour-
ists from revisiting Zhouzhuang in the tourist season. This shows that tourists’ cur-
rent experience may help to inform their future experience (O’Sullivan and Spangler, 
1998, p.  28). Many tourists interviewed would recommend that their friends and 
family stay in Zhouzhuang overnight, because of a greater positive value perceived 
from their experience at night or in the early morning compared with that in the 
daytime. The finding about the direct relationship between customer value and 
behavioural intentions is consistent with prior research (Sweeney et al., 1999; Chen 
and Dubinsky, 2003). On the other hand, tourists’ behavioural intentions may not be 
entirely influenced by customer value. For example, tourists’ revisit intentions were 
different, despite the positive value they perceived. Some tourists would like to revisit 
in the future, while others expressed their wishes to visit other water towns because 
of the similarity among the towns. For those tourists who made a long journey to 
Zhouzhuang, some would revisit, while some would not revisit considering the trans-
portation costs and time involved. This indicates that other similar tourism products 
and travel distance may sometimes influence tourists’ behavioural intentions, but that 
at other times they may not. This finding supports other studies (Cronin et al., 2000; 
Durvasula et al., 2004), indicating there may be other variables relevant to customer 
behaviour apart from customer value and satisfaction. However, these other factors 
have never been correlated to customer value in prior studies to explore their effects 
on customer behavioural intentions, although some similar factors have been found 
to influence tourists’ motivation (e.g. King, 1994; Yannopoulos and Rotenberg, 1999).

As a consequence, this study identified that the four dimensions of value are not 
independent of each other, but are interrelated and have diverse linkages between 
them. This reaffirms that customer value is created and perceived during a tourist’s 
experience process, rather than prepared in advance by managers and exchanged 
to  tourists (Grönroos, 2000; Heinonen and Strandvik, 2009; Turnbull, 2009). 
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Furthermore, the four dimensions of value identified here were based on the 
adoption of Smith and Colgate’s (2007) typology of customer value, which has never 
been empirically tested in a tourism context. In this case, the results of this study 
represent an original contribution to the study of customer value from a strategic 
marketing orientation as well as a better understanding of customer value in the 
context of tourism.

In addition to the theoretical contributions identified, this research and its find-
ings also have some practical implications for tourism planning and destination 
management:

1.	 The identification of the linkage between tourists’ perception of value can be a 
useful tool for tourism managers to specify and illustrate their value creation strate-
gies. The same attribute can be assessed by tourists with different types of value, 
because of their different direct perceptions or the influence from the value of other 
attributes. Therefore, tourism managers could look for opportunities to create or add 
new value to their current or potential goods or service provided for tourists. Moreover, 
identifying tourists’ perceptions of value, especially negative ones, may suggest further 
enhancement of existing offered or performed attributes and value creation.
2.	 The identification of the linkage between tourists’ perception of value can reveal 
the value creation process, which may help tourism managers to better understand 
their roles and tourists’ involvement and integration in the value creation process. 
Therefore, managers should develop a distinct value-added proposition for their 
existing and potential goods and services, such as creating an effective and experien-
tial environment, and providing adequate and appropriate services or activities by 
identifying tourists’ needs.
3.	 The hierarchical linkage between tourists’ perception of value can help to influ-
ence tourist behaviours or behaviour intentions. Tourists’ perceived functional value 
was found to be the means to help them achieve their desired experiential or sym-
bolic value. In other words, perceived customer value attributes are crucial for desired 
customer value in fulfilling tourists’ high-order goals. Therefore, managers can pro-
vide more new services or change current services based on identifying different 
tourists’ desired value in different situations, in order to influence their behaviours or 
behaviour intentions.

Several challenges for this research must be considered when interpreting the 
findings in future:

1.	 With respect to the sampling of tourists, the results of the study were only 
obtained from Chinese overnight tourists. In turn, the generalization of the results 
remains limited to Chinese people.
2.	 Only the data relating to the experience of tourists who visited Zhouzhuang on 
weekdays were analysed for this study. Therefore, tourists’ value was only perceived 
for those attributes and activities that could be performed for or participated in by 
weekday tourists.
3.	 This limitation relates to the selection of the study case. The tourism developed 
in Zhouzhuang is basically a kind of cultural tourism. The services related to local life 
had some conditional meanings (i.e. symbolic value) for many tourists in Zhouzhuang 
and were widely preferred by them. However, the linkage between service and 



	 Value of Destination Experiences in Zhouzhuang, China� 169

symbolic value may not apply in many other contexts. Therefore, similar studies are 
recommended in different research contexts, such as other types of tourist destina-
tions, hotels, events, festivals or even in other industries.

Acknowledgement

This research project (No. 2015SJB528) was supported by the Foundation of Educa-
tion, Department of Jiangsu Province, China.

References

Babin, B.J. and Attaway, J.S. (2000) Atmospheric affect as a tool for creating value and gaining share of 
customer. Journal of Business Research 49(2), 91–99.

Beverland, M. and Lockshin, L. (2003) A longitudinal study of customers’ desired value change in 
business-to-business markets. Industrial Marketing Management 32(8), 653–666. DOI: 10.1016/j.
indmarman.2003.06.006

Blocker, C.P. and Flint, D.J. (2007) Customer segments as moving targets: integrating customer value 
dynamism into segment instability logic. Industrial Marketing Management 36(6), 810–822. DOI: 
10.1016/j.indmarman.2006.05.016

Bonet, D. and Paché, G. (2005) A new approach for understanding hindrances to collaborative practices 
in the logistics channel. International Journal of Retail & Distribution Management 33(8), 583–596. 
DOI: 10.1108/09590550510608386

Butz, H.E.J. and Goodstein, L.D. (1996) Measuring customer value: gaining the strategic advantage. 
Organizational Dynamics 24(3), 63–77.

Campbell, C. (1995) The sociology of consumption. In: Miller, D. (ed.) Acknowledging Consumption: 
A Review of New Studies. Routledge, London, pp. 95–124.

Chen, Z. and Dubinsky, A.J. (2003) A conceptual model of perceived customer value in e-commerce: 
a preliminary investigation. Psychology and Marketing 20(4), 323–347. DOI: 10.1002/mar.10076

Chiu, H.C., Hsieh, Y.C., Li, Y.C. and Lee, M. (2005) Relationship marketing and consumer switching 
behavior. Journal of Business Research 58(12), 1681–1689. DOI: 10.1016/j.jbusres.2004.11.005

Cronin, J.J., Brady, M.K. and Hult, G.T.M. (2000) Assessing the effects of quality, value, and customer 
satisfaction on consumer behavioral intentions in service environments. Journal of Retailing 76(2), 
193–218. DOI: 10.1016/s0022-4359(00)00028-2

Duman, T. and Mattila, A.S. (2005) The role of affective factors on perceived cruise vacation value. Tour-
ism Management 26(3), 311–323. DOI: 10.1016/j.tourman.2003.11.014

Durvasula, S., Lysonski, S., Mehta, S.C. and Tang, B.P. (2004) Forging relationships with services: the 
antecedents that have an impact on behavioural outcomes in the life insurance industry. Journal of 
Financial Services Marketing 8(4), 314–326. DOI: 10.1057/palgrave.fsm.4770129

Emma, B. and Per Olof, B. (2012) Strategic creation of experiences at Shanghai World Expo: a practice 
of communification. International Journal of Event and Festival Management 3(1), 30–45. DOI: 
10.1108/17582951211210924

Flint, D.J. and Woodruff, R.B. (2001) The initiators of changes in customers’ desired value: results from 
a theory building study. Industrial Marketing Management 30(4), 321–337. DOI: 10.1016/
s0019-8501(99)00117-0

Flint, D.J., Woodruff, R.B. and Gardial, S.F. (1997) Customer value change in industrial marketing rela-
tionships: a call for new strategies and research. Industrial Marketing Management 26(2), 163–175. 
DOI: 10.1016/s0019-8501(96)00112-5



170	 Lihua Gao et al.

Flint, D. J., Woodruff, R.B. and Gardial, S.F. (2002) Exploring the phenomenon of customers’ desired 
value change in a business-to-business context. Journal of Marketing 66(4), 102–117.

Gerrie, A. (2012) World’s most beautiful towns CNN Travel. Available at: http://www.travel.cnn.com/
explorations/escape/worlds-most-beautiful-towns-580013/ (accessed 21 June 2017).

Grönroos, C. (2000) Service Management and Marketing: A Customer Relationship Management Approach 
(2nd edn). Wiley, Chichester, UK.

Grönroos, C. (2006) Adopting a service logic for marketing. Marketing Theory 6(3), 317–333. DOI: 
10.1177/1470593106066794

Graf, A. and Maas, P. (2008) Customer value from a customer perspective: a comprehensive review. Jour-
nal für Betriebswirtschaft 58(1), 1–20. DOI: 10.1007/s11301-008-0032-8

Gunn, C.A. and Var, T. (2002) Tourism Planning: Basics, Concepts, Cases (3rd edn). Routledge, New York.
Hartman, R.S. (1967) The Structure of Value: Foundations of Scientific Axiology. Southern Illinois Univer-

sity Press, Carbondale, Illinois.
Hartman, R.S. (1973) The Hartman Value Profile (HVP): Manual of Interpretation. Research Concepts, 

Muskegon, Michigan.
Heinonen, K. and Strandvik, T. (2009) Monitoring value-in-use of e-service. Journal of Service Manage-

ment 20(1), 33–51.
Henderson, K.A. (2006) Dimensions of Choice: A Qualitative Approach to Recreation, Parks, and Leisure 

Research (2nd edn). Venture Publishing, State College, Pennsylvania.
Holbrook, M.B. (1994) The nature of customer value: an axiology of services in the consumption expe-

rience. In: Rust, R.T. and Oliver, R.L. (eds) Service Quality: New Directions in Theory and Practice. 
Sage, Thousand Oaks, California, pp. 21–71.

Huberman, A.M. and Miles, M.B. (1994) Data management and analysis methods. In: Denzin, N.K. 
and Lincoln, Y.S. (eds) Handbook of Qualitative Research. Sage, Thousand Oaks, California, 
pp. 428–444.

Jozée, L. (2000). Customer-perceived value in industrial contexts. Journal of Business & Industrial 
Marketing 15(2/3), 122–145. DOI: 10.1108/08858620010316831

Khalifa, A.S. (2004) Customer value: a review of recent literature and an integrative configuration. 
Management Decision 42(5/6), 645–666.

King, B. (1994) Australian attitudes to domestic and international resort holidays: a comparison of 
Fiji and Queensland. In: Seaton, A.V. (ed.) Tourism: The State of the Art. Wiley, Chichester, UK, 
pp. 347–358.

Konu, H., Laukkanen, T. and Komppula, R. (2011) Using ski destination choice criteria to segment 
Finnish ski resort customers. Tourism Management 32(5), 1096–1105. DOI: 10.1016/j.tourman. 
2010.09.010

Kotler, P. and Bliemel, F. (2001) Marketing-Management: Analyse, Planung und Verwirklichung (10th 
edn). Pearson Studium, Stuttgart, Germany.

Krippendorff, K. (2004) Content Analysis: An Introduction to Its Methodology (2nd edn). Sage, Thousand 
Oaks, California.

Lindgreen, A. and Wynstra, F. (2005) Value in business markets: What do we know? Where are 
we  going?  Industrial Marketing Management 34(7), 732–748. DOI: 10.1016/j.indmarman. 
2005.01.001

Mathwick, C., Malhotra, N.K. and Rigdon, E. (2001) Experiential value: conceptualization, measure-
ment and application in the catalog and internet shopping environment. Journal of Retailing 77(1), 
39–56.

Mattsson, J. (1991) Better Business by the ABC of Values. Studentlitteratur, Lund, Sweden.
O’Dell, T. (2005). Experiencescapes: blurring borders and testing connections. In O’Dell, T. and 

Billing, P. (eds) Experiencescapes: Tourism, Culture and Economy. Copenhagen Business School Press, 
Copenhagen, Denmark, pp. 13–33.

O’Sullivan, E.L. and Spangler, K.J. (1998) Experience Marketing: Strategies for the New Millenium. 
Venture Publishing State College, Pennsylvania:.

http://www.travel.cnn.com/explorations/escape/worlds-most-beautiful-towns-580013/
http://www.travel.cnn.com/explorations/escape/worlds-most-beautiful-towns-580013/


	 Value of Destination Experiences in Zhouzhuang, China� 171

Osgood, C.E., Suci, G.J. and Tannenbaum, P.H. (1957) The Measurement of Meaning. University of 
Illinois Press, Urbana, Illinois.

Parasuraman, A. and Grewal, D. (2000) The impact of technology on the quality-value-loyalty chain: 
a  research agenda. Journal of the Academy of Marketing Science 28(1), 168–174. DOI: 10.1177/ 
0092070300281015

Park, C.W., Jaworski, B.J. and Maclnnis, D.J. (1986) Strategic brand concept-image management. Jour-
nal of Marketing 50(4), 135–145.

Petrick, J.F. (2002) Development of a multi-dimensional scale for measuring the perceived value of a 
service. Journal of Leisure Research 34(2), 119.

Ponting, J. (2009) Projecting paradise: the surf media and the hermeneutic circle in surfing tourism. 
Tourism Analysis 14(2), 175–185. DOI: 10.3727/108354209789116510

Pura, M. (2005) Linking perceived value and loyalty in location-based mobile services. Managing Service 
Quality 15(6), 509–538.

Ralston, R.W. (2003) The effects of customer service, branding, and price on the perceived value of 
local  telephone service. Journal of Business Research 56(3), 201–213. DOI: 10.1016/s0148-2963 
(01)00221-1

Richards, L. (2009) Handling Qualitative Data: A Practical Guide (2nd edn). Sage, London.
Sánchez-Fernández, R. and Iniesta-Bonillo, M.Á. (2007) The concept of perceived value: a systematic 

review of the research. Marketing Theory 7(4), 427–451. DOI: 10.1177/1470593107083165
Sánchez-Fernández, R., Iniesta-Bonillo, M.Á. and Holbrook, M.B. (2009) The conceptualisation 

and  measurement of consumer value in services. International Journal of Market Research 51(1), 
93–113.

Sánchez, J., Callarisa, L., Rodríguez, R.M. and Moliner, M.A. (2006) Perceived value of the purchase of 
a tourism product. Tourism Management 27(3), 394–409. DOI: 10.1016/j.tourman.2004.11.007

Sandström, S., Edvardsson, B., Kristensson, P. and Magnusson, P. (2008) Value in use through service 
experience. Managing Service Quality 18(2), 112–126.

Sheth, J.N., Newman, B.I. and Gross, B.L. (1991a) Consumption Values and Market Choices: Theory and 
Applications. South-Western Publishing, Cincinnati, Ohio.

Sheth, J.N., Newman, B.I. and Gross, B.L. (1991b) Why we buy what we buy: a theory of consumption 
values. Journal of Business Research 22, 159–170.

Smith, J.B. and Colgate, M. (2007) Customer value creation: a practical framework. Journal of Marketing 
Theory and Practice 15(1), 7–23.

Sternberg, E. (1997) The iconography of the tourism experience. Annals of Tourism Research 24(4), 
951–969. DOI: 10.1016/s0160-7383(97)00053-4

Stokowski, P.A. (2002) Languages of place and discourses of power: constructing new senses of place. 
Journal of Leisure Research 34(4), 368–382.

Sweeney, J.C. and Soutar, G.N. (2001) Consumer perceived value: the development of a multiple item 
scale. Journal of Retailing 77(2), 203–220. DOI: 10.1016/s0022-4359(01)00041-0

Sweeney, J.C., Soutar, G.N. and Johnson, L.W. (1999) The role of perceived risk in the quality–value 
relationship: a study in a retail environment. Journal of Retailing 75(1), 77–105. DOI: 10.1016/
s0022-4359(99)80005-0

Sweeney, J.C., Soutar, G.N., Whiteley, A. and Johnson, L.W. (1996) Generating consumption value 
items: a parallel interviewing process approach. Asia Pacific Advances in Consumer Research 2, 
108–115.

Teas, R. and Agarwal, S. (2000) The effects of extrinsic product cues on consumers’ perceptions of quality, 
sacrifice, and value. Journal of the Academy of Marketing Science 28(2), 278–290. DOI: 10.1177/ 
0092070300282008

Turnbull, J. (2009) Customer value-in-experience: theoretical foundation and research agenda. Paper 
presented at the ANZMAC 2009, Melbourne, Australia.

Ulaga, W. (2003) Capturing value creation in business relationships: a customer perspective. Industrial 
Marketing Management 32(8), 677–693. DOI: 10.1016/j.indmarman.2003.06.008



172	 Lihua Gao et al.

Vargo, S.L. and Lusch, R.F. (2004) Evolving to a new dominant logic for marketing. Journal of Market-
ing 68(1), 1–17.

Wang, Y., Lo, H.P., Chi, R. and Yang, Y. (2004) An integrated framework for customer value and 
customer-relationship-management performance: a customer-based perspective from China. 
Managing Service Quality 14(2/3), 169–182.

Williams, P. and Soutar, G.N. (2000) Dimensions of customer value and the tourism experience: an 
exploratory study. Paper presented at the ANZMAC 2000 Visionary Marketing for the 21st 
Century: Facing the Challenge. Melbourne, Australia.

Woodall, T. (2003) Conceptualising ‘value for the customer’: an attributional, structural and dispositional 
analysis. Academy of Marketing Science Review 2003, 1–42.

Woodruff, R.B. (1997) Customer value: the next source for competitive advantage. Academy of Marketing 
Science 25(2), 139–153.

Woodruff, R.B. and Gardial, S. (1996) Know Your Customer: New Approaches to Understanding Customer 
Value and Satisfaction. Wiley-Blackwell, Cambridge, Massachusetts.

Yannopoulos, P. and Rotenberg, R. (1999) Benefit segmentation of the near-home tourism market: the 
case of upper New York State. Journal of Travel & Tourism Marketing 8(2), 41–55. DOI: 10.1300/
J073v08n02_04

Zehrer, A. (2009) Service experience and service design: concepts and application in tourism SMEs. 
Managing Service Quality 19(3), 332–349.

Zeithaml, V.A. (1988) Consumer perceptions of price, quality, and value: a means-end model and 
synthesis of evidence. Journal of Marketing 52(3), 2–22.



Part IV	 Post-experience Stage: Outcomes



This page intentionally left blank 



 
© CAB International 2017. Visitor Experience Design (eds N. Scott, J. Gao and J. Ma)� 175

*Corresponding author e-mail: lynn.cheniling@gmail.com; lynnchen@mail.tku.edu.tw

11.1  Introduction

Postmodern society has been characterized by isolation, work orientation and stress-
related disorders such as depression (Giddens, 1991; Mueller and Kaufmann, 2001; 
Schroevers and Brandsma, 2010). Tourism improves the quality of life in modern 
society (Bushell and Sheldon, 2009) and travel permits an individual to switch off 
from their pressured daily work life (Richards, 1999). Researchers have identified that 
tourism meets motivations of novelty seeking, attention seeking and spiritual fulfil-
ment through travel experiences (Kottler, 1997; Currie, 2000). Informal and unstruc-
tured travel provides relief from everyday stress (Kottler, 1998; Edginton and Chen, 
2008) especially when visiting natural attractions or participating in leisure and 
recreation activities (Heintzman, 2010).

Travel by itself, even adventurous or unstructured travel, does not guarantee that 
travellers will receive such benefits. However, it is common for tourists to smile when 
narrating or recalling the experiences and challenges encountered during their jour-
ney. Travel may also lead to positive outcomes such as perceiving healing and peace 
(Kottler, 1998), physical or spiritual transformation and well-being (Edginton and 
Chen, 2008). Nature-based destinations that are perceived as aesthetically pleasing 
and wondrous settings enrich the human mind and spirit (Tilden, 1957). The grow-
ing popularity of wellness retreats may reflect tourists’ needs to feel relaxed and 
peaceful on their journey (Voigt et al., 2010). Surprisingly, however, research focusing 
on tourist experiences that lead to well-being benefits is limited. There is little 
research on the attributes of an experience that may trigger perceptions of therapeu-
tic benefits from travel.

This paper focuses on positive experiences related to the mental state of mindful-
ness. Previous research in tourism has adopted the alternative concept of 
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socio-cognitive mindfulness (Moscardo, 1999; Pirson et al., 2012) to study visitors’ 
cognitive learning in situations such as interpretation of visitor information (Chen 
et  al., 2014). Over the past three decades, the alternative ‘meditative mindfulness’ 
concept derived from a dialogue between Buddhist traditions and Western clinical 
psychology has become a mainstream field of academic area of research emphasizing 
meditation and its derived therapeutic functions (Chen et al., 2014). In contemporary 
psychology, meditative mindfulness has been identified as having an important role 
in increasing awareness and responding positively to various outcomes; in particular, 
to emotional distress (Bishop et  al., 2004), physical well-being and psychological 
well-being (Sternberg, 2000). However, it is not clear how meditative mindfulness 
and its experiential benefits can link to experiences in tourism contexts outside of 
formal therapeutic settings.

This study adopts ‘meditative mindfulness’ as the theoretical foundation of this 
research to examine if day-to-day leisure activities involved in travel could lead to 
well-being benefits similar to those gained from formal training. It aims to identify if 
Taiwanese backpackers experience mindful states during their travels and to identify 
the antecedent attributes or triggers that facilitate this. As a result, the study can 
identify possible ways of obtaining ‘peace of mind’ through tourist experiences. This 
understanding of how contemporary tourists can enhance their inner engagement 
can also help tourism operators and marketers in catering for tourists’ mindful 
experience.

11.2  Meditative Mindfulness and its Applications

The concept of meditative mindfulness used in this study is based on the perspective 
of Eastern philosophy, particularly the Buddhist tradition where it has been applied 
for 2500 years (Kang and Whittingham, 2010). The original term ‘sati’ (in its Pali 
form) or ‘smrti ’ (in its Sanskrit form) used in Buddhist sutra, and then translated into 
the English word ‘mindfulness’, can be interpreted as awareness or discernment 
(Bodhi, 2011; Gethin, 2011). Precisely, mindfulness is an awareness of being aware 
(Hirst, 2003). Based on this discourse, mindfulness is described as ‘the state of being 
attentive to and aware of what is taking place in the present’ (Brown and Ryan, 2003, 
p. 822). In traditional Buddhist meditative training, mindfulness is a core skill used 
to help guide novices (Bodhi, 2011) and offers a path for people to follow to achieve 
liberation from suffering (Kang and Whittingham, 2010). Buddhist assertions about 
the value of meditative mindfulness to develop the simultaneous qualities of relaxa-
tion, attentional stability and vividness have more recently been tested using Western 
psychological methodology (Kabat-Zinn, 2002, 2003b; Wallace and Shapiro, 2006; 
Baer, 2009, 2011).

Mindfulness has been applied widely in clinical applications in the past three 
decades. Kabat-Zinn (2003b) transposed the empirical values and meditation tech-
niques from Eastern traditions to clinical psychology (Kang and Whittingham, 
2010). Kabat-Zinn (2003a, p. 145) defines mindfulness as ‘the awareness that emerges 
through paying attention on purpose, in the present moment, and nonjudgmentally 
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to the unfolding of experience moment to moment’. The mental processes involved 
in mindfulness training in therapeutic settings has been found to reduce emotional 
distress and maladaptive behaviour (Bishop et al., 2004). Various formal mindfulness 
practices or interventions may be used to train participants to be conscious of 
awareness moment by moment by scanning the physical sensations of the body, 
thoughts, feelings or emotions, and by paying attention to one’s surroundings without 
judgement.

Mindfulness-based interventions have been found to play an important role in 
obtaining positive consequences from personal experiences (Carlson and Shapiro, 
2009; Carmody et al., 2009). Such formal mindfulness practices have been used effec-
tively for mitigation of stress, enhancing emotional well-being and mental health in 
both clinical and nonclinical groups (Bishop et al., 2004; Wallace and Shapiro, 2006). 
These therapeutic intervention programmes involve a specific period of group ses-
sions (normally 8 weeks) under a therapist’s coaching. The clients participating in 
the programme of mindfulness interventions are encouraged to practise the skills of 
mindfulness intervention programmes in everyday life.

11.2.1  Mindfulness, leisure activities and natural settings

Mindfulness skills are sometimes practised in non-therapeutic settings. In tourism 
contexts, mindfulness-based training offered by retreats or spiritual resorts has 
become an emerging market in wellness tourism. For example, mental activities like 
yoga, Tai Chi, Qigong and meditation elements are parts of the fundamental pro-
grammes in retreat markets (Mueller and Kaufmann, 2001). Typically, the products 
designed by retreat operators combine a central spiritual programme, additional ser-
vice packages and even relaxation programmes, healthy diets and hiking tours. These 
retreats aim to help tourists to feel more relaxed and peaceful, and to achieve spiritual 
development or lifestyle transformations (Voigt et  al., 2010). The activities help 
participants experience and increase in positive emotions and overall well-being for 
personal growth (Carruthers and Hood, 2011; Murphy, 2011). However, previous 
studies of the benefits of mindfulness are generally limited to therapeutic settings and 
little research attention has been given to open-ended or nonspecific sites such as 
events that occur during an individual’s journey.

There is some prior evidence that a traveller on a journey can experience the 
benefits of well-being without visiting a wellness retreat. Unstructured natural sett
ings have been found to provide meaningful and engaging experiences, resulting in 
meaningful physiological and psychological benefits (Van Matre, 1990). Van Matre 
(1990, p. 228) wrote that ‘enriched perception’ is part of a natural area experience that 
helps people to immerse themselves totally in the moment and to discover themselves 
again. Although this literature does not explicitly mention meditative mindfulness, 
there is some similarity in the discussions to the concept of meditative mindfulness. 
For example, Ashbaugh (1970) noted visitors in a national park may sense themselves 
to be a component of a greater ecological whole. Howell et al. (2011) suggested that 
the experience of ‘nature connectedness’ is implicitly correlated with mindfulness.
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11.2.2  Mindfulness and well-being benefits

Benefits can be considered as a ‘desirable change of state’ of an individual, a group, a 
society or even nonhuman organisms (Driver et al., 1985, p. 295). In tourism studies, 
benefits as psychological outcomes are defined as ‘the ultimate value that people place 
on what they believe that they have gained from participation in a certain leisure activ-
ity’ (Schänzel and McIntosh, 2000, p. 37). The benefits of leisure are suggested to be 
associated with psychological outcomes that can help individuals’ stress reduction or 
stimulation (Schreyer and Driver, 1989). Mental ease or ‘peace of mind’ has been argued 
to be an important contributor to one’s well-being (Hobson and Dietrich, 1995).

From a perspective of Buddhist teaching, moving towards well-being is a funda-
mental part of being human (Wallace and Shapiro, 2006). The purpose of a human 
being’s life is to seek happiness (Cutler and Lama, 2011); that is, individuals are long-
ing for something better in life. Based on this notion, Wallace (2006) suggested that 
an ideal state of well-being lies in realizing that objective things are not sources of 
happiness in life; instead, a high level of happiness described as ‘eudaimonic well-
being (p. 28) results from experiencing a total freedom of the mind from all mental 
afflictions and obscurations’. This state can be nurtured through the cultivation of 
mental balance. Practically, meditation is one of the formal mindfulness practices 
designed to encourage the state of well-being and mental balance (Kabat-Zinn, 
2003a). This is in contrast to the hedonic approach to well-being, which relies on 
stimulus-driven pleasures of all kinds (Bodhi, 2005).

Mindfulness is an integrative process that promotes well-being in body, mind and 
relationships, and has been identified in neural science (Siegel, 2009). In contempo-
rary psychology, formal mindfulness practices offer new ways to improve individuals’ 
mental health and indeed to expand the definition of mental health to include well-
being and human potential as an essential part of the life system (Carlson and Shapiro, 
2009). Certainly research has identified that mindfulness is a beneficial treatment for 
a wide range of mental health disorders including stress, chronic pain, depression, 
anxiety, distress and negative emotions (Carruthers and Hood, 2011; Murphy, 2011) 
through avoiding ‘automatic pilot’ behaviour (Van Dam et  al., 2010). In addition, 
mindfulness practitioners are seen to move more easily to a physiological state of 
relaxation (Brown et al., 2007). Generally speaking, the benefits of mindfulness dem-
onstrate an increase in positive emotions, body relaxation and overall well-being.

The above discussion has demonstrated evidence that meditative mindfulness is 
a feasible theoretical foundation to help understand how some experiences can lead 
to therapeutic outcomes and a peaceful mind. While previous research has focused on 
formal mindfulness practices, this study will explore how engaging experience involv-
ing leisure activities in a tourism context can achieve similar benefits.

11.3  Methodology

A qualitative methodology based on an interpretive constructivist paradigm which 
adopts the participant’s perspectives (Creswell, 2009) was used for data collection. 
Taiwanese backpackers travelling in Australia were chosen to provide data to help 
understand the phenomenon of mindful experience, and snowball sampling was used 
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to recruit participants. Semi-structured interviews were conducted in Brisbane in 
2013 (at backpacker hostels) and at Uluru (Uluru-Kata Tjuta National Park), as these 
two main sites provided the best opportunities to meet Taiwanese backpackers.

Participants

Backpackers seek authentic experiences or novelty; pursue self-change and venture 
into relatively unknown areas; have no rigid plan or timetable for their journey; and 
immerse themselves in their surroundings (Cohen, 1972; Niki et al., 2011). Compared 
with an institutionalized form of tourism, a backpacker is an independent traveller 
(non-institutionalized form), and their behaviours are more likely represented as an 
explorer, drifter (Cohen, 1972) or wanderer (Vogt, 1976). Backpacking may involve 
being more aware of engaged sensations, feelings and interaction with the outer 
world. The psychological phenomena in backpacking experiences in some cases 
appear to correspond to the dimensions of meditative mindfulness. Therefore, back-
packers were considered to be suitable for this study. Taiwanese backpackers in Aus-
tralia were selected as respondents since the interviewer (the author) is Taiwanese, 
enabling her to understand the details of the respondents’ discussions. In total, 43 
semi-structured interviews were completed and a total of 77 instances of meditative 
mindfulness were described. Taiwanese backpackers were qualified for participation 
in the formal semi-structured interviews after an introductory screening interview to 
ascertain if they had involved appropriate characteristics of meditative mindfulness.

Interview questions

Two interview protocols were used in screening and formal interviews for qualifying 
and exploring the research question (see Table 11.1). All interviewees were asked 
screening questions and, if accepted, the interviewer continued the main question set 
for this research. All interviews were audio-recorded and transcribed for analysis. 

Table 11.1.  Interview questions.

Dimension Questions 

Screening questions

1. Mindfulness 
experience
a. Attention Have you experienced times when you were extraordinarily conscious of 

your sensory experiences; sight, sound, odour, flavours, touch and mental 
objects, on your Australia backpacking travel? And how? (Affirmative) 

b. Present moment Were you able to focus on that moment in the situations you mentioned? 
And why? (Affirmative)

c. Non-judgement Did you find yourself making judgements or evaluating whether your 
perceptions or thoughts were right? And why? (Negative)

Formal questions

2. Potential attributes 
(triggers)

What led to this experience? Could you describe in more detail how you 
felt and thought at the moment of the particular situation? 

3. Experiential benefits What benefits did you feel you gained from the experience? 
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QSR-NVivo 10 qualitative analysis software was used to increase the effectiveness 
and efficiency of the data analysis process.

11.4  Results

The purpose of this study was to explore the potential attributes (triggers) embodied 
in unstructured tourism settings that facilitate positive mental benefits from their 
engaging travel experiences. The themes, triggers and related concepts are summa-
rized in Table 11.2 and discussed below.

11.4.1  Aesthetic appreciation

Aesthetic appreciation is one of the antecedents (or triggers) arising from the experi-
ence setting that focus attention in a present moment, without any elaboration on it. 
Most of the aesthetic appreciation triggers were found in encounters with nature.

Beauty in wonder

‘Beauty in wonder’ was a trigger commonly noted by the respondents. This concept 
involved settings or events that created a sense of awe and wonder and combined 
with experiences that produced attention. The sense of awe and wonder was con-
nected to experiencing something that embodied vastness and transcendence. Seeing a 
pleasing or beautiful object in the distance often attracted a traveller’s attention. Vast-
ness or immensity led to mindful awareness, and facilitated an aesthetic appreciation 
of nature, as exemplified in the following excerpt:

The coastline and ocean were vast and boundless. My feelings stayed between peace and 
relaxation. The feeling was composed of emotion; it was not exactly like a superlative 
peace but it was stronger than a relaxed entertainment. The perceived affection of watch-
ing the sea on the Great Ocean Road was deeper than viewing a river.

(S26)

Distance from afar, a subset set of vastness, could be embodied by looking down 
from a high point or looking up from a low place, in a vertical aspect; or by a broad 
and extended view, in a horizontal aspect. For example, a lookout on a mountain, a 
lighthouse on the coast or a view in a national park were captivating and triggered the 
tourist’s attention, then interestingly contributed to a state of peace and relaxation.

Some attributes of Australian destinations were described by Taiwanese back-
packers in a manner similar to transcendence. A comment about Whitehaven Beach 

Table 11.2.  Antecedents facilitating meditative mindful travel experiences.

Themes Triggers Potential sub-concepts

Aesthetic appreciation Beauty in wonder
Beauty in impermanence 

Vastness, transcendence
Transient natural phenomena

Atmosphere of tranquillity Absence of noise
Absence of normal light

Awakening sense of mindful hearing
Awakening sense of mindful observing
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in the Whitsunday Islands illustrates that aesthetic appreciation that leads individu-
als to experience a meditative mindful state:

When I walked out of the cabin and saw the scenery, I felt refreshed and said, ‘Does a real 
Shangri-La exist in the world?’ I was astonished and excited. It was unlike the pictures in 
travel books I saw. The scenic encounter made me feel like I was in ‘Heaven’. The awe-
some beauty involved light blue water, an island arc, a pure, non-polluted and peaceful 
beach and schools of tiny fish.

(S21)

This experience of wonder involving transcendence created a ‘break’ with previ-
ous cognitive judgements and knowledge. The experience of wonder led the subject 
to feel astonished at the ‘miracle’ of the setting. This triggered aesthetic contempla-
tion and simple imagination like ‘I was in Heaven’, as seen in S21’s statement. During 
the process of encounter between the subject and objects, most respondents reported 
that the experience can also contribute to a state of being immersed with apprecia-
tion, such as: ‘I was intoxicated with appreciation of the amazing beauty of nature’ 
(S06). In other words, an experience involving wonder can be seen as a trigger for a 
kind of awareness.

Beauty in impermanence

Representations of impermanence embodied in astronomical phenomena are mostly 
found in Australian outdoor destinations where tourists were undertaking their 
travel. For example, sunrise and sunset, a shooting star, a rising moon, the Milky Way 
and a double rainbow were described by participants camping in a national park, 
driving on a road trip or sightseeing. These representations were labelled transient 
natural phenomena.

Watching the sunrise in front of Uluru was a special experience . . . It seemed I had 
seen a spiritual art performance on a stage that was different from looking at a picture 
or  books . . . I felt peaceful, beautiful, and nothing interrupted me at that moment. 
The rock and the nature seemed to embody some magic powers. They were beyond my 
understanding and imagination . . . It aroused in me a sense of respect for the wonderful 
nature.

(S10)

This example indicated that the respondent’s creative imagination was invoked 
by the relationship between himself, sun and rock leading to a sense of ‘abstract 
beauty’ of the sunrise. Likewise, another example revealed an alternative possibility 
for appreciating the beauty of the transient natural phenomena:

I was totally immersed to experience the moment of inner ease with that situation of star-
watching in my swag camping in Flinders Ranges National Park—what a beautiful and 
peaceful cosmos! It really led me to forget myself completely.

(S44)

Such triggers of aesthetic appreciations helped the backpackers to awaken their 
sense-perceptions. Most such triggers were found embodied in natural settings. It is 
noteworthy that aesthetic experiences appear to create a feeling of immersion and 
being at one with the place, and a part of the environment, which led to a sense of 
peace, of relaxation and of ease.
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11.4.2  Atmosphere of tranquility

Another dimension of the triggers mentioned by respondents related to an atmos-
phere of quietness and darkness, essentially an absence of noise or normal light. These 
triggers were categorized as ‘atmosphere of tranquility’. They were found mostly at 
nature-based destinations where the participants were involved in outdoor activities 
such as hiking, diving, camping or simply watching a starry sky.

Absence of noise

An absence of noise led to less distraction from auditory information processing. It 
allowed individuals to pay attention to sounds from nature. The quietness of coastal/
mountain national parks or wilderness was clearly and vividly perceived:

I climbed on top of a giant rock in Kakadu National Park. Even though the wind was 
whizzing and blew away my hat, I could clearly hear my breathing at that moment . . . 
I  felt in a sense of tranquillity, as if I am living in the present moment without any 
thoughts – no thinking about the past and future. I was paying attention to the scenario.

(S08)

I could hear the calm voice of the ocean through the flow of the waves as well as my slow 
and easy breathing . . . so peaceful . . . it made my body relaxed so it felt like all the pressure 
I was burdened with was removed.

(S30, about scuba diving)

Quiet environments allowed tourists to attend to inner sensations such as the 
internal bodily sounds described in the extract. This appears to facilitate an openness 
to the experience and contributed to tranquility of the mind.

Absence of normal light

The feeling of tranquility was also triggered by darkness. A low intensity of visual 
stimuli appears to sharpen an individual’s awareness of sensations:

I did not feel I was in front of the lighthouse. I did not feel I was on a hill. I neither felt I 
was in Australia, nor in a sense that I was in the real world. I felt the time and space stood 
still and I was almost oblivious to myself as well, when I looked at the night sky full of 
stars. At that moment, I was aware of my state of being in that starry night.

(S03)

I enjoyed scuba diving, especially deep diving in the night. I could see clearly what was in 
front of me. Beautiful coral and fishes with colourful slightly neon were shiny in a dark 
than in my previous imagination. It was a very special experience for me . . . because the 
world does not only exist for humankind, but also for surrounding creatures. A positive 
feeling of solitude was aroused.

(S24)

The atmosphere of tranquility discussed above appears to awaken perceptions 
and lead to a sense of timelessness, being immersed in the universe, feelings of being 
in the present, having few thoughts, and of solitude and peace.
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11.4.3  Well-being benefits

In summary, as mentioned previously, a number of types of triggers, that facilitated 
Taiwanese backpackers experiencing a mindful state and resulted in tourists gaining 
specific benefits, were found in this study (as summarized in Fig. 11.1). These experi-
ential benefits appear related to the well-being derived from formal mindfulness 
practices.

11.5  Discussion

This chapter has analysed the antecedent triggers of the meditative mindful travel 
experiences in Australia based on Eastern notions of meditative mindfulness. 
Occurrences of mindfulness were identified by a respondent reporting an experience 
where they were paying non-judgemental attention in the present moment (Kabat-
Zinn, 2003a). These experiences occurred during open-ended backpacking journeys, 
at a range of different types of sites and in unplanned situations. Two main types 
of  triggers facilitate a meditative mindful state: aesthetic appreciation and atmos-
phere of tranquility. All the antecedents of meditative mindfulness experiences 
occurred when tourists were interacting with their surroundings and participating in 
a specific activity. The experiences led the tourists to gain benefits such as peace, 

Fig. 11.1.  Well-being from meditative mindful travel experiences.
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mental relaxation, stress release and somatic relaxation. These are discussed in detail 
below.

This study found ‘aesthetic appreciation’ of settings occurred when tourists saw 
something beautiful that fully engaged their attention. The beauty was illustrated and 
associated with vastness, transcendence and transience that captured their attention. 
The attention also induced tourists’ introspection, a respect for nature and a feeling 
of harmony with their surroundings. Mindful awareness was aroused mostly by 
unexpected encounters with aesthetic visual stimuli, especially in natural settings. 
Aesthetic feelings were manifested in response to mountains, the ocean, the sunrise, 
the skies and genuine outback scenery. These aesthetic stimuli were also found to 
contribute to a simultaneous deep sense of positive emotion, and were followed by an 
absence of instrumental knowledge or conceptualization. These aesthetic antecedents 
facilitated an intensified sense of interrelatedness and a weakened sense of self (being 
oblivious to oneself ).

Although some research supports a connection between aesthetic appreciation 
connected to nature-based experiences (Xu et  al., 2012) and peaceful and relaxed 
attention (Tooby and Cosmides, 2001), these studies are based on cognitive responses 
to the aesthetic experiences. They focused on the relationship between interpretive 
information processing involving cognitive awareness and the aesthetic experiences 
from a certain nature-based site. Recommendations based on the cognitive approach 
emphasize using adjectival words, figurative or metaphorical descriptions, and high-
lighting of natural attractions to engage tourists’ experiences (Xu et al., 2012). How-
ever, aesthetic appreciation can be cognitive (gaining knowledge about a penguin 
habitat) as well as affective in nature (i.e. ‘romanticism’) (Schänzel and McIntosh, 
2000). In environmental education, Tilden (1957) suggested that affective environ-
mental interpretation can enhance engagement in nature and enrich specific experi-
ences. This suggests possibilities for facilitating natural awareness beyond cognitive 
learning. For example, watching the sunset at Uluru may have a long-term effect on 
the individual (Howard, 1998). This current study has supported that the backpack-
ers had vivid recollections of the aesthetic experiences, strongly linked to attention 
and emotion.

An ‘atmosphere of tranquility’ was found to foster tourists’ attentiveness to sen-
sations; it can settle their minds to gain access to a deeper self and lead to a sense of 
relaxation and tranquility. The attentiveness to sensations can be activated through 
an  ‘absence of noise’ and ‘absence of normal light’. A quiet and calm environment 
with few distractions is a simple way to elicit relaxation, tranquility and mental calm 
(Benson, 1974; Smith et al., 1996; Benson and Corliss, 2004). Thus, being quiet with-
out the stimulus of cognitive information processing, evokes tourists’ attention and 
facilitates a meditative mindfulness state. Similar concepts can be seen in environ-
mental education studies, where low-intensity on-site interpretation, coupled with a 
restriction of activities, is suggested to contribute to a passive observational experi-
ence of nature (Hughes and Morrison-Saunders, 2005). That is, ‘absence of noise’ and 
‘absence of light’ imply a low intensity of stimuli and cognitive information process-
ing from the external world.

The concept of mindfulness applied in this study is distinct from prior mindful-
ness research in tourism contexts focusing on visitor learning (Moscardo, 1999), 
whereby interpretation tools (e.g. a tour guide’s interpretation, signs, brochures) have 
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been applied as cognitive information processing interventions. The current research 
is more concerned with perceiving sensations, and in inviting attention and aware-
ness of the environment. The findings are supported by clinical psychology and neural 
science studies examining the effects of formal mindfulness practices (Wallace and 
Shapiro, 2006; Siegel, 2009).

11.6  Conclusion

This analysis has identified mechanisms by which well-being outcomes are derived 
from tourist experiences and has made three contributions to the literature by:

1.	 providing a new direction in understanding the complex links between tourist 
experience and its therapeutic functions by operationalizing the concept of medita-
tive mindfulness;
2.	 being the first attempt to identify the links between meditative mindfulness and 
its potential attributes (antecedents) in the literature of tourism. Two main triggers 
of meditative mindful tourist experiences were identified in relation to nature-based 
tourism settings and specific activities;
3.	 showing that the benefits derived from tourist mindful experience seem to 
connect to one’s mind and body in a manner similar to those of formal mindfulness 
practices. The significance of well-being gained by Taiwanese backpackers was repre-
sented by the spontaneous feelings of mental ease and emotional balance.

There are important implications for tourists and tourism operators. For tourists, 
nature encounters or participation in certain leisure activities may be a useful practical 
means of producing a sense of wonder and rejuvenation that may meet their desire to 
reduce stress and provide intrinsic well-being. For tourism operators, management of 
tourism products and attractions in niche markets like eco-travel, nature apprecia-
tion, wildlife observation and adventuring may be used to trigger mindful tourist 
experiences. Site planning at destinations, for example, may adopt an ecological 
design to merge natural aesthetic triggers to create places where people can appreci-
ate the beauty around them. Mindful tourism products may, for example, reduce 
information processing by reducing the intensity of cognitive stimuli and providing 
affective interpretation.

This research has a number of delimitations and limitations. The findings were 
restricted to Taiwanese backpackers’ experiences in Australia and so can be regarded 
as indicative only and must take into account the validity of interpretability in a 
cross-cultural context (Van de Vijver and Poortinga, 1997). This conceptual frame-
work should be used with caution in future research in other cultural contexts.
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12.1  Introduction

The effect of emotional responses on the formation of customer satisfaction or post-
consumption evaluation, and on behavioural intentions, is a popular research topic in 
both marketing and tourism literature (Martin et  al., 2008). Emotions have been 
found to contribute to the formation of satisfaction as well as to have significant 
effects on behavioural intentions. Yet different definitions of satisfaction are used in 
such studies, and emotions are considered to play various roles in the formation of 
these different types of satisfaction so defined.

A relatively robust direct link between positive emotions and satisfaction has 
been found in the satisfaction literature for a variety of products and services 
(Westbrook, 1987; Dubé and Morgan, 1996). Research findings in the tourism and 
leisure literature show that positive affect is related to satisfaction, and negative affect 
is related to satisfaction (Decrop, 2000; Benkenstein et al., 2003). The joint effects of 
positive cognition (disconfirmation) and emotions (pleasure and arousal) on satisfac-
tion, as well as on willingness to pay more and to loyalty, is empirically supported in 
the context of hedonic services (Bigné et  al., 2008). In the context of utilitarian 
services, the integration of affective variables into the cognitive disconfirmation 
model of satisfaction was also proposed (Wirtz and Bateson, 1999). In these previous 
studies of emotions and their effects on postconsumption experience, there are a 
number of disagreements about the relationship between emotions and satisfaction. 
These include: (i) how emotions impact on the formation of customer satisfaction; 
that is, if cognitive evaluation of product or service performance impacts on emo-
tional responses and then influences satisfaction (cognitive-affective sequence), or 
if  emotional status affects evaluations and leads to satisfaction (affective-cognitive 
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approach); (ii) if emotions are concepts distinct from satisfaction; and (iii) if satisfac-
tion itself can be regarded as an emotional response to an experience.

12.2  Satisfaction and Positive Emotions

Satisfaction or dissatisfaction ‘implies an act of judgement, a comparison of what 
people have to what they think they deserve, expect or may reasonably aspire to. If the 
discrepancy is small, the result is satisfaction; if it is large, there is dissatisfaction’ 
(Campbell, 1980, p. 22). In other words, if there is a large discrepancy between a 
desired or expected goal and the real goal, dissatisfaction is created. This is consistent 
with expectancy-disconfirmation theory (Oliver, 1980). Other authors argued that 
‘customer satisfaction may be more than a simple cognitive evaluation process; rather 
it is probably a complex human process involving extensive cognitive, affective and 
other undiscovered psychological and physiological dynamics’ (Oh and Parks, 1997, 
p. 37). Overall satisfaction is more likely to be an emotional response to an experience 
(Oliver, 1981) when people’s inner-directed or drive-based attitudes and values (push 
motivation) are fulfilled (Gnoth, 1997). In this case, customer satisfaction appears to 
be an emotional, evaluative and psychological process which relates to an experience, 
working as a process or a feeling. Customer satisfaction combines the emotional 
response from the evaluation of experiences and the fulfilment of needs. Thus, 
satisfaction may be defined as a feeling that is accumulated (Bigné et al., 2001; Ekinci 
and Sirakaya, 2004), and results from a subjective emotional response (Westbrook, 
1981; Spreng et al., 1996), a cognitive evaluation of a set of experiences (Oliver, 1980) 
or the fulfilment of needs during the experience (Meyer and Westerbarkey, 1996; 
Coon, 2004).

Consumption emotions correlate significantly with postconsumption satisfac-
tion since they are the affective responses to one’s perception of the series of attributes 
that compose a product or service performance (Westbrook and Oliver, 1991; Mano 
and Oliver, 1993; Oliver, 1993). Positive perceived performances induce positive emo-
tions, and negative performance induce negative emotions (Menon and Dubé, 2000). 
If a product fails to live up to a customer’s needs or expectations, he or she will respond 
with negative emotions. On the other hand, if it is perceived as being desired, the 
customers will respond with positive emotions (Liljander and Strandvik, 1997). 
Attribute satisfaction impacts on overall satisfaction through positive and negative 
affect. Three emotions are found to be antecedents of satisfaction with a car purchase: 
pleasant surprise, interest and hostility (Westbrook and Oliver, 1991). The determi-
nants of satisfaction were later expanded to include positive affect (interest and joy) 
and negative affect (anger, disgust, contempt, shame, guilt, fear, sadness), as well as 
disconfirmation beliefs (Oliver and Westbrook, 1993). There is empirical support for 
a valance congruent relationship between dissatisfaction and negative emotions either 
in normal product usage (Price et al., 1995; Dubé and Morgan, 1996), or in response 
to a service failure (Taylor and Baker, 1994; Varela-Neira et  al., 2008). Therefore, 
consumption emotions are treated as a function of the cognitive process of perfor-
mance evaluation, referred to as the ‘cognitive-affective sequence’ (Lazarus, 1991).

However, the emotions-lead-to-cognition perspective generates another com-
peting model in emotions and satisfaction, termed ‘affective-cognitive’. Positive and 
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negative emotions in turn work on people’s perceived performance or cognitive dis-
confirmation to influence evaluative judgements by the amplification effect of the 
arousal dimension of emotions (Babin and Attaway, 2000; Ladhari, 2007), as well 
as  by affective-processing mechanisms (Cohen and Areni, 1991). The affective-
processing mechanism is the way that people retrieve affective traces of a relevant 
experience from their memory. They then integrate these affective traces into the 
evaluative judgement, together with other memories such as beliefs and prior expec-
tancies. Emotions elicited by the consumption experience are believed to leave strong 
affective traces in episodic memory, and to work on the satisfaction cognition process 
as well. This perspective is reflected in the affective-cognitive model; here, emotions 
are treated as moderators to satisfaction.

In marketing research, most scholars have relied on the cognitive-affective 
approach of emotions to explain consumer behaviour (Mano and Oliver, 1993; Oliver 
et  al., 1997). A study by Bigné et  al. (2008) on the joint effects of cognition and 
emotion on satisfaction in the context of hedonic services empirically tested the 
cognitive-affective sequence in the interplay between emotions and cognitive dis
confirmation. Furthermore, in affective-processing mechanisms, the affective traces 
of the certain consumption experience left in the memory are attenuated by mood. 
From a dynamic perspective, the influence of affect on satisfaction evaluation 
decreases over time, while the impact of cognition increases (Homburg et al., 2006). 
These affective traces are more likely to impact on satisfaction evaluation via beliefs, 
moods or even attitudes than are the simultaneously elicited emotions. It is argued 
that there should be instances in which the satisfaction process is more cognitive, and 
other instances in which it is more affective, such as situations in which consumers 
use more of an experiential perspective to experience consumption (Phillips and 
Baumgartner, 2002). However, this argument still follows the cognitive-affective 
sequence to suggest an experiential disconfirmation concept as the discrepancy between 
anticipated emotions and experienced emotions. An affective discrepancy is regarded 
as a parallel to cognitive disconfirmation in their research. This is also in line with the 
cognition-leads-to-emotions school of thought in psychology, corresponding to the 
belief of cognitive appraisal theory.

12.3  Satisfaction as an Emotional Response

There is another competing school of thought related to emotions and satisfaction. 
The debate discussed above concerning the cognitive-affective or affective-cognitive 
sequence in the formation of satisfaction regards emotion as a part of the process 
through which overall satisfaction is developed. But since judgements of satisfaction 
vary along a hedonic continuum (Westbrook and Oliver, 1991), a question arises. Are 
satisfaction and consumption emotions distinguishable theoretical constructs; that is 
to say, can emotions be distinct from satisfaction, or can satisfaction itself be concep-
tualized as an emotional response?

An early study by Hunt (1977) states that ‘satisfaction is not the pleasurableness 
of the [consumption] experience, it is the evaluation rendered that the experience was 
at least as good as it was supposed to be’ (p. 459). When consumers generate satisfac-
tion evaluations of product usage or services, they express qualitatively different 
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emotions coexisting with or contributing to satisfaction judgements. This is exempli-
fied by a study to specify types or categories of emotional response that may be 
causally antecedent to (Westbrook and Oliver, 1991) and coexist with a satisfaction 
judgement (Oliver, 1989). Westbrook and Oliver (1991) propose five qualitatively 
different emotional states for instances of satisfaction: (i) acceptance (contentment); 
(ii) happiness (pleasure); (iii) relief; (iv) interest/excitement; and (v) delight, ordered 
by increasing favourableness and contribution to satisfaction. These emotions are 
regarded as qualitatively different states of satisfaction with different emotional 
‘markers’. Similar findings appear in their later study (Oliver and Westbrook, 1993) 
in which different scores of satisfaction present with differentiated labels of emotional 
content.

Emotional responses are further argued as distinct outcomes elicited during 
consumption independent of satisfaction (Westbrook, 1987; Finn, 2012). Similar 
arguments are presented by a study on expectations, post-purchase emotional states 
and affective behaviour (Santos and Boote, 2003), where four emotional responses of 
postconsumption were found: (i) delight; (ii) satisfaction (or positive indifference); 
(iii) acceptance (or negative indifference); and (iv) dissatisfaction. In tourism, differ-
ent emotions, such as pleasure and interesting, challenged as a result of tourist experi-
ences in tourism attractions, are also found to be within a similar overall satisfaction 
level (Vittersø et al., 2000). Delight as an emotion is separated from satisfaction by 
the discriminant validity of the two concepts with similar measurement instruments 
in the context of B2C (business to consumer) websites (Finn, 2005, 2012). Recent 
tourism literature on delight has also distinguished delight and satisfaction as two 
distinct concepts by discriminant validity in different contexts such as the restaurant 
industry (Bowden and Dagger, 2011) and rural tourism (Loureiro, 2010). Hence, 
satisfaction and emotional reactions are two separate outcomes of the consumption 
experience, although they interact with each other.

In contrast to this distinction between emotion and satisfaction, other investiga-
tors conceptualized satisfaction as itself an emotional response to the judgemental 
disparity between product performance and a corresponding normative standard 
(Cadotte et al., 1987). There is an emotional perspective that defines satisfaction as 
‘an emotional state of mind after exposure to the opportunity’ (Baker and Crompton, 
2000, p. 787), ‘an affective state that is the emotional reaction to a product or service’ 
(Spreng et al., 1996, p. 17) and a ‘subjective emotional state that occurs in response to 
an evaluation of a set of experiences’ (Westbrook, 1981, p. 70). Although it is unclear 
whether satisfaction is phenomenologically distinct from many other positive emo-
tions (Bagozzi et al., 1999), the measures of joy and satisfaction load on to one factor 
(Nyer, 1997). Furthermore, satisfaction is found to share much common variance 
with positive emotions such as happiness, joy and gladness (Shaver et  al., 1987). 
When emotions are examined in the context of the hospitality experience and special 
meal occasions, it is suggested that ‘customer satisfaction is more likely to be a 
response to the emotion of the occasion than rational calculations’ (Lashley et al., 
2005, p. 80). It is argued that previous studies that have found discriminant validity 
for satisfaction and other positive emotions like joy and happiness can be explained 
by the way items are presented on the questionnaire (e.g. separation of measures of 
satisfaction from measures of other positive emotions), or the lack of inclusion of a 
sufficient number of positive emotions (Bagozzi et al., 1999).
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It is also argued that needs satisfaction, in contrast to evaluation-based or attrib-
ute satisfaction, is more likely to be expressed as a feeling. Satisfaction is generally 
classified into two different types: needs satisfaction based on motivational theory, 
and evaluation-based or attribute satisfaction based on expectation-disconfirmation 
theory. Needs satisfaction is the final stage of the motivation process (Mannell and 
Kleiber, 1997) while evaluation-based satisfaction is the process and antecedent of 
needs satisfaction (Shu and Crompton, 2003). For example, consumers’ rational eval-
uations of the performance of a service or product affect the fulfilment of their needs, 
as well as needs satisfaction. This is similar to the notion that ‘satisfaction as an 
emotional response to an experience (Oliver, 1981) is more closely related to inner-
directed or drive-based values rather than to outer-directed or cognitive dominant 
values’ (Gnoth, 1997, p.  299). This drive-based (push) satisfaction is also called 
motivational or need satisfaction.

12.4  Motivational Satisfaction and Delight

Satisfaction itself can be regarded as a positive emotion when consumers’ motivation 
or needs are fulfilled and they feel satisfied (Finn, 2005). Satisfaction is then treated 
as an emotional response derived from the evaluation of the consumption experience 
based on motivations or needs. Satisfaction is not, however, the only positive emotion 
that can possibly be found in the consumption experience. There are qualitatively 
different positive emotions from satisfaction that vary in the degree and intensity of 
the affective responses (Souca, 2014) as well as their effects on behavioural inten-
tions, such as delight (Oliver et al., 1997). Ma et al. (2017) use cognitive appraisal 
theory (see details in Chapter 7 of this volume) to differentiate delight from motiva-
tional satisfaction in four ways: (i) visitors’ degree of goal realization by the visitation 
experience; (ii) their level of surprise; (iii) their level of interest in activities; and 
(iv) whether visitors attach importance or special meanings to their visitation experi-
ences. Different evaluations of these dimensions lead to different arousal levels and 
differentiate delight (an aroused positive affect) from motivational satisfaction 
(a  positive emotional response). Table 12.1 illustrates different appraisal patterns 
of  delight and satisfaction on the set of appraisal dimensions discussed here. 

Table 12.1.  Appraisal patterns of delight and motivational satisfaction.

Appraisal 
dimensions

Sub 
dimensions

Appraisal pattern 
of delight

Appraisal pattern of 
satisfaction Variances

Novelty Highly unexpected Moderately or low expected Degree

Dimensions 
affecting 
emotional 
intensity 

Goal realization High Low Degree

Goal importance Goal important Goal unimportant or indifferent Present/
absent 

Goal interest High interest Moderate or low interest Degree

Goal 
congruence

Appetitive goal 
congruent

Appetitive goal congruent Same

Summarized by the author from Ma et al. (2017).
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Motivational satisfaction as an emotion is then compared with delight to further 
distinguish the two concepts, not only by their antecedents, but to establish a direct 
relationship between these two emotions and behavioural intentions.

12.5  Emotions and Behavioural Intentions

Some researchers view emotions as action-oriented (Kim and Moon, 2009). In line 
with this view, it is proposed that an individual may take action based on an emo-
tional feeling (Zajonc, 1980). Emotions therefore have implications for action as well 
as for goal attainment (Bagozzi et al., 1998). According to the ‘broaden-and-build’ 
theory of positive emotions (Fredrickson, 2001, p. 219), the experience of positive 
emotions broadens people’s momentary thought-action repertoires, which in turn 
builds their enduring personal resources, ranging from physical and intellectual 
resources to social and psychological resources.

From a practitioner’s perspective, the emerging work related to emotions and the 
prediction of consumer behavioural intentions is too important to ignore, and this is 
particularly so for those involved in an industry such as tourism (White and Scandale, 
2005). Many practitioners believe that the best way to gain customer loyalty is to 
ensure that customers have an emotional experience with a product or service, rather 
than merely achieving satisfaction (Kumar and Oliver, 1997). Thus, capturing the 
way people feel about a destination or product, alongside traditional cognitive attrib-
ute belief measures, can greatly enhance planning decisions and provide unique 
insights into the way consumers view potential or existing offerings.

The overwhelming number of studies that have investigated the outcomes of 
overall satisfaction have indicated that a significant relationship exists between 
satisfaction/dissatisfaction and loyalty behaviours such as switching, complaining, 
positive word-of-mouth and repurchase intentions (Alford and Sherrell, 1996; Tax 
et al., 1998; Ennew and Binks, 1999; Andreassen, 2000; Mittal and Kamakure, 2001; 
Szymanski and Henard, 2001). However, some have argued that the relationship 
might not be straightforward (Stauss and Neuhaus, 1997; Mittal et  al., 1998; 
Szymanski and Henard, 2001), and that revisit intention may be an extension of 
satisfaction rather than an initiator of the revisit decision making process (Um et al., 
2006). This uncertainty has prompted academic interest in the role of (satisfaction) 
emotions in influencing and predicting consumer behaviour.

Some researchers have suggested that satisfied customers might exhibit different 
levels of loyalty or intention to repurchase. This assumption is confirmed by reports 
from industry; for example, Xerox found that its ‘totally satisfied’ customers are six 
times more likely to repurchase during the following 18 months than its ‘merely 
satisfied’ customers ( Jones and Saser, 1995). Some scholars explain this as resulting 
from a nonlinear relationship between satisfaction and loyalty intentions (Fullerton 
and Taylor, 2002; Yi and La, 2004), or repurchase intentions (Mittal and Kamakure, 
2001). Some attribute the gap to the effect of a novelty-seeking trait ( Jang and Feng, 
2007). Another possible explanation arises from an inconsistency in definitions of 
customer satisfaction as well as its measurement (Giese and Cote, 2000). Although 
satisfaction has always been conceptualized as a summary evaluative response and 
was originally viewed as primarily cognitive (Oliver, 1980), it has also been defined as 
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primarily emotional (Westbrook, 1981; Spreng et al., 1996; Baker and Crompton, 
2000). Given this difference, it is also argued that it is the emotional response to the 
experience or satisfaction itself that is of central importance to intention (Schlossberg, 
1990). Although meeting expectations can satisfy a consumer, it is the emotional 
response to a surprise – whether delight or outrage – that has a real impact on 
customer loyalty (Schneider and Bowen, 1999; Alexander, 2012). This raises the 
question of whether the emotional responses of the postconsumption experience, 
usually identified as customer delight and satisfaction, are separate antecedents of 
desired behavioural outcomes (Oliver et al., 1997).

The implications of emotional reactions in purchase situations on complaint 
behaviours, word of mouth (WOM) communication, repurchase and related actions 
might differ for various positive and negative emotions, and be of more relevance 
than reactions to satisfaction or dissatisfaction per se (Bagozzi et al., 1999). The litera-
ture on postconsumption behaviour has examined the effect of consumption emo-
tions on behavioural intentions such as WOM and repurchase intention (Westbrook, 
1987; Machleit and Mantel, 2001; Derbaix and Vanhamme, 2003; Zeelenberg and 
Pieters, 2004; White and Yu, 2005), although not in a systematic way (Ladhari, 
2007). Positive and negative emotions have been found to influence the amount of 
WOM (Martin et al., 2008; McColl-Kennedy et al., 2009). A positive emotion such 
as joy has been found to be positively related to positive WOM (Nyer, 1997; White 
and Yu, 2005) while negative emotions such as regret and disappointment have been 
shown to impact on the extent of negative WOM (Zeelenberg and Pieters, 2004; 
White and Yu, 2005; Surachartkumtonkun et al., 2012).

Recent work in the tourism literature has discussed the role of emotions in 
contributing to the explanation of variation in behaviour (Stauss and Neuhaus, 1997; 
Yu and Dean, 2001; White and Scandale, 2005). For example, emotions and cognitive 
beliefs regarding a tourist’s visitation intentions account for 45% and 50%, respec-
tively, of the variance in consumers’ travel intentions (White and Scandale, 2005). 
Yu and Dean (2001) found a significant relationship between satisfaction emotions 
and positive WOM, willingness to pay more and switching behaviour. They found 
that emotions and cognition accounted for 33% of the variance in WOM behavioural 
intentions. Pleasant surprise is proposed to be positively linked to satisfaction levels, 
and negatively linked to the probability of switching behaviour (McQuitty et  al., 
2000). Overall, emotions conceptualized using the dimensions of pleasure and arousal 
have significant effects on positive and negative WOM in hedonic experiences 
(Ladhari, 2009).

Positive emotions can also affect tourists in different contexts such as intention 
to revisit a city (Muller et al., 1991), or loyalty towards a specific hotel (Barsky and 
Nash, 2003), restaurant (Mattila and Wirtz, 2000), retailer (Yüksel, 2007) or zoo 
(Tsaur et al., 2006). The relationship between consumers’ emotional attachment and 
their increased tendency to return has been investigated, and related to the role of 
affect and emotions in consumption behaviour (Hwang et al., 2005). There is empiri-
cal evidence that visitors’ pleasurable feelings derived from the physical environment 
of a store will influence retail outcomes such as the likelihood of returning to the 
store, the enjoyment of shopping in the store and a willingness to talk to employees 
(Donovan and Rossiter, 1982; Andreu et al., 2006; Bäckström and Johansson, 2006; 
Beverland et  al., 2006). Excitement is positively associated with both patronage 
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intention and hedonic value, and shame is found to be negatively associated with 
patronage intentions (Babin and Babin, 2001; Arora, 2012; Han and Jeong, 2012). 
Loyalty has a direct impact on feelings of pleasure in the context of a theme park 
experience, reflected by positive WOM and revisitation intentions (Bigné et al., 2008).

12.6  Conclusion

In summary, emotions as reactions to the consumption experience may be considered 
to function in parallel to satisfaction with regard to their impacts on behavioural 
intentions. Compared with satisfaction, other positive emotions such as joy, delight, 
happiness, hope, pride, jubilation, excitement, relief, amusement and pleasure – 
depending on the situation, product experience and person – are important outcomes 
of purchase, in terms of their effects on positive WOM communication and repur-
chase (Bagozzi et al., 1999). Especially in the context of hedonic experience where 
people pursue hedonic values together with utilitarian functions, emotional responses 
are an integrated part of consumption evaluations and impact on loyalty intentions. 
Hedonic experience providers can use emotions to establish stronger loyalty inten-
tions, as well as a better customer relationship (Maklan et al., 2008). This emotional 
design may be the next frontier for improving service quality and cognitive 
satisfaction.
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13.1  Introduction

An experience is inclusive of, but distinct from, the tangible goods and intangible 
services offered to a customer, because ‘an experience occurs when a company inten-
tionally uses services as the stage and goods as props to engage individual customers 
in a way that creates a memorable event’ (Pine and Gilmore, 1998, p. 98). It has been 
shown that an experience ‘derives from the interaction between the staged event . . . 
and the individual’s state of mind’ (1998, p. 98), and is a blend of many elements that 
come together (Shaw and Ivens, 2002) to involve consumers emotionally, physically, 
intellectually and spiritually (Carbone, 1998; Oswald et  al., 2006). However, how 
these elements (called attributes in this chapter) link together for a tourist has been 
less studied.

The essence of tourism is ‘the development and delivery of travel and visitation 
experiences to a range of individuals and groups who wish to see, understand and 
experience the nature of different destinations and the way people live, work and 
enjoy life in those destinations’ (Ritchie et al., 2011, p. 419). Therefore, the present 
research first aims to identify the specific attributes perceived by tourists in a destina-
tion, followed by the aim to examine how the attributes combine together to create a 
holistic destination experience for tourists. Empirical evidence was collected from 63 
qualitative in-depth, in-destination interviews with tourists who were asked to dis-
cuss the memorable attributes of Zhouzhuang, a Chinese water town. The attributes 
identified through content analysis of the transcribed interviews were classified. In 
doing so, a new attribute type called ‘service’ was identified besides three other known 
attribute types. Analysis of the coded transcripts indicates that there are associations 
among attributes (especially the four attribute types) in the minds of tourists, and 
that these form themes.
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13.2  Themes and Experience

A theme is essential for planning and marketing consumer experiences and as a facil-
itator of the individual involvement in experiential offerings (Pine and Gilmore, 
1998) as it connects separate services and experiential elements together in the visi-
tor’s mind (Agapito et al., 2013). It is the ‘underlying concept for everything staged 
in a particular place’ (Mossberg, 2007, p. 69). Holbrook and Hirschman (1982) con-
sider a theme to be represented by a set of related cues that are intended to evoke a 
fantasy – an imaginary journey to a different time or place.

A theme can be incorporated into physical design and used as an attention-
creation medium (Slåtten et al., 2009) to draw in more guests. These cues are mainly 
related to changes in an environment, such as decorations or other more permanent 
fittings within a venue. Some environments, such as tourist attractions, hotels and 
restaurants, are conceptualized as themes derived from stories (Mossberg, 2008) gen-
erally built on some believable elements such as a message, conflict or division of roles 
and action (Fog et al., 2003). The use of stories and narratives can ‘lead to a deeper 
understanding and . . . an implementation of the sociological concept of verstehen’1 
(Van Limberg, 2009, p. 33). These benefits are one reason why storytelling has been 
widely used, particularly in the tourism industry (Mossberg, 2008), and why fictitious 
characters, myths, popular books and films are commonly found in restaurants, theme 
parks, museums and destinations.

A theme therefore is a strategic element in designing a destination that unites 
various other elements, directs visitors’ attention (Ooi, 2005) and assists visitors to 
develop meaning from their experiences (Moscardo et al., 2007). Themes help visitors 
to organize their impressions, leading to increased memorability (Oh et al., 2007); 
and create value (Holbrook and Hirschman, 1982; Agapito et al., 2014). A theme 
may influence sustainable behaviours, length of stay and commercial revenue (Pearce 
and Wu, 2016).

Given the importance of a destination theme, how do we go about identifying or 
developing thematic experiences for a place? Destinations often grow as places where 
people live and have a history which is not necessarily thematic. Sometimes a city 
may have an easily identified theme, such as one of romance (e.g. Verona, the setting 
for Romeo and Juliet); of horrors or sadness as in dark tourism (e.g. the Nazi concen-
tration camp of Buchenwald); of culture or of adventure. Arnould and Price (1993) 
identified a number of experiential themes such as pilgrimage, intensification, redis-
covery of self, and communion with nature.

In other cases, a city or location may represent a variety of themes (Pearce and 
Wu, 2016) and there is a need to shape a destination or attraction’s theme. An effec-
tive theme is dramaturgical, and can be an idea, a subject or an underlying, permeating 
‘something’ that determines the elements applied to create the experiential context. It 
should have a widespread emotional appeal (Pearce and Wu, 2016) and be culturally 
relevant to visitors to a destination (Xu et al., 2013).
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13.2.1  Destination experience and attributes

Experience design has long been practised in the tourist attractions sector, with 
Disneyland a classic example (Bryman, 1995). The practice of experience design is 
also relevant for tourist destinations such as cities and resort areas, as these too are 
places that may be considered ‘theatres’ where experience that cannot be found in 
daily life is staged (Hayes and MacLeod, 2007). Here a destination is a geographical 
entity which combines a critical mass of interrelated and diverse elements (Gunn 
and Var, 2002) such as attractions, transportation, venues, diverse types of lodging, 
dining, retail and support services. A tourist destination acquires an identity 
through  its particular attractions and types of transportation, lodging, dining and 
shopping experiences. A destination’s particular attributes (if perceived by tourists) 
provide stimuli that encourage experiences of a certain nature and scope (Oh et al., 
2007).

Experiences in a destination may be designed and constructed to facilitate 
understanding of its past or to demonstrate a visited place through the attribution of 
the meaning of its ‘actual nature’ (history, culture, geography and aesthetics), and the 
reaction of local people (Trauer and Ryan, 2005). Certainly, a tourist’s experiences are 
framed by individual factors such as the reason for the visit, length of stay and per-
sonal relationships. However, the destination attributes perceived by a tourist are also 
important in determining the experiential outcomes of a visit. A tourist’s prior 
knowledge of the destination – in part through the advertising imagery they have 
been exposed to – also has a pervasive influence on the experiential process, influenc-
ing tourist behaviour (Olivia, 1999), and affecting tourist satisfaction and memories 
(Gallarza et al., 2002).

Tourist destination managers are increasingly seeking to position their 
destinations as providing experiences (Murphy et al., 2000; Richards, 2001) rather 
than (merely) as places to visit. ‘What tourists primarily seek and consume at 
destinations are engaging experiences accompanied by the goods and/or service com-
ponents of the destinations’ (Oh et al., 2007, p. 119). Experiences are often regarded 
as the primary factor desired by many tourists (Mo et  al., 1993). ‘Physical plant’ 
(Smith, 1994, p. 588) and service infrastructure support their visit, but a destination 
is not just these inputs but also an experience in its own right (Ross, 1998; Murphy 
et al., 2000).

Given the central role of a destination experience for understanding why tourists 
travel, it is surprising that there has been little systematic examination of how the 
separate and multidimensional attributes combine into a holistic destination experi-
ence (Gentile et al., 2007). An attribute of an experience is ‘anything that can be 
perceived or sensed – or recognized by its absence’ (Berry et al., 2002, p. 86). Previous 
studies have sought to determine various attributes or elements of an experience, 
including atmosphere, interaction with personnel and other customers, and memora-
bilia. Each of these is examined in detail on the following pages.
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13.2.2  Atmosphere attributes

Atmosphere refers to ‘the conscious designing of space to create certain effects in 
buyers’ (Kotler, 1973, p. 50), essentially to affect a consumer’s five senses. Research 
into the design of a place’s atmosphere and its effect on tourists’ experiences has been 
undertaken in the leisure/tourism area for many years (Mossberg, 2007). For 
example,  three types of attributes found to influence hospitality experiences are: 
(i) attributes of the ambient environment – background conditions such as tempera-
ture, scent, noise, music and lighting; (ii) attributes of the social environment – the 
‘people’ component of the environment; and (iii) attributes of the design, including 
functional and aesthetic elements such as architecture, style and layout (Heide and 
Grønhaug, 2006).

The physical component of atmosphere design is usually considered an atten-
tion-creation medium (Slåtten et al., 2009). Since production and consumption occur 
simultaneously in tourism, the design of a consumption space not only attracts 
tourists’ attention, but may also be used to influence their actual experiences. This 
is because tourists primarily visit places to consume the ‘atmosphere’ provided by a 
destination (Echtner and Ritchie, 1993), rather than the consumption or purchase of 
goods and services available. In an experiential environment, both the tangible and 
intangible aspects of the visited space can be simultaneously constructed through the 
tourists’ ‘gaze’, their perception and experience.

13.2.3  Interaction attributes

An individual’s experience is also influenced by the ‘people’ component of the envi-
ronment (Heide and Grønhaug, 2006; Heide et al., 2007) which can be separated 
into interactions with employees and with other customers (Mossberg, 2007). 
Tourist–employee interaction is an important factor which influences perceived expe-
rience quality and satisfaction (Bitner et al., 1990; De Ruyter and Wetzels, 2000). 
An employee’s ability to respond appropriately to tourists’ needs or possible service-
delivery failures, as well as their unprompted actions, affect experiences strongly 
(Bitner, 1990). Tourists travelling in a destination can be considered to step into ‘a 
special world’, but if they have no knowledge of the context, they may have trouble 
adapting to it and becoming immersed (Carù and Cova, 2007). Employees, particu-
larly front-line personnel, can be a valuable resource for establishing emotional 
connections with, and facilitating immersion of, tourists (Zomerdijk and Voss, 2010). 
This may occur through their providing support or acting as a helper. For instance, a 
tour guide can play the role of a source of information for tourists ( Josiam et al., 
2004), as path-finder or mentor (Cohen, 1985) or as mediator between tourists and 
local scenes (Dahles, 2002), all of which helps to orchestrate the stage of experience. 
Employee engagement with tourists has been termed emotional labour (Hochschild, 
2003; Zomerdijk and Voss, 2010). It can lead to rapport relating to enjoyable inter
actions, including feelings of care, friendliness and personal connections based on a 
genuine interest in others or psychological similarity (Gremler and Gwinner, 2000) 
and to authentic understanding, especially important in extended, affective and inti-
mate service encounters (Price et al., 1995). Employees who are particularly helpful, 
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and show empathy as well as being very friendly, may induce greater levels of stimula-
tion and pleasure (Slåtten et al., 2009).

Tourists’ experiences are usually staged in the presence of other tourists 
(interactions between tourists) (Baker, 1987), who may then affect their perception 
(Zomerdijk and Voss, 2010). An excited audience can enhance the experience of its 
members (Lovelock, 1996). Researchers have studied the positive aspects of being 
together with other consumers and how these influence a customer’s willingness 
to be a co-producer (Silpakit and Fisk, 1985; Gummesson, 1993). This particularly 
applies to situations in which customers are in close proximity to each other or have 
to share resources or space simultaneously (e.g. restaurants, airline travel) even when 
waiting (Kellogg et al., 1997). Meetings between guests in the hospitality context can 
influence customers’ satisfaction (Gustafsson et al., 2006). In a dining context, con-
sumers imitate each other in terms of fashions, and may act with artifice and pretence 
(Finkelstein, 1991). Thus, the dining party members and other diners in a restaurant 
are also important for the dining experience (Valentine, 1999; Andersson and 
Mossberg, 2004).

Interaction and connection with other customers are opportunities to satisfy 
consumers’ social needs and make experiences more enjoyable (Harris and Baron, 
2004; Nicholls, 2005). These interactions are usually seen as an entrance ticket to a 
social group or to allow a sense of community to develop, and have been studied at 
motorbike events and sports activities (Hallin and Mykletun, 2006). Through the 
sharing of consumption values and behaviour, a consumer can build a sense of 
community with others, or feel a sense of belonging to a group.

Tourists are co-producers of their own experiences as they are necessary for its 
performance and production. For some guests, the experience of going to a restaurant 
may serve the function of ‘seeing and being seen’ in public and being entertained by 
others (Scapp and Seitz, 1998). Similarly, some consumers prefer to participate in 
VIP venues and to interact with other VIPs, because ‘people who have money want 
to be seen around other people who have money’ (Pullman and Gross, 2004, p. 556). 
The companionship and emotional support received from other customers leads to 
high levels of commitment towards future patronage (Rosenbaum, 2006).

13.2.4  Memorabilia attributes

Almost everyone is, to some extent, a collector of memorabilia (Gordon, 1986), 
because people want to be reminded of special times and activities, and certain goods 
that are saved can convey their memories (Pine and Gilmore, 1999) or serve as a 
reminder of an experience. Memorabilia are usually goods collected or purchased by 
tourists within a destination to act as ‘a concrete reminder or tangible way of capturing 
or freezing a non- or extra-ordinary experience’ (Gordon, 1986, p. 137).

For tourists, memorabilia may be the only tangible outcome of their holiday and 
can reinforce emotional experiences. This partly explains the reason why many tour-
ists often spend more on shopping than on food, lodging or other activities ( Jansen-
Verbeke, 1991; Timothy and Butler, 1995). It should be noted that shopping by itself 
can also enrich the content of tourist experience, and affect the overall experience 
of a destination (Onderwater et al., 2000). After the trip, memorabilia may serve as 



206	 Lihua Gao

‘pictorial or symbolic reminders of a destination, markers which commemorate a 
moment in time, representations of the local environment or cultural artefacts from a 
particular place or culture’ (Ferdinand and Williams, 2010, p. 207). People wearing 
memorabilia such as a T-shirt become walking advertisements for the visited 
destination; thus, their experience is transmitted to others (Pine and Gilmore, 1999). 
Memorabilia can also satisfy tourists’ desires for novelty (Lee et al., 2009), authentic-
ity (Littrell et al., 1993), collecting (Squire, 1994) and social status (Pine and Gilmore, 
1999). Therefore, memorabilia is a particularly powerful factor in enhancing experi-
ence quality, and the purchase of memorabilia is an integral part of the tourist 
experience in a destination.

Clearly, an experience is a blend of many perceived attributes coming together 
(Shaw and Ivens, 2002) to involve a person emotionally, physically, intellectually and 
spiritually (Carbone, 1998; Oswald et  al., 2006). No previous study has identified 
attributes that are embodied in an experience, and how those attributes combine 
together to create a holistic destination experience for tourists.

13.3  Methods

Because of the scant theoretical insight into what particular attributes are embodied 
in experiences, and how they combine together to create a holistic destination experi-
ence for tourists, a case study and qualitative methodology were considered appropri-
ate for gaining rich, in-depth data. Zhouzhuang was selected as the case study for its 
thematic, atmospheric, social and memorabilia characteristics. It is a historical water 
town in China, with local dwellings having a unique architectural structure clustered 
on the banks of rivers or lakes. It is located to the south of the Yangtze River, 38 km 
from central Suzhou and 60 km from Shanghai Airport. The town developed during 
the Ming (1368–1644) and Qing (1644–1911) dynasties, and has been considered 
one of the world’s most beautiful towns (Gerrie, 2012), providing a rich historical and 
cultural experience for tourists. The river-based settlement appeals primarily to 
Chinese tourists for two main reasons: (i) the historical and cultural heritage of 
ancient towns is different from that of modern cities and the towns are attractive 
because of their geographical configuration, buildings and traditional features; and 
(ii) the atmosphere of water towns supports the theme of harmony between nature 
and residents. Symbols include the images of white walls, black tiles, small bridges 
and rivers, and the simple and traditional ways of life. All these can be compressed 
into a line from a famous Chinese verse that has become synonymous with water 
towns in the south of the Yangtze River – ‘small bridge, flowing water, and residents’ 
(Ma Zhiyuan, 1250–1324). The idyllic, small-town setting enables residents of large 
cities to escape from their noise, pollution and pressure (Ruan and Shao, 1996). Over 
the past 20 years, this ancient town has hosted a large number of domestic tourists 
and a growing number from overseas.

Data collection started in Zhouzhuang in June 2011 and began with six qualita-
tive in-depth interviews with tourists to allow them to become familiar and comfort-
able with the protocol and respondent interaction. The main data collection was 
conducted on weekdays from July to November 2011. The informants were all first-
time Chinese overnight tourists, to minimize the impact of previous knowledge and 
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experience of Zhouzhuang. All interviews were conducted in riverside restaurants or 
teahouses either after 8 pm or before 9 am, when tourists were more likely to agree to 
participate and the interviews were less likely to be interrupted.

The trained Chinese-speaking investigators politely approached tourists, out-
lined the purpose of the research and invited them to participate in an interview. 
Once the invitation was accepted, several screening questions were asked: ‘Is this the 
first time for you to visit Zhouzhuang?’ ‘Did you or are you going to stay here for the 
night?’ and ‘When are you going to finish your trip in Zhouzhuang?’ Only the tourists 
whose answers for the first two questions were both ‘yes’ and who explicitly said that 
they had finished or almost finished their trips were regarded as targets for further 
conversation. If the tourists were in a group, the investigators would ask them to 
recommend one tourist to answer all interview questions. The saturation point 
(Glaser and Strauss, 1980) was reached after 63 participants (identified by a code 
number) had been interviewed.

After transcription, data from the interviews (identified by code numbers that 
start with 'TP') were analysed using content analysis procedures supported by the 
qualitative data analysis software NVivo9.2. Latent coding was used and combined 
with manifest coding for data reduction. Tree-structured catalogues were created for 
the experience attributes perceived by tourists (Richards, 2009) and named using the 
coding text topics (e.g. ‘Folk house’) or with the words that interviewees themselves 
used (e.g. ‘Lots of tourists’).

In analysing the transcripts, it was noted that attributes from different types were 
often associated by participants in the same sentence. For example, the sentence 
‘We . . . chose a small waterside teahouse to . . . have some tea’ (TP62) was coded as 
embodying the theme ‘Small bridge, flowing water, and residents’, the atmospheric 
attributes of ‘Waterside dwellings’ and ‘Tea’, and a service attribute – ‘Catering’. Sim-
ilarly, the sentence ‘I took a photo with my girlfriend around the Twin Bridge, what 
a memorable moment for us’ (TP11) was coded as involving atmosphere (‘Bridge 
and  river’), interaction (‘Friends and family’) and memorabilia (‘Photographs and 
postcards’) as shown in Table 13.1.

Table 13.1.  Examples of perceived attributes assigned to different types and themes.

No. Theme

Types of perceived attributes

Atmosphere Interaction Memorabilia Service

1 ‘We . . . chose a small waterside teahouse to . . . have some tea’ (TP62)

Small bridge, 
flowing water and 
residents

Sight
Folk house
Waterside dwellings
Taste
Tea 

Catering
Waterside

2 ‘I took a photo with my girlfriend around the Twin Bridge, what a memorable moment for us’ 
(TP11)

Sight
Ancient water town
Bridge and river

Other tourists
Friends and family

Photographs and postcards
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An attribute was considered to be linked to a theme if they co-occurred in a 
single sentence (see Table 13.1). The frequency of attribute and theme co-occurrence 
was determined using an NVivo Matrix Coding Query. NVivo 9.2 was used to create 
tables of codes co-occurrences, which ‘enables the analyst to compute associations but 
also serves as an entry to contingency analysis’ (Krippendorff, 2004, pp. 268–269). 
Furthermore, ‘the frequency of co-occurrence of two concepts . . . indicate[s] the 
strength of associations between those concepts in the minds of the members’ 
(Krippendorff, 2004, p. 59), so this research conducted a quantitative analysis of the 
coded data; that is, a count of co-occurrences, especially their frequency of appear-
ance (Huberman and Miles, 1994). This ‘help[s] to reduce the data and may make 
data more accessible’ (Henderson, 2006, p.  167), and has been used in previous 
descriptive research (Bonet and Paché, 2005; Henderson, 2006; Richards, 2009; 
Yaghmour and Scott, 2009).

13.4  Findings

Some 54 unique attributes perceived by tourists during their experience in 
Zhouzhuang are shown in Table 13. 2, with the number of tourists who mentioned 
each attribute in the interview (in the 'Sources' column) and the number of times 
those tourists mentioned that attribute (in the 'References' column). Table 13.2 con-
tains six atmosphere sub-types (‘Sight’, ‘Sound’, ‘Taste’, ‘Touch or Feeling’, ‘Scent’, 
‘Own activities’) with the attribute ‘Local delicacies and snacks’ mentioned most fre-
quently. Three interaction subtypes were identified (with ‘Personnel’, ‘Local residents’ 
and ‘Other tourists’). In particular, interactions with other tourists were mentioned 
frequently, usually in the context of overcrowding. ‘Local snacks’ were the most fre-
quently mentioned memorabilia attribute. Thus most attributes could be grouped 
into the three types identified in earlier literature: atmosphere, interaction and 
memorabilia.

However, it was notable that tourists also commonly commented on services 
they received. Service activities included taking a boat (i.e. ‘Boating’), having dinner 
(i.e. ‘Catering’), seeing a show (i.e. ‘Entertainment’), living in a waterside house (i.e. 
‘Guest house and lodge’) and shopping (i.e. ‘Goods and shops’). Disappointing expe-
riences were also related to the services provided, especially defective facilities such as 
poor signage and the lack of lighting at night, as well as the quality of the physical 
environment (such as the many shops in the town and the poor water quality). In this 
case, service was regarded as a new attribute type for this research.

The attributes listed in Table 13.2 are further analysed in Fig. 13.1, with 'Sources' 
on the x-axis and 'References' on the y-axis. In Fig. 13.1, Line A and Line B, whose 
slopes are 2 and 3, respectively, are used as a guide to allow the reader to note signifi-
cant variation in the average frequency that each attribute was referred to by tourists 
who mentioned it.

Figure 13.1 demonstrates that: (i) the majority of attributes are in the area below 
Line A, which means they were on average mentioned less than two times per inter-
viewee who referred to them; (ii) 11 attributes falling between the two diagonals were 
mentioned on average more than twice but less than three times. Nine attributes were 
mentioned by more than half of the tourists, including four atmosphere attributes 



	 The Meaning of a Destination Experience in Zhouzhuang, China� 209

(i.e. ‘Boats and boat ladies’, ‘Bridge and river’, ‘Night view’ and ‘Local delicacies and 
snacks’), three interaction attributes (i.e. ‘Local residents’, ‘Other tourists’ and ‘Lots of 
tourists’) and two service attributes (i.e. ‘Goods and shops’ and ‘Tour guide’); and 
(iii) two attributes are in the area above Line B. Both are service attributes (‘Catering’ 
and ‘Guest houses and lodges’); ‘Catering’ was the only attribute mentioned on 
average more than three times by all 63 tourists. In total 11 attributes, numbered 
according to the order in the code list developed in Table 13.2, were frequently 
mentioned by many tourists.

13.4.1  Themes formed by attributes

Analysis of interview transcripts suggested that some attributes are associated with 
one or more themes in the minds of tourists. Three themes were identified. One of 
them, ‘Small bridge, flowing water, and residents’ (Theme I) was associated with the 
famous Chinese verse. Two other themes, ‘Night in a water town’ (Theme II) and 
‘Laid-back life’ (Theme III), were also identified. The results indicated that there are 
many linkages between themes and many attributes. Table 13.2 demonstrates that 
each of the three themes identified is linked to almost all attributes.

To explain the linkage between themes and attributes, this study only took the 
frequently mentioned attributes as examples due to word limits: the top ten most 
relevant attributes for each theme (abbreviated to ‘Top10’ and marked as ‘1’ in Table 
13.2). When the Top10 of Theme I are compared with those of Themes II and III, 
four points can be made:

1.	 Around half of these Top10 are concentrated in the atmosphere attributes – five 
for the first two themes and six for the last – and ‘Boats and boat ladies’ and ‘Sit along 
waterside’ were common across all these three themes. Tourists usually started the 

Fig. 13.1.  Source and reference frequency for attributes.
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Table 13.2.  Node matrices of the key linkage between themes and all attributes perceived by 
tourists.

No. Attributes Sources References

Themes
Small bridge, 
flowing water 
and residents

Night in 
a water 

town

Laid-
back 
life

Atmosphere

1 Sight Ancient water town 40   69   9     5   4

2 Boats and boat ladies 43   85 1811 1  421 1721

3 Bridge and river 52 111 1911   19 29

4 Rain   6     7   4     0   1

5 Folk house 35   50 17     4   8

6 Carved bed 13   13 13     0   2

7 Old buildings 33   46 18     8 12

8 Waterside dwellings 37   61 1611   12 33

9 Narrow streets and 
alleys

29   44 21   13 12

10 Traditional dress   6     7   6     0   3

11 Traditional lifestyle 36   67 1491   19 *56*

12 Slow life 28   38 22     8 37

13 Night view 53 114 21 11141 1881

14 Lantern and 
lamplight

36   53   9 1  531 1151

15 Early morning view 15   21   5     4 17

16 ‘Zhouzhuang in All 
Seasons’ show

15   31 11   18   7

17 Sound Folk songs 28   39 34   24 1371

18 Kun opera and 
pingtan

22   30   7     7 20

19 Legends of Shen 18   21   0     0   0

20 Wu dialect 21   23 14     5 19

21 Taste Local delicacies and 
snacks

63 129   7   11 13

22 Tea 30   38 14   13 25

23 Touch/
Feeling

Touch or feeling 11   16   7     9   9

24 Scent Scent   5     5   0     0   0

25 Own 
activities

Rambling in the town 41   54   8 1  361 1541

26 Sitting by waterside 35   60 1351 1  371 1601

Interactions

27 Personnel 32   84 31   19 34

Continued
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Table 13.2.  Continued.

No. Attributes Sources References

Themes
Small bridge, 
flowing water 
and residents

Night in 
a water 

town

Laid-
back 
life

28 Boat ladies and 
boatmen

19   27 23   12 24

29 Performers 17   30 10     8 11

30 Tourist guide   8   27   0     0   1

31 Local residents 42   85 1591   11 17

32 Other tourists 54 127 21   15 34

33 Friends and family 32   59   5   12 17

34 Lots of tourists 41   85   7   11 13

35 Few tourists 32   45   9 1  401 1441

Memorabilia

36 Local goods 15   21   1     1   0

37 Local snacks 27   31   3     0   0

38 Chinese painting and 
calligraphy

10   14 11     0   0

39 Photographs and 
postcards

19   24 14     4   5

40 Live fabrication 10   11   7     0   0

41 Others 15   26   1     0   0

Service

42 Catering 63 243 26 1  341 1491

43 Waterside 17   26 12   20 26

44 Guest house and 
lodge

50 149 1391     8 20

45 Lifestyle 23   34 1341     1 19

46 Entertainment 47   89 1411 1  471 1571

47 Boating 43   64 1541 1  281 1551

48 Goods and shops 52 133 18   10   4

49 Lighting 36   54   8 1  521 13

50 Tour guide 53 112   0     3   2

51 Signs 57 105 30     0   0

52 Environmental 
quality

20   28   5     1   1

53 Water quality 10   11   3     0   0

54 Online reservations 14   14   0     1   0

Attributes mentioned by fewer than three tourists are excluded from this table. *The numbers in each cell 
indicate the co-occurrence frequency from a matrix coding query in NVivo. 1The top ten most relevant 
perceived attributes for each theme.
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interview with a description of what they had seen, focusing especially on the atmos-
phere they perceived. This is explained because tourists appear to have been ‘primed’ 
by their previous knowledge about Zhouzhuang, which formed the main focus of 
their experiences in the town. In addition, the attributes of the water culture are vis-
ible at any time throughout the town. As a result, words related to water scenery were 
frequently reported, including ‘water town’, ‘bridge’, ‘water’ or ‘river’, ‘waterside’ or 
‘riverside’, ‘small bridge and flowing water’ and ‘small bridge, flowing water, and resi-
dents’, as in the following: ‘There are so many water factors in this small water town: 
bridges, residents, houses, and boats . . .. All these things combine together and match 
so well. The only word I can say is “exquisite”’ (TP22).

However, some differences were found between the atmosphere attributes men-
tioned in the Top10 for the three themes: (i) two ‘own’ activities carried out by tour-
ists', namely, ‘Ramble in the town’ and ‘Sit along waterside’, were usually mentioned 
by most tourists when they reported what they did at night; (ii) ‘Night view’ (exclu-
sively belonging to ‘night’) was widely and frequently mentioned by most tourists; 
and (iii) ‘Lantern and lamplight’, especially the red lanterns hanging from the eaves 
around the town, were noticed by tourists when they were having night tours but 
were ignored during the daytime. These differences between perceived atmosphere 
attributes during the day and those at night might be part of the reasons why tourists 
perceived different themes in the same context.
2.	 There was one interaction attribute in the Top10 for each theme, but Theme I 
was highly related to interaction with ‘Local residents’, while the other themes were 
related to an interaction with ‘Few tourists’. More than 800 indigenous families live 
in Zhouzhuang and many of them participate in tourism through traditional handi-
craft displays or by providing houses for accommodation, restaurants and snack bars. 
These residents have not changed their conventional lifestyles, but their ordinary 
lives overlap with tourism, especially through staged activities and supporting ser-
vices. Local residents ‘naturally’ perform for tourists, so they were commonly regarded 
as part of the cultural background and related to the water culture theme, as shown 
by this comment: ‘We heard some folk songs by a local granny – it was such a lovely 
night in town’ (TP01).

The number of other tourists in Zhouzhuang was mentioned as a problem by 
tourists. However, their concern differed according to the time of their visit. Many 
tourists had anticipated that there might be lots of other tourists because ‘Zhouzhuang 
is a famous tourist destination in China’ (TP08); but the number of tourists was 
sometimes larger and worse than their expectations. This was especially noted during 
the daytime, evidenced by tourists widely and frequently mentioning ‘Lots of tour-
ists’. As a result, they complained: ‘There is nothing to see, except for tourists, even in 
the photographs I took’ (TP41).

Tourists frequently mentioned ‘Lots of tourists’ as part of their daytime experi-
ence, but the ‘authentic’ Zhouzhuang was only experienced when ‘Few tourists were 
around at night and in the early morning. This was one of the reasons why tourists 
experienced different themes at different times of the day.
3.	 No memorabilia attribute was listed in the Top10, but all attributes mentioned 
were perceived to link to the theme ‘Small bridge, flowing water, and resident’, while 
only some linked to the other two themes. This was because the souvenirs available 
were almost inevitably related to Theme I.
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4.	 Several service attributes were listed in the Top10, four for the first two themes 
and three for the last. However, ‘Catering’ appeared in Themes II and III, while 
‘Lighting’ appears only in Theme II. This indicates that some service attributes were 
perceived by tourists to link to different themes. When choosing service or service 
providers, tourists usually had special criteria in addition to basic facilities, such as 
‘Waterside’, because the whole process of receiving the ‘special’ service was commonly 
regarded ‘to be . . . a part of local life’ (TP21). Even if staying in a small inn rather 
than a formal hotel, many tourists described their accommodation with names that 
usually contained the Chinese word ‘水’ (literally, ‘water’). As one respondent said: 
‘regarding the name, I can imagine a river running around the inn, which is just what 
I want’ (TP16).

It was shown that tourists commonly labelled their experiences with some imag-
inary ideas or names (i.e. themes) under which numerous and diverse perceived 
attributes noted during their experiences were further described. The difference 
between Theme I and the other two themes is mainly due to differences in attributes 
perceived during the day and at night. In other words, the themes perceived by those 
visiting at night were likely to be different from those visiting during the daytime 
because tourists perceived different attributes.

13.5  Conclusion

An experience is a blend of many elements that come together (Shaw and Ivens, 
2002) to involve consumers emotionally, physically, intellectually and spiritually 
(Carbone, 1998; Pine and Gilmore, 1999; Oswald et al., 2006). However, no previous 
study has identified how these attributes link together to create a holistic destination 
experience for tourists.

This chapter has found that service attributes can be clustered into an important 
type of experience. Those experiences that were novel received more attention from 
tourists, because they contrasted with, or were opposite to, their daily lives. Tourists 
commonly described their experiences in Zhouzhuang in terms of the daily lived 
activities (McCabe, 2002) they participated in, many of which could exhibit local 
culture. This enabled more interaction with other people, encouraged purchase of 
memorabilia and contributed to experiencing themes. In this case, service-related 
daily-life experiences are an indispensable element of a visit to Zhouzhuang. There-
fore, service provided a medium for tourists to be involved in their experience. It 
supports the notion that ‘what tourists primarily seek and consume at destinations is 
engaging experiences accompanied by the goods and/or service components of the 
destinations’ (Oh et al., 2007, p. 119). In this case, all perceived destination attributes 
were able to be clustered into four types: atmosphere, interactions, memorabilia and 
service.

Linkage between themes and attributes was the second important finding of this 
research. The attributes perceived by tourists with regards to Zhouzhuang were found 
to be linked to three themes that were strongly linked with the town’s atmospheric 
attributes. It appears that such atmospheric attributes are especially effective in evok-
ing a theme. Atmospheric attributes such as architectures and songs appear to more 



214	 Lihua Gao

easily take a customer on an imaginary journey to a different time or place (Holbrook 
and Hirschman, 1982). In Zhouzhuang, tourists’ consumption of ‘atmosphere’ was 
guided by their previous knowledge of the town. The ‘Small bridge, flowing water, 
and residents’ theme attracted tourists to visit Zhouzhuang, and also directed their 
attention to the attributes linked to that theme during their visit. This theme is an 
important part of the destination image and influenced potential tourists’ decision 
making behaviour, as well as their subjective perception during the visit (Olivia, 
1999). It appears that atmosphere attributes are important in developing a destina-
tion theme, and that in developing a destination image, managers should identify and 
develop important atmosphere attributes.

In Zhouzhuang, the ‘Small bridge, flowing water, and residents’ theme was 
strongly linked to service activities such as boating or a local lifestyle lodge (see Table 
13.2) which enabled tourists to experience local residents’ lives. These activities also 
involved tourists through use of their five senses. The memorabilia purchased from 
local shops were often seen not only as symbols of the water culture theme (see Table 
13.2), but also as tangible reminders (Gordon, 1986) to reinforce ‘memories’ cher-
ished and consumed ‘after’ the trip, and thus made the ephemeral experience last 
longer (Haldrup and Larsen, 2003).

Tourists’ experience of Zhouzhuang was also influenced by their interactions with 
other people (Zeithaml et al., 2008). In Zhouzhuang, many activities involved inter-
actions between tourists and personnel, local residents, travel companions or other 
tourists. The nature of these interactions differed between day and night time. Dur-
ing the day, crowding usually led to negative interactions among tourists and influ-
enced their perceptions of atmosphere attributes. At night, fewer tourists encouraged 
more positive interactions and tourists engaged in more self-designed activities with 
their travel companions. The quiet night atmosphere, more self-directed activities 
and more positive interactions with other people led to tourists experiencing a differ-
ent theme at night (i.e. Themes II and III). Therefore, interactions with other tour-
ists influenced the theme and atmosphere that tourists perceived.

These results indicate that the theme perceived by tourists was linked to the 
atmosphere, interaction, memorabilia and service they experienced, as shown in Table 
13.2. In previous studies, a theme has been considered from a managerial perspective 
to be incorporated into physical design focusing on the environment (Slåtten et al., 
2009). This study found that a theme, from a tourist perspective, requires coherence 
not just in the designed physical environment but must also involve other attributes 
such as interaction, service and memorabilia. Because interactions and service are 
involved in the creation of an experience, they are dynamic and associated with the 
visitation process, so the progression and duration of the visit become important 
components of an experience (Zomerdijk and Voss, 2010). As a result, the ‘omnipres-
ence’ of a theme (Kozinets et al., 2002, p. 23) is reaffirmed. Therefore, ‘theme’ encom-
passed all types of attributes, including atmosphere, interaction, memorabilia and 
service. Due to the scant theoretical insight into how these elements blend together 
at the destination level, this research is the first to empirically identify the perceived 
attributes and the linkages between them embodied in a destination experience.

This research examines attributes of a destination experience and their commu-
nications to themes; this provides a useful method for destination managers to 
support the purposive design of the tourist experience. However, this research must 
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acknowledge limitations in the sampling of tourists and its basis on only one qualita-
tive case. The results of the study were only obtained from Chinese overnight tourists, 
limiting the generalization of the results to Chinese people who visited Zhouzhuang 
during the working day. In addition, Zhouzhuang is a cultural and heritage destina-
tion, thus the linkage between themes and the service attributes may not apply in 
many other contexts or be as strong. Therefore, similar studies are recommended in 
different research contexts, such as other types of tourist destinations, hotels, events 
and festivals, to test this enhanced framework.
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Endnote

1	 Verstehen refers to understanding the meaning of ‘action from . . . the actor’s point of view’ 
(Schutz, 1954, p. 269).
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14.1  Introduction

We often share travel stories with each other. Perhaps it is a unique dining experi-
ence, tasting the most exotic cuisine one can imagine; or getting to know a fascinat-
ing culture and making friends with fun individuals; or perhaps a gorgeous view 
witnessed on an adventurous journey. Sharing such travel stories allows us to relive 
those memorable moments, to connect with others and to get inspirational reflec-
tions from our rejuvenated selves. This chapter addresses an important phenomenon 
shared by millions of individuals: sharing tourism experiences.

Sharing tourism experiences may take many forms. We may talk to one another 
face-to-face; we may share our stories online by writing reviews and travel blogs; we 
may take pictures and videos and share them at family reunions or post them online. 
In addition, we may hear or see other people’s travel stories and pictures on social 
networks. Those distinct forms of experience sharing behaviours are interpersonal 
communications about one’s own, or other people’s, travel-related experiences. 
Although the stream of research on online travel reviews or eWOM (electronic 
word-of-mouth) continues to grow (Zhang et al., 2009, 2014), in our observation the 
phenomenon of tourism experience sharing is not adequately addressed by the tour-
ism and hospitality literature. With an extensive review of relevant research from 
both travel and consumer behaviour literature, this chapter aims to identify the gaps 
in the literature as well as to propose new directions for future research.

Understanding tourism experience sharing will provide meaningful contribu-
tions to the literature, and such discussions will offer practical insights for the indus-
try. The development in technology and the booming of the sharing economy has 
reshaped the landscape of the tourism and hospitality industry, making other travel-
lers the best source of travel-related knowledge (Wang and Fesenmaier, 2004; Munar 
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and Jacobsen, 2014). As more consumers rely on online information sources to make 
purchase decisions, a growing stream of travel firms is making strategic moves to 
integrate both firm-generated and customer-generated business communication 
(Noone et al., 2011). Further, with the limited operation budget at hand, managers 
are always looking for the best and most effective communication channel to reach 
new customers and push for market growth. To that end, we hope to provide travel 
and tourism managers around the globe with new tools to trigger consumers’ sharing 
of positive and memorable tourism experiences.

The current chapter will first review relevant tourism and hospitality research 
to identify gaps in the literature, and follow this by providing a synthesized review 
of information sharing research in the field of consumer behaviour and marketing. 
Finally, we will discuss opportunities for future research.

14.2  Review of Relevant Research in Tourism and Hospitality 
Literature

Although topics such as online travel reviews have gained considerable attention 
from tourism and hospitality scholars, few studies have examined the topic from an 
experience sharing perspective. In this section, we provide a review of relevant tour-
ism and hospitality research for the topic, focusing on three themes: (i) how travellers 
share experiences; (ii) why travellers share experiences; and (iii) the impact of experi-
ence sharing on consumers and firms. Based on the review, we then outline gaps in 
the literature.

14.2.1  How travellers share experiences

In the last decade the sharing of tourism experiences has started to gain increasing 
attention from tourism and hospitality scholars. This growing stream of literature 
focuses on sharing practices from the online environment (Munar and Jacobsen, 
2014). With social media being the dominant online platform for tourism experience 
sharing, a group of scholars has started to examine the impact of platform character-
istics such as social interactivity, levels of hierarchy on tourists’ involvement and the 
use of such platforms to share travel experiences ( Jacobsen and Munar, 2012; Munar 
and Jacobsen, 2013).

Advanced technology also allows tourists to share their travel experiences in 
various ways. In addition to the traditional narrative methods of communication (e.g. 
writing reviews and blogs) (Zhang et al., 2009), tourists can now engage in experience 
sharing by creating audio and visual content which can better communicate their 
own emotions and feelings (Munar and Jacobsen, 2013). As a result, an increasing 
number of travel reviews now include photographs and videos (Munar and Jacobsen, 
2013). The pervasive adoption of smartphones in today’s consumer society also pro-
vides many tourists with the possibility of real-time experience sharing (Munar and 
Jacobsen, 2014).
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14.2.2  Why travellers share experiences

The tourism and hospitality literature highlights two major categories of reasons why 
travellers share their tourism experiences: self-centred motivations and community-
related motivations (Munar and Jacobsen, 2014). On the one hand, individuals are 
self-centred and constantly seek opportunities to gain self-benefits such as conveni-
ence, financial rewards and merit, promoted social status, enhanced self-esteem 
and  increased social capital (Wang and Fesenmaier, 2004; Gretzel and Yoo, 2008; 
Stringam et al., 2010). When sharing travel experiences that provide them opportu-
nities to achieve these self-centred goals, tourists will be more likely to exhibit such 
behaviour (Wang and Fesenmaier, 2004).

Additionally, tourists share travel experiences due to community-oriented moti-
vations such as altruistic concerns (Munar and Jacobsen, 2014) and the need for 
belonging (Zhang et  al., 2014). The desire to support the sense of community is 
shared by many tourists who are highly engaged in travellers’ virtual communities 
(Bronner and de Hoog, 2011). Sharing tourism experiences is typically seen as an 
altruistic behaviour that can benefit other tourists with real experiential information 
(Munar and Jacobsen, 2014).

14.2.3  The impact of experience sharing on consumers and firms

Tourists’ experience sharing behaviour has been demonstrated to benefit both travellers 
and firms. Previous research shows that the shared experiences of others can influence 
travellers’ perceptions about the review as well as pre-purchase evaluations and con-
sumption intention towards the travel/hospitality business. Focused on travellers’ per-
spectives, one dominant school of research in the existing literature examined the 
impact of various review characteristics such as review valence (Vermeulen and Seegers, 
2009; Sparks and Browning 2011), review usefulness and credibility (Litvin et al., 2008; 
Vermeulen and Seegers, 2009; Lee et al., 2011; Xie et al., 2011; Yacouel and Fleischer, 
2012; Ayeh et al., 2013), and review accessibility and ease of processing (Xiang and 
Gretzel, 2010; Papathanassis and Knolle, 2011; Sparks and Browning, 2011).

In addition to consumers’ perspectives, some research has provided evidence 
of  how tourists experience sharing service providers (Hills and Cairncross, 2010; 
Yacouel and Fleischer, 2012). The research suggests that travellers’ sharing of positive 
tourism experiences can help tourism and hospitality firms to increase the number of 
online sales (Ye et al., 2009), enhance customer loyalty (Loureiro and Kastenholz, 
2011) and obtain a price premium (Yacouel and Fleischer, 2012). As tourism experi-
ence sharing is of high importance for firms, several scholars have started to examine 
the responses of firms towards travellers’ shared experiences in the online environ-
ment (Litvin and Hoffman, 2012; Wei et al., 2013; Sparks et al., 2014).

14.3  Gaps in the Literature

A review of relevant tourism and hospitality research indicates that the majority of 
previous research focuses on the outcome of experience sharing (i.e. how online travel 
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reviews shape other travellers’ decision making processes). Relatively little efforts 
were devoted to understand why and how tourists share their experiences in online 
and/or offline environments. Although some researchers have examined tourists’ 
motivation to share travel experiences (e.g. Munar and Jacobsen, 2014), very few 
studies have linked the motivations with specific behavioural outcomes in experience 
sharing (for a notable exception please see Bronner and de Hoog, 2011). To date, the 
topic of how various psychological motivations cause different experience sharing 
behaviours remains under-explored in tourism and hospitality literature. In addition, 
research is still lagging in examining the contextual, cultural and individual trait 
factors that may further complicate the psychological processes driving tourism expe-
rience sharing. Last but not least, relevant research solely focuses on review posting 
when examining experience sharing behaviours, with little attention given to other 
forms of social transmission processes. To provide new theoretical perspectives for 
tourism experience sharing research, the next section of this chapter reviews con-
sumer behaviour and marketing literature on information sharing.

14.3.1  Review of consumer behaviour and marketing research on information 
sharing

Consumers often share information with each other, and information sharing in the 
field of marketing and consumer behaviour has become an important area of research 
in recent years. Our review covers three major research themes: (i) types of informa-
tion sharing; (ii) motivational drivers and downstream consequences of experience 
sharing; and (iii) contextual influence on information sharing.

Types of information sharing

There are various ways in which people share consumption-related information with 
others. Previous consumer behaviour and marketing research in information sharing 
has examined both online and offline information sharing. Researchers are interested 
in the sharing of both primary and secondary information. In addition, relevant 
research has covered the topics of both immediate and ongoing information sharing.

online versus offline information sharing    Information sharing in offline and online envi-
ronments differs in many ways. Although advanced technology provides consumers 
with various ways to share information (e.g. writing reviews, posting pictures and 
videos), written communication is still the dominant way in which consumers choose 
to talk about their purchase experiences (Berger, 2011, 2013, 2014). Unlike offline 
communication, which tends to be directed and targeted at certain individuals, infor-
mation sharing in the online market is often sent to an unspecified audience (Berger, 
2011, 2013, 2014). Users can more easily stay anonymous when expressing their 
opinions on online platforms; hence online information sharing is often associated 
with higher levels of anonymity (Berger, 2011, 2013, 2014; McFarland and Ployhart, 
2015). Moreover, information posted online can be stored for a longer period of time, 
which allows other people to verify the validity of the shared information (McFarland 
and Ployhart, 2015).
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sharing of primary versus secondary information    Consumers may either share information 
about their own experiences or pass on information about experiences that occurred 
to others. For example, we may post our own consumption experience on Facebook, 
or we may share our friends’ posts and help transmit their experiential stories to other 
individuals. Here, we term the information sharing about one’s own experiences as 
the sharing of primary information. Involvement in the social transition of other 
people’s experiences is termed the sharing of secondary information.

A key difference between the sharing of primary versus secondary information is 
one’s self-involvement. While primary information is about individuals’ own first-
hand consumption experience, secondary information essentially is about other 
people and hence is associated with low self-involvement. This difference alters the 
impact of certain motivational drivers on consumers’ information sharing behaviour. 
For example, De Angelis et  al. (2012) found that, driven by the self-enhanced 
motivation, consumers tended to share positive primary information but negative 
secondary information.

immediate versus ongoing information sharing    Information sharing can occur across a 
large timespan. While certain individuals share information immediately after their 
consumption experience, others talk about such experiences weeks or even months 
after the consumption time point (Berger and Schwartz, 2011). Both immediate and 
ongoing information sharing are equally important for practitioners, as marketing 
campaigns may focus on either or both types of viral objectives (Ho and Dempsey, 
2010). Previous research indicates that the point in time when a consumption experi-
ence receives more discussion mainly depends on two product characteristics: interest 
and accessibility. Interesting consumption experiences tend to get more immediate 
social transmission. But, contrary to the general belief, interesting consumption expe-
riences do not receive such high social transmission in the long term (Berger and 
Schwartz, 2011). Meanwhile, consumption experiences that are highly accessible in 
consumers’ mindsets (e.g. consumption experiences that are highly visible and thus 
always in the front of consumers’ minds) tend to get more ongoing information 
sharing (Berger and Schwartz, 2011).

Motivational drivers for information sharing and downstream consequences

A stream of research examined why consumers share information (Alexandrov et al., 
2013). This line of research identified important motivational drivers for information 
sharing, and scholars also examined specific downstream behavioural consequences 
for each of the motivational drivers.

self-image concerns    What we talk about and how we talk in everyday life communi-
cates to others who we are. Managing one’s self-image in social interactions is a key 
motivational factor driving information sharing. Here, self-image concerns include 
(but are not limited to) enhancing one’s self-image and signalling one’s self-identity. 
As individuals, we all want to talk about things that make us look good (Sundaram 
et  al., 1998; Hennig-Thurau et  al., 2004; Chung and Darke, 2006). Such self-
enhancement concerns can impel individuals to talk about things that are interesting 
and cool (Berger and Schwartz, 2011; Berger and Iyengar, 2013).
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We also want to signal our own self-identity in social interactions; that is, to 
convey to other people our characteristics that relate to self-identity, such as aesthetic 
taste and social status. Driven by identity-signalling motivation, individuals are more 
likely to talk about symbolic products that are relevant to identity (e.g. fashion prod-
ucts) rather than utilitarian products (e.g. a toothbrush) (Belk et al., 1988; Shavitt, 
1990; Berger and Heath, 2007).

emotion regulation drivers    Consumers also share information for reasons of emotion 
regulation (Gross, 1998). A line of research indicates that communicating about 
negative events allows individuals to vent negative emotions (Sundaram et al., 1998; 
Hennig-Thurau et  al., 2004). In addition, and especially in the case of depressing 
experiences, writing and talking about such events helps individuals to alleviate the 
feelings of anger and frustration through cognitive reappraisal (Rimé et  al., 1991; 
Gross and John, 2003; Lyubomirsky et al., 2006).

Sharing information about a negative consumption experience also helps indi-
viduals to take vengeance and punish the inadequate servers and service providers 
(Richins, 1983; Folkes, 1984; Curren and Folkes, 1987; Sundaram et  al., 1998; 
Hennig-Thurau et  al., 2004; Ward and Ostrom, 2006; Grégoire and Fisher, 2008; 
Grégoire et al., 2009). Although individuals are generally more likely to share nega-
tive (versus positive) information when driven by emotion regulation motivations, 
there are circumstances in which people share positive things to get emotional 
benefits. Sharing positive experiences allows individuals to extend their happiness 
to  family and friends, which essentially makes the experience more enjoyable 
(Caprariello and Reis, 2013).

communal-oriented motivations    Last but not least, we share information out of com-
munal concerns such as to build social bonding, get social support and to help other 
people make better decisions. After all, we are social animals and seeking for related-
ness is one of our basic needs (Ryan and Deci, 2000). Sharing information allows us 
to build social bonding and to cope with the feelings of loneliness, social isolation and 
exclusion (Wang et al., 2012). In turn, when in need for social connection, individuals 
reach out to talk with others.

When driven by communal-oriented motivations, individuals are more likely to 
talk about things they have in common with the communication audience (Fast et al., 
2009), and are also more likely to share information that is useful in the hope that 
other people can benefit from the shared information and make better decisions 
(Chiu et al., 2007; Berger and Milkman, 2012).

Contextual influence on information sharing

Contextual characteristics also exert a great impact on consumers’ information 
sharing behaviours. Here, we focus on reviewing research into two categories of 
contextual factors: consumption characteristics and audience characteristics.

consumption characteristics: hedonic versus utilitarian    In recent years, a line of research 
emerged to discuss the difference in consumers’ information sharing for hedonic ver-
sus utilitarian consumptions. A key difference between them lies in the emotionality 



226	 Laurie Wu and Xiang (Robert) Li

of the consumption experience (Dhar and Wertenbroch, 2000). While hedonic expe-
riences are characterized by their emotional qualities, utilitarian consumptions are 
driven by functional goals (Dhar and Wertenbroch, 2000). This difference determines 
that consumers will exhibit different information sharing behaviours for these two 
types of consumption.

Following this line of thought, Kronrod and Danziger (2013) revealed that con-
sumer reviews containing more figurative language lead to more favourable attitudes 
in hedonic, but not utilitarian, consumption contexts, and that conversational norms 
about figurative language govern this effect. More recently, Moore (2015) found that 
consumers consider reviews with explained actions more helpful for utilitarian con-
sumptions (‘I chose this product because . . .’) and reviews with explained reactions 
more helpful for hedonic consumptions (‘I love this product because . . .’). Therefore, 
consumers tend to focus on their actions (versus reactions) to explain utilitarian 
consumptions, but to focus on their reactions (versus actions) to explain hedonic 
consumptions (Moore, 2015). Further, Moore (2012) demonstrated that explaining 
(versus non-explaining) language enhances storytellers’ own understanding of their 
consumption experiences. For the storyteller, such enhanced understanding can 
further dampen postconsumption evaluations for hedonic experiences, but polarize 
evaluations for utilitarian consumptions.

Another difference between hedonic versus utilitarian consumptions concerns 
consumption heterogeneity versus homogeneity. He and Bond (2015) found that 
consumers tend to expect market tastes to be similar for utilitarian consumptions 
and dissimilar for hedonic consumptions. As such, while opinion dispersion in online 
reviews negatively influences consumer evaluations for utilitarian consumptions, this 
effect is somewhat attenuated for hedonic consumptions.

audience characteristics    Previous research demonstrated that who we talk to influ-
ences how we share information. While in-person communications are often directed 
towards one or a few specific individuals, communications online typically involve 
a  larger audience group (Berger, 2013). Barasch and Berger (2014) examined this 
broadcasting characteristic of online information sharing. Their research revealed 
that audience size can shift individuals’ focus onto themselves rather than onto other 
people (Barasch and Berger, 2014). According to Barasch and Berger (2014), when 
communicating to a large group, people tend to focus on themselves. As a result, 
individuals’ self-presentation concerns are activated and they tend to share informa-
tion that makes them look good. When communicating to a small group, on the 
other hand, people tend to focus on other people such as the audience. Consequen-
tially, individuals are more likely to share information that is more relevant and useful 
to the audience (Barasch and Berger, 2014).

In addition to audience size, tie strength between the communicator and the 
audience also influences how we share information. Tie strength refers to the rela-
tionship closeness between two parties. In everyday life, we may talk about our con-
sumption experiences with both people of strong ties (e.g. old friends) and people of 
relatively weaker ties (e.g. new acquaintances). In front of different audience groups, 
individuals may be driven by different motivations to share information. For example, 
when in front of people with weak (versus strong) tie strength, individuals’ impression 
management concerns are particularly salient (Ratner and Kahn, 2002). As such, 
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individuals are more likely to share positive information and avoid controversial 
topics in front of an audience with whom they have weak ties (Chen and Berger, 
2013; Dubois et al., 2013).

Summary of literature survey

Consumers’ information sharing behaviours have attracted considerable attention 
from marketing and consumer behaviour scholars in recent years. So far, the literature 
has addressed both offline and online information sharing and the sharing of primary 
and secondary information, as well as the immediate and ongoing social transmission 
of consumption information. This line of research has also revealed the differences 
in consumers’ information sharing behaviours when driven by distinct motivations. 
Several scholars have also begun to examine the impact of various contextual charac-
teristics, such as consumption characteristics and audience characteristics, on con-
sumers’ information sharing.

14.4  Directions for Future Research in Tourism Experience Sharing

When comparing the tourism experience sharing literature with the information 
sharing literature (Fig. 14.1), it is clear tourism and hospitality research has tackled 
several topics of current information sharing research. One clear connection is the 
line of research on why travellers share experience, which is influenced by informa-
tion sharing motivation studies. However, there are also some opportunities to expand 
and develop the theoretical understanding of tourism experience sharing. In this 
section, we would like to propose some specific directions for future research.

14.4.1  Social transmission and virality in experience sharing

While individuals can be involved in tourism experience sharing in various ways, 
tourism and hospitality research tends to focus on one form of experience sharing: 
review posting. While the notion of viral marketing is receiving increasing attention 
from tourism and hospitality marketers, scholarly research provides little examina-
tion of the topic. Why do certain travel stories catch on and spread among the 
crowd, while others remain quietly unknown? When should marketers encourage the 
social transmission of firm-generated experiential content versus traveller-generated 
experiential content? What are the downstream consequences of the created buzz 
for travellers, firms and destinations? How should firms and destinations cope with 
negative travel stories that are going viral? These questions deserve future research 
attention.

14.4.2  More specific behavioural outcomes and motivational antecedents

For many tourism and hospitality marketers, a question of concern is how to drive 
travellers to share their experiences – both as a way of engaging customers and as a 
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research tool to generate better customer insight. As such, among most existing 
research, the key dependent variable of interest often revolves around constructs such 
as ‘willingness to share experiences’ or ‘willingness to post reviews’. However, under-
standing the phenomenon of sharing tourism experience simply by comparing the 
behaviour of sharing to the baseline of not sharing is not enough. As practitioners’ 
interest often extends to the ‘what’ and ‘how’ questions of experience sharing, schol-
arly research should also examine more specific behavioural outcomes. On the other 
hand, although some researchers have examined the motives underlying tourism 
experience sharing, very few of these efforts were devoted to causally linking the 
identified motivational drivers with behavioural outcomes. To that end, future 
research efforts should be devoted to building the causal connection between the 
identified motivations of experience sharing and more specific behavioural outcomes. 
For example, why do some travellers stick to factual details when sharing experiences 
while others tend to tell exaggerated stories? Why do some travellers share perspec-
tives with others during a travel experience while others do so a little time later? In 
addition, how will these behavioural differences in experience sharing influence other 

Fig. 14.1.  Tourism experience sharing versus information sharing.
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travellers’ perceptions and decision making? Examining specific behavioural out-
comes in experience sharing and making causal connections with various motiva-
tional drivers will be a fruitful avenue for future research.

14.4.3  Impact of tourism experience sharing

Although the majority of tourism experience sharing research focuses on examining 
the consequential impact of such behaviours, there is certainly room for future 
research. While scholarly research reveals the positive impact of tourism experience 
sharing on other travellers, almost no tourism or hospitality research discusses how 
sharing tourism experiences influences the traveller him/herself. When will experi-
ence sharing lead to higher levels of happiness? Alternatively, when will sharing take 
away the fun and joy of our travel experiences? Distinct schools of research have 
revealed the positive impact of tourism experience sharing on travellers versus firms, 
while very few studies integrate evidence from both perspectives in demonstrating 
the impact of experience sharing. It would be particularly interesting to reveal 
circumstances in which tourism experience sharing leads to positive outcomes for 
travellers but negative results for destinations or firms. With the majority of existing 
research examining the impact of tourism experience sharing on other travellers’ 
purchase evaluations and travel behaviours/intentions, future research may want to 
explore other interesting consequential behaviours. For example, when will other 
travellers’ fun experiences make us feel jealous or sad and hence push us to crave an 
ice-cream or to purchase a luxury handbag? These seemingly odd questions do, in 
fact, provide very interesting opportunities for future research.

14.4.4  Contextual influence

Many contextual factors can influence tourism experience sharing. Experience shar-
ing can be very different across distinct platforms. How travellers share experiences 
on Facebook could be very different from that of TripAdvisor. Experience sharing 
could also be very different on portable devices (e.g. smartphones) versus traditional 
computers. With respect to the same hiking journey, travellers may emphasize the 
sunshine and smile when sharing experiences with a group of amateurs, but discuss 
the rain and mud when sharing experiences with committed hikers. Research reveal-
ing the contextual difference in tourism experience sharing will provide us with more 
detailed and holistic understanding about the topic.

14.4.5  Cross-cultural and intercultural research

Many of today’s travel websites cross national borders and provide worldwide ser-
vices. For example, TripAdvisor operates in 45 countries and has accumulated more 
than 250 million reviews for more than 5.2 million accommodations, restaurants and 
attractions around the globe. As international travel continues to grow, more travel 
businesses are being reviewed by individuals from different cultural backgrounds and 
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in different languages. Against such a backdrop, cross-cultural, trans-cultural and 
intercultural research is needed to further our understanding of tourism experience 
sharing. How does culture shape travellers’ experience sharing behaviours and 
their perception of other people’s shared experiences? How does the cultural distance 
between the reviewer, the business and the traveller influence pre-purchase evalua-
tions? How is experience sharing different for international versus domestic travels? 
Very few studies have examined these questions and, in future, scholars should 
consider these topics as directions for research.

14.5  Conclusion

To date, the phenomenon of tourism experience sharing has not received much 
scholarly attention. This chapter reviews experience sharing in tourism and hospital-
ity research. We also provide an overview of information sharing research in the field 
of marketing and consumer behaviour. Based on the review, we identified gaps in the 
literature and proposed five new directions for future research. The topic of tourism 
experience sharing deserves more research effort specifically focused on social trans-
mission and the viral nature of experience sharing, as well as on cross-cultural and 
intercultural extensions.
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15.1  Introduction

A decision is the outcome of a mental process in which one particular action is 
specifically selected from a set of available alternatives, being influenced by different 
aspects of one’s personality. This process is studied in different fields including eco-
nomics, sociology, psychology, management and marketing sciences.

While travelling, tourists make decisions before, during and after a trip. In a 
holiday destination, each tourist has an optimal or ideal level of stimulation which 
may be manifested through the activities he or she chooses. Studies of the holiday 
travel aspects of tourists have mainly concentrated on travel behaviour, destination 
choice and motivation to travel (Kozak, 2001; McKercher and Chan, 2005). Know-
ing a tourist’s holiday and travel preferences assists a destination in positioning itself 
and preparing adequate marketing tools to attract the right market segment. Every 
tourist consumes food in most destinations, and expenditure on food is estimated as 
accounting for much as one-third of a tourist’s total expenditure (Kivela and Crotts, 
2006). Research has shown that food consumption may be of the most hedonic 
experiences for tourists and is remembered after the trip.

The criteria and attributes of specific groups that influence a destination choice 
have always been at the centre of investigations, and we studied the decision making 
of some members of the Slow Food movement.

15.2  Decision Making of Slow Food Tourists

The Slow Food movement is a non-profit foundation that started in the small town 
of Bra, Italy, where the founder Carlo Petrini was born and raised. The movement 
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attracted global attention with its protest in response to the opening of a McDonald’s 
restaurant in the Piazza di Spagna in Rome in 1986. The movement was officially 
founded at the Opera Comique in Paris, in December 1989, as the Slow Food 
Movement for the Defense of and the Right to Pleasure. There are about 100,000 
members in over 1500 convivia across more than 160 countries around the world. The 
philosophy of Slow Food focuses on ‘good, clean and fair’ food principles (Petrini, 
2007). Slow Food members have a great interest in food, and the consumption of 
food constitutes a hedonic experience at home, while family members are connected 
to its origin through sharing around a table.

Our interviews with International Slow Food members found that their decision 
making was linked with their specific interest, while they travelled to obtain hedonic 
experience in the destination. As Schneider (2008) mentioned:

Good food is tasty and diverse, and is produced in such a way as to maximise its flavour 
and its connections to a geographic and cultural region. Clean food is sustainable, and 
helps to preserve rather than destroy the environment. Fair food is produced in socially 
sustainable ways, with an emphasis on social justice and fair wages.

(p. 390)

It was interesting to see whether Slow Food members would project this specific 
interest and link with preferred destination activities while they travelled.

Decision making is a complex procedure that evolves over time and is influenced 
by different aspects of a person. Theories related to decision making include those of 
expected utility, prospect, regret, satisfying and planned behaviour. They can be clas-
sified into two different approaches: classical and postmodern (Decrop, 2006). Classical 
theories set the consumer into three different categories: (i) a risk reducer; (ii) an 
information processor; or (iii) a problem solver. A classical approach to everyday 
decision making presumes ‘pure’ rationality in people, and suggests that individuals 
collect and analyse information to ultimately select the best solution from a range of 
available options, sometimes called a ‘choice set’. People first evaluate the possible 
advantages and disadvantages of each outcome, then choose the optimal one. Post-
modern theories are newer, and emerged after economic development. Two major 
streams consider consumers to be hedonistic or adaptive decision makers who seek 
to  make decisions that will maximise their pleasure and emotional arousal. These 
theories and corresponding theorists are listed in Table 15.1.

The criteria and attributes of specific groups that influence a destination choice 
have always been at the centre of investigation. When considering the decision 
making of tourists as a process, and taking into account the interpretive approach to 
decision making, it appears that there are two stages in the choices tourists make: 
(i) the decision to travel to a specific destination; and (ii) the decision to participate 
in activities after arrival. The tourist would start with all possible activities in the 
awareness set, and then evaluate these activities by considering the evoked set, 
surrogate set and exclusion set.

The decision of travelling to a particular destination can be totally delinked from 
the activities the travellers decide upon after arrival (Smith et al., 2012). In the first 
stage, the tourists decide to travel to a destination after pondering different alterna-
tives based on specific motives that could include business or visiting relatives and 
friends. In the second stage, after the tourists arrive in the destination, this decision 
making process starts again when considering all the activities that could be enjoyed. 
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The final choice of destination activity would arise from the available set that con-
tained all activities feasible after pondering the constraints.

15.3  Slow Tourism and Slow Food

While there is no movement that promotes slow travel or slow tourism, the emer-
gence of slow travel and slow tourism as a travel lifestyle does represent the tension 
that people face in modern life. Hence, because of this tension and a high-speed 
social environment, people may search for ‘slow’ ways to travel and to enact tourism 
(Moore, 2012). Slow travel and tourism are characterized by proponents embracing a 
slow pace of life. Sugiyama and Nobuoka (2007, p. 3) defined slow tourism as a ‘type 
of trip that enables self-realization through doing or being slow, enabling close 
observation rather than simply sightseeing’, while other authors viewed slow travel 
and tourism from the perspective of gaining environmental benefits. This is because 
people may travel less to reach a destination and, once there, use more sustainable 
methods of travel than by road or air.

The mentality of slow tourism is to absorb local customs and engage in deep 
appreciation of the destination. Slow tourism advocates staying in one place longer, 
getting to know the area much more thoroughly and deliberately seeking to buy local. 
This may become an extremely attractive idea for fast-paced people. Tourists involved 
in slow tourism usually stay in one destination for longer and have flexible itineraries. 
In contrast to slow tourism, fast tourism seeks to visit as many places as possible in 
one trip; the length of stay is normally shorter and the number of travellers are usually 
larger.

The Slow Food movement can be associated with slow travel and tourism in the 
way that people behave and consume in their travel destination, with the movement 

Table 15.1.  Decision making theories.

Classical theories

View consumers as risk reducers Bauer, 1960
Taylor, 1974

View consumers as problem solvers Andreasen, 1965
Nicosia, 1966
Howard and Sheth, 1969
Engel et al., 1973
Fishbein and Ajzen, 1975

View consumers as information processors Bettman, 1979

Postmodern theories

Hedonic and experiential perspective Hirschman and Holbrook, 1982
Holbrook, 1984

Adaptive or contingent approach Bettman et al., 1991
Payne et al., 1993
Kirchler, 1993

Garbage can decision model Wilson and Wilson, 1988
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linked to ethical consumption, relocalization of consumption, local food systems or 
food sheds, food miles and carbon footprint of food. Slow Food members extend 
Slow Food core values into other consumption behaviours such as transportation, 
travel and holidays. However, the literature has shown no evidence that members 
of Slow Food engage more in slow travel and slow tourism than do non-Slow Food 
members.

The Slow Food movement recognizes the concept of terroir1 and its regulatory 
frames. By buying local wine, cheeses or meats, the concept of terroir or territorio1 is 
borrowed; hence, the landscape is also bought. Slow Food is a philosophy of life, with 
members sharing the same values and convictions towards food lifestyle. In his book 
Slow Food Nation, Carlo Petrini lists the following steps that every person can take to 
strengthen their food community:

●● Join a local Slow Food convivium.
●● Trace your food sources.
●● Shop at a local farmers’ market.
●● Join a CSA (Community Supported Agriculture).
●● Invite a friend over to share a meal.
●● Visit a farm in your area.
●● Create a new food memory for a child! Let them plant seeds or harvest greens 

for a meal.
●● Start a kitchen garden.
●● Learn your local food history! Find a food that is celebrated as being originally 

from or best grown/produced in your part of the country (Petrini, 2007, p. 255).

15.4  Choosing Activities in the Destination

Tourists often decide their activities in a holiday destination after their arrival. Many 
of them often undertake the same activities on holiday as they do at home, and the 
motivation to visit a destination in many cases is not driven by activity but by other 
reasons such as past hedonistic experience. Thus, the decision on destination activi-
ties is made in the second stage of decision making, and separately from the decision 
of holiday destination made in the first stage. Similarly to the first stage of holiday 
destination choice, the choice of activities in a destination is highly influenced by 
personal, interpersonal and situational factors that exist in the moment of decision 
making.

Studies of aspects of tourists’ holiday travel have mainly concentrated on travel 
behaviour, destination choice and motivation to travel, with few focusing on the 
relationship between holiday activity preferences and individual stimulation needs. In 
a holiday destination, each person has an optimal or ideal level of stimulation that 
could be manifested through the activities they choose. Investigation has shown that 
relative difference between optimal stimulation and actual lifestyle stimulation influ-
ences holiday consumption preferences. The destination activity selected by the tour-
ist is based on the perceived stimulation of the tourist’s work, social life and leisure 
time activities.
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Some activities in the destination are related to the tourist’s motivation to travel. 
One typology for understanding tourist motivation by Crompton (1979, p.  416) 
defines ‘seven push or socio-psychological motivations (escape, self-exploration, 
relaxation, prestige, regression, kinship-enhancement, and social interaction), and 
two pull or cultural motivations (novelty and education)’. Um and Crompton’s (1990) 
model was more complete, as it was divided into three separate sets of variables:

(1) external inputs: significative (destination attributes), symbolic (promotional messages), 
and social stimuli; (2) internal inputs: tourist personal characteristics, motives, values, and 
attitudes; and (3) cognitive constructs: incorporation of the internal and external inputs 
into the awareness set of destinations, and the evoked set of destinations.

(p. 434)

Other studies have suggested that the choice of destination activities is associ-
ated with different personality types and sensation seeking. According to their 
different sensation seeking styles, tourists can be categorized into four different 
groups: (i) adventure preference; (ii) beach preference; (iii) cultural preference; and 
(iv) indulgent preference.

15.4.1  Case study: Slow Food members

A total of 40 semi-structured interviews were conducted with 42 International Slow 
Food members. Two of the interviews were conducted with married couples (one in 
Australia and one in Taiwan), with all four individuals being members of Slow Food. 
Although these interviews were conducted together, individual responses were iden-
tified in the transcripts and each member was treated as an independent party in the 
analysis of qualitative data. Data were analysed using a thematic approach and four 
major themes were found related to their Slow Food values, activity preferences and 
behaviour at home and in the destination: (i) Slow Food philosophy and values; 
(ii) Food as a medium of communication; (iii) The role of food in the holiday travel; 
and (iv) Food culture and local identity.

Slow Food philosophy and values

Interviewees mentioned many aspects of Slow Food that they had assimilated and 
valued, such as conviviality, the preservation of old traditions, the importance of 
family values and assisting small-scale producers. Many members perceived a strong 
sense of belonging when they became members of Slow Food. Some were already 
living and acting according to Slow Food fundamental values, so when they found 
out about the Slow Food movement, they joined immediately and participated 
actively to spread its core values:

I felt I found the reason to explain what I was doing [with Slow Food]. I found the root 
of my existence; I did not know where these people were.

(R2, Female, 63 years)

[Slow Food] fitted in with what I have done in the past.
(A2, Male, 82 years old)
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It [Slow Food] fits right with my own life in the sense of what I believe, in the sense about 
food production and what I like to eat or produce for friends.

(A7, Female, 45 years old)

I got in touch with Slow Food in a gastronomic fair; I was surprised that there were peo-
ple doing what I was feeling, around eight to 10 years ago. I was impressed that there were 
people in this world really doing very similar things that I would like to do.

(R5, Male, 36 years old)

I like the philosophy of Slow Food that values the usage of local ingredients, eco-friendly 
and family oriented.

(T6, Male, 55 years old)

Other members were not aware of the philosophy of Slow Food before joining 
the organization; however, thereafter they gradually changed their food consumption 
and shopping behaviour. A few members learned about Slow Food through their 
profession, either working for the Slow Food organization or by being professionally 
linked with the food and production sector. These members were mainly chefs, food 
critics, producers and restaurateurs.

I learned slowly about the philosophy; at the beginning I just saw it was against fast food, 
but when I started to learn about it, it’s more than that . . . eating slower, having more 
relationships with people eating together, the importance of producers, the usage and 
respect of the ingredients.

(T4, Female, 42 years old)

Food as a medium of communication

Members appreciated that eating is one of the pleasures in life. Food was also 
considered to be a medium through which to transmit love from parents to children. 
One member mentioned that if children could get good quality food every day, then 
everything else should be alright. Many members believed that most people were 
disconnected from the food that they consumed every day. For members, food was an 
important medium of communication; it was something that could influence people 
in a positive or negative way depending on the kind of food one was getting. Further, 
they believed that food was a relevant channel to understand other people’s culture 
and tradition:

We in Italy consider food one of the pleasures of life . . . the food is a vehicle usually for 
family or friends relationships, it is tradition in Italy that the family is reunited around the 
table, around the dishes, so food for Italians is always important to keep the family together, 
around the table around the good meals; today I cook and I invite my friends, tomorrow 
my friend invites me with his friends, so relationships are expressed around the table and 
around a glass of wine, obviously, because wine and good cooking goes together in Italy.

(I10, Male, 65 years old)

I believe that food can be a very positive means of communication, it is a positive way to 
communicate things, because most of the time the communication is toward the worst 
side of the things, so things are always presented in a bad light, or you always hear about 
catastrophes or problems. I think that food can somehow communicate and influence 
people in a positive way, because everyone enjoys being at a table and eating food together, 
this could be an informal way to pass messages and communicate.

(I4, Female, 25 years old)
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Further, members felt that food was the adhesive that brought together friends 
and relations. Through a meal friendships were enhanced and family members were 
united. Most of the interviewees had dinner with family members every day and 
those with parents or grandparents gathered at their place to share food at weekends. 
Everything happened around the table as food was considered to be one of the 
pleasures of life:

We are what we eat. I try to practise this most of the time. Less in quantity and better in 
quality.

(I7, Male, 53 years old)

I cook my own meals, although I don’t cook very often but my mum and my wife cook 
every day. We have four generations living together, I have my grandmother, my mum, 
and my daughter . . . my grandmother is very picky about the taste of each dish, so she 
takes care of getting the right ingredients . . . all the dishes are simply made . . . I can say 
we are eating in an old fashioned way, traditional way . . . this is the way I like it. I love 
going home and still have the chance to talk to my grandmother, my mum and eat their 
dishes.

(T8, Male, 52 years old)

The role of food in holiday travel

Members were asked about their reasons for travelling to a holiday destination. They 
said they travelled mainly for business reasons, visiting family or friends, or partici-
pating in international Slow Food events. Only one member travelled specifically for 
food in a destination during one of her recent trips.

The last trip was to Hokkaido, Japan with my family, three of us. We decided the trip two 
weeks before the departure and booked the airline and hotel online. The main reason we 
chose this destination was because my son wanted to eat Hokkaido seafood. He is 15 
years old.

(T4, Female, 42 years old)

Although food was not their main purpose for travelling, when members arrived 
in a destination Slow Food values were manifested through the activities they did or 
did not do there. Members preferred activities such as visiting local food markets and 
savouring local food, and avoided eating at international chain restaurants that could 
be found in any metropolitan city. One member mentioned her trip to Italy with her 
husband:

We never go to McDonalds. Nothing that is too touristy, we would walk down . . . and if 
we see all the Italian women making handmade pasta we go there for dinner.

(A7, Female, 45 years old)

Another member, however, mentioned going to an international chain restaurant 
to find out if there was any local influence in the menu:

I don’t eat fast food, but in Brussels I went to a McDonald’s to see the difference with 
here [Argentina] and it was quite different. Local culinary tradition is so important that 
McDonald’s cannot be the same in every city; it needs to find a way to get accepted by the 
locals. The bread was different, the meat was not that impressive, it was the last time 
I went to a fast food just to try the difference. I am not against anything, I just don’t like 
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it and I don’t participate. I don’t mind going to fast food restaurants with friends, I might 
not eat but drink a coffee.

(R7, Male, 48 years old)

Food culture and local identity

For members, food was an expression of local culture and identity. As they considered 
it to be a medium for transmitting love, members cooked for their loved ones using 
fresh and nutritious ingredients. From preparing and eating food, one received 
knowledge about other cultures that could not be gained just through reading. The 
selection of food was linked to each person’s value and it was a particular experience 
of life that food could differentiate us from each other. Members were quite knowl-
edgeable about different food cultures and the history of food from different places. 
They cared about this, and read about and searched for new information relating to 
food and culture:

I think food is a vehicle to culture and pleasure; this is the key. The sharing of food is 
something enjoyable in life.

(R9, Male, 56 years old)

I try to eat every local food where I go, this is the experience of life that one try to find in 
a trip, the gastronomy is also one experience of life. We are living in this globalised world, 
gastronomy is one of the few things that we have differences. Everything is too homo
geneous in this world, you just find diversity in these small things.

(R9, Male, 56 years old)

I think food culture is very important because I think food is important to culture, and 
I think culture is important to food, the circular thing.

(A10, Male, 62 years old)

For me food is a common language where the culture identity is expressed.
(T3, Female, 48 years old)

15.5  Discussion and Conclusion

Slow Food members demonstrated strong Slow Food values and practised these 
values daily. These values are based on acquiring ‘good, clean and fair’ food (Petrini, 
2007). Members considered their food suppliers as co-producers that formed part of 
the food production cycle, and were interested in practising eco-gastronomy. Some 
members acquired these values after joining Slow Food while some already had a 
similar philosophy towards food; when they encountered the Slow Food movement, 
these members were excited to find people with similar values. Most members par-
ticipated actively in convivium activities and joined Slow Food international events. 
They formed a group of people with similar interests and values and worked on the 
expansion of these values to the general public, including the younger generations, 
through projects sponsored by each local convivium or by Slow Food headquarters.

Interviewees’ family members usually shared and practised these values. They 
developed friendships with other Slow Food members in their own country and 
around the world. Although the professional lives of many members were linked 
directly to the food sector, some had not worked closely with the food sector; rather, 
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they had learned Slow Food values directly from Slow Food or from their parents, 
spouses and friends.

The emphasis on getting the ‘right’ ingredients for their daily meals was similar 
across all interviewees. They spent time and effort on finding the best and freshest 
ingredients, they built up a network of suppliers that they could trust, and shopped 
mainly at these places. Members read extensively about the production of each differ-
ent ingredient and avoided any chemicals or unhealthy food that was store-bought. 
This attention also extended to considerations of the land and the environment, with 
most of the members having pro-environmentalist opinions on topics related to the 
production of food. They were very well informed about different additives that 
might be included during the production of a specific food, such as meat, chicken, 
eggs, milk, and different kinds of vegetables and fruits. Members advocated the use 
of local ingredients and bought only from local and small-scale producers. Although 
members were very local in the selection of food, they were open-minded in tasting 
different kinds of dishes.

Members considered cooking as one of the most enjoyable activities and prac-
ticed it on a daily basis. Many of them had specific preferences in the style of dishes 
and cuisines. Family members joined in and shared this cooking passion which they 
practiced regularly at home. Few of them liked to join cooking classes in their travel 
destinations. Most members had fully furnished kitchens and even grew fruit gardens 
and orchards in their respective homes.

For the intrinsic aspect of eating, many members advocated that eating was one 
of the pleasures of life, with food as a medium through which to understand other 
cultures. The action of eating not only fulfils the physiological aspect of an individual 
but also the psychological or intrinsic part of a human being. Slow Food members 
perceived that each person has the right to choose what to eat every day, which is a 
political action that it is linked directly to each person’s basic values. They had exten-
sive knowledge about food and food cultures around the world; when they travelled 
they liked eating local food, with some reading up on local recipes.

There were two different stages in the holiday decision making of Slow Food 
members. Considering decision making as a process and naturalistic approach, Slow 
Food members made a clear distinction between the decision to travel to a destina-
tion and the decision to undertake destination activities. In terms of their holiday 
decisions, members pointed out that they were not travelling mainly for food but 
for various other reasons such as business trips, visiting family or friends, learning 
languages, or participating in Slow Food events. Although members were not travel-
ling specifically for food-related reasons, when they arrived in a destination, they 
carried out activities related to food and travelled in a way that validated the core 
values of Slow Food. Hall (2006) has suggested Slow Food members had a preference 
to be in a natural environment in their holiday destinations. They liked to stay in 
one place long enough to interact with local people, hence practising slow tourism. 
Members considered the concept of ‘slow’ as going beyond food, with this belief 
manifested in the activities they undertook in the destination.

It is argued that recent tourists’ decision studies are dominated by variance stud-
ies that do not consider decision making as a process (Smallman and Moore, 2010). 
Past studies have suggested that food tourists travel to a destination because of the 
food. However, these studies on food tourism that suggest that food is an important 
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travel-motivating factor for tourists were based on a causal analysis of independent 
variables that provides the possibility of generating effect-effect relationships instead 
of cause-effect relationships. In many cases, a tourist’s motivation to travel to a par-
ticular destination has no relationship with the activities the tourist undertakes in 
that destination.

Decision making is a process with different stages, and each decision is related to 
an individual’s past experience or habitus. Although Slow Food members were not 
motivated to travel for food, when members arrived in a destination, they remained 
faithful to the Slow Food values of ‘good, clean and fair’ food, eco-gastronomy and 
slow tourism. These values are linked with their hedonic experience of food and were 
manifested through their choices of destination activities (Allen, 2002).

The results from face-to-face interviews provided information about holiday 
decision making that clearly showed the separation of two different stages: decision 
making of the destination, and of the activities undertaken in the destination. This 
study showed that while Slow Food members did not travel because of food, their 
choices of activities after arrival in the destination were strongly related to food activ-
ities and slow tourism, which manifest their hedonic experiences in food consump-
tion at home.

Endnote

1	 ‘The complete natural environment in which a particular wine is produced, including factors such as 
the soil, topography and climate’ (The Oxford English Dictionary, 2007).
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16.1  Introduction

‘A multicultural melting pot’, ‘the cultural capital of the Caribbean’ and ‘the land of 
Soca, Steelpan, Limbo’ are among the extensive list of cultural tags applied to the 
twin islands of Trinidad and Tobago. The cliché of the significant cultural asset of 
Trinidad and Tobago, the world-renowned carnival, carries a strong international 
presence both generally and online. It has been a major economic contributor and 
tourism pull factor for decades. Visitor arrivals spike dramatically during the carnival 
season and revenue exceeds $100 million in 3 weeks (Francis, 2015). The Chair of the 
National Carnival Commission expressed how pertinent the carnival experience is to 
the nation during a media interview, going so far as to label the economics behind 
this creative industry as ‘Carnivalnomics’ and expressing the need to develop a 
Carnival Ministry (Green, 2002).

Carnival incorporates many components, stakeholders and added value elements 
that fuel the carnival tourist experience and boost the economy. Thus, the planning 
and designing of these elements of the Trinidad carnival experience commences as 
soon as the current celebrations end; that is, a year in advance (Copeland, 2010). On 
a global scale, exported versions of this local cultural product/experience have also 
been successfully staged throughout the calendar year as far afield as Berlin, London, 
Boston and New York, and to Trinidad and Tobago’s neighbouring Caribbean coun-
tries: Barbados, Bahamas and Grenada, to name a few (Burke, 2014). Nurse (2003) 
posits that exports of music, mas and manpower to carnivals in diaspora markets 
have created an international economic exchange that has further contributed to the 
development of Trinidad’s domestic carnival product. This translates into benefits to 
numerous stakeholders such as the masquerade costume designers, event promoters, 
steel bands, musicians and dancers (Tull, 2005). Beyond diaspora carnivals, masquer-
ade costume designers – such as Emmy award-winning icon Peter Minshall – are 
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often called upon by the international community to offer their unique skill set 
to major events. Minshall was a major lead for the design and artistic direction of 
the opening ceremonies of the Summer Olympics in 1992 and 1996, and the 2002 
Winter Olympics, among other major spectacle events (NIHEREST, n.d.).

According to the Tourism Development Company (TDC) (n.d.) the average 
number of tourists per month to Trinidad and Tobago in 2015 was 36,600, with 
February 2015 experiencing the greatest number of visitors (48,000). Economically, 
government reports indicate that revenue from Trinidad and Tobago Carnival exceeds 
an average of $100 million (CSO, n.d.; ACS, 2014). It is not surprising that Trinidad 
and Tobago Carnival is often referred to as the jewel in the country’s tourism crown. 
Overall, however, and contrary to popular belief, this pre-Lent festival, starting 
around early January and ending on Carnival Tuesday, has demonstrated a pattern of 
diminishing returns since 2006, according to Trinidad and Tobago’s Central Statisti-
cal Office (CSO) (NCC, 2014). Although the CSO has reported slight increases 
during the period 2007–2012, Trinidad and Tobago’s carnival season has still not 
been able to sustain successive growth, so the government’s national plans for a diver-
sified economy with contributions from the tourism sector have not been met.

Against this backdrop, strategic product development, tourist experience design 
and marketing efforts to boost this sector must be identified. With the instability of 
oil and gas (Trinidad and Tobago’s main economic providers), diversifying the econ-
omy through tourism products and experiences is even more pertinent. For carnival 
as a tourism product to be sustainable, the culture, creative and tourism authorities 
should have a shared goal for carnival. This can only be accomplished if stakeholders 
ensure both repeat and prospective visitors have sufficient, relevant and appealing 
information beforehand; and an engaging, entertaining experience during their visit. 
Gaining an understanding of how international visitors perceive their experience 
during their visit, and seeking out the areas of the experience necessary for improve-
ment, is a good starting point. The former CEO of TDC, Sandra Perkins, summed 
this up:

As the face of travel continues to change, it is important for the TDC to be innovative 
and forward-thinking when it comes to promoting the destination. Travellers are using 
online platforms as a ‘go-to’ source when planning vacations and it is important that we 
put Trinidad and Tobago in front of such a vast and diverse audience.

(Trinidad and Tobago Guardian, 2012)

This chapter seeks: (i) to explore the perceptions of international travel bloggers 
regarding the Trinidad and Tobago Carnival experience; and (ii) using an a priori 
coding scheme, to deduct themes of online influencers using the Strategic Experien-
tial Models (SEMs) (Schmitt, 1999). The model uses five elements, but for the pur-
pose of this chapter only two were used: sensory experiences (sense) and affective 
experiences (feel). These findings can contribute to the literature and purposefully be 
used for experience-based destination marketing such as television, online marketing 
via  social media, websites and other online channels. There are many features to 
Trinidad’s carnival experience. Both the private and public sectors concerned with 
culture and tourism have partnered to continuously develop and promote this tourist 
attraction and its many features internationally over the years. Therefore, whether the 
perceptions of international travel bloggers can be used as a platform to further 
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develop the design of the carnival experience and inform experiential marketing is 
worth further exploration.

16.2  Literature Review

Perception is one of the oldest concepts in the study of psychology and is often used 
in identifying and understanding the phenomenon of tourism. According to the 
American Psychological Association (2016), perception is considered as the process 
that organizes information in the sensory image and interprets it as having been 
produced by properties of objects or events in the external, three-dimensional world. 
A simpler explanation can be seen in almost every aspect of our lives when we engage 
in the act of perception: while tasting the food we eat, watching a film or even making 
a destination choice for our next holiday, retreat or conference. Perception is a very 
powerful and important part of our experiences and worth assessing if we aim to 
understand the world around us. Of even greater importance is the need for tourism 
stakeholders responsible for experience design to understand how tourists interpret 
experiences on offer in their destinations. Hoteliers, destination marketing organiza-
tions (DMOs), airlines, attraction and activity providers who are aware of this have 
already been successfully applying marketing strategies to tap into or nurture these 
perceptions (Woodside and Kozak, 2014).

One essential aspect of tourists’ perception is their external orientation of their 
experience. As psychology researchers Ittelson and Cantril (1954) eloquently put it:

When we perceive, we externalize certain aspects of our experience and thereby create for 
ourselves our own world of things and people, of sights and sounds, of tastes and touches. 
Without taking any metaphysical position regarding the existence of a real world, inde-
pendent of experience, we can nevertheless assert that the world-as-experienced has no 
meaning and cannot be defined independent of the experience. The world as we experi-
ence it is the product of perception, not the cause of it.

(p. 5)

Building on this, appealing to tourists’ senses and emotions can help strike a 
competitive advantage for destinations and tourism business marketers. Gobé (2001) 
and Larsen (2007) further emphasize that it is the high quality sensory experiences 
that entertain and excite which differentiates one brand experience from another.

Experience studies within the context of understanding the consumer have been 
researched for decades. We have seen it associated heavily with retail and lifestyle 
as  evidenced by the research papers, many articles and chapters written in books 
(MacCannell, 1973; Holbrook and Hirschman, 1982; O’Sullivan and Spangler, 1998; 
Pine and Gilmore, 1999; Schmitt, 1999; Lewis and Chambers, 2000; Gentile et al., 
2007; Oh et al., 2007). In relation to tourism, ‘experience’ has been a buzzword and 
continues to be in the forefront of both academic and industry research but we still 
see the transferrable applications from psychology and social sciences such as sociol-
ogy and business studies. This phenomenon is evidenced not only by the numerous 
applications of the aforementioned theorists within tourism, but also by the countless 
calls for papers, academic seminars and symposiums targeting this area to gain 
insights for the public and private sector, and for academic journals and bodies.
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Some of the avenues experience literature covers range from its effect on tourists’ 
memory, feelings and emotions to their overall behaviour. The eminent humanistic 
psychologist Abraham Maslow was well ahead of the field as early as the 1960s. 
Maslow (1962) embarked on an exploration of the psychology of health, which was 
based on a sample frame of what he considered the healthiest people. This study was 
the birth of what is known today as the concept of ‘peak experiences’. It is interesting 
to note that some of the illustrations about this concept given in his literature reveal 
peak experiences within the framework of tourism and hospitality. For instance, 
he notes that peak experiences can be inspired ‘from moments of fusion with nature 
(in  a forest, on a seashore, mountains, etc.)’ or ‘from certain athletic experiences 
(e.g. skindiving or dancing)’ (Maslow, 1962, p. 10).

Similar to ‘peak experience’ is Csikszentmihalyi’s ‘flow experience’ developed 
several years later (Csikszentmihalyi, 1975). This theory combined the intrinsic 
values of emotional, mental or physical states with acts of total involvement, an 
unconscious flow of actions or moments in conjunction with the environment. 
Therefore, these elements form part of the experience interdependently as opposed 
to being a dependant variable. Carlson (1997) took the alternative route, stating that 
experiences are a constant flow of conscious-minded thoughts and feelings. O’Sullivan 
and Spangler (1998), however, added the element of spiritual and social states of 
being to the physical, mental and emotional states proposed by Csikszentmihalyi 
(1975). They posited that in being consumed in participation and engagement of 
these five states, one will find that ‘experience’. The study of experiences expanded, 
as did the theory that included extraordinary activities or what some may consider 
extreme activities such as mountain-climbing, hiking and other outdoor adventure 
tourism activities. Loeffler (2004), in his exploratory study using photo elicitation, 
drew similar conclusions to those in some of the previous studies (such as Maslow, 
1962; Csikszentmihalyi, 1975) citing one’s connections to self, others and the envi-
ronment as the foundation of their outdoor experience. Li (2001) highlighted that 
other environmental factors such as colour, brightness and the volume of music can 
affect customer satisfaction.

Another early researcher, MacCannell (1973) took note of the concept of 
experience in his quest for authenticity or inauthenticity of the tourism experience. 
However, it was Holbrook and Hirshman (1982) in their paper ‘The Experiential 
Aspects of Consumption: Consumer Fantasies, Feelings and Fun’ (Schmitt and 
Zarantonello, 2013) which debatably whetted the academic appetite for experience. 
The paper highlighted the significance of experiential components of consumption, 
which they stressed should not be neglected when trying to understand consumer 
behaviour (Hirschman and Holbrook, 1986). Schouten et  al. (2007) recommends 
peak and flow consumption experiences. Similar to the earlier researchers, he labels 
these experiences as ‘transcendent customer experiences’ (TCE) evidenced by a vari-
ety of feelings such as emotional intensity, epiphany, novelty of experience, extreme 
enjoyment, oneness, extreme focus of attention and the testing of personal limits. 
These TCEs, he claimed, were somewhat like ‘a halo effect’ but also had a potential 
dark side if one became addicted: ‘there may be a fine line between the well-being of 
transcendence and the dangers of addictive escapism’ (Schouten et al., 2007, p. 366).

Literature about experience cannot be void of the experiential dimensions and 
the considerations of the researchers in this area. This leads us to Pine and Gilmore 
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(1999) and Schmitt (1999); both publications have been widely cited, used within 
research frameworks and developed models widely used throughout both business 
and tourism studies. Pine and Gilmore (1999) is known for the four types of pleasur-
able experiences – escapist, educational, entertainment and aesthetic – in relation to 
the customers’ connection to and level of participation in experiences. They described 
the optimal experience as the ‘sweet spot’, occurring with the combination of all four 
experiences (Pine and Gilmore, 1999). Alternatively, Schmitt (1999) provided five 
SEMs, namely: sense, feel, think, relate and act. Schmitt (1999) particularly theorizes 
experience as the individual’s reaction to stimuli induced by an event or number 
of  events. He explains each module captured in numerous publications as follows 
(Schmitt, 1999; Schmitt and Rogers, 2008; Law et al., 2010; Schmitt and Zarantonello, 
2013):

●● ‘sense’, appeals to consumers’ senses (sight, sound, touch, taste and smell) and 
generally provides joy, excitement and a satisfied mood;

●● ‘feel’ appeals to customers’ emotions and feelings about company and/or brand 
and can range from low to high feelings;

●● ‘think’ appeals to the consumers’ intellectual capacity to help evaluate or re-
evaluate their experiences through creative thinking;

●● ‘act’ relates to the customers’ physical body, behaviour, interactions and 
lifestyles;

●● ‘relate’ goes beyond the consumer or individual, involving experiences with 
others.

Other writers in this realm include Dubé and LeBel (2003), who aligned their 
four pleasure dimensions of emotional, intellectual, physical and social, closely to 
Schmitt’s SEMs (Schmitt and Zarantonello, 2013; Scott et al., 2013). Gentile et al. 
(2007) similarly followed with six experiential components, incorporating many of 
Schmitt’s SEMs adding a pragmatic component of user experience and human–
object interactions (Schmitt and Zarantonello, 2013). One key revelation by Gentile 
et al. (2007) to note, however, is his view that the sensorial component was the most 
important one across several experiential brands. Zarantonello and Schmitt (2013) 
also revealed some useful insights that conceptualized the experiences together across 
multiple dimensions and combinations such as sensory with affective, cognitive with 
intellectual, and behaviour with action-oriented components. This chapter uses the 
combination of Schmitt’s SEMs, namely the sensory and affective experiences 
(Schmitt and Zarantonello, 2013), to analyse the perceptions of international travel 
bloggers regarding the Trinidad carnival experience and how these elements can 
potentially influence improved design of the carnival experience and inform the 
experiential marketing efforts of tourism stakeholders.

16.3  Methodology

This study uses a qualitative methodology to determine the frequency of reported 
expressions used to identify and classify the Trinidad carnival experience of 
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international travel bloggers. Content was analysed using an a priori coding scheme 
to deduct themes generated from two of the five SEMs (Schmitt, 1999; Gentile et al., 
2007): sensory experiences (sense) and affective experiences (feel). The sampling 
frame covers both sponsored professional and personal interest bloggers from the 
main source markets of Trinidad and Tobago consisting of bloggers from the USA, 
UK, Australia, Canada and one regional blogger from Jamaica. Besides the geo-
graphic criterion, the blogs were analysed to determine relevance to the research aim 
of determining if international travel bloggers’ perceptions of the Trinidad carnival 
experience (using deductive sensory and affective themes) can be used to offer insight 
for the development and design of this tourism experience. These findings can also 
inform experience-based marketing strategies for the Trinidad and Tobago DMO 
and other stakeholders involved. The sampling period was within the months during 
and after the Trinidad Carnival festivities: February and March. The data extraction 
focused on sensory experiences of the senses and affective experiences of feelings and 
emotions.

The study also uses a netnographic research method. This offered value to the 
researcher in obtaining a plethora of rich online content, and an understanding of 
the social phenomenon surrounding the tourism experience from international travel 
bloggers’ perspectives (Kozinets, 2015). The method does have some grey areas when 
it comes to ethical considerations: seeking permission is sometimes advised (Kozinets, 
2015). However, the authors agree with some other researchers who are adamant that 
people who post publicly on the internet should understand that the information is 
public, not private or confidential (Walther, 2002; McQuarrie et al., 2013). The study 
therefore only extracted relevant and significant content for use as illustrations within 
the themes developed using the sensory and affective categories of Schmitt’s (1999) 
five SEMs.

There are eight steps as listed in the text as follows:

1.	 Analysis of relevant blogs posted by the selected sample to find sensory and 
affective descriptors.
2.	 Coding these descriptors.
3.	 Sorting these descriptions into themes and categories.
4.	 Second coder performs cross-check of code book (list of codes with associated 
descriptions, themes and categories) to ensure consistency and clarity of the coding 
process.
5.	 An interpretive round of coding to help understand and explain the relations and 
themes found while checking for more relevant data and irrelevance of data already 
captured and coded.
6.	 Additional sorting and grouping of themes.
7.	 Analysing the findings.
8.	 Reporting the findings with the aid of exceptional extracts from the blog posts 
to illustrate the sensory and affective categories.

This process resulted in the analysis of 24 relevant blogs to form the findings. 
The blogs were quoted verbatim without any editing of syntax or vernaculars so as not 
to skew the results. Two olfactory, 23 tactile, 42 auditory, 31 gustatory, 82 visual and 
84 affective/emotional descriptors were identified.
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16.4  Findings and Discussion

This study of the Trinidad carnival experience truly epitomizes a wide array of sen-
sory and affective dimensions. Of greater significance, the analysis of blogs and their 
authors’ personal accounts revealed that this platform serves as a useful tool to appeal 
to one’s senses and inner feelings, a characteristic that marketers may find valuable, 
especially for product/experience developers and marketers who seek differentiation 
and competitive advantage among the many destinations. Throughout the blog 
analysis there was no shortage of expressive prose drawing the reader into a matrix of 
‘Carnivalism’: message cues sending stimuli to the sensory and affective receptors of 
the reader’s psyche. This blog analysis provides a sample source richer than any open-
ended questionnaire, and an informative source richer than any magazine advertise-
ment with pretentious copy.

The research, however, had limitations with its sampling and scale. The blogs 
were manually selected based on relevance, and the scale was not representative of the 
potentially greater numbers of bloggers from a wider sample frame and geography. 
Because of this limitation, which questions the rigorous validation of the study, the 
findings do not contribute to any generalizations, and so random sampling of a 
greater sample frame is recommended for future research. Nonetheless, the research 
still reveals some interesting findings and discusses some implications and recom-
mendations for destinations, which can aid in devising product development and 
marketing strategies driven by sensory and emotional experiential features. These 
components can potentially lead to an even greater visitor response in the competi-
tive tourism landscape.

16.4.1  Bloggers’ sensory and affective perceptions

The international travel bloggers under consideration all had the goal of making the 
most of their Trinidad carnival experience as they captured moments throughout the 
stages from pre-festival activities to their departure. In their blogs they captured their 
interactions within the carnival atmosphere, vividly painting their experiences 
through their perceptual lens of visual (sight), auditory (hearing), olfactory (smell), 
gustatory (taste), tactile (touch) and emotive elements using text and images. The 
analysis revealed that some bloggers described single experiential components, often 
mixing sensory and affects elements.

Sensory dimension

The sensory dimension was prevalent in the findings, with the visual sense dominat-
ing all other senses. In fact, Urry’s Tourist Gaze has long been deemed the most 
perceptive sensory element between humans and their environment, suggesting 
tourism can be approached with an emphasis on vision (Urry, 1992; Crouch and 
Desforges, 2003). The descriptions capture sightings of the people and the scenery 
throughout the experience. As Colin Williams (2015) puts it: ‘I don’t see Trinidad 
Carnival as that one-dimensional event’.
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In relation to the scenery, the blogs labelled elements of the costumes and 
pageantry as ‘rich and colorful’, ‘bright and elaborate’, ‘colors of celebrating’, ‘works of 
art’, ‘historical symbolism’, ‘a spectacle of pageantry and culture’, ‘elaborate costumes 
and cloth that tell a story’, ‘colors of beads and feathers’, ‘scantily clad clothing’, ‘bold 
and colorful’, ‘incredible outfits smothered in diamonds, beads and glitter’, and ‘amaz-
ing crowns and headpieces detailed with feathers’. Other visual cues from the people 
were expressed in many blogs. One blogger, Maria Sofferin, expressing her amaze-
ment in seeing: ‘a blend of East Indians, African, Asians and Arabs, who not only 
coexist, but have completely intermixed to create a sexy accent and an incredibly 
inclusive culture’ (Noisey, 2015).

There were also descriptive accounts of the features of these characters. Another 
blogger, Harlequin Hearts, expressed her amazement and described what she saw as 
‘being like a parade of Victoria Secret models in these massive head pieces and angel 
wings gracefully showstopping . . . These ladies left me speechless at the effort and 
extravagance in their costumes. Not to mention the trinni men who were not too 
shabby themselves’ (Harlequin Hearts, 2014). The contributions from Shivi Ramoutar 
expressed some similar observations, noting that Trinidad Carnival was ‘a perfect 
celebration of the body, in all its form . . . Athletic, muscular and toned’ (Ramoutar, 
2015).

The sightings were not confined to sightings of commercialized costumes, as one 
blogger from Smithsonian mentioned. There were sightings of the J’ouvert celebra-
tions, pre-events starting at 3 am and eloquently described by the same blogger as ‘the 
true and ancient spirit of carnival’ (Ehrenreich, 2009). Colin Williams also expressed 
his fascination with ‘The Old Mas. The Midnight Mas. The Original Mas. The Dirty 
Mas. The Oil. The Mud. The Pan. The Jab. The Kids. The Onlookers . . . the whole 
story’ (Williams, 2015). Bloggers had sightings of ‘paint-splattered faces’, ‘blue devils, 
muddy people, painted head to toe’, ‘cocoa, clay and paint (representing the dis
integration of race and class)’, ‘unrecognizable faces painted in mud, oil, cocoa, 
paint,  powder, or whatever else can make a mess’ and ‘fire spitters who hurled 
large orange clouds of fire from their mouths’. Mara Sofferin noted that the visual 
attribute of J’ouvert is ‘to visualize India’s Holi festival doing P90X on steroids’ 
(Noisey, 2015).

Although the visual component seems highly prevalent Urry (1992) agreed with 
MacCannell (1973) to an extent, and further developed his idea of a second gaze by 
stating ‘there is a multiplicity, and the way to approach the analysis of these multi-
plicities of tourist gazes is, among other things, to think about the taste-scapes, smell-
scapes, sound-scapes, touch-scapes’ (Franklin, 2001, p. 123). Crouch and Desforges 
(2003) also noted that there is a limited appearance of the sensuous engagement 
between the body and the world in what is encapsulated by ‘sightseeing’, the visual 
aspect of the tourist gaze. The bloggers also revealed interesting accounts debunking 
a visual centred experience. These accounts come under the umbrella of other senses 
and the elements within the affective dimension of the SEMs.

There were numerous accounts of ‘tasty home-made and street food with condi-
ments of tangy chadon beni (cilantro), sweet-mango-based chutney and fiery pepper 
sauce’, ‘cuisines blending West African, East Indian, Chinese, French Creole, Spanish, 
English and Middle Eastern flavours into one spicy mix’, ‘extremely flavoursome 
Bake and Shark’ and ‘bottomless cold beers and strong liquor’. These indicative quotes 
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show gustatory sense of taste as forming part of their experience; expressing intoxi-
cating feelings of comfort and satisfaction. Based on the accounts from the majority 
of bloggers, it was also revealed that this element in their carnival experience was 
mostly included in an all-inclusive arrangement of the carnival bands and parties 
they attended. Generally, the caterers and food vendors set up stalls to prepare and 
cook the cuisine on the spot, where the aromas of the dishes will fill the vicinity of 
the event. This is the only element of scent, which was accounted for by only one 
blogger, a significantly small percentage.

‘Sound-systems blaring loud soca music’, ‘a waterfall of sound, that warming and 
vibrant “gong” of the steelpan is the quintessential tropical orchestra’ (Ramoutar, 
2015), ‘fiery soca anthems . . . blasted out of speakers with subwoofers the size of my 
living room, causing a cataclysmic shockwave’ (Noisey, 2015). These are all accounts 
by other bloggers, revealing their perceptions of what constituted the auditory attrib-
ute of their Trinidad carnival experience. These elements were seen as a soulful part 
of their experience, but compared with the visual it was not as dominant.

The tactile element in the sensory dimension was similar to the olfactory, and 
not widely expressed in the sample blogs. Only a few bloggers recorded strangers 
touching, and dancing with, them, the feel of when the mud, oil, cocoa, powder or 
paint was ‘drenched’, ‘dabbed’, ‘splashed’ or ‘slimed’ on to their bodies. There was a 
synonymous account of bloggers enjoying the experience surrounding this element 
(which occurred for the J’ouvert celebrations) but some expressed slight discomfort, 
stickiness and an unclean feeling of having these substances on their bodies.

16.4.2  Affective dimension

Barbara Ehrenreich quoted Goethe when she stated that Carnival was ‘a festival 
that  is not actually given to the people, but which the people give to themselves’ 
(Ehrenreich, 2009). This quotation highlights the affective dimension of feelings and 
emotions represented in the bloggers’ experiences. Most bloggers expressed deep 
feelings of embodiment where they saw the expressive platform given by this tourism 
experience as one which can only be fully enjoyed when the individual immerses fully 
into it. Lisa Armstrong, an Ebony blogger, noted that the carnival experience ‘offers 
a natural high . . . I feel vibrant and alive . . . I power up and get energy from the 
music, the people, everything’ (Armstrong, 2012). Other blogs expressed similar 
feelings of intense embodiment, especially for the heightened, most-sought after 
experience of ‘crossing the stage’, where bands cross between grandstands resembling 
the seating of a stadium in front of several thousand spectators (Scher, 2002, p. 474). 
Huffpost travel blogger Tara Donaldson noted that this is an event where ‘show
casing your worst behaviour is celebrated . . . enjoying those otherwise rare episodes 
of unadulterated ecstasy’ (Donaldson, 2015). This act is a ritual every ‘masquerader’ or 
participant desires. Bloggers note this emotive experience as ‘euphoric’, ‘perfection . . . 
utter perfection’, ‘an out of body experience’, ‘just the right amount of happy’, 
‘unabated fun’, ‘a feeling of the unknown’, ‘on the largest of scales incredibly over-
whelming’, ‘super-exhilarating by tenfolds’, ‘the adrenaline thrilling’, ‘a feeling of 
being united in Carnival fanaticism’ and ‘a feeling that cannot be described by words 
or photos’.
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One significant revelation from this dimension was its strong influence on blog-
gers’ satisfaction, memory and behavioural intentions to return another year to relive 
the carnival experience. One blogger labelled this ‘post-carnival depression’ or ‘carni-
val tabanca’, stating it was most prevalent among residents of North America and 
Europe who returned to their countries after the Trinidad carnival experience. She 
noted that the onset of this side effect occurred when one returned home and ‘was 
faced with the harsh reality that centuries of puritanical bylaws have crippled your 
culture’s lifeblood like lead poisoning’ (Noisey, 2015). Examining this side effect was 
not the prime objective of this study but it is a rich finding which could be considered 
for future research and could inform tourism practitioners who specialize in experi-
ence design and marketing. Ebony blogger, Armstrong (2012), shares this fact, 
describing ‘when I look back, the memories of melodies are what remain so striking’. 
Harlequin Hearts attests to this as well, stating that ‘Trinidad Carnival was like no 
other and it’s something that I will keep for the rest of my life . . . an experience you 
should put on your bucket list, an experience that will last forever’ (Harlequin Hearts, 
2014).

16.5  Conclusion

Overall, the results showed that each blogger reported single experiential dimensions 
but there were also many occurrences of mixed dimensions of both the sensory and 
affective. One account from Ramoutar impeccably showcases the combination of 
sight and feeling. She notes that the experience will ‘stay in the heart’s and head’s of 
us all . . . this incredible, colourful and once-in-a-lifetime experience (I say this but 
we all know I am going back next year)’ (Ramoutar, 2015). This disclosure is key for 
tourism stakeholders to note when seeking to entice visitors. Sensory cues may not be 
sufficient but, when connected to the affective dimension, the destination experience 
is heightened. Lindström (2005) acknowledges the significance of this in his book, 
calling on marketers to use the emotional dimension which claims concomitantly 
stimulates the five senses. Therefore, both destination experience design experts and 
marketers stand to benefit from offering sensory- and emotive-rich experiences and 
marketing stimuli. As Schmitt (1999) posits, it is essential for marketers to provide 
the right environment and setting for desired customer experiences to emerge. In 
particular, sensory marketing strategies applied to online platforms such as websites 
can better convey tourism experiences and inform consumer expectations (Gretzel 
and Fesenmaier, 2003; Lee et al., 2010).

Investigating experiential marketing and product development strategies using 
sensory and emotive cues is worth further investigation from a theoretical and a 
managerial perspective. Theoretically, it confirms some of the findings alluded to in 
the review of literature focused on experiences (MacCannell, 1973; Hirschman and 
Holbrook, 1982; O’Sullivan and Spangler, 1998; Pine and Gilmore, 1999; Schmitt, 
1999; Lewis and Chambers, 2000; Gentile et al., 2007; Oh et al., 2007). It also pro-
vided practical insights into the usefulness of travel blogs as a natural, unpretentious 
marketing tool (Kozinets, 2015). From a managerial point of view the data retrieved 
from the content analysis reveals the desire to relive the experience, regardless of 
geographical segmentation, of the bloggers’ motives (whether sponsored or a personal 
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hobby) or of personal inhibitions. Most importantly, the international bloggers' 
desire  to relive the carnival experience through sensory- and emotive-rich expres-
sions can create a channel for enhancing the destination’s brand and potentially create 
an emotional tie and loyalty.

However, this does not neglect the importance of monitoring blogs that some-
times possess vulgar content, an association that a destination marketer will shun. 
This poses some caveats for destination marketers, specifically when considering how 
and what specific features of the experience should be highlighted, designed or 
framed to encapsulate sensorial and emotional components for all target markets. To 
belabour this point, there were also some clear patterns of differences in the demo-
graphics where, as mentioned earlier, some favoured ‘The Old Mas. The Midnight 
Mas. The Original Mas. The Dirty Mas. The Oil. The Mud. The Pan. The Jab. The 
Kids. The Onlookers . . . the whole story’ (Williams, 2015) while most treasured ‘the 
incredible outfits smothered in diamonds, beads and glitter’ (Harlequin Hearts, 2014) 
and ‘fiery soca anthems . . . blasted out of speakers with subwoofers the size of my 
living room, causing a cataclysmic shockwave’ (Noisey, 2015). This may be due to dif-
ferences in age, taste, cultural background or mere perceptions of expected experi-
ences, but this observation reveals to destination marketers that messages should be 
aimed at both demographics. Product development and destination experience 
designers can also be made aware that over-commercialization of experiences can 
deter tourists wanting more ‘authentic’, original versions of the carnival experience. In 
light of this, a more in-depth examination to ascertain the actual values tourists place 
on sensory and affective experience elements is needed. This will provide a clearer 
picture for the design of an improved Trinidad carnival experience with the potential 
of even adding fringe experiences beyond carnival. This in-depth approach can also 
afford marketers the means of understanding what experiential cues are needed to 
design pulsing marketing strategies.
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17.1  Introduction

The editors of this volume consider it to have demonstrated that application of cogni-
tive psychology to the study of tourism is promising and needs further exploration 
and elaboration. The majority of tourists are primarily motivated by pleasure-seeking, 
restorative or well-being outcomes (Coghlan, 2014), but despite this it is only recently 
that academic studies have applied advances in both cognitive and positive psychol-
ogy to the tourism experience (Pearce, 2009). This book has demonstrated that the 
concepts and theories of cognitive psychology can help academics and tourism busi-
ness managers to better understand some aspects of tourist behaviour. Further, an 
understanding of the processes through which our brain mediates choice, perception, 
attention, emotion and memory serves as an important foundation for the design of 
tourist experiences. Better linking literatures of tourism consumption, individual 
well-being and community health will contribute to the sustainable development of 
the tourism industry and its destinations (Glover and Stewart, 2013).

17.2  Use of Cognitive Psychological Concepts in Tourism Research

Application of psychological theories to the field of tourism has grown significantly 
since the 1980s. According to Ryan (2011, p. 20), ‘[S]ociologists, geographers, econo-
mists and anthropologists’ were the first to apply psychological approaches to the 
study of tourist experiences and behaviour. Later, social psychological concepts and 
theories were applied to the phenomenon of tourism. However, it appears to the edi-
tors that the use in the tourism literature of cognitive psychological concepts such as 
human perception, attention, learning, categorization, memory, concept formation, 
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reasoning, consciousness and language processing is underdeveloped. Some cognitive 
psychology concepts such as judgement and decision making, problem solving and 
emotion have been used, but arguably without redress to most recent mainstream 
theories. The application of positive psychology concepts in tourism like flourishing, 
mindfulness and spiritual well-being is still in its infancy (Coghlan, 2014; Wolf et al., 
2015).

There are a number of possible reasons for the lack of a cognitive psychology 
approach in the tourism literature. One may be the pervasiveness of an implicitly 
behaviouralist model of the tourist (see Fig. 17.1). In this model, the tourist’s brain is 
considered a black box that can’t be studied, so research has focused primarily on the 
antecedent stimuli and consequences of hedonic consumption, rather than on subjec-
tive mental processes (Alba and Williams, 2013, p. 5). This may be because it is only 
recently that technologies that can examine psychophysiological and neurological 
factors have been readily available.

Another reason may be that tourists have been seen as passive participants who 
travel either because it is a socially sanctioned necessity or because the prime motiva-
tions for travel are the dreams promised by tourism marketers (Sharpley and Stone, 
2011). From this perspective the tourist experience is shallow, short lived and perhaps 
meaningless in contrast to the noble traveller:

The traveler, then was working at something; the tourist was a pleasure seeker. The traveler 
was active; he went strenuously in search of people, of adventure, of experience. The tour-
ist is passive; he expects interesting things to happen to him . . . he expects everything to 
be done to him and for him.

(Boorstin, 1964, p. 85)

More recently it has become acceptable to consider that both traveller and 
tourist  are active seekers of pleasurable experiences and that engaging in them 
can generate spontaneous positive emotions and feelings in the short or long run. 
Indeed, it is suggested that these positive emotions enhance self-flourishing through 
broaden-and-build effects (Fredrickson, 2011), and that travel is both memorable 
and meaningful.

Fig. 17.1.  Behaviourist and cognitive models of the tourist.
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This volume then begins the process of reconciling studies of psychological per-
spectives, specifically cognitive psychology, under a systematic framework of tourist/
visitor experience formation and evaluation. However, much remains to be done in 
applying cognitive and positive psychological theories and concepts in tourism 
research. Many of the topics studied by cognitive psychologists have direct applica-
tion to tourism, and some examples are given below.

17.2.1  Perception

Perception can include attention, object recognition, pattern recognition, form 
perception, psychophysics and time sensation. Most tourism studies on perception 
focus on the specific types of perception, like risk perception, time and space percep-
tion, and their impacts on behaviours. Little attention has been paid to how the 
perception is created, from where it started and what influences the creation proce-
dure. The cognitive penetrability of perception includes attention, action, bottom-up 
and top-down strategies (Raftopoulos, 2005). Studies of visual attention demonstrate 
an area for further exploration. Humans are predominately visual creatures, and the 
incoming visual information we receive has preference over other stimuli (Koch, 
2004). Recent work using eye tracking and perceptual filters have highlighted the 
heuristics used by our visual system to preprocess and direct attention to certain 
landscape or scenic features. Attentional biases for faces have been noted (Ro et al., 
2007), yet not all attention requires conscious brain processing. Visual sensory data 
are automatically integrated and analysed to extract basic perceptual features, such as 
shape and movement, without our conscious knowledge. These visual exogenous cues 
include movement, colour and texture and account for most scanning eye move-
ments. The design of these elements will attract all visitors without taking their per-
ceptions and cultural differences into account. Eye tracking equipment provides 
accessible technology to better understand the on-site visual attentions of tourists 
and visitors.

17.2.2  Categorization

Categorization may involve induction and acquisition; judgement and classification; 
representation and structure; and similarity. The concept of destination image may 
be considered a specific example of mental schema concerning a type of object. A 
schema is an abstract and implicit representation which integrates sensory, perceptual 
and semantic information typical of a given category of emotional experiences on the 
one hand, and their relation to the activation of specific body response systems, on 
the other hand. When perceptual elements are repeatedly activated they may stimu-
late connections between perceptual features and body responses. In this way they 
become integrated in an abstract mental representation that encodes high order 
reoccurrences between the activation of perceptual or semantic elements and body 
responses. A schema, as a mental representation, is not available to consciousness. 
However, its content can be inferred based upon the changes it induces in feelings 
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and body state. It may be possible to apply schema theory to better understand how 
destination image formation occurs.

17.2.3  Emotion

There are two directions of research in terms of emotions in visitor experience design; 
one is inward and spontaneous, while the other is outward and long-term. Visitors’ 
internal states of emotions and their elicitation call for more attention (Servidio and 
Ruffolo, 2016). The measurement of emotions can accurately record on-site real time 
results through use of neuropsychological technologies such as eye tracking (Li et al. 
2016), skin governance (Kim and Fesenmaier, 2015) and facial expression (Hetland 
et al., 2016). Measuring emotions in real time in an actual tourism context allows 
capture and tracing of the changes in emotion during multiple situational inter
actions within an overall holiday or attraction visitation experience. Such techniques 
would allow study of the dynamics of emotions and their effect on memories. Specific 
emotions related to memorable experiences like awe and nostalgia are worthwhile 
exploring in terms of the subjective elicitation mechanism and related external 
stimulus (Triantafillidou and Siomkos, 2013).

17.2.4  Positive psychology

The positive psychology perspective is also a promising area for further exploration 
(Filep and Pearce, 2013). Positive psychology includes research topics on humour, 
positive emotions, happiness, well-being and love. Filep (2016) focuses on individu-
als’ lifetime flourishing and satisfaction. Unlike recreation and leisure studies, our 
understanding of positive psychology in tourism is still in its infancy (Coghlan, 
2015). This perspective suggests a move beyond tourism as pure pleasure-seeking into 
positive functioning outcomes like personal flourishing. To date, little research has 
been carried out in tourism to identify the mechanisms of holidays that impact the 
well-being of individuals. However, some studies conclude that positive affects like 
joy, love and surprise are common experiential outcomes (Hosany and Gilbert, 2010). 
Further elaboration and testing is suggested into how positive emotions elicited by 
designed tourism experiences impact on personal flourishing and well-being through 
broaden-and-build effects, transformation and so on.

17.2.5  Memory

Topics in this section may include aging and memory, autobiographical memory, 
childhood memory, constructive memory, emotion and memory, episodic memory, 
eyewitness memory, false memories, flashbulb memory, list of memory biases, 
long-term memory, semantic memory, short-term memory, source-monitoring error, 
spaced repetition and working memory.

An important aspect of tourism experiences is that we anticipate (prospection) 
and remember (retrospection) them. Arguably our ability to ‘relive’ our experiences 
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after we return home is one of the reasons they are so valuable to us. A number of 
models of these processes of mental simulation have been developed (Gilbert and 
Wilson, 2007). In these models, when thinking about future or past events, the brain 
generates simulations or images of these events in a similar way to those events being 
experienced in the present. Such a simulation can stimulate emotions and feelings, 
enabling us to enjoy thinking about a holiday before or after it has happened. This 
research shows that episodic memory supports the construction of future event simu-
lations by extracting and recombining stored information into a simulation of a novel 
event. Prospection involves taking items in memory and using them to produce affec-
tive forecasts (Kim et al., 2010). An affective forecast is a mental simulation of ‘what 
it would feel like to experience a particular event’ (Dane and George, 2014, p. 181).

Mental representation of a future event is a simulation created from past memo-
ries, but not as elaborate as perceptions and sensations from lived experience, and 
may be biased in specific ways (Gilbert and Wilson, 2007). Empirically, it is becom-
ing increasingly clear that predicting the future and remembering the past may be 
more closely related than everyday experience might suggest; for an in-depth review 
see Schacter (2012). The peak moments of an experience have been found to shape 
retrospective evaluation (Varey and Kahneman, 1992). Likewise, recent work on 
regret prompted by material and experiential purchases suggests that material pur-
chases are related to regret regarding action, and more likely to be experienced in the 
short term. Experiential purchases, however, prompt regret of inaction and are more 
likely to be experienced in the long term (Alba and Williams, 2013). This may be 
why people savour special memories (Zauberman et al., 2009) and buy memorabilia 
or souvenirs. A number of authors have discussed concepts similar to prospection and 
retrospection in tourism (Klaaren et al., 1994; Mitchell et al., 1997; Wirtz et al., 2003).

Discussion of retrospection and prospection highlights that there are a number 
of different types of memory. Pearce and Packer (2013) have discussed memory as it 
is applied to tourism. Semantic memory involves recollection of facts and general 
knowledge about the world, while episodic memory refers to the capacity to recollect 
past events and happenings in their particular spatial and temporal contexts. The 
general process of prospection and retrospection has been termed constructive 
memory.

17.3  Summary

The editors recommend that research is based on theories from cognitive psychology 
particularly theories on perception, categorization, emotion and memory. More fun-
damentally we suggest a move to predictive and explanatory studies through opening 
up the ‘black box’ of the brain.
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