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Abstract

Tourism experience is a genuine source of destination attractiveness and long-lasting competitive
advantage. Understanding the main drivers of the tourist experience in destinations is a critical step
toward managing and delivering a satisfying destination experience to tourists. However, amidst a
stream of research that explores experiences in different service settings, a framework of destination
experience remains underexplored. To fill this gap in research, this article aims to draw an integrated
conceptual framework of what makes a tourist experience in destinations along the travel journey and
depicts the antecedents and consequences. By doing so, DMOs and other tourism stakeholders can fit
their marketing strategies to cater to tourists’ needs and preferences. Also, this article discusses
several measures and emerging research methods to capture the components of the destination
experience.

Keywords: Customer/Tourist Experience, Experience Economy, Destination Experience, Conceptual

Framework, Measurement.

Introduction

Recently, the concept of customer experience
has received renewed attention in the tourism
and leisure literature (Godovykh & Tasci, 2020a;
Verhulst et al.,, 2020; Chen et al, 2021; Kim &
Seo, 2022). Indeed, many businesses have
adopted customer experience management,
incorporating the concept of experience into
their core objectives (Kundampully et al.,, 2018).
Admittedly, a survey by Gartner (2014) reveals
that 89% of companies consider experiences on
the front line of their business competitiveness.

It is now one of the leading marketing strategies
embraced by hospitality firms (e.g., Disneyland,
Abercrombie & Fitch, and Starbucks, to name
only a few) and tourist destinations (e.g,
Morocco, Thailand, Korea, Spain, etc.) (Ketter,
2018). To date, Hudson and Ritchie's (2009)
case study of branding destination experience
illustrates this paradigm shift in the marketing
and management of destinations. Furthermore,
Berry, Carbone, and Haeckel (2002) suggest that
organizations that continue to reduce their costs
to support lower prices as an alternative to
customer experience to gain a competitive
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advantage may affect the value of their product
and service offerings, potentially jeopardizing
their competitiveness (Vengesayi, 2003).

Nowadays, all that someone wants when one is
on travel is to engage in memorable experiences
to satisfy their emotional and psychological
benefits, to be part of the destination
experience, local culture and people, and
country history (Morgan, Elbe, and de Esteban,
2009; Boswijk et al., 2007; Pine & Gilmore,
1999). This suggests that the choice of a
particular tourist destination is enhanced by the
significant mental image it portrays or the "pre-
experience” the tourist expects to have upon
arrival rather than the functional and utilitarian
benefits that used to consider when making
their choices (Oh et al, 2007; Kirillova et al,,
2016; Ketter, 2018). Thus, destinations are now
challenged to provide experiences that cater to
postmodern tourists' expectations, dazzle their
senses, and go beyond alternatives in the
marketplace. In this context, providing a
conceptual framework of what makes an overall
tourist experience in the destination is
mandatory for destination marketing to design,
manage and deliver a superior experience to
tourists as a source of long-lasting competitive
advantage (Karayilan & Cetin, 2016; Cetin et al.,
2019; Crouch & Ritchie, 2005). In this
framework, this study is an attempt to set an
integrated conceptual framework of destination
experience that depicts the factors of tourist
experience during the tourist journey.
Notwithstanding, despite the wide stream of
research looking at tourist experience in various
service settings in destination (Arnould &
Thompson, 1993; Quan & Wang, 2004; Vitterso
etal, 2004; Prentice et al., 1998), understanding
the total experience in destinations is
challenging.

This article raises several concerns. The first
concern defines the theoretical knowledge of the
concept of customer experience in tourism
literature. The second concern comprises a
conceptual framework of destination
experience, including the antecedents, the
formation, and the consequences of the tourist
experience in destinations. The final concern
concludes with marketing and management
implications and avenues of future research.

Literature Review

The Customer Experience in Tourism
Literature

Since the late 1970s, the concept of experience
has been an important research stream in
consumer research (Jensen et al, 2015). By
recognizing the experiential aspects of
consumption, consumption has begun to be seen
as an activity of production of meanings and a
field of symbolic exchanges (Baudrillard, 1970),
encompassed by what Holbrook and Hirschman
(1982) call "the experiential view." In their
study, Holbrook and Hirschman (1982) refer to
the experience concept as a personal and
subjective occurrence with high emotional
significance resulting from consuming goods
and services. Fundamentally, this experiential
perspective questions the limitations of
conceptualizing consumption as a need-driven
activity, wherein a customer is considered
merely a cognitive agent, passive participant,
and rational decision-maker that affords no
emotions, symbolic, or spiritual relief (Angus,
1989) and focuses only on the quest for
information and multi-attribute assessment
(Addis & Holbrook, 2001). Against this
background, it has replaced this functional and
utilitarian view of consumption with an
experiential view that emphasizes subjective
responses and hedonism in the consumer's way
of thinking and acting (Holbrook & Hirschman,
1982).

Particularly, since the emergence of the
experience economy by Pine and Gilmore in
1999, the concept of customer experience has
been increasingly cited at the forefront of
researchers' interest, particularly in tourism
studies (e.g., Walls et al,, 2011; Lugosi & Walls,
2013; Lemon & Verhoef, 2016; Andersson, 2007;
Oh et al, 2007), in the same way, the
management of customer/tourist experience
has received growing attention in the general
tourism literature (Schmitt, 2010; Verhoef et al.,
2009; Tung & Ritchie, 2011; Brakus, Schmitt, &
Zhang, 2008; Adhikari & Bhattacharya, 2016;
Meyer & Schwager, 2007; Kundampully et al,,
2018). Seemingly, tourism as a concept implies
an experience. According to Holbrook and
Hirschman (1982), this is explained by the fact
that tourist and leisure activities, entertainment,
and the arts are inherently defined by symbolic
meanings and experiential aspects that make
them intriguing research subjects.

Following Kim and Seo (2022), the tourism
experience is central to the tourism and
hospitality industry and the main determinant
of tourists' behavioral intention and decision-
making (Huseynov et al, 2020; Shafiee et al,
2021; Klaus & Maklan, 2013). To date, many
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studies in tourism literature have described the
prevalence of tourists' emotions and their
strong influence on service performance and
tourists' behavioral intentions, such as
willingness to recommend and spread positive
word-of-mouth (Godovykh & Tasci, 2020b;
Verhulst et al., 2020; Hosany et al., 2015).

In the literature, more studies have exemplified
an exhaustive and perplexing set of definitions
and theoretical meanings of the experience
construct (see table 1). Furthermore, numerous
components emerge in the literature (e.g,
affective, cognitive, conative, sensorial, and
social), raising difficulties for academics and
practitioners to fathom the concept of tourist
experience (see table 2). These above
components reflect a holistic structure of the
destination's positive and compelling tourism
experiences (Godovykh & Tasci, 2020a).

Interestingly, the concept of customer
experience has been approached primarily as a
subjective, affective, and personal reaction to an
event, market stimulus, or activity at different
phases of the consumption process. For
example, Otto and Ritchie (1996) define tourist
experience as "the subjective mental state felt by
participants during a service encounter” (p.
166). In their ground-breaking work, the
authors claim that affective or emotion-based
reports—i.e.,, the subjective, individual, and
feelings experienced by tourists while traveling,
are typically substantial in consumer behavior
and marketing research. However, in
conventional analysis, they are often neglected
in explaining variances in tourists' satisfaction
evaluations, thereby limiting the understanding
of consumer behavior. In addition, Schmitt
(1999) considers customer experiences as "the
private events that occur in response to
stimulation (e.g, as provided by marketing
efforts before and after purchase). They often
result from direct observation and/or
participation in events-whether they are real,
dreamlike, or virtual” (p. 60). Also, Packer and
Ballantyne (2016) refer to tourist experience as
an individual's immediate or ongoing,
subjective, and personal reactions to an event,
activity, or occurrence that usually happens
outside one's daily routine and familiar
environment.

In anthropological and ethnological studies,
experience is an individual's expression of their
own living culture (Bruner, 1986). In conceptual
terms, customer experience differs from an
event. While an event happens to others, to

society, and to the world, an experience is
unique, personal, and differs from one person to
another (Abrahams, 1986, as cited in Caru and
Cova, 2003, p. 270).

From a broader perspective, Verhoef et al
(2009) suggest that customer experience is
more than the result of a single encounter; it is
affected by every episode of the customer's
interaction process with a firm. This is in line
with Larsen (2007), who argues that the tourist
experience cannot be conceived simply as the
various events that arise during a tourist
visitation but as an accumulation of ongoing
travel stages (e.g., pre-trip expectations, events
at the destination, and post-visitation
consequences). This implies that the experience
occurs before the event or any other service and
may last long after the experience (Gretzel &
Jamal, 2009; Arnould, Price, & Zinkha, 2002;
Lugosi & Walls, 2013). Accordingly, these
mutual influences continue to affect tourists'
future behavior and expectations for the next
journey (Godovykh & Tasci, 2020a). In this
regard, some scholars, like Walls (2014) and
Carbone and Haeckel (1994), shed light on
experience as the "takeaway" impression or
outcome people generate during their
encounters with organizations' products or
services. For instance, Park and Santos's (2016)
investigation of the memorable experience of
Korean backpackers states that the remembered
experience is critical when determining future
behavior and decision-making. The latter falls
within the experience economy, wherein Pine
and Gilmore (1999) submit that experience
memorability captures customers' hearts.

From a management and marketing standpoint,
experience is seen as a novel and distinctive
economic product that can be acquired as a
separate good or service that satisfies
postmodern consumer needs (Pine & Gilmore,
1999). As a result, the creation of an immersive
backdrop for customers is now considered by
the marketing discipline known as experiential
marketing (Schmitt, 1999). According to Caru
and Cova (2003), an experience is "mainly a type
of offering to be added to merchandise (or
commodities), products and services, to give the
fourth type of offering which is particularly
suited to the needs of the postmodern
consumer” (p. 272). As an offering, experience
has become closely related to a trip, journey, or
even the attraction itself (Volo, 2009).
Admittedly, an experience is created when "a
company intentionally uses services as the stage
and goods as props, to engage individual
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customers in a way that creates a memorable
event" (Pine & Gilmore, 1999, p.11). That is,
experiences are not self-generated but occur in
response to staged modalities and the
environment (Schmitt, 1999). Palmer (2010), in
his conceptualization of customer experience in
a retail setting, stated that it implies a variety of
market stimuli that hold the potential to create
value for customers. These stimuli are viewed as
external factors that give birth to the experience.

Furthermore, Meyer and Schwager (2007)
contend that contact with the service provider,
whether direct or indirect, affects the
customer's experience. Direct contact occurs
when a product or service is purchased, used, or
provided. In contrast, indirect contact refers to
unplanned encounters with service providers
and touch-points that may entail reputation, a
recommendation, advertising, after-sales
support, and other factors (e.g., Payne et al,
2008). This shows that factors outside of an
organization's control, as well as those inside its
control, have an impact on the customer
experience (Verhoef et al., 2009).

In recent studies, in an attempt to define an all-
comprehensive definition of the construct of
experience, Lemon and Verhoef (2016) defined
the concept of customer experience as "a
customer's cognitive, emotional, behavioral,
sensorial, and social responses to a firm's
offerings during the customer's entire purchase
journey" (P.70). In this perspective, Bagdare and
Jain (2013) refer to customer experience as all-
inclusive and define it as "the sum total of
cognitive, emotional, sensorial, and behavioral
responses produced during the entire buying
process, involving an integrated series of
interaction with people, objects, processes, and
environment in retailing" (p. 792). These
definitions embrace the cognitive, emotional,
sensory, and behavioral components of
experience produced in the frame of different
interactions with customers, stakeholders, and
management processes. Generally speaking,
managers and marketers have found it
challenging to understand the relevance of the
notion of the tourist experience and to identify
the various interactions and relationships
between customers/tourists and destination
elements.

Table 1: An overview of definitions regarding the concept of customer/tourist experience

Author(s) (Year) Method

Context

Definitions

Holbrook and Hirschman | Conceptual Paper
(1982)

Consumer
behavior research | fun” (p.132).

“a steady flow of feelings, fantasies, and

Carbone and Haeckel (1994) Conceptual paper

Consumer services
to businesses people’s encounters with products,

“

takeaway’ impression formed by

services, and businesses-perception
produced when humans consolidate
sensory information” (p.8).

Otto and Ritchie (1996) Customer Survey

service | “subjective mental state felt by

experience in | participants during a service
tourism encounter” (p. 166).
Schmitt (1999) Conceptual paper Marketing “the result of encountering, undergoing,

research or living through situations” and

“triggered stimulations to the senses,
the heart and the mind” (p. 25).

Pine and Gilmore (1999) Conceptual

General Business

“Experiences are inherently personal,
existing only in the mind of an
individual who has been engaged on an
emotional, physical, intellectual, or
even spiritual level” (p.99).

Gupta and Vajic (2000) Conceptual paper

“«

Service ..an experience occurs when a

customer has any sensation of
knowledge acquisition resulting from
some level of interaction with different
elements of a context created by a
service provider” (P.34).

Caru and Cova (2003) Conceptual paper

Consumer

“is mainly a type of offering to be added
experience to merchandise (or commodities),
research products and services, to give a fourth

type of offering which is particularly

Walid BERNAKI and Saida MARSO, Journal of Marketing Research and Case Studies,

DOI:10.5171/2023.340232




Journal of Marketing Research and Case Studies

suited to the needs of the postmodern
customer” (p. 272).

Prahalad and Ramaswamy
(2004)

Conceptual paper

Markets/firms

“creating an experience environment in
which consumers can have active
dialogue and co-construct personalized
experiences” (p. 8).

Uriely (2005)

Conceptual paper

Tourism Research

“a superficial and trivial quest for
“pseudo-events” and artificial
attraction” (p.208).

Meyer and Schwager (2007)

Conceptual paper

Consumer
experience
research

“is the internal and subjective response
customers have to any direct or indirect
contact with a company. Direct contact
generally occurs in the course of
purchase, use, and service and is
usually initiated by the customer.
Indirect contact most often involves
unplanned encounters with
representatives of a company’s
products, service or brands and takes
the form of word-of-mouth
recommendations or criticisms,
advertising, news reports, reviews and
so forth” (p. 118).

Gentile, Spiller, and Noci
(2007)

Mail/Online survey,
scale development

Consumer
experience
research

“as a set of interactions between a
consumer and a product, a company, or
part of its organization, which provoke
a reaction. This experience is strictly
personal and implies the consumer’s
involvement at different levels
(rational, emotional, sensorial, physical
and spiritual)” (p. 397).

Oh et al. (2007)

Qualitative and self-
administered

Bed-and-
Breakfast/Hospital

ity

“In essence, experience of a destination
involves all events, and activities
offered to tourists become the source of
value and evaluations for the
destination’ (P.123).

Andersson (2007)

Conceptual paper

Tourism and
Hospitality

“as the moment when tourism
consumption and tourism production
meet” (P.46).

Larsen (2007)

Conceptual paper

Tourism and
Hospitality

“is a past personal travel-related event
strong enough to have entered long-
term memory” (p.15).

Volo (2009)

Conceptual paper

Tourism and
Hospitality

“a synonym for visit, an activity,
motivation, trip, escape, behavior,
emotion, perception, event, response to
a stimulus consumption, cognitive or
affective process, interest, product,
observation, service, encounter,
attraction, novelty, journey, seeing,
feeling, visiting, learning,
conceptualizing, knowing, reasoning,
believing, recognizing” (p. 119).

Verhoef et al. (2009)

Conceptual paper

Retail

“the customer experience construct is
holistic in nature and involves the
customer’s cognitive, affective,
emotional, social and  physical
responses to the retailer” (p.32).

Palmer (2010)

Conceptual paper

Retail

“on the one hand, experience is a
learned outcome that is associated with
predictable behaviors, whereas on the
other hand it has come to be associated
with processes whose novelty may
result in unpredictable response by
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consumers” (p.197)

Walls et al. (2011)

Conceptual paper

Tourism and

Hospitality

“events or occurrences that happen
outside of the daily routine experience”

(p-18).

Tung and Ritchie (2011)

Conceptual paper

Tourism
research/Psycholo

gy

“an individual’s subjective evaluation
and undergoing (i.e. affective,
cognitive, and behavioral) of events
related to his/her tourist activities
which begins before (i.e., planning and
preparation), during (i.e, at the
destination), and after the trip (i.e.,
recollection)” (p.1369).

Lugosi and Walls (2013)

Conceptual paper

Marketing

“Experiences involve a flow of
feelings and thoughts (Carlson, 1997)
that take place during encounters with
and thus responses
to experience dimensions, which may
include physical surroundings, social
surroundings and
other customers” (p. 2).

Bagdare and Jain (2013)

Survey, Scale

development

Retail

“the sum total of cognitive, emotional,
sensorial, and behavioral responses
produced during the entire buying
process, involving an integrated series
of interaction with people, objects,
processes and environment in retailing”
(p. 792).

Walls (2014)

Conceptual paper

Hospitality

“the multidimensional takeaway
impression or outcome ... formed by
people’s encounters with products,
services, and businesses” (p.14).

Adhikari
(2016)

and Bhatacharya

Conceptual paper

Consumer
experience
research

“a combination of cognitive and
affective components, the positive
representation of which has a positive
impact on customers’ future
experiences” (p. 313)

Packer and Ballantyne (2016)

Conceptual paper

Visitor attractions/
Museum

“an individual’s immediate or ongoing,
subjective and personal response to an
activity, setting or event outside of their
usual environment” (p. 133).

Godovykh and Tasci (2020a)

Conceptual paper

Tourism and

Hospitality

“the totality of cognitive, affective,
sensory, and conative responses, on a
spectrum of negative and positive,
evoked by all stimuli encountered in

pre, during, and post phases of
consumption affected by situational
and brand-related factors filtered
through personal differences of
consumers, eventually resulting in
differential outcomes related to

consumers and brands” (p.8).
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Table 2: Components of the concept of customer/tourist experience

(e.g,, Otto and Ritchie, 1996; Holbrook, 2000; Hosany et al. 2015; Prayag et al. 2013; Pine
and Gilmore, 1999; Huseynov et al. 2020; Hirschman and Holbrook, 1982;
Csikszentmihalyi, 1990; Sharma and Nayakh, 2019; Brakus et al,, 2009; Lin and Kuo,

(e.g., Verhoef et al,, 2009; Holbrook & Hirschman, 1982; Schmitt, 1999, 2003; Brakus et
al, 2009; Park and Santos, 2016; Larsen, 2007; Pine and Gilmore, 1999; Meyer &
Schwager, 2007; Cutler & Carmichael, 2010; Kim et al,, 2012; Tung and Ritchie, 2011;

(e.g., Otto and Ritchie, 1996; Neuhofer et al. 2012; Parahalad and Ramaswamy, 2004;
Palmer, 2010; Brakus et al., 2009; Hirshman and Holbrook, 1982; Suvantola, 2002;
Milaman, Zehrer, and Tasci, 2017; Arnould and Price, 1993; Schmitt, 1999; Unger &

(e.g., Beckman et al,, 2013; Hudson and Ritchie, 2009; Holbrook and Hirschman, 1982;
Brakus et al,, 2009; Hosany et al. 2015; Schmitt, 1999, 2003; Csikszentmihalyi, 1990).

7
Components Author(s)
Affective
2016; Tung and Ritchie, 2011).
Cognitive
Gnoth and Matteucci, 2014; Lin and Kuo, 2016; Volo, 2009).
Conative
Kernan, 1983).
sensorial
Schmitt, 2011; Barnes et al. 2014; Framke, 2002).

Social (e.g., Andersson, 2007; Maslow, 1964; Edgall et al., 2007; Wijaya et al. (2013); Arnould
and Price, 1993; Gentile et al. 2007; Otto and Ritchie, 1996; Packer and Ballantyne, 2016;

The Value of Tourism Experience in Tourist
Destinations:

Nowadays, with the increasing worldwide
competition and the changing situation the
world lives in due mainly to the post-pandemic
period, the global economic crisis, and the
emergence of a new form of technologies and
behaviors, tourist destinations are not spared
from these challenges. To adapt to these changes
and maintain their position in the market, the
tourism industry players need to develop and
reinvent their tourism. Understanding their
experiential offerings is therefore prominent to
accomplish this. According to Pine and Gilmore
(1999), the core value of destinations lies in the
quality of the experience it offers. This
experience can be strong that tourists might
develop a deep emotional bond with their travel
destination (Hidalgo & Hernandez, 2001) and
influence their behavioral intentions (Prayag et
al, 2017; del Bosque & San Martin, 2008).
Nevertheless, limited studies address a
comprehensive framework of what makes an
overall tourist experience in the destination or
implicitly depict the antecedents, formations,
and consequences of the tourist experience in
the destination (Cetin et al.,, 2019; Karayilan &
Cetin, 2016). It is, therefore, within this context
where this conceptual paper is located.

More specifically, within the context of tourist
destinations, everything a "tourist goes through

at a destination is an experience, be it behavioral
or perceptual, cognitive or emotional, expressed
or implied" (Oh et al,, 2007, p. 120). Stated in
another way, the destination elements, such as
natural and cultural assets, spectacular scenery,
and friendly local people, are no longer
sufficient to satisfy the contemporary tourists'
needs and differentiate places in a highly
competitive market (Hudson & Ritchie, 2009;
Ketter, 2018). Instead, by providing a satisfying
destination experience, destination managers
and policy-makers can set their offering apart
from their competitors (Schmitt, 2010),
enhancing destination desirability to tourists
and increasing, in return, destination
profitability (Morgan, Elbe, and de Esteban,
2009; Lugosi and Walls, 2013).

To date, a great deal of research has explored
experiences in specific settings, such as food
experience (Quan & Wang, 2004), tourist
attractions (Vitterso et al., 2000), backpackers
(Park & Santos, 2016), heritage parks (Prentice
et al, 1998), to name only a few. However, while
these studies concentrate on a specific type of
tourism experience, few studies have thoroughly
approached the factors that holistically drive the
tourism experience in destinations. The reality
is, regarding the lack of a clear definition of the
concept per se, the subjective nature of the
construct, the timeframe of the experience, the
dynamic nature of the destination itself, and the
diverse approaches to the tourist experience are
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among the factors that make capturing the
critical drivers of destination experience a
difficult task (Godovykh & Tasci, 2020a).

Since the tourism experience extends a period of
time and simultaneously involves synergistic
interactions and consumption of products and
services, destination managers cannot wholly
orchestrate the drivers of the tourist experience
in the destination (Lugosi & Walls, 2013; Walls
et al,, 2011). At best, they can only influence the
psychological environment and the prerequisite
that facilitate the conditions for the experience
to take place (Mossberg, 2007). According to
Lugosi and Walls (2013), experiences are a flow
of emotions and thoughts that occur during
destination encounters, including the influence
of the physical environment (e.g., atmospherics,
infrastructure, and superstructure), the social
environment (e.g., the local community), and
other customers (e.g., fellow tourists, friends
and relatives). This is because a tourist's
experience entails a series of engagements and
interactions with the tourism industry,
meanings, and people's surroundings
(Moscardo, 2003). This interplay of interactions
represents the core of the overall destination
experience (Karayilan & Cetin, 2016). Within
this analysis, the tourist experience can be
regarded as a compound construct that
originates from a set of interactions between
tourists' internal factors, such as cognition and
senses; and an organization's external factors,
such as the physical environment, other tourists,
employees, local communities, and tourism
operators (Adhikari & Bhattacharya, 2016;
Albayrak et al., 2018).

The Co-creation Perspective in Tourism
Experience

In the last decade, consumer research has
witnessed an ongoing period of changes in its
theoretical and philosophical foundations. The
framework within which the debates have been
conducted is labelled "modernism versus
postmodernism" (Featherstone, 1988; Firat,
1990; Firat & Venkatesh, 1993; Hirschman &
Holbrook, 1992; Turner & Turner, 1990; Firat &
Venkatesh, 1995; Firat & Dholakia, 2006; Cova &
Cova, 2009). The starting point of the first
reflection is none other than the consumer who
has changed status and even multiplied his
functions and roles about the meanings he
attributes to his consumption. Specifically,
customers (e.g., tourists) have become less
concerned about the material values of
consumption and more interested in the
experiential value they derive from activities

and products (Firat & Dholakia, 2006). Arguably,
Tarssanen and Kylanen (2006) put forward that
the value in tourism activities is accumulated by
means of more experiential elements and active
participation, as opposed to simply visiting a
particular tourist destination. Under this
approach, Saraniemi and Kyldnen (2011)
consider the destination a dynamic entity where
the tourist can "jump in." Meaning that tourists
are willing to co-create value with destination
providers. For instance, Wu et al. (2015) argue
that  participatory  experiences influence
tourists' perception of and satisfaction with
their salt tourism experience.

Building on this theoretical analysis, the idea
that the tourist experience is only determined
by the industry and carried out by passive
customers is contested in light of this theoretical
approach. For example, Walls et al. (2011)
proceed to argue that an experience is "self-
generated and that the customer can control or
choose whether he will have an experience or
not (including negative experiences)" (p. 18).
This is consistent with extant research, implying
that tourists recall what they perform rather
than what they see (Park & Santos, 2016). In
fact, tourists form their own experiential space
that fits their vision for what it should be,
depending on their motivation and reasoning
(Suvantola, 2002). This is why King (2002)
explicitly notes that "customers interested in
travel and tourism have an enormous range of
experiences and destination options open to
them, but they are increasingly in the driving
seat when it comes to how they uptake their
planning information, what they receive and the
process they choose to go through in marketing
their purchase" (p. 106). For this reason, many
studies have emerged to recognize the
modifying role of tourists in the creation and
design process because the value of service and
product offerings rely on tourists' active
participation in the consumption process.

Indeed, with the democratization of the Internet
and the growing use of information and
communication technologies (ICTs), Neuhofer et
al. (2012) posit that tourists have become active
participants in creating the experience they
want to live in. Following these developments,
Prahalad and Ramaswamy (2004) assign
tourists as co-creators of their own experiences.
They presume that the value creation of
destinations depends on the ability of
destination management processes to facilitate
tourists' interactions within the tourism system,
which allows tourists to personalize their own
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experiences. Thus, by leaving space for tourists,
Richards and Wilson (2006) imply that such an
approach can lead tourists to construct their trip
narrative of their surroundings and form their
personal perspective.

In this context, Ritchie and Hudson (2009)
exhort marketers to concentrate their marketing
actions and advertising on tourism experiences
to evoke tourists' senses and inspire them to co-
create their experiences while co-constructing
the meanings they are looking for (Cova, 1996).
Similar to this, Scott et al. (2009) propose, for
future research, a shift from experience as
something inherent for the visitor to a
management approach in which experience is
co-created by the visitor and supplier. In
summary, it can be concluded that a tourist
experience is highly personal, subjective, and co-
created by tourists and providers through a
series of interactions with the physical
environment and activities, tourism businesses,
and other fellow tourists.

Measurement of Experience and the
Emergence of New Research Method

One of the most difficult and crucial problems
for any destination or organization looking to
establish a sustainable competitive edge is
understanding the components of tourist
experiences in the destination and managing all
clues during tourists' interactions with
destination service providers (Lemon & Verhoef,
2016; Becker & Jaakkola, 2020). Indeed, by
understanding the key factors of the tourist
experience, managers and marketers can
respond to the needs of potential tourists and
influence their behavior.

However, academics and practitioners suffer
from measurement myopia because the
tourist/customer experience is individualized,
vague, and multifaceted. Our analysis of prior
research generally brings forth the core tenants
of measurement complexities and challenges as
follows: these complexities include a lack of an
accepted definition of the concept, the multiple
elements that underpin the construct in itself,
the dynamic nature of the context-specific
variables, the intangible nature of tourism
products and services, the highly subjective,
unique, and personal reactions of tourists, and
the number of tourism players and stakeholders
that exist within the tourism system (Godovykh
& Tasci, 2020b; Hwang & Seo, 2016; Gentile et
al, 2007; Meyer & Schwager, 2007; Palmer,

2010; Bagdare & Jain, 2013; Gnoth & Matteucci,
2014).

One degree of complexity arises from the fact
that tourists differ in their motivations,
attitudes, travel behavior, and preferences
(Kundampully et al, 2018). For example,
Andersson (2007) and Morgan et al. (2009)
affirm that the expected value of a particular
experience may differ from that of others.
Similarly, Hwang and Seo (2016) suggest that
the consumption experience might easily change
the affective attitude generated by a customer
experience over time. Furthermore,
Csikszentmihalyi and Csikszentmihalyi (1988)
argue that some personal characteristics may
influence customers to engage in "flow"
experiences more frequently, more intensely,
and longer than others. Similarly, Ritchie and
Hudson (2009) argue that tourists bring
different social and cultural backgrounds; that
is, each tourist holds a specific personal value
that filters through their lives and affects their
decision to select a particular destination and
tourism experience (Madrigal & Kahle, 1994).
Furthermore, Milman et al. (2017) report that
visitor experience dimensions might not be
concrete or objective when visiting a mountain
attraction. This may induce different attributes
and yield different interpretations, which vary
from one customer to another.

Other scholars refer to the broad spectrum of
research methodologies that have emerged in
the business field and might be adjusted to
investigate the concept of customer experience
in the tourism and hospitality industry. These
research methodologies are heterogeneous to
the extent that customer experience is measured
either quantitatively or qualitatively using a
wide range of measurement tools, such as
structured surveys, direct  observation,
structured or unstructured interviews, and
measurement  scales. Nevertheless, most
researchers fail to consider the drivers of
customer experience in its totality, for example,
in pre-, during-, and post-experience (Godovykh
& Tasci, 2020a). For example, many scholars
(Verhulst et al., 2020; Godovykh & Tasci, 2020b;
Kuppelwieser & Klaus, 2019; Palmer, 2010)
have questioned the substantial reliance on
conventional and retrospective self-report
metrics to capture the dynamic aspects of
tourists’ emotional responses from past
experiences and current customers' feelings,
ignoring the dynamic nature of affective
dimensions of experience. Accordingly, this may
not predict consumer behavior or service
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performance outcomes. In this context, the
online experiment by Godovykh and Tasci
(2020b) supports the significant impact of post-
visit emotional stimulation on several aspects of
customer loyalty, demonstrating that the
dynamic nature of the customer experience can
be altered even long after the customer
journey.

On the other hand, many scholars note a
shortage of innovation-related methods to
identify the key elements of the tourist
experience and the inability of many researchers
to convey theory to research methods. For
example, Palmer (2010) deems the inadequacy
of survey design to assess the changing nature of
affective and experiential dimensions of
experience and, adding to the above, the concern
that respondents’ answers might be
misrepresented by their mood when answering
questions (Skard et al, 2011); alternatively, it
can be biased to the fact that they may not recall
experienced emotions accurately.

In this regard, Fick and Ritchie (1991) advocate
using additional qualitative measures to
abstract critical dimensions and highlight that a
strictly quantitative scale fails to consider those
affective and hedonic factors "which contribute
to the overall quality of the service experience”
(p- 9). From this point of view, Ritchie and
Hudson (2009) argue that qualitative methods
are convenient for researchers. For example,
Holbrook (2006) surmises that due to the
context-specific and non-linear nature of
experiences, qualitative methods are well-suited
to assess customer experience. Godovykh and
Tasci (2020b) draw attention to more
psychophysiological measures of emotions, such
as electrodermal activity and electromyography,
electrocardiography, pupillometry, etc, to
overcome the limitations of conventional self-
report measures. Correspondingly, Verhulst et
al. (2020) adopt neurophysiological metrics to
measure emotions and their dynamic nature
along with customer experience. Their
experimental results show that
neurophysiological measures may better
delineate arousal levels throughout different
customer experience phases, although not self-
reported by participants. Thus, Verhulst et al.
(2020) emphasize the critical stake of such
measures to managers and service designers, as
they depict how emotions vary across different
touch-points and channels throughout the
customer  experience. Hence, such a
measurement approach might underpin which
moments better predict customer behavioral

intentions and service performance outcomes.
However, using neurophysiological methods for
data analysis is more difficult and costly for
analyzing; therefore, managers and academics
may reject it (Verhulst etal,, 2019).

Hwang and Seo (2016) propose innovative
methodologies to approach customer
experience and recommend using experience
sampling, grid techniques, netnography,
structured content analysis, and emphasizing a
cultural perspective. According to Lugosi and
Walls (2013), a wide range of approaches and
methods have been provided to studies
regarding destination experiences, such as
autoethnographic, ethnographic, visual
methods, netnographics, and other forms of
Internet research approaches, along with more
traditional survey-based and quantitative
approaches (see also, Hosany & Gilbert, 2010;
Oh et al,, 2007; Raikkonen & Honkanen, 2013).
In accordance with Godovykh and Tasci
(2020a), capturing the fundamental nature of
tourist experiences must call upon a mixture of
different research approaches, including self-
report methods, interview techniques,
experience sampling methods, and
psychophysiological metrics, to allow
researchers to instantly measure components of
the total experience and respondents' reactions
as they unfold before, during, and after the
experience, as opposed to looking only at
transactional touch-points. Kim and Seo (2022)
confirm that a combination of such
methodologies reflects the true nature of
customer experience. Similarly, Klaus and
Maklan (2013) assert that quality of service
experience (EXQ) should be considered
alongside more traditional metrics for
measuring customer experience. For example,
customer satisfaction and net promoter score
are commonly known as better and direct
predictors of customer behavior, and their
applicability is relatively practical and cost-
effective. In general terms, Verhulst et al. (2020)
and Verhulst et al. (2019) posit combining
neurophysiological measures with conventional
metrics (e.g, self-report and behavioral
measures), which may help to strengthen
validity and reliability.

Last but not least, in light of the development of
ICTs, Lugosi and Walls (2013) claim that
hardwired technologies, such as mobile phones,
GPS, and geographic information systems, have
lately gained more ground in the investigation of
daily tourist movements and activities in a
location. For example, Lee et al. (1994)
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employed a self-initiated tape-recording model
(SITRM) to gather data. This technique requires
participants to wear electronic pagers and carry
self-report booklets in addition to a quantitative
survey form, making researchers more willing to
collect immediate participant experiences. In
doing so, it minimizes memory decay and mood
bias. Volo (2009) sheds light on the benefits of
unobtrusive methods (e.g., sensory devices, use
of GPS, travel diaries, and videos) as an
alternative to access tourists' emotions and
feelings. Chen (2008) examined travelers'
mental representations of their family holiday
experiences and actions using the Zaltman
metaphor elicitation  technique  (ZMET).
Supplementing this approach, Lugosi and Walls
(2013) recommend adopting the actor-network
theory (ANT) technique to examine travel
destinations and visitor experiences through
various players, actions, processes, and
relationships as a complement to this strategy.
Kim and Seo (2022) provide insight into new big
data sources for gathering information on
consumer experience.

An Integrated Conceptual Framework of
Destination Experience

Tourist Experience is a complex and wide-
ranging construct arising from a broader set of
interactions with actors, stakeholders, and other
tourists (Jaakola et al, 2015; Verhoef et al,
2009; Packer & Ballantyne, 2016; Kandampully
etal, 2018; Meyer & Schwager, 2007). In light of
the above discussion, many studies refer to the
tourism experience as cumulative of each
moment experienced by tourists during their
journey, i.e., before the experience occurs,
during the travel destination, and long after the
tourist returns to their home environment. This
ongoing process influences tourists’ future
behavior and expectations of the next trip. To
illustrate, Tung and Ritchie (2011) define an
experience as “an individual’s subjective
evaluation and undergoing (i.e, affective,
cognitive, and behavioral) of events related to
their tourist activities that begin before (i.e.,
planning and preparation), during (i.e., at the
destination), and after the trip (i.e,
recollection)” (p. 1369). Thus, different factors
influencing tourist behavior can be illuminated
during each stage of the experience process
(Chen et al, 2014). Still, no prior holistic
conceptual model exists in the literature that
has examined all the elements that form the
tourist experience in the destination.

Our approach to the present study is to build on
the initial work of Godovykh and Tasci (2020a),
Lugosi and Walls (2013), and Walls et al. (2011),
an integrated conceptual framework of
destination experience (see Figure 1). This
conceptual framework portrays a process that
covers components, processes, and stakeholders
and depicts how they combine to form what is
fundamentally the destination experience. It
takes the tourist experience antecedents from a
diverse body of literature and deals with tourist
experience as a construct created due to tourist
interactions with the physical and social
environment of the destination along their
journey (i.e., pre, during, and post-destination
experience), creating, in consequence,
opportunities for positive outcomes to tourists
and destinations as well.

From a marketing perspective, this framework is
suggested as a tool for decision-making to help
DMOs and other tourism stakeholders to
capture the holistic nature of the tourist
experience in the destination setting. This may
have practical implications for DMOs and other
tourism  stakeholders operating at the
destination to fit their marketing practices to
design a superior destination experience in
response to the tourists’ needs and preferences.
Practically, future research on tourist
experience in destinations may pinpoint the
specific roles of each stakeholder and the
destination elements when considering the
construction of the experience the tourists
receive.

In doing so, we consider the definition proposed
by Godovykh and Tasci (2020a), which is
holistic from its perspective, to explain the
concept of the destination experience. We
include the social interaction dimension as a
crucial element of the tourist experience in the
definition mentioned above in order to widen
the scope of experiential appeal and dwell on
the implications of developing an integrated
destination experience (see the works of
Murphy, 2001; Milman, Zehrer, & Tasci, 2017;
Bharwani & Jauhari, 2013).

In this perspective, a destination experience can
be described as the total of tourists’ internal
reactions (i.e., affective, cognitive, sensory,
conative, and social) enhanced by external
destination-related elements (e.g., destination
stakeholders and managers, physical
environment, tourism activities, local
community, and other tourists) that occur
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within a series of dynamic interactions
encountered directly or indirectly along the
travel journey; during pre- destination
experience, during the core of the experience
and post-destination experience. As a result, it
might be interpreted differently according to
tourists’ characteristics, resulting in distinct
consequences related to tourists and the visited
destination. This proposed definition may be
particularly constructive in explaining and
measuring destination experience. It describes
the holistic structure of experience components
(e.g., cognitive, affective, sensorial, conative, and
social) as tourist responses during their journey.
Accordingly, this proposed definition is highly
consistent with previous conceptualizations of
other tourism and hospitality scholars (e.g.,
Packer and Ballantyne, 2016; Adhikari &
Bhattacharya, 2016; Palmer, 2010; Verhoef et
al.,, 2009).

Antecedents

In the tourism and hospitality industry, a
number of antecedents have been offered as
reliable predictors of customer experience,
some of which have been argued to affect the
quality, formation somewhat, and/or purchasing
of experiences. This is due to the fact that each
tourist's experiences are unique based on their
perceptions, consumption, and interpretation.

One set of antecedents is related to tourists'
characteristics in terms of socio-demographics
(gender, age, nationality, occupation, salary),
psychographic profile (personality and lifestyle),
and culture (Godovykh & Tasci, 2020a; Adhikari
& Bhattacharya 2016; Kim et al, 2012;
Andersson, 2007; Hwang & Seo, 2016; Park &
Santos, 2016; Morgan, Elbe, & de Esteban.
2009), level of familiarity, knowledge and
previous experience background (Holbrook &
Hirschman, 1982; Finsterwalder &
Kuppelwieser, 2011; Adhikari & Bhattacharya,
2016; Hwang & Seo, 2016), group
characteristics and  ethnic  background
(Holbrook & Hirschman, 1982; Adhikari &
Bhattacharya, 2016; Hwang & Seo, 2016;
Heywood, 1987), tourists' expectations
(Arnould and Price, 1993; Ofir & Simonson,
2007), their preferences and purposes of trips
(Adhikari et al, 2013; Hu & Ritchie, 1993;
Wijaya et al., 2013), skills, abilities, and attitudes
(Andersson, 2007), and tourist motivation and
level of involvement (Prebensen et al, 2013).
Such factors are critical drivers of one's
experience at the destination and post-purchase
experience evaluation.

The other set of antecedents is concerned with
destination-related features and situational
characteristics. On the one hand, most
researchers claim that destination attractions
represent the core elements of tourism (Gunn,
1972). Furthermore, Buhalis (2000) reports that
tourists' selection of a particular destination is
motivated by existing tourism attractions,
accessibility, available packages, activities, and
ancillary services. Similarly, Lin and Kuo (2016)
suggest that the destination's culture, history,
religion, nature, events, architecture, hospitality,
and other related variables likely influence the
tourist experience. Also, Mossberg (2007)
suggests many factors influencing the tourist
experience, i.e. service personnel, physical
environment, products/souvenirs, other
tourists, and themes/stories. More broadly, Kim
(2014) proposes ten factors to form memorable
tourism experiences, including local culture,
various activities, hospitality, infrastructure,
environment, management, accessibility, quality
of service, physiography, place attachment, and
superstructure. From another perspective,
marketing literature considers that tourist
behavior depends heavily on the nature and
quality of the tourism experience. For example,
Gronroos (2001) highlights the significant
determinants of service quality on customer
satisfaction, behavioral intentions, and customer
experience. On the other hand, situational
characteristics include situational factors, such
as the nature of the consumption context
(Hwang & Seo, 2016) and macroeconomic and
environmental factors (Grewal, Levy & Kumar,
2009; Hwang & Seo, 2016; Hudson & Ritchie,
2009) that likely influence the tourist
experience in various contexts. The tourist and
hospitality business as a whole has undoubtedly
been impacted by several uncontrolled factors,
such as natural disasters and climate change,
financial crises, unfavorable exchange rates, and
sanitary concerns.

Consequences

The concept of experience is central to customer
behavior (Klaus & Maklan, 2013; Addis &
Holbrook, 2001). Many studies have discussed
the positive relationship between positive
tourist experiences and behavioral intentions
and attitudes to make inferences about the
destination.

From a tourist perspective, as mentioned before,
experiential responses have broadly been
expressed as a combination of cognitive,
emotional, behavioral, sensorial, and social

Walid BERNAKI and Saida MARSO, Journal of Marketing Research and Case Studies,

DOI:10.5171/2023.340232



13

Journal of Marketing Research and Case Studies

reactions by a tourist as a result of active
interactions and engagement with the
destination's physical environment, people, and
tourism stakeholders. In this regard, the tourism
experience is proposed to result in emotional
responses such as fun, feelings, fantasies,
entertainment, and refreshment (Holbrook &
Hirschman, 1982; Hirschman & Holbrook, 1982;
Holbrook, 2000; Tynan & McKechnie, 2009;
Hwang & Seo, 2016; Babin et al, 1994);
cognitive responses such as knowledge, skills,
learning, and memories (Oh et al. 2007;
Holbrook & Hirschman, 1982; Pine & Gilmore,
1999; Lin & Kuo, 2016); conative responses such
as practices, involvement, and engagement
(Palmer, 2010; Schmitt, 1999; Unger & Kernan,
1983; Kim et al.,, 2012; Prahalad & Ramaswamy,
2004); sensorial responses such as taste, sound,
smell, sight, and touch (Berry, Carbone, and
Haeckel, 2002; Hudson & Ritchie, 2009); and
perceived motivation (Pearce & Caltabiano,
1983; Oh et al, 2007). In a nutshell, when
tourists value the experience, they begin valuing

everything they feel, hear, see, and smell during
their encounters with the destination.

From a destination perspective, DMOs can meet
tourists' expectations and sway their behavioral
intentions in terms of satisfaction and
behavioral loyalty intentions by having an
understanding of how tourists evaluate and
benefit from their experiences at the destination
(Klaus & Maklan, 2013; Hosany & Gilbert, 2010).
According to Oppermann (2000), travelers'
positive experiences at a destination may affect
their desire to return and strengthen their
ability to recommend the destination to friends
and family. Hidalgo and Hernandez (2001)
argue that experiences might be so powerful
that tourists might become attached to the
destination. These marketing outcomes are
based on the importance of literature and
research, emphasizing their weight as a
consequence (Godovykh & Tasci, 2020b).

Antecedents Consequences
Tourists" self-related characteristics Tourist-related convequences
Total Destination Experience
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Figure 1: A conceptual framework of total destination experience

Conclusions, Implications, and Future
Research Perspectives

This study aims to develop an integrated
conceptual framework of tourist experiences in
the destination based on the theoretical and
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conceptual understanding of tourism experience
as an emerging topic in tourism research and
consumer behavior. This framework will assist
DMOs and policy-makersin broadening their
understanding of the various factors and
processes when considering the formation of the
tourism experience. In doing so, DMOs and other
tourism  stakeholders can manage the
prerequisite of enjoyable experiences for
tourists, which will likely inspire tourists to
return to the destination and recommend it to
others.

The relevance of this research lies in the
topicality of experience themes in tourism
studies; the different insight that stems from
this conceptual paper might have theoretical
and managerial implications. From a theoretical
perspective, this study aims to extend the
conceptual and theoretical investigations of the
experiential paradigm for destination
management and marketing (Lugosi and Walls,
2013; King, 2002; Morgan, Elbe, and de Esteban,
2009). Therefore, the conceptual framework
supplements the traditional framework of
management through an experiential approach
that considers the neglected experiential
reactions of tourists (i.e., affective, conative,
sensorial, and social responses) evoked as a
result of dynamic interactions and active
engagement with destination elements and
stakeholders, alongside their destination
visitation. From a management and marketing
perspective, we believe that the conceptual
framework of destination experience
management may function as a guideline
framework for destination managers and
marketers to empirically study tourist
experiences during the tourist journey in a
destination. Hence, a clearer understanding of
the relationship between specific tourist
experiences, as they relate to the destination,
can signal destination managers and marketers
to establish a well-conceived marketing strategy
to stage and deliver the desired tourism
experience as part of a tourist value proposition.

Recently, intensive work has shed light on the
co-creation experience process as critical to
marketing strategies and differentiation in the
general business literature. From this
perspective, tourists are no longer considered
passive recipients of a pre-conceived tourism
product or experience but rather active partners
in the co-creation experience design and
management process (Lusch & Vargo, 2006;
Lugosi and Walls, 2013; Prahalad &
Ramaswamy, 2003; Mossberg, 2007; Binkhorst

& Den Dekker, 2009). Morgan, Elbe, and de
Esteban (2009) imply that the delivery of co-
creation tourist experiences can only be
achieved through an effective combined effort
between the private and public sectors. This is
in line with previous research that considers
tourist experiences derived from broader
networks of actors, stakeholders, tourists,
suppliers, host guests, brands, fellow tourists,
and the local community (Jaakola et al.,, 2015;
Verleye, 2015). Therefore, destination managers
and marketers must focus on an eco-tourism
system that includes destination managers and
stakeholders in managing the co-creation
destination experience. Therefore, further
investigations are required to design co-creating
experiential marketing strategies to assist
tourists in co-constructing their desired tourism
experience that provides the emotional state or
pre-image they are looking to live in.

Last but not least, we propose empirical studies
investigating causal linkages between different
variables with related interactions, antecedents
and consequences to fully leverage the
relevance of the proposed conceptual
framework.
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