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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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