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Tourist Experience

A vacation trip is more often voluntarily and 
willingly performed to meet personal and 
hedonic needs; not because the tourists have to, 
but because they want to. Tourists participate in 
producing their vacation, before, during and 
after the journey, through their time, effort and 
money, because the process of  doing so is highly 
valued, by themselves and relevant others. This 
simple but very important issue in tourist experi-
ence creation denotes a foundational difference 
compared with traditional products and services 
people buy in order to complete a task or for 
other instrumental reasons, i.e. to be trans-
ported, to have their apartment cleaned or to get 
medical help to get well from an illness. When 
tourists choose to spend money, time and effort 
to engage in activities of  interest, they do so to 
produce an enjoyable moment of  time, whatever 
their primary aims, motivation, interest, involve-
ment, experiences and skills. Tourists then 
search for authentic experiences, to learn from 
and to partake (more or less) physically and psy-
chologically in various types of  activities. The 
traditional hedonic perspective reflecting experi-
ences such as relaxation and indulging within 
tourist consumption is therefore accompanied 
with knowledge regarding the tourists’ search 
for eudaimonic experiences (Ryff, 1989), calling 
for new knowledge in terms of  how value is 
 created in tourism settings.

Experiences and their meanings usually 
appeal to tourists’ high-order needs, such as 
novelty, excitement and enjoyment, prestige, 
socialization and learning, and contribute to the 
enhancement of  a sense of  wellbeing. Ongoing 
research in academia and the popular press indi-
cates that today’s travellers are gaining more 
power and control over what goes into the 
nature of  tourism products as experience, with 
which travellers also construct their own narra-
tives (Binkhorst and Dekker, 2009). The con-
struction of  narratives may be influenced by the 
extent to which the interaction takes place 
between tourists and the setting (or tangible 
place or the experience environment), as well as 
the interaction between local inhabitants and 
fellow tourists (Prebensen and Foss, 2011). The 
nature of  this interaction provides the core of  
tourist experiences (Walls and Wang, 2011) and 
denotes enhanced experience value for the 

tourist handling various situations and people 
(Prebensen and Foss, 2011).

As implied, the experience environment, 
setting or sphere is more than the physical stage. 
It includes consumers, producers and the right 
to use amenities for a period of  time (Bitner, 
1992; Walls and Wang, 2011). Binkhorst and 
Dekker (2009) refer to this as a tourism experi-
ence network away from the home environment 
where the tourist as a participant is surrounded 
by a unique experience network of  all stake-
holders. This approach places the human being 
in the centre and considers tourism as an expe-
rience network in which various stakeholders 
co-create in order to engage in tourism experi-
ences. This signifies the importance of  the set-
ting in which tourism activities take place to 
create value and produce experiences.  Readiness 
of  the individual, in terms of  physical ability 
and capability, competency, willingness to work 
with others and the opportunity to participate, 
is also a significant variable that may affect the 
extent to which a prospective tourist as con-
sumer may take part in creating value in the 
 setting as much as the setting is conducive 
to facilitating and creating value (Mathis, 
2013).

Tourist Experience and Co-creation

Creating value in tourism experiences is greatly 
focused on the role of  tourist as consumer and 
the destination setting and the service company 
as the producer or provider in the co-creation 
process. Grönroos (2006, p. 324) stresses that it 
is not the tourists who get opportunities to 
engage themselves in the service provider’s pro-
cess, but the service provider who can create 
opportunities to engage itself  with the tourists’ 
value-generating process. Thus, the elements of  
the setting or experience dimensions should 
involve the tourist emotionally, physically, 
 spiritually and intellectually (Mossberg, 2007). 
Another important point that needs to be men-
tioned is about how experiences appeal to 
higher-order needs of  satisfaction and motiva-
tion. If  the setting and producer create an envi-
ronment where the tourist becomes co-producer, 
then the perceived value that arises is likely to 
improve the quality of  the vacation experiences, 
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thus contributing to tourist wellbeing 
( Prenbensen and Xie, 2017).

Tourists may perceive their vacation experi-
ences differently based on a number of  anteced-
ents, as indicated above, and subsequent 
variations in their ability and desire to cope and 
co-create in the experience moment depending 
on situational aspects (Prebensen and Foss, 
2011).

When discussing creating or co-creating 
value in tourism experiences, one may also like 
to see some brief  discussion on definitional 
issues. We may start by using Frondizi’s (1971) 
question: ‘Are things valuable because we value 
them, or do we value them because they are 
valuable?’ The simple reaction may be that 
things are valuable because we value them. This 
is because different people value different things.

The idea that value is something that some-
one produces for the consumer to buy and value 
afterwards is strongly debated by Vargo and 
Lusch (2004, 2006). Vargo and Lusch claim 
that ‘The customer is always a co-creator of  
value. There is no value until an offering is used 
– experience and perception are essential to 
value determination’ (2006, p. 44). Value is per-
ceived as ‘value-in-use’, and consumer experi-
ences are fundamental to the co-creation of  
value.

This perspective, delineated as the new ser-
vice dominant logic of  marketing (Vargo and 
Lusch, 2004, 2006, 2008; Grönroos, 2006), 
claims the consumer, i.e. the tourist role in creat-
ing experience value, is vital. This logic embraces 
the idea that in the process of  co-creating value, 
the consumers, in addition to firms and organi-
zations, act as resource integrators (Arnould 
et al., 2006; Vargo and Lusch, 2006), and that 
value is centred in the experiences of  consumers 
(Prahalad and Ramaswamy, 2004b). Conse-
quently, the foundational idea in the service-
dominant (S-D) logic is that the service 
encounter is an exchange process of  value 
between the customer and the service provider. 
This perspective holds that the consumers and 
their skills and knowledge, depicted as operant 
resources, add to value creation by integrating 
physical, social and cultural resources (Arnould 
et al., 2006).

Experience value becomes an integrated 
process between host and guests in a certain 
atmosphere where their respective meanings of  

value are shared and recognized. The meanings 
of  value for different actors have been rooted in 
the foundations of  economics and the study of  
market exchange; in particular, two broad 
meanings, ‘value-in-exchange’ and ‘value-in-
use’, which reflect distinct ways of  noting value 
and value creation. Vargo and Lusch (2004) 
describe these as the goods-dominant logic and 
service-dominant logic. The goods-dominant 
logic is based on the meaning of  value-in-
exchange and that value is produced by the firm 
in the market, usually by an exchange of  goods 
and money (Vargo and Lusch, 2004; Vargo et al., 
2010). This perspective holds the roles of  ‘pro-
ducers’ and ‘consumers’ as separate and value 
creation is frequently thought of  as a series of  
activities performed by the firm. The alternative 
view, S-D logic, relates to meaning of  value-in-
use (Vargo and Lusch, 2008). In the S-D logic 
the roles of  producers and consumers are not 
separate, signifying that value is always co- 
created, jointly and reciprocally, in interactions 
among providers (including the setting) and 
customers or between customers through the 
integration of  resources and application of  
competences.

The discussion points presented implicitly 
suggest that things have both exchange value 
and value-in-use. This distinction becomes more 
obvious in the context of  hedonic consumption 
such as tourism goods and services. Exchange 
values are those values that measure the relative 
worth of  something when compared with some-
thing else. This to a large extent is determined as 
a function of  supply and demand forces. For 
example, the cost of  a trip to London vs Tokyo 
from Washington DC is determined by market 
factors. Or, a 24-carat gold bracelet is more 
expensive than a 14-carat bracelet when using 
cost or money to compare the two. The 24-carat 
bracelet is going to be significantly more expen-
sive than the 14-carat bracelet simply because 
we as consumers believe that the higher the 
carat, the higher the cost of  it, thus, more valu-
able. Value-in-use is essentially holding the 
 sentimental value between the consumer and 
the consumed item. Value-in-use is the subjec-
tive and perceived benefit of  an item that has 
been consumed. In this sense, value-in-use is 
created during usage, where value is socially 
constructed through experiences (Grönroos and 
Voima, 2013). For example, a week-long hike in 
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the Amazon rainforest may be perceived differ-
ently in value by one person compared with 
another. If  someone has ‘value-in-use’ for an 
object, it is a personal feeling or connection with 
that item that makes it important.

Vargo and Lusch (2008) eloquently put it 
that value creation refers to customers’ creation 
of  value-in-use; co-creation is a function of  
interaction. The degree to which interactions 
with spheres take place may also lead to different 
forms of  value creation and co-creation. Tour-
ism experience must be experienced and the cus-
tomer has to be present. In this regard one can 
easily argue that value is subjective and deter-
mined by the consumer. Thus, co-creation is tied 
to usage, consumption and value-in-use; value 
that occurs at the time of  use consumption or 
experience (Vargo and Lusch, 2008; Chathoth 
et al., 2013).

Whatever name we use – the experience 
environment, servicescape, experiencescape, 
spheres or setting – on-site value creation pro-
cesses are core foundations that the tourism 
industry must acknowledge in order to plan, 
develop, involve and accommodate tourists so 
that they are able to actively partake in such 
practices. The setting is also influenced by con-
text, target, duration and goals of  tourists. 
 Tourists as consumers bring in various types of  
personal resources such as time, money, knowl-
edge, past experience and learned skills. The set-
ting and its characteristics also influence the 
interaction between provider sphere and cus-
tomizer. The aesthetic of  the setting or ambience 
and the functionality of  the setting as a facilita-
tor of  experience creation are essential for 
the tourist to become part of  the production 
system.

In order to understand value creation, 
antecedents of  such processes should be recog-
nized; these include the tourist’s motivation, 
information provided, knowledge and skills, and 
the tourist’s interest and involvement in the 
trip to come. Additionally, revealing the conse-
quences and effects of  value creation such as 
satisfaction, loyalty and subjective wellbeing 
should be acknowledged. During the journey 
and arriving back home, intentions concerning 
re-visitation and recommendation of  the jour-
ney and the destination to others may be evoked. 
After the trip, the tourists may remember and 
tell others about their experiences, which all 

comprise value magnitudes for themselves as 
well as the service firms and destination visited. 
Therefore, understanding the value chain of  
tourist travel, before, during and after the trip, 
will help tourism businesses become competitive 
by enhancing tourist experience value.

The perception and valuation of  an experi-
ence is relative (regarding cognitive images) and 
dynamic (changing within individuals over 
time) (Ulaga, 2003). Co-creation of  value for 
tourists happens during the process of  travelling 
in time and space, before, during and after the 
journey, and will subsequently affect tourism 
firms and destinations in various ways, in addi-
tion to the effects on the tourists’ perception of  
experience value. Recent research reveals that a 
tourist more actively involved in the creation 
and co-creation of  an experience evaluates that 
experience more positively (Arnould et al., 2002; 
Prebensen and Foss, 2011). Studies have shown 
that consumers utilize personal resources 
actively in co-creating value (Bowen, 1986; 
 Kelley et al., 1990; Rodie and Kleine, 2000; 
Johnston and Jones, 2003). Researchers have 
suggested classifications of  such resources, i.e. 
mental, physical and emotional (Rodie and 
 Kleine, 2000), might vary in terms of  the level 
of  consumer involvement and role performance 
(Bitner et al., 1997). The consumer literature 
has also put forward the importance of  previous 
experience and knowledge in order to create 
value in various consumption situations and 
environments (McGrath and Otnes, 1995; 
 Harris and Baron, 2004).

Despite an increased focus on value cre-
ation and co-creation in marketing literature 
(e.g. Holbrook, 1999, 2006; Prahalad and 
Ramaswamy, 2004a, 2004b; Vargo and Lusch, 
2004) and in tourism research (Arnould et al., 
2002; Prebensen and Foss, 2011), there is a lack 
in understanding of  the tourist as a resource 
provider and integrator, as mediator and mod-
erator, in value co-creation processes.

Even though the subject of  customer value 
has been addressed by a number of  researchers 
(e.g. Holbrook, 1996; Woodruff, 1997; Sweeney 
and Soutar, 2001; Williams and Soutar, 2009), 
and further in the context of  S-D logic (e.g. 
 Berthon and Joby, 2006; Holbrook, 2006), the 
discussions on how and why tourists engage in 
co-creation are rather limited. Consequently, 
this book aims to explore and outline the 
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concept of  tourist experience value, and subse-
quently divulge important antecedents and con-
sequences of  the experience value construct. 
Specifically, the book strives to complement cur-
rent theories regarding value co-creation in 
tourist experiences.

Phases of Tourist Experience 
Creation

It has been well documented that travellers usu-
ally go through different phases of  a travel jour-
ney. Clawson and Knetsch (1971) provided five 
phases of  a travel experience: pre-trip (planning 
and information gathering), travel to site, on-site 
activities, return trip and post-trip. Regardless of  
the number of  phases, whether three (travel to 
site, onsite experience and return) or five, as put 
forward by Clawson and Knetsch (1971), the 
interaction between the tourist and the service 
provider (the industry) may occur with each 
phase of  travel at the boundary of  the tourist 
and provider spheres. Pre-trip activities may use 
personal resources to influence and create plan-
ning and finding motivation for the trip, and 
tourists use some form of  transportation en 
route to the selected travel destination. Often 
tourists turn to travel and tourism service pro-
viders (e.g. airlines, bus companies) to help them 
reach their destination. Subsequently, when 
tourists reach their destinations they often rely 
on travel/tourism service providers to supply the 
accommodations, restaurants, entertainment 
and encounters of  the traveller at the final desti-
nation. Then, tourists make their return trip, 
during which they may interact with travel car-
riers and personnel. After the travel experience 
is over and the travellers have returned to their 
homes, they often reflect on their trip experi-
ences (Neal et al., 1999). So, tourism consump-
tion inherently possesses the unique capacity to 
create value as the tourists interact with each 
phase of  the journey as the setting throughout 
the duration of  the entire trip.

The different phases of  a travel experience 
also imply that it is not only possible but also fea-
sible to create value-added dimensions at any 
point of  the process. It is important for providers 
and producers to know that the phases of  the 
process can act both as sources of  experience 

enhancement, satisfaction and dissonance. The 
simultaneous production and consumption of  
most of  the tourism services adds a unique chal-
lenge to the creation of  customer value. Creation 
of  customer values in tourism can occur 
throughout the different phases of  travel experi-
ence, ranging from the pre-trip planning and 
anticipation, to on-site experience, to post-trip 
reflection. The possible sources of  value creation 
and co-creation may be context-based (e.g., 
 Bohlin & Brandt, 2014; Genc, 2017; Komppula 
& Konu, 2017), target-oriented and/or goal- 
oriented (Campos et al., 2017). For example, 
Braithwaite (1992) discusses the importance of  
value creation in relation to information tech-
nology. He presents a framework called ‘value 
chain’ that stretches across the different subsec-
tors of  the travel and tourism industry. Each link 
on the value chain represents an experience 
point. The value each experience or travel phase 
creates may range from ‘high’ to ‘moderate’ to 
‘low’. Each point has the potential to produce 
value for the customer. However, this potential 
to create value may be influenced by the nature 
of  the setting and its characteristics. Each offer-
ing of  service-oriented technology may affect 
the value that a customer receives at one or 
more experience points.

The question is then, how do destinations 
and firms as providers and co-creators influence 
perceived value of  the phases or processes of  
vacation experiences as the tourist moves into 
actual consumption of  the offering? Marketing 
and research efforts of  producers in different 
organizations, including partnerships between 
the public and private sectors, should be geared 
toward the creation of  value to potential visitors 
at any point in the phases of  vacation experi-
ence. Today, the use of  information technology 
is one of  the means available to make value 
 creation easier, linking tourism product and 
consumer in real time and as a consequence lim-
iting time devoted to planning and logistics and 
creating more time for relaxation and leisure.

Much of  the cognitive and physical effort 
of  the purchase occurs prior to actual buying 
behaviour. Therefore, the tourism industry 
should know how to constructively influence, 
motivate and involve customers in the pre- 
purchase and on-site stages, all found to involve 
tourists’ perceived value of  the experience 
( Prebensen et al., 2013). Perceived customer 
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value has been found to be a powerful predictor 
of  purchase intention (e.g., Zeithaml, 1988). 
Thus, identifying factors that are critical in 
acquiring new visitors and retaining old cus-
tomers should be of  great interest to marketers 
of  tourist experiences and destinations.

Tourists interact with people and natural or 
man-made elements. Interaction traditionally 
has been seen as a core characteristic of  tourism 
as a result of  simultaneous production and con-
sumption, delineated as ‘prosumption’ by Toffler 
(1980). This is especially the case in experience 
production and consumption such as in tourist 
experiences.

Goffman (1967) focused on the intangible 
elements of  experiences and the importance of  
the interactions between hosts and guests. The 
production, delivery and consumption of  experi-
ences are inextricably linked with the interper-
sonal interaction between service providers and 
consumers (e.g. Buonincontri et al., 2017; Chen 
et al., 2016; Lin et al., 2017). The tourist inter-
acts with a host often represented by the service 
worker, in addition to other guests and physical 
elements within a firm or as part of  a destina-
tion. These interactions happen because it is 
 valued or expected to provide future value (or 
hinder events diminishing value) for the cus-
tomer. All actors included in the service encoun-
ter, i.e. the participants in value creation, refer to 
all individuals, whether customers or workers 
are involved (Booms and Bitner, 1981). Research 
has repeatedly demonstrated that such an inter-
action is among the most significant determi-
nants of  consumer satisfaction with  services 
(e.g. Bitner et al., 1997).

The impact of  the physical surrounding of  
servicescapes for customers and employees, 
along with the service provided, involves people 
differently in terms of  how they create and co-
create their own and others’ tourist experiences. 
Knowledge regarding the effect of  the physical 
surroundings and the servicescapes is extremely 
important for the tourism industry in order 
to develop innovative and valued service 
experiences.

This knowledge will help tourist providers 
focus on the drivers of  overall value for the tour-
ist, and thus help firms enhance their overall 
value as well (Smith and Colgate, 2007). Both 
value for the customer and value for the firm 
includes the customer’s perception of  value. 

That being so, exploring the tourist value con-
struct in an interaction framework would help 
tourist businesses identify how to tailor their 
businesses toward their customers and hence 
increase loyalty among their patrons.

Research demonstrates the advantage of  
acknowledging consumer behaviour through 
the perceived value construct (e.g. Woodruff  
and Gardial, 1996; Heskett et al., 1997;  Sweeney 
and Soutar, 2001). Customers’ perceived value 
is defined as the results or  benefits customers 
receive in relation to the total costs (e.g. Zeithaml, 
1988; Holbrook, 1994, 1996; Woodruff, 1997). 
These authors, however, view value creation as 
something the service provider should deliver 
through acknowledging the consumer’s needs 
and wants. Consequently, dimensions of  value 
creation as part of  an interaction process are 
lacking. Experience consumption (e.g. Arnould 
and Thompson, 2005) such as a tourist 
 experience, deals with emotions and contextual, 
symbolic and non-utilitarian aspects of  con-
sumption. Value, then, is considered to reside in 
the experience and not in the object of  consump-
tion. A tourist visits destinations in order to 
enjoy valuable experiences, which signifies that 
partaking in the process or the journey is valu-
able in itself. That being so, a tourist spends 
money, time and effort to enjoy a journey, essen-
tially to partake in co-creating preferred experi-
ences, whatever the primary motivations may be 
(e.g. learning, socializing or indulging).

Structure of the Book

Over the past 25 years the field of  tourism has 
witnessed a tremendous growth in the number 
of  academic journals and books on the topic, 
and in the amount of  information that has been 
generated on different aspects of  tourist behav-
iour. As the field of  tourism begins to display 
maturity and scientific sophistication, it is 
important that we as tourism researchers fully 
understand the breadth and depth of  vacation 
experience value and how this experience is co-
created as tourists engage in and go through dif-
ferent phases of  a vacation experience. There 
have been a number of  books in the scholarly 
literature on tourism and allied fields that have 
exclusively focused on tourist experiences or 
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some aspects of  experiences (e.g., Pearce, 2012; 
Morgan et al., 2010; Jennings and Nickerson, 
2005; Ryan, 1997, 2002; Wearing, 2002; Pine 
and Gilmore, 1999). However, the first edition of  
this book (Prebensen et al., 2014) along with 
another two books (Filep & Pearce, 2013; 
 Prebensen et al., 2017) focus exclusively on cre-
ating value and co-creation in tourism experi-
ences in the field of  tourism and allied fields.

This book aims to serve as a reference from 
the unique perspective of  co-creation of  experi-
ence value and vacation experience in the field 
of  tourism and allied fields such as leisure, recre-
ation and service management. The book has 
brought together scholars from diverse areas to 
address the nature and types of  tourist value 
and what factors affect value creation and co-
creation in tourist experiences in particular from 
both the customers’ participation and involve-
ment point of  view, and the business perspective 
of  value creation. In other words, how does the 
tourist create and co-create experience value for 
him or herself, other tourists and the tourism 
firm by being more or less active throughout the 
duration of  the consumption process? What is 
the role of  the producer in the process of  value-
in-use consumption of  tourism goods and ser-
vices? Particularly, we attempted to structure 
the book in a way that provides a framework to 
distinguish key resources or antecedents of  cus-
tomer value that appear to validate consider-
ation in the analysis of  consumer behaviour. 
These antecedents of  value co-creation refer to 
different aspects of  consumption that have 
attracted the attention of  various scholars in the 
field. Consequently, our contributors, who repre-
sent eleven countries in these areas of  inquiry, 
discuss whether and how their concerns fit 

into the thematic framework, offering further 
insights into the applicability of  the antecedents 
of  customer value co-creation, consumption 
process and interaction in the experience envi-
ronment across a broad range of  research top-
ics. By doing so, we believe that this book, with 
twenty unique chapters, fills a gap that exists in 
our current tourism literature.

We think that this book will be of  great 
interest to students of  tourism and allied fields 
such as leisure, recreation and hospitality. In 
addition, tourism practitioners and researchers 
may find this book very useful in understanding 
how to best cater to, attract and increase tourists 
since it focuses on the merits and importance of  
co-creation value in tourist experiences and 
their associated management and marketing 
implications.
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