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ABSTRACT

Customer experience, and its effects on tourism development, has been the focus of
many researchers over recent decades. The continuous demand to increase customer
experience levels has been the driving factor for businesses and marketing practitioners
to understand how to implement added value to their regions as to obtain sustainable
growth and competitive advantage. This challenge has led to researchers exploring the
critical post-visit stage of the tourist visit, particularly focusing on the effect of
emotions on customer experience. The experience of the visit has a direct effect on
tourist’s emotions, and a successful impact at this stage leads not only to tourist loyalty,

but also in tourist recommendation of the destination.

The primary goal of this study was to address whether customer experience had a
positive effect on loyalty, and on positive and negative emotions. Afterwards, we aimed
to determine whether these positive and negative emotions themselves had an effect on
tourist loyalty. A conceptual model was created to understand the correlations between
four latent variables: touristic experience, positive emotions, negative emotions, and
destination loyalty. The model was tested through by questionnaire data immediately
retrieved post-experience from tourists in the Algarve, between 15th July and 15th
September 2021 under the TurExperience project. The data was then analysed under
descriptive statistics and utilized to validate the relationships between the constructs

proposed in the conceptual model.

All hypotheses were supported and validated, indicating that customer experience
directly affects tourist’s loyalty at the destination, the Algarve. These results also show
that positive and negative emotions with customer experience strongly influence tourist
loyalty. Our findings highlight the importance to consider not only customer experience
as a valuable tool in creating customer experiences at the tourism level, but also the role
of positive emotions in creating experiences by introducing positive emotional stimuli

to create memorability, leading to the sharing of these experiences and tourist retention.

Keywords: customer experience; behavioural intentions; loyalty; positive emotions;

negative emotions
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RESUMO

Estudos académicos sobre a experiéncia do consumidor, particularmente as causas e
efeitos subjacentes ao desenvolvimento do setor do turismo, tém sido o foco de muitos
investigadores durante as Ultimas décadas. O interesse em desenvolver a oferta
experiencial do destino turistico ndo se deve limitar apenas a ideia de adquirir novos
clientes. Existe um interesse cada vez maior em entender como melhorar a oferta
hedonica dos destinos turisticos, bem como melhorar a diferenciacdo dos destinos
turisticos, fatores cruciais que tem motivado empresarios e profissionais de marketing a
entender melhor como criar valor agregado para as suas regides turisticas, a fim de

obterem um crescimento sustentavel e adquirir vantagem competitiva.

Desde a incepcdo do conceito de experiéncia do consumidor que os investigadores
cientificos procuram entender, e até certo ponto, prever a influéncia das experiéncias na
nocdo de consumo de produtos e servigos. Esta pesquisa levou os investigadores a
concetualizarem uma nova etapa na maneira em que as sociedades consomem, etapa esta
que passa ndo pela busca de produtos e servicos por si s, mas na procura por um valor
acrescentado a esta oferta, um produto holistico que procura adicionar valor acrescentado
diretamente na vida dos consumidores. A busca pela criacdo de novas ofertas holisticas
que procuram tocar os consumidores em multiplos aspetos da sua personalidade e desejos
é motivada pelo interesse numa melhor compreensdo na jornada do cliente, desde a
criacdo de uma experiéncia positiva e eventual satisfacdo com o produto e/ou servico,
passando pela fidelizacdo do cliente ao nivel da sua lealdade e eventual transformacéo

em leal representante que promove e recomenda a sua experiéncia.

Na industria do turismo, estes fatores tém levado os investigadores a explorar os efeitos
da experiéncia do cliente nas suas varias etapas da estadia turistica, incluindo o periodo
crucial do pés-visita, nomeadamente as intencbes comportamentais determinadas apos a
visita, bem como o papel que as emogdes geradas na estadia desempenham no racional
de como um turista contempla a sua visita e, por fim, decide revisitar o destino e partilhar

a sua experiéncia com amigos, familiares e outros.

Entre os fatores mais estudados neste campo, as emocgdes destacam-se como um fator
crucial que influéncia diretamente a lealdade do turista ao destino. Considerando que as
experiéncias percecionadas por um sujeito sdo Unicas e exclusivas a si mesmo, as

emocdes geradas durante a visita de um turista sdo determinantes na conce¢do dessa
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mesma experiéncia, podendo afetar drasticamente o seu discernimento sobre essa
experiéncia. Uma experiéncia que gera sentimentos e emocdes positivas acaba por ser
percecionada pelo turista como positiva, da mesma maneira que uma experiéncia que
levou a origem de sentimentos e emoc¢des negativas leva o turista a determinar essa

experiéncia como sendo uma experiéncia negativa.

Considerando a seguinte base empirica, 0 objetivo principal deste estudo foi abordar se a
experiéncia do consumidor como construto teve um efeito positivo na lealdade e nas
emocdes positivas e negativas decorrentes da sua estada no Algarve. Posteriormente,
procurou-se determinar se essas emog0es positivas e negativas tiveram um efeito na
lealdade dos turistas. Por forma a entender essas relacBes foi proposto um modelo
conceptual que estabelece a ligacdo entre quatro variaveis latentes: experiéncia turistica,
emocdes positivas, emogdes negativas e lealdade ao destino. O modelo foi testado através
de dados recolhidos no &mbito do projeto TurExperience durante as datas de 15 de julho
a 15 de setembro de 2020, por via de um questionario aplicado a turistas imediatamente
apos a sua experiéncia no Algarve. Esses dados foram analisados através de estatisticas
descritivas e utilizados posteriormente para validar as relagdes propostas no modelo

conceptual.

Todas as hipoteses foram suportadas e validadas, o que revelou que a experiéncia deste
consumidor, o turista, tem efetivamente um efeito positivo na sua lealdade ao destino
Algarve. Demonstrou-se também que as emocdes positivas e negativas constituem fortes

fatores influenciadores na determinacdo da lealdade por parte do turista.

Estes resultados indicam a importancia para os empreendedores turisticos em considerar
ndo s6 a experiéncia do consumidor como uma ferramenta valiosa na criacdo de
experiéncias ao nivel do turismo, mas também o papel que as emocdes devem ter na
criacdo dessas experiéncias, nomeadamente a importancia de introduzir experiéncias e
estimulos emocionais positivos de forma a torna-las memoraveis, levando a uma intengéo
de compartilhar essas experiéncias e criando assim um turista leal ao destino com intengéo

de o visitar novamente.

Palavras-chave: experiéncia do consumidor; intengfes comportamentais; lealdade;

emoc0Oes positivas; emogdes negativas
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CHAPTER I: INTRODUCTION

The importance to create distinct touristic offerings has been at the core of business
entrepreneurs and marketing practitioners alike ever since tourism as an industry started
to take shape (Quan and Wang, 2004; Rather, 2020). Exactly how to diversify and expand
on available touristic offerings has been a key topic of research for both academics and

marketing practitioners.

In our day, experiences of consumers have become a pivotal element in addressing this
need. Not only are consumers evermore focused on taking charge in creating their own
experiences (Rather, 2020), but the importance of sharing these experiences (Chaney,
Lunardo and Mencarelli, 2018) and attaining a sense of pleasure and satisfaction has

become more important than ever (Jain, Aagja and Bagdare, 2017).

Since the setting of experiential economy concept (Pine and Gilmore, 1998), tourism
practitioners have come to realize that tourism experiences are intrinsically unique to each
who experience them, as these are personal and exist only in the mind of those who have
engaged with the destination (Hosany, Martin and Woodside 2021; Hosany, Prayag, Van
der Veen, Huang and Deesilatham, 2016; Rather, 2020). Tourism is one of the pioneer
examples of the experience economy (Quan and Wang, 2004), and therefore a key field

to understand how customer experience ultimately relates to a consumer.

To design these experiences simply with the aim of acquiring new customers is just not
enough. Marketing practitioners have soon realized that it is necessary to incentivize not
only that their clients share their positive experiences with others but also that they
ultimately return to the destination (Ahn and Back, 2018; del Bosque and San Martin,
2008; Rather, 2020). As with any good business practice, retaining customers is always
cheaper than acquiring new customers, inevitably increasing their lifetime value. This is
a business insight that has been accompanied by the notion that a good experiential
environment is a key factor in creating competitive advantage, a condition that is hard to
imitate regarding its authenticity and even harder to replace (Rather, 2020; Tsaur, Chiu
and Wang, 2007). Therefore, a need to understand consumer behaviour has been very
important in order to determine how to set a distinct competitive advantage. Moreover,
whether customer experience can in fact influence behavioural intention subthemes such
as loyalty, intention to revisit and intention to recommend has been the interest of tourism
researchers (Rather, 2020; Tsaur et al., 2007).



In addition, to understand exactly what part these intra-individual factors play in regard
to behavioural intentions, such as touristic image, satisfaction and emotions, has also been
of key relevance in past research, as these factors all play determining roles in a tourist’s
loyalty to the destination (Barsky and Nash, 2002; Cetin, 2020; Kim and Thapa, 2018;
Martin-Santana, Beerli-Palacio and Nazzareno, 2017; Hosany et al., 2016; Rather, 2020;
Zaid and Patwayati, 2021).

Of the factors mentioned, emotions have been particularly perceived as a strong precedent
of loyalty (Barsky and Nash, 2002; Cetin, 2020; Kim and Thapa, 2018; Tsaur et al., 2007;
Zaid and Patwayati, 2021). On that note, the research that has regarded emotions in its
entirety and its effect in marketing and consumption fields has been primarily performed
under the banner of experiential marketing (Brakus et al., 2009; Holbrook and
Hirschman, 1982; Schmitt, 1999b; Tsaur et al., 2007). Similarly, researchers in marketing
have also postulated that positive emotions have been noted to have a positive effect on
tourist’s behavioural intentions (Barsky and Nash, 2002; Cetin, 2020; Kim and Thapa,
2018; Rather, 2020; Tsaur et al., 2007).

A crucial purpose behind the elaboration of these objectives is the direct attempt to answer
the call for these research topics noted in the literature. Rather (2020), noted the
importance of studying the effects of customer experience with tourists’ loyalty in
different destinations settings, as well as the role of customer experience dimensions in
behavioural intentions. There is also a call to further investigate the influence of emotions
on customer experience, particularly positive and negative emotions (Barsky and Nash,
2002; del Bosque and San Martin, 2008; Hosany et al., 2021; Hosany et al., 2016; Rather,
2020; Schmitt and Zarantonello, 2013; Tsaur et al., 2007; Volo, 2021).

Tsaur et al. (2007) and Hosany et al. (2021) have raised attention to the importance of
further research on the effect of emotions in customer experience tourism settings and
outcomes, namely loyalty, intention to revisit and intention to recommend. Zhang, Prayag
and Song, (2021) have also alluded to the importance of further investigation on the
effects of negative emotions in a western setting, namely in a highly appraised touristic
destination, as there appears to be a lack of scope on this particular subset of emotional

research.

Built on these gaps the overall objective of this study is twofold: to understand the effect

of customer experience on tourists’ loyalty and to understand how positive and negative



emotions in customer experience tourism settings affect outcomes, namely loyalty,
intention to revisit and recommend. Following the acknowledgement of the gaps in the

literature regarding these constructs, this study has the following specific objectives:

e To understand whether a positive customer experience with the stay in the region
is positively related to behavioural intentions to the region

e To understand whether a positive customer experience with the stay in the region
Is positively related to positive emotions during that stay, and similarly, a positive
customer experience with the stay in the region is negatively related to negative
emotions

e To understand whether tourists” positive and negative emotions during their stay

in the region are positively related to the behavioural intentions to the destination

Informed by the literature review, a conceptual model was developed, and the data
collection instrument was designed. This study “utilizes data collected in Faro,
specifically at Faro Airport and other touristic spots in the region, in the dates between
the 15th of July and the 15th of September 2021, via questionnaire, to address the
marketing approach of the research, namely how the construct of customer experience
directly influences behavioural intentions, and how positive and negative emotions
generated from that visitor experience end up influencing the tourist’s behavioural
intentions post-visit. Afterwards, the collected data is analysed through descriptive
statistics and attempted to understand the cause-effect relationship of latent variables
proposed using PLS-SEM methodology.

This dissertation is structured as follows: Chapter 1 is devoted to the introduction of the
research; Chapter 2 provides a literary review that examines the fields of study where
experience has been observed as an important construct, ultimately leading up to a notion
of experience in managerial settings, namely marketing and tourism settings. The
literature review also covers the studies regarding behavioural intentions and emotions,
and the relevant interlocks between constructs. Chapter 3 presents the methodology and
the study site, as well as the sampling and data collection methods, survey instrument
used and measurements, and lastly the data analysis method. Chapter 4 elaborates on
these results by means of discussion of and lastly Chapter 5 presents concluding remarks,
in addition to theoretical and practical implications, study limitations and possible topics

for future research.



CHAPTER II: LITERATURE REVIEW

The literature review presented is divided into three main topics: customer experience,

behavioural intentions, and emotions.

The first topic of experience is primarily presented as a complex construct in academia,
and follows in the rationale of past researches (Caru and Cova, 2003; Godovykh and
Tasci, 2020; Schmitt, 1999a; Schmitt and Zarantonello, 2013). This contextualization is
followed by an analysis of the characteristics of experience in different fields of science.
Then, experience is examined through the areas of management, consumption, and

marketing.

Afterwards, we proceed with an analysis of behavioural intentions and emotions,
emphasising their influential relationship with experience in managerial contexts,

namely the tourism industry.

2.1. Experience, Experiential Marketing and Consumer Experience

2.1.1 The importance of experience as a multi-dimensional construct

Within the economic contexts of tourism and marketing, the notion of experience as a
scientific and empirical concept has been widely recognised as an important and valuable
construct, not only as an indispensable piece in an added-value strategy for any company
or brand but more importantly as a fresh approach to the study of consumer behaviour
(Gentile, Spiller and Noci, 2007).

In the tourism and marketing industry, experience is a relevant construct that captivates
scholars and industry professionals' attention. In fact, understanding how consumers
interact with physical and experiential products, services and brands through their
consumption experiences in virtually all contexts of consumption is an essential function

of marketing (Schmitt and Zarantonello, 2013).

Though a relatively new construct, the relevance of experience as a key factor in
competitive differentiation has evolved mainly throughout the twentieth century (Palmer,
2010). Christopher, Payne and Ballantyne (1993) wrote on the topic of relationship
marketing, proposing a model that affirmed customer service, quality and marketing as

competitive advantages that evolved naturally.



In this model, the authors allude to the 1950s and 1960s when corporations used product
features and quality to be competitive. Eventually, by the 1970s, differentiation through
a quality had come to a halt, and the strive for differentiation moved to services. Services
became something of a granted feature, and by the 1980s, the quality of ongoing
relationships became a new differentiator (Christopher et al., 1993), hence the relevance
of experience in the last decade of the 20" century, and more importantly, in the past
twenty years. According to Palmer (2010), we are already experiencing a gradual
evolution of how consumers value more than the relationship with the brand and even the

salesperson itself, desiring for a complete purchase experience.

However, during the past two decades, the notion of experience in economic consumption
contexts was somewhat unimportant to most scholars, unlike other marketing and
consumer behaviour constructs such as consumer choice, consumer attitude, consumer
satisfaction, or brand equity (Schmitt and Zarantonello, 2013). Nonetheless, a significant
increase in published articles in experience-related areas such as consumer experience
and consumption experience in recent years (Chaney et al., 2018) has proved that a shift
towards how we perceive experience and how it affects consumers is more important than

ever before.

In the book “Building Great Customer Experiences”, by Colin Shaw and John lvens
(2002), the authors allude to the fact that already at the time, a study determined that
approximately 85% of senior business managers thought that relying solely on the
utilitarian aspects of a product such as price or quality were no longer viable competitive
advantages and that instead, business managers should be focusing on providing a
pleasurable experience to the customer as an edge against competitors (Godovykh and
Tasci, 2020:1). In fact, business managers have been considering experience as a critical
factor in corporative growth even before then. Pine and Gilmore (2013) refer to Jay
Ogilvy’s 1985 business report entitled “The Experience Industry”, a business report
provided for the Stanford Research Institute, in which Ogilvy alluded that vivid
experiences were already contributing to the US economy (Sundbo and Sgrensen, 2013).

Presently, the strong competition between locations that present themselves as touristic
destinations as well as the technological developments responsible for the increasing
capacity and celerity at which tourists travel on astounding low fares, are viable grounds

to investigate consumer behaviour and consumer experience in marketing and tourism



contexts (Chen and Tsai, 2007) as a means to present new ways of creating competitive
advantage and an added sense of value for both marketing practitioners and customers
alike. All in all, marketing practitioners have started to understand just how important it
is to understand how consumers interact with products and brands as to differentiate
themselves in a competitive marketplace, how the experience between a customer, the
product and the brand in its entirety correlate and lead to creating appealing experiences

that engage and retain the customer (Schmitt, 2010).

This shift in focus has gradually originated a new marketing management area referred
to as “experiential marketing” (Schmitt, 1999a; Schmitt and Zarantonello, 2013). As
previously mentioned, the experience can be classified a value-added offering when
designing a marketing strategy. It is precisely the notion that value is not only found in
the product or service itself but also in the pleasurable, hedonic inherent characteristics
of the act of consuming itself (Schmitt and Zarantonello, 2013). A distinction is
differentiated through the work of Gentile et al., (2007), where the authors concluded that
although customers want to engage in positive consumption experiences, the functional
value is ranked just as important as the experiential value, proving the importance of an

adequate balance between the two.

However, a notion of experience as a concept cannot be formed solely as a product of
marketing and tourism. In order to truly understand just how important the concept of
experience is and how it correlates individually and uniquely to each consumer, it is
imperative to understand the broader sense of the concept, starting from contributions
from other areas of science on the effect of experience and ultimately reaching a solid
foundation for the concept of experience as to better understand the reasoning behind
experiential marketing and consequentially, consumer experience (Caru and Cova, 2003;
Godovykh and Tasci, 2020; Schmitt, 2010; Schmitt and Zarantonello, 2013).

In recent years, a number of publications have studied the adjoining fields of science that
contribute to the concept of experience, such as linguistics and anthropology (Caru and
Cova, 2003; Schmitt, 2010; Schmitt and Zarantonello, 2013). Considering these reviews
and the work presented in them, this introductory chapter aims to not only briefly review
the work presented in each one but to further contribute including other areas such as
education and philosophy that can also be considered, in our opinion, vital markers in the

upbringing of a complete notion of experience.



2.1.2 Experience in Linguistics

Merriam-Websters' online dictionary (2021) defines experience as:

e A noun:

la: direct observation of or participation in events as a basis of
knowledge. b: the fact or state of having been affected by or gained

knowledge through direct observation or participation.

2a: practical knowledge, skill, or practice derived from direct
observation of or participation in events or in a particular activity. b: the

length of such participation.
3: something personally encountered, undergone, or lived through.

4a: the conscious events that make up an individual life. b: the events
that make up the conscious past of a community or nation or humankind

generally.

5: the act or process of directly perceiving events or reality.

e Averb:
1: to have experience of: undergo.

2: to learn by experience.

It is observable that these definitions of experience encompass experience, a set of mainly
regular, everyday events that occur in any given moment and are consequentially
experienced by someone. These definitions may be further subdivided into past
experiences, resulting in knowledge and accumulated experiences, and present and

recurrent impressions that result from direct observations (Schmitt, 2010).

In common English grammar, Schmitt (2010) also notes that the English language and
other Romanic languages such as French, Spanish, and Italian all use the same word to

define both contexts of experience.



The difference in meaning between the notion of experience as both a verb and a noun
has been the object of criticism, mainly the paradoxical nature of the linguistic approach

to experience. Palmer (2010) argues:

“As a verb, experience describes a process of learning, leading to
learned response, but as a noun emphasises novelty and the lack of
predictable, learned response. By incorporating emotions and perceptual
distortion over time, customer experience overcomes many problems
associated with static, partial measures of service quality.” (Palmer,
2010:196).

In our native Portuguese language, these two definitions could be roughly translated to
“Vivéncia” and “Experiéncia”, the first meaning that one has lived through an experience,
and the second term a broader sense of the word much like in the previously mentioned

languages.

Similarly, in the German language, two words can translate to two different meanings of
experience: “Erfahrung” translates to the knowledge and the expertise one acquires after
an occurrence, whilst “Erlebnis” translates the very act of living and experiencing the
event (Palmer, 2010; Schmitt, 2010).

That said, the Russian word “Perezivanie”, which not only translates to “experience” per
se but also roughly translates to “emotion” or “feeling” in the English language. It was
one of the fundamental ideas behind the investigative work performed by Russian
Psychologist Lev Vygotsky on the notion of “emotional experience” (Rotha and Jornet,
2014). This field sought to study experience through an educational perspective, thus
branching out to yet another field for a wider notion of experience to be studied upon,

unfolding the relation between experience and emotive response.

This first encounter with an experience occurs instantly upon our response to the very
word of experience and how we were taught what an experience means. Therefore, the
way we perceive an experience differs drastically between different cultures and

languages.



2.1.3 Experience in Anthropology

The general notion of experience in the field of Anthropology alludes to the notion that
experience is the occurrence through which individuals experience their individual lives
as part of a group, more precisely, through their culture and thus creating unique
experiences to the individual and yet, common to the group (Caru and Cova, 2003;
Schmitt and Zarantonello, 2013; Throop, 2003, 2009).

In Anthropology, Victor Turner is one of the most important scholars who wrote on
experience (Throop, 2009). Turner’s work evolved throughout his career, having tackled
both symbolic and interpretative anthropology. In Turner’s posthumous work, we find
one of the best anthropological works regarding the discussion on experience in a
collection of essays published as a book entitled “The Anthropology of Experience”
(1986). Here we find several works by different authors whose perspectives complement
each other on defining this construct. In the first of these works, experience is delineated
as how one lives through their own culture on a day-to-day basis, having everyday events

perceived by consciousness (Bruner, 1986:4).

A complementing approach to this is the third essay on the book, which debates how there
are two types of experience: those that we prepare ourselves for and those that come
suddenly to us directly resulting from the flow of life (Abrahams, 1986:49). Even in the
eighth essay of the book, the essay’s author Kapferer begins his essay regarding R. D.
Laing’s book “The Politics of Experience and The Bird of Paradise (1967), in which the
author argues that “it is impossible to experience another person’s experience”, a point
Kapferer (1986:188) utilises to prove that even if experiences are lived differently through
individuals, having lived an experience individually is still a uniting process through

cultural values, thus forming a bond.

An experience is a unique occurrence to the individual (Abrahams, 1986: 55), wheres as
an event would affect various individuals and inevitably, create common ties through
which there would be common elements in which to connect to, though each individual

would have lived that same experience uniquely (Caru and Cova, 2003).

“The Anthropology of Experience” (1986) proves to be a great source of anthropological
debate towards not only the experience view but also “pragmatics, practice and
performance”, as Bruner (1986:4) wrote. Nonetheless, this compendium of essays brings

about an anthropological perspective on experience that overall composes the notion that
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experience is unique to the individual and can hardly be generalised to a group as every
subject has a different and unique experience. However, their shared cultural elements

allow the individuals to bond and share similitudes of the same event.

2.1.4 Experience in Education

Regarding the construct of experience in education, Caru and Cova (2003) refer initially
to the "Encyclopeaedia Universalis” (1968), in which effectively the authors allude to the
common notion of experience as a sort of test, from which results in a lesson learnt
through experience, alluding to the common insinuation of experience as a teacher of life
referred in the Encyclopaedia, hence raising the question: Just how can experience be

viewed as a teacher of life itself?

The field of education has presented essential contributions towards a notion of
experience, particularly what is experience and how it affects learning (Rotha and Jornet,
2014).

The American psychologist John Dewey, a major educational reformist of the 20th
century, theorised about the experience within the field of education. Dewey wrote that,
unlike the idea that experience originates from the participation in an occurrence from
which results from a feeling, experience is a complex construct that involves students
learning through multiple occurrences, resulting in a more practical, hands-on teaching
experience, contrarily to the notion of passive absorption through merely attending, or

experiencing a class (Hohr, 2012).

Dewey argued that all learning happens through experience, a key to transmitting
knowledge, but that not all experience is a benefactor. For the experience to be
educational and promote favourable growth in the student, it must be unique and
individual. In the book “Experience and Education” (1938), Dewey provides the example
of a bank robber who learns from his failed attempt and becomes a better bank robber,
but not necessarily a better citizen — hence the importance of a teacher, a figure who

promotes and guides growth.

Hence, experience is both the means and goal of education. On the one hand, experience
is a journey, a crossing through what is yet unknown. On the other hand, it is the primary
goal of education because any meaningful experience and consequent positive growth
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originate from many other, less developed experiences (Rotha and Jornet, 2014). That
very experience is in itself a factor that will determine how other, future experiences will
come to affect the subject (Packer and Ballantyne, 2016) with the role of the teacher is to
be a figure of experience, someone who has both undertaken and been exposed to several
experiences, making them able to speak out of the experience as they have gone through
and been exposed to experiences.

Through this repeated process of exposure to an experience, the teacher becomes a figure

of authority in that particular subject (Rotha and Jornet, 2014).

2.1.5 Experience in Philosophy

The general notion of experience in Philosophy is that an experience is an entirely
personal event that ultimately transforms the individual, with a said individual
experiencing an event, usually leading to an accumulation of experience and thus of
singular, unique knowledge that is exclusive and personal to the individual. (Caru and
Cova, 2003).

In Philosophy, the title of the first great thinker to define experience is often credited to
Aristotle (Gregori¢ and Grgi¢, 2006). Aristotle may have been one of the first to write
about the importance of experience-based learning, arguing that learning in school and
learning from experience are two entirely different subjects (Saugstad, 2012).
Nonetheless, Aristotle did not explicitly define experience (Gregori¢ and Grgié, 2006),
instead of writing in his first book in the Metaphysics works, Metaphysics (A.1) and
second book, Posterior Analytics (11.19) (Gregori¢ and Grgi¢, 2006; Saugstad, 2012) that
experience has a deep connection with other constructs such as knowledge and perception
of senses (Saugstad, 2012). Moreover, although Aristotle may not have been the first to
write about experience amongst his contemporaries, such as Plato, what distinguishes
Aristotle’s treatment of experience is that Aristotle’s writings are the first to give it a rank

in the hierarchy of cognitive capacities and dispositions (Gregori¢ and Grgi¢, 2006).

It is an important fundamental of ideas, as Gregori¢ and Grgi¢ (2006) write, because
experience is not only inherent and experienceable by humans. Non-rationalising animals

may also undergo an experience, albeit not with the same outcomes as humans, but
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fundamentally proving that different levels of experience shape the individual and hence
change his future behaviour patterns through past experience.

Another philosopher that contributes towards a notion of experience in the field of
Philosophy was Immanel Kant. In his book, the “Critique of Pure Reason* (1781), Kant
founded his doctrine of transcendental idealism, arguing that the subject of an experience
(or the conscious object in his own terminology) becomes aware of the denominated
“objects of experience”, meaning the experiences themselves, not as they are in their true

form, but rather how we perceive them according to our own senses (Quarfood, 2004:18).

Kant also argues that time and space are not physical, palpable constructs but rather mere
"forms of intuition” that consolidate experience, and therefore while the objects
themselves are real and contribute in fact to experience, they are unequivocally different
from the experience itself described by Kant as “objects of experience” (Glouberman,
1993:104). According to Kant, one will never know the real form of these objects of
experience, as our perception is entirely based on previous knowledge and consequential
experience with them (Glouberman, 1993; Quarfood, 2004). Therefore, experience is
unique to everyone, and the same experience lived by two different subjects can be
perceived entirely differently due to external factors, such as previous knowledge or other

experiences.

Schmitt (2010) has also analysed experience through the field of Philosophy, mainly
through the works of Sgren Kieerkegard. Schmitt’s (2010) analysis on Kierkeegard’s

work is particularly focused on subjectivity and individual experience:

“For Kierkegaard not only objective matters have truth; phenomenologically,
subjective experience also has truth for an individual. Because experience is
subjective, it is singular knowledge (of a given individual) and not universal
knowledge (outside the individual).” (Schmitt, 2010:61).

Schmitt’s analysis ultimately strengthens the previously referred notion of experience as
an individual, unique occurrence aligned with Aristotle’s and Kant’s experience

definitions.
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2.1.6 Managerial Literature on Experience

As we have reviewed thus far, a definition of experience has originated from multiple
areas of science, consequently creating diverging meanings in its nature. Nevertheless,
experience maintains a degree of similitude in its designation throughout different fields
of science, namely the notion that an experience is an event that affects every individual
separately and uniquely despite occurring to one or many different individuals. As a
phenomenon, experience is difficult to generalise and reproduce the same results in two

different individuals.

In the fields of management and economical consumption areas, such as marketing,
tourism and business, most literature from the past three decades relating to the topic of
experience has followed the bases established in one of the earliest papers credited to the
emergence of the topic of experiential consumption, Holbrook and Hirschman’s “The
Experiential Aspects of Consumption: Consumer Fantasies, Feelings, and Fun” (1982)
(Caru and Cova, 2003; Godovykh and Tasci, 2020; Schmitt, 2010; Schmitt and
Zarantonello, 2013).

The main topic that revolved around this paper was the notion of what became known as
“consumption experience” (Cart and Cova, 2003; Chaney et al., 2018; Schmitt, 2010;
Schmitt and Zarantonello, 2013; Scussel, Fogaca and Demo, 2020). The authors proposed
that, up until then, the limited view on experience did not consider other factors relevant
to a consumer’s experience, such as fantasies, feelings and fun (Holbrook and Hirschman,
1982; Schmitt, 2010). Comparatively, the authors’ work was also related to John Dewey’s
view that experience results not only in intellectual outcomes, but also “sensorial
perceptions, feelings and actions” (Schmitt, 2010:61), a perspective Dewey considered
vital on his educative experience perspective (Packer and Ballantyne, 2016) and an
argument that was later picked up by the subsequent pioneering work depicting the
evolution of experience in economic contexts, Pine and Gilmore’s “Welcome to the
Experience Economy” (1998) and subsequential book titled “The Experience Economy:

Work is Theatre and Every Business a Stage” (1999).

Holbrook and Hirschman’s (1982) work alluded to a change in perspective regarding
what was known regarding a buyer’s decision process, which up until then was considered
as merely rational, a tangible decision that was driven by analytical facts and verbal

stimuli, in other words, buyers would make their purchasing decisions based off-price
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and affordability, product features and a buyer’s corresponding requirements. The authors
proposed a broader notion on what an experience of consumption could comprise,
alluding to the irrational and emotional side of the consumer that is effectively stimulated

through non-verbal and sensorial cues (Holbrook and Hirschman, 1982).

These are elements through which brands can create a more encompassing, well-rounded
purchasing experience, thus successfully implementing competitive advantage. Elements
that, in the words of Addis and Holbrook (2001:50) were best described as “the
consumer’s need for fun and pleasure; the roles of consumers, beyond the act of purchase,
in product usage as well as brand choice, and so forth.” — rationalising a broader sense of

the act of consumption.

The authors effectively coined the term consumption experience, a reference in the
literature that remains to this day. However, many others have attempted to present
different concepts in the management field as breakpoints to steer away and redesign the

established frameworks of consumption experience (Chaney et al., 2018).

On that note, it is relevant to consider some scholars whose works during the last decade
have consisted in the compilation and study of the various definitions and academic works
on the topic of experience, mainly through literature reviews on the (Adhikari and
Bhattacharya, 2015; Godovykh and Tasci, 2020; Hwang and Seo, 2016; Packer and
Ballantyne, 2016; Palmer, 2010) to complement, redefine and create new frameworks for

the definition of experience.

Adhikari and Bhattacharya (2015) wrote a literature review based on the tourism,
hospitality, and general business fields. The authors presented a framework that presents
customer experience as a complex construct that combines both cognitive and affective
components through customer experience components such as experience antecedents,
creation and consumption of experience, thus providing conceptual efforts to prove
customer experience positively influences a customer’s future experience (Godovykh and
Tasci, 2020).

Hwang and Seo (2016) set out to provide a critical review on the research performed on
customer experience up to that date. To do so, the authors provided a table with a list of
published papers that listed customer experience and correspondent methodology used to
study this topic, having concluded that the research on the subject at the time was more

conceptual than empirical, including the very framework of customer experience research
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of antecedents > experience > outcome, alluding to the importance of future research on
areas of “total customer experience, transcendent experience, transformational
experience, authentic experience and the co-creation of experience” (Hwang and Seo,
2016:2218).

Packer and Ballantine (2016) also presented a literary review on experience, studying
tourist visitor experience in museums. Stating that the research in this field thus far
prioritizes the visitor’s attention and their learning outcomes more than the actual visitor
experience, the authors firstly conduct a review on a series of definitions of experience
from broader terms of literature, categorising them in four different groups: Experience
as a flow of consciousness; Experience as a subjective response to an event or stimulus;
Experience as a memorable impression; Experience as a designed or staged offering.
Afterwards, the authors debate whether to categorise visitor experiences as subjective and
internal or objective and external, complementing the previous notion of an experience
being unique to each person as ‘“visitor experience is not a purely psychological
phenomenon but includes ‘the activities, physical surroundings, service providers, other
customers, companions, and other elements they engage with’” (Packer and Ballantyne,
2016:130).

A “multi-faceted model of the visitor experience” is also proposed by the authors,
composed of 10 facets that compose visitor experience, allowing experiences such as
museum visits to be compared to other types of experience. It leads the authors to create
a complete model of experience, ultimately defining experience as “an individual’s
immediate or on going, subjective and personal response to an activity, setting, or event

outside of their usual environment.” (Packer and Ballantyne, 2016:133)

A few years earlier, Palmer (2010) provided a conceptual paper that, much like Schmitt’s
and Zarantonello’s work (Schmitt, 2010; Schmitt and Zarantonello, 2013), also started
with analysing the meaning of experience from a grammatical perspective. Palmer
(2010), however, went on to elaborate that, despite the grammatical view on the concept
of experience crossed meaning with other fields, such as Dewey’s anthropological work
(Dewey, 1938), there was a sense of ambiguity and conflict when comparing the different
grammatical meanings and the definitions provided by the experienced researchers.
Palmer (2010) presented a framework for studying, successfully correlating the initial

stimuli originated through the customer interaction with the service provider, the brand
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and the interpersonal relationship, which is consequentially incorporated in the decision
process, and when combined with the emotions involved in the action and the inevitable
distortion of the event over time lead to an attitude, whether it is to repeat the purchase
(alternatively, a repeat customer) or abandon the brand altogether (Godovykh and Tasci,
2020). Palmer (2010) concludes his paper with a definition of experience by one of the
earliest works referencing the beginnings of experiential marketing, Lawrence Abbott’s

“Quality and Competition: An Essay in Economic Theory”:

“By Abbott’s (1955) definition, experience was seen as the
consequence of consuming a product and becomes synonymous with value

as perceived by the consumer.” (Palmer, 2010:204).

Godovykh and Tasci (2020) propose an experience model with four main components
(emotional, cognitive, sensorial, and conative), and suggest using a combination of
several measures to capture the totality of tourism experience at pre-visit, onsite, and post-
visit stages. These suggestions provide important implications for researchers and
practitioners by offering new ways to explore customer interaction with tourist products,
detect affective and sensory components leading to important consumption outcomes,
investigate individual impacts of anticipation, onsite experience, and recall, as well as
analyse effectiveness of destination marketing practices. From their point of view, the
four components described as cognitive, affective, sensory, and conative are essential in
defining and measuring experiences, and can prove vital markers for experience providers
to create unique and differentiating experiences. As a result, Godovykh and Tasci (2020)
present a literature review aiming to expand on the fields of tourism and hospitality by

delivering a more complete and rich definition of experience:

“This study proposes a comprehensive but parsimonious definition of
experience as the totality of cognitive, affective, sensory, and conative
responses, on a spectrum of negative to 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
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consumers, eventually resulting in differential outcomes related to consumers
and brands.” (Godovykh and Tasci, 2020:8).

All the literature reviews mentioned have a considerable theoretical basis
originating from the field of marketing, where the most work has been done to
undercover what and how to define the experience, mainly under the guise of the
topic of “consumer experience”. Therefore, it is imperative not only to continue our
line of thought but for the sake of this paper to elaborate further the topic of
experience in the field of marketing.

2.1.7 Experience in Marketing: Consumer Experience, The Experience Economy,
and Experiential Marketing

In the field of Marketing, as far as research has been performed, the investigation under
consumer experience has been the more widely researched topic (Arnould, Price, and
Zinkhan, 2002; Chaney et al., 2018; Schmitt and Zarantonello, 2013).

Though we can trace back its original framework back to Hirschman and Holbrook’s
1982 work, we can also find evidence of an ongoing advancement towards this

perspective already in the mid-XX century.

Abbott (1955) clearly describes the ideology behind the consumer experience theory:

“The thesis...may be stated quite simply. 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. Here lies the connecting link
between man's inner world and the outer world of economic activity. People
want products because they want the experience-bringing services which they
hope the products will render”. (Abbot, 1955:40).

This very argument is pointed out by Holbrook himself (Holbrook, 2006), adding to the
notion that an idea of consumer experience can be mapped out throughout past economists

and authors:
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“At first, Beth and | incorrectly thought that we had pretty much
invented this experiential approach to consumer research—not realizing that
a distinguished lineage for the basic concepts involved could be traced back
through the work of (say) Sid Levy at Northwestern in the 1960s, Wroe
Alderson at Wharton in the 1950s, and the economists Lawrence Abbott in
the 1950s or Alfred Marshall in the early 1900s, all the way to Adam Smith
in the Eighteenth Century”. (Holbrook, 2006:715).

Lemon and Verhoef (2016) successfully traced back the origins of “customer
experience”, precisely to the 1960s, via procedural models of consumer purchasing
behaviour began emerging, namely in the works of Kotler (1967) and Howard and Sheth
(1969), displaying models for the buying process of the consumer (Lemon and Verhoef,
2016; Scussel et al., 2020).

Shortly thereafter, in the 1970’s the terms “consumer satisfaction” and “customer loyalty”
are incorporated into the literature with the intent to understand and measure a customer’s

attitude towards the buying experience (Lemon and Verhoef, 2016; Scussel et al., 2020).

Visionary writer Alvin Toffler (1970) was one of the first to present an indication of, what
he named “experience industries”, a shift in the economic model that would revolutionise
how society consumes products (Scussel et al., 2020) under the sci-fi novel “Future
Shock” in a peculiar chapter entitled “The Experience Makers”, where the author

proposed the question of what would be the next step in economic development.

Nonetheless, it was not until Hirschman and Holbrook’s (1982) work came to fruition
that the concept of consumer experience found an exponential interest in both academic

and practical settings.

Up until the 1980s, consumer behaviour was explained through limited cognitive
frameworks that summarised the way consumers engage in purchasing as “the process of
collecting and processing information to select the most satisfactory option for a decision
problem” (Chaney et al., 2018:404). Scholars at this time followed the rationale that when
faced with a consumption decision, the consumer gathers and processes the information

necessary for the purchase first. Then in a second stage, this process would lead the
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consumer to practical reasoning and eventually a decision — a cognitive model known as
the ““cognition-affect-behaviour” model (Chaney et al., 2018). What other scholars such
as Sheth (1979) began to question with this model was just how exactly the cognitive and
affective stages followed one another since this model viewed emotions as a follow-up to
a cognitive, preceding logic. Sheth (1979) evidenced in their paper that on several
occasions, affective emotions would precede the cognitive process altogether, leading the

path to a reform in the consumer behaviour approach (Chaney et al., 2018; Sheth, 1979).

The work presented by Hirschman and Holbrook (1982) was one of counterculture,
proposing a radical change on the perspective in consumer research. Whilst the
mainstream academia on consumer research pointed towards a materialistic, utilitarian,
informative processing decision process, the authors proposed an alternative model to
better understand consumer behaviour through “symbolic meaning, subconscious
processes, and nonverbal cues resulting from consumption” (Schmitt and Zarantonello,
2013:34), following in the lines of other scholars such as Sheth (1979) that had already
began questioning how affective states would converge with consumer behaviour.
Hirschman and Holbrook (1982) wrote:

“by focusing single mindedly on the consumer as information
processor, recent consumer research has tended to neglect the equally
important experiential aspects of consumption, thereby limiting our
understanding of consumer behaviour. Future research should work toward
redressing this imbalance by broadening our area of study to include some
consideration of consumer fantasies, feelings, and fun.”” (Holbrook and
Hirschman, 1982:139).

By proposing a broader net to define consumerism, through which the authors present a
complementing experiential layer to the consumer, these consumer fantasies, feelings and
fun consisted of recreational and leisure pastimes and activities, sensory and aesthetic
pleasures, as well as emotional responses such as love, hate, fear, joy, boredom, anxiety,
pride, anger, lust and guilt and even one’s dreams (Holbrook and Hirschman, 1982;
Schmitt and Zarantonello, 2013).
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Holbrook’s research (Addis and Holbrook, 2001) would regard that even in the XXI
century, these would be critical factors in understanding consumers and just how more

complex the act of consumption is:

“(...) the roles of emotions in behaviour; the fact that consumers are
feelers as well as thinkers and doers; the significance of symbolism in
consumption; the consumer’s need for fun and pleasure; the roles of
consumers, beyond the act of purchase, in product usage as well as brand
choice, and so forth.” (Addis and Holbrook, 2001:50).

In essence, what was truly trailblazing in this new approach to experience is that the
authors considered the hypothetical scenario where consumers would actually “display
beyond their economically rational purchasing decisions — consumers might also exhibit
characteristics typical of animals rather than machines in general and of humans rather
than computers in particular” (Holbrook, 2006:714) — consumers as an analysable class
go from merely “rational” beings to more than rational, adding another layer to their

complexity, the “emotional” being as well as rational (Holbrook and Hirschman, 1982).

The model of consumption experience that culminated through this paper is the “TEAV”,
short for Thoughts, Emotions, Activities and Values (Gentile et al., 2007; Schmitt and
Zarantonello, 2013). The relation between the consumer and the environment is created
and in itself results in consumption processes such as “Thoughts” that can present
themselves as dreams, or a state of “mental activity”; display “Emotions” which include
feelings, sensations, expressive behaviours and physiological responses such as
interpretation, expression and response; “Activities”, which culminate in physical and
mental events such as actions and reactions; and “Values” such as economic values, social
values, hedonic values and deontological values (Gentile et al., 2007; Schmitt and
Zarantonello, 2013).

The natural progression of marketing into the 1990s led to a perspective known as
“relationship marketing”, which we commonly associate in the business and day-to-day
settings with terms such as “customer relationship management” and “customer relations”

(Lemon and Verhoef, 2016; Scussel et al., 2020), though the major academic work to
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come out of this decade was Pine and Gilmore’s 1998 paper “Welcome to the Experience

Economy”, and subsequent book the year after.

The ground-breaking academic work would coin the term “experience economy” as the
great next step in economic development. By looking at consumer behaviour through a
managerial perspective, the authors present experience as a new “stage” in economic
offerings, a “progression of economic value” (Pine and Gilmore, 1998) beyond the
previous three stages in economic development up until then: commodities, goods, and

services.

The notion of “experience economy” came to existence based on the premise that these
past stages were no longer sufficient to maintain a degree of competitiveness between
corporations. By describing how the economic production of commaodities had progressed
into goods, which inevitably turned into an offering of services, Pine and Gilmore (1998)
refer to the fact that the consumer wanted more. An alternative to traditional marketing
standpoints, Pine and Gilmore (1998) adjudicated that the consumer no longer chased the
products for their benefits, but for the act of consumption as a whole, an experience of
consuming, hence the need for corporations to create experiences for their customers
(Pine and Gilmore, 1998; Schmitt, 1999a). As Pine and Gilmore (2013) wrote:

“Note that while commodities, goods and services all exist outside
the individual buyer, experiences happen inside them. the experience stager
effectively reaches inside customers with the sensations, impressions and
performances they orchestrate together in order to engage each guest and
create a memory. that’s why customization is so important to experience

staging”. (Pine and Gilmore, 2013:27).

In a consumption setting, “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” (Pine and Gilmore, 1998:98). In accordance, experiences are
individual, they happen solely and uniquely to every single individual and hence the

importance of understanding not only just how an experience is ultimately precepted
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differently to each one of us, returning to the notion that an experience is, regardless of
the field of science, unique to the individual.

The authors pertain these “stages” as being characterizable through multiple dimensions,
such as “Entertainment”, “Educational”, “Esthetic” and “Escapist”, through which the
subject is either engaged “Passively” or “Actively” in a stage and participates through an
“Absorption” setting or “Immersion” setting. These are guidelines for experience
providers to create the ideal experience for their customers. However, in order to create a
compelling and lasting experience on a customer’s mind, in order to create the ideal
feeling of wanting to come back, Pine and Gilmore (1998) also propose five ideal
guidelines that should be followed through in order to create the “stage”: (1) designate a
theme, hence creating a themed experience; (2) harmonise impressions through positive
cues, always alluding to the magic of the theme; (3) eliminate all negative cues, and for
that the authors recommend turning otherwise less positive experiences into favourable
cues with a twist; (4) mixing in memorabilia, thus providing a feeling of exclusiveness
and alluding to positive memories created at the event; (5) to engage in all five senses,
thus creating a “3D” effect, increasing the experience not only for the customer but
differentiating the experience from the competition, creating value.

Pine and Gilmore (2013) later wrote on how their book came about to publishing, on
Pine’s work experience and eventual conceptualisation on the evolution of economic
stages and working together with Gilmore. However, even then, the authors mention that
an “experience economy” notion was not entirely new. It had been a natural progression
on the works of others mentioned previously, a reflection seen already in some aspects of
culture such as Toffler’s “Future Shock”. From Pine and Gilmore’s work came many

works in academia, a ripple effect that is still felt today.

In the same decade, the experiential marketing field saw Schmitt’s (1999a) published a
paper entitled “Experiential Marketing” that would originate a change in perspective in
the marketing field, coining the term “experiential marketing”, followed by the book

which covers the same topic more in-depth (Schmitt, 1999b).

Already an accomplished scholar at the time, Schmitt (1999a; 1999b) proposed a change
in the rational and logical perspective that up until then was considered the standard in
traditional marketing, focused on the benefits, price and characteristics of the product.

The change proposed by Schmitt (1999a; Schmitt 1999b) was one in a consumer’s
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perspective, guided towards the consumer experience, since customers sought for an
engagement with the brand, with the products, thus creating a relationship that would
directly affect their feelings, engage in their senses, challenge their outlook on the world

and fit with their modern lifestyle.

The change in focus from works such as Holbrook and Hirschman (1982) is that, whereas
the authors were focusing on placing the experience as the focus of what created value
for the consumer, Schmitt (1999a, 1999b, 2010, 2013) argues that it is the consumer’s
perception of the experience that should be emphasised. According to Schmitt (1999a,
1999Dh), experiences are not naturally occurring phenomena but rather induced, related
directly to the events that trigger them. Due to their complexity, no two experiences are

alike, nor will two individuals experience the same event the same way.

Schmitt (1999a, 1999b) introduced to the marketing field the “strategic experiential
modules”, or SEM in short — a concept designed with the idea for marketing practitioners
to work with in order to design and create customer-centric experiences (Rather, 2020;
Schmitt, 1999; Tsaur et al., 2007). These modules are designated as SENSE, FEEL,
THINK, ACT and RELATE.

The SENSE module is a marketing marker that aims to trigger sensory responses in
accordance with human senses, i.e., taste, touch, sight, sound and smell. When engaging
in an experience, the SENSE module proves critical to create competitive advantage and
create differentiation between products, brands and corporations (Rather, 2020; Schmitt,
1999; Tsaur et al., 2007).

FEEL corresponds to a stimulus in a consumer’s affective response, such as feelings and
emotions. By triggering a specific stimulus in a consumer, their response to an emotional
will not only be unique and differentiated from any other experience, but it will also
remain memorable (Pine and Gilmore, 1998; Rather, 2020; Schmitt, 1999a).

The THINK module presents a solution to engaging with a consumer’s cognitive
response, specifically their intellect. It can be used to “target customers’ convergent and

divergent thinking through surprise, intrigue and provocation” (Schmitt, 1999a:61).

ACT is a module proposed by Schmitt (1999a) connected directly to the consumer’s
lifestyle, prompting the consumer to “alternative lifestyles”, showing them a different

way to go about and to interact with an experience. It prompts the user in a motivational
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and inspirational way, commonly associated with a role model as to create a sense of
validity (Rather, 2020; Schmitt, 1999a).

The RELATE module aims to trigger a desire for self-improvement in the consumer,
much like an “ideal-self” idea, hence Schmitt (1999a) referring to this module as
extending outside the consumer’s personal feelings and creating a relationship with others
who feel the same way. The need to be acknowledged by society, family, peers and
colleagues (Rather, 2020; Schmitt, 1999a) is the main driver behind the RELATE

module.

Ultimately, Schmitt (1999a, 1999b) introduced the purpose of experiential marketing to
create holistic experiences that possess these SEM qualities (Schmitt, 1999a; Tsaur et al.,
2007). Positively embraced by scholars, these SEM modules have been used in academia

to further expand on the topic of experience in marketing.

Schmitt’s (1999a, 1999b) implications for creating experiences have led authors Prahalad
and Ramaswamy (2004) to publish a paper on the notion of “co-creation” of value.
According to the authors, consumers’ role in the economy has changed from a passive
individual who had no part in the creation of value for a business or product to an active
consumer, capable of partaking in the creation of value through networking,
experimentation of products, and a global view of the economy. This process of “co-
creation” of an experience is directly influenced by Schmitt’s (1999a) idea on the creation
of experiences, hence requiring corporations not to sell experiences directly, but to focus
on creating the ideal environment to allow for customers to create their own experiences
(Gentile et al., 2007; Prahalad and Ramaswamy, 2004).

Authors Gentile et al. (2007) have also published a paper influenced by Schmitt’s work.
According to Gentile et al. (2007), the very definition of “consumption” has been directly
affected by what was perceived as consumption experience up until then, considering
consumption has become a “holistic experience which involves a person — as opposed to
a customer - as a whole at different levels and in every interaction between such person
and a company, or a company’s offer (Gentile et al., 2007:396; Salle and Britton, 2003).
Much like Prahalad and Ramaswamy (2004) alluded to, the relationship between
corporations and consumers is the new key factor in creating value for both, “an evolution
of the concept of the relationship between the company and the customer” (Gentile et al.,

2007:397). These experiences are unique to each person and processed uniquely and
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individually, hence the importance of understanding exactly how to create and measure

the effects of an experience.

The need to understand just how a person lives through an experience, how to measure
how a consumer experiences a brand, and how the SEMs directly affect this relationship
between the consumer and the brand were the main topics of Schmitt’s subsequent work

published alongside J. Josko Brakus and Lia Zarantonello.

Brakus, Schmitt and Zarantonello (2009) published a relevant paper that sought to, on the
one hand, define the brand experience construct, through which the authors performed a
literature review on the experience concept in marketing and consumer research thus far,
as well as the difference between brand experience and distinct concepts (Aaker, 1997;
Brakus, 2001), but also to create a brand experience scale capable of understanding and
improving the experience corporations provide for their customers by assessing, planning

and tracking its results (Brakus et al., 2009).

Brand experiences are defined as internal and subjective responses triggered by an
induced stimulus such as the design, brand identity, product packaging, brand

communication and the environments in which the brand is found (Brakus et al., 2009).

The scale created proved worthy for both marketing practitioners and scholars alike to
administer, as it consisted only of 12 items hence its practicality. This scale's application
resulted in the validation of four different brand dimensions: sensory, affective,
intellectual and behavioural (Brakus et al., 2009). Despite their success, the authors
provided further encouragement on research on this scale, as the scale did not measure
whether the experience was positive and negative, but more importantly, the authors did

not examine whether the scale could predict specific behavioural outcomes.

The work developed in academia thus far has caused a significant increase in the area of
“experiential marketing”, as the interest grew in the field and marketing practitioners
began to understand just how consumers have come to adapt in their relationship with
brands and products (Lemon and Verhoef, 2016; Tsaur et al., 2007).

In this regard, there have been several papers that sought to adapt Schmitt’s SEMs and
the brand measurement scale in different managerial contexts (Rather, 2020; Tsaur et al.,
2007; Usakli and Baloglu, 2011; Yen, Ten and Chang, 2020) in order to measure

experience in different business contexts.
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Quan and Wang (2004) have suggested that the tourism industry is one of the leading
examples to perpetuate the experience economy as a concept for creating value to the
consumer. Hence creating the best experiential environment in a touristic setting has been
of importance to several scholars and marketing practitioners in order to attain
competitive advantage (Le, Scott and Lohmann, 2018; Quan and Wang, 2004; Rather,
2020; Song, Ahn and Lee, 2013).

From the relevant papers elaborated on Schmitt’s SEMs in the tourism industry, authors
Tsaur et al. (2007) have published a study elaborating on the topic of experiential
marketing and conducting a study on measuring customers’ experience specifically in the
field of tourism. Tsaur et al. (2007) sought out precisely to answer Brakus et al. (2009)
gap regarding the measurement of positivity or negativity of the experience and to predict
future outcomes from positive experiences. The study was conducted targeting the sector

of tourism, namely the visitor’s experience at a zoo in Taipei.

After a literary introduction on the evolution of experience in marketing to a general
notion of experiential marketing derived from Pine and Gilmore’s work (1998), as well
as the importance of Schmitt’s (1999a, 1999b) work, Tsaur et al. (2007) elaborate on
Schmitt’s (1999a) SEMs and how, up until then, the research developed on the concept
of experiential marketing had not yet examined the effects of experiences of experiential

marketing on the consequent consumer’s behaviour (Tsaur et al., 2007).

In favour of establishing metrics to measure the effect of experiential marketing on
consumer behaviour, Tsaur et al. (2007) refer to the literature and use emotion,
satisfaction, and behavioural intentions to formulate a hypothesis on this correlation. The
authors hypothesise to Schmitt’s (1999a, 1999b) SEMs individually as metrics that each
have a positive effect on emotion, which leads to the hypothesis of whether positive
emotions have a positive effect on satisfaction, which ultimately would have a positive
effect on behavioural intent. The authors conclude through questionnaire inquiry and
subsequent statistical analysis that each SEM module has a positive effect on the emotion
of the visitor, particularly the SENSE and RELATE modules which the authors attribute
to the stimuli attributable to the zoo, such as the animal displays and park structure (Tsaur
et al., 2007). Furthermore, emotion was also proven to have had a positive effect on
satisfaction, which influenced positively behavioural intention (Tsaur et al., 2007).
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The relevance of Tsaur et al. (2007) is not only limited to the use of their scale to pioneer
the measurement of the effects of experiential marketing in a consumer’s behavioural
intentions, ultimately validate Brakus et al. (2009) brand measurement scale, but also one
of the first studies to apply Schmitt’s (1999a, 1999b) SEMs and the concept of
experiential marketing in a practical context, leading to several other authors to adapt
these scales in their studies further improvement in measuring experience and its
relationship with other constructs (Kim and Thapa, 2018; Lee and Chang, 2012;
Rajaobelina, 2018; Rather, 2020; Yen et al., 2020).

Following studies in the tourism industry have led Rather (2020) to study customer
experience and customer engagement from an experiential marketing perspective in the
tourism destination marketing and management context to successfully understand how
these variables affect a visitor’s behavioural intent. In order to do so, Rather (2020)
proposed a conceptual framework to understand better the effects of customer
engagement dimensions on experiences of experiential marketing and customer’s
identification of the consequent tourists’ behaviours. These would be based on Schmitt’s
SEM modules in order to base customer experience, whereas customer engagement is
tested as an antecedent of customer experience and composed of cognitive-affective-
behavioural dimensions, as according to the literature (Brakus et al., 2009; Hollebeek and
Macky, 2019; Lemon and Verhoef, 2016).

The measurement was achieved through a process of a questionnaire, which the author
based its construct of customer experience measurement proposed by Brakus et al.
(2009), but adapted the measurement scale based on Tsaur et al. (2007) dimensional

conceptualisation of tourism experience (Rather, 2020).

The study proved successful in demonstrating a positive relationship between customer
experience and behavioural intention, as the customer engagement dimensions of
cognitive, affective, and behavioural affect customer experience, which subsequently

affects behavioural intentions in touristic destinations.

Following the study, Rather (2020) proposes many practical implications to be applied
by marketing managers according to the study results. For instance, to increase customer
loyalty, developing a sustainable and environmentally friendly experience could
differentiate the touristic offering. Combined with custom holiday packages, visits to

touristic sites and local destinations or sites of interest could engage the visitors in
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entertaining, educational, cultural, and historical engagement stimuli. At the site,
interactive displays with detailed information about the touristic destination that would
relate with the visitor, or emerging techniques such as virtual reality would allow for the
marketing practitioner to design a more personalised content panel, increasing customer
engagement and, consequentially, customer experience, identification, and ultimately
behavioural intentions of tourists. In order to gain insights into a personalised offering,
Rather (2020) suggest analysing big data, namely from touristic operators such as

Airbnb’s customer reviews.

Promotion online could be achieved using social media, mobile apps, and online brand
communities to promote customer identification and engagement between the touristic
destinations and the customer and encourage intellectual experiences. By creating and
sharing online content through social media platforms, it is possible to intervene in a
visitor’s decision-making process through these visual-sensory-based technologies and
increase the visitor’s visual experience of the destination by promoting the interior and
exterior aspects of the destination. Rather (2020) also notes the importance of strategizing
for both first-time visitors and repeat customers, considering first-time customers require
a strategy to elucidate the experiential aspects of the destination, whilst repeat customers
can be targeted with campaigns to develop their identification and willingness in

recommending their tourist destination to other people.

This study was an early contributor to understanding the relationship between customer
engagement and its dimensions and the customer experience in the tourism literature to a
larger extent than previous studies (Chua, Lee and Han, 2017; Li, Cheng, Kim and
Petrick, 2008; Liu, Lin and Wang, 2012) as well as how consumer experience influences

behavioural intent on first-time and repeat visitors.

Rather (2020) also pointed some limitations in the study as well as possible indications
for future studies, including the notion that future research should further investigate the
role of customer experience dimensions (SEMSs) in affecting a customers’ behavioural
intention, but also the fact that since the study was based on cross-sectional data, future
studies could theoretically utilise a longitudinal research structure to investigate the

association of the constructs in question.

Accordingly, we will attempt to answer Rather’s (2020) call to further comprehend the

experiential marketing modules and the visitor’s behavioural intention.
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2.2 The Construct of Behavioural Intention

Understanding how corporations and brands affect a consumer’s behavioural intent is of
the utmost importance, as this relationship can be used to measure and predict
consumption behaviour (Ahn and Back, 2018; Rather, 2020; Zeitham, Berry and

Parasuraman, 1996).

The notion of what defines “behavioural intent” has been emphasised in the marketing
and management fields for the past five decades as a crucial factor in attaining
differentiation for businesses. Fishbein and Ajzen, (1975) first presented a more
encompassing paper studying four concepts: “belief”, “attitude” intention” and
“behaviour”, where the purpose of this paper would be to create a link between these four
constructs that would chain together forming what the authors named as the “theory of
reasoned action”, meaning that “beliefs lead to attitudes, and attitudes in turn lead to
intentions and so behaviour” (Rutter and Bunce, 1989:39). Consequentially, Fishbein and
Ajzen (1975) came to define behavioural intention as “an individual’s attitude response
tendency to objects”, or more simply, as the probability for an individual to determine an

action or decision (Su, Lian and Huang, 2020:3).

Though Ajzen (1991) still alluded to behavioural intention as the tendency to keep
conducting a particular behaviour in the future, other authors such as Cronin and Taylor
(1992) evaluated the concept and determined that most studies up until then focused only
on favourable intention alone, not exploring the full range of behaviours a consumer could
partake in (Tsaur et al., 2007).

In order to capably measure and define the concept of behavioural intent, Zeithaml et al.
(1996) developed a conceptual model to measure both positive and negative behavioural
intent, composed of different dimensions including loyalty, switch, pay more, external
response and internal response. The study found that the relationship between the quality
of the service offered has a direct impact on the behavioural intention of the customer,
namely customers with an experience free of issues and with high quality had a higher

probability of remaining loyal and recommending the service.

Tsaur et al. (2007) later verified this scale using an adapted version to the characteristics
of Taipei’s Zoo, applying it in a touristic destination setting, thus validating the notion

that experiential marketing positively affects behavioural touristic intent, with the results
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of the study showing that visitors with a positive experience are more likely to
recommend their experience to friends and family (Tsaur et al., 2007).

The notion of “behavioural intention” is therefore a complex construct composed of a
variety of items (Cetin, 2020). One of the suggestions for future research Zeithaml et al.
(1996) recommended was the further increment of the elements composing each of the

markers applied to measure customer intent.

Brakus et al. (2009) directly mentioned in their brand measurement study that customer
loyalty and recommendation are directly affected by positive experiences, and as a result
are important elements to consider when aiming to construct an experience. Positive
experience directly influences customer loyalty and a desire to recommend the experience
(Alrawadieh, Prayag and Alsalameen, 2019; Oppermann, 2000) also known as a positive
WOM, or word-of-mouth.

Rust and Oliver (1994) suggested that the concept of customer loyalty can be defined as
the customer’s likelihood to buy a product over an extended period of time (Cetin, 2020),
and later Oliver (1997) presented the concept as a stated likelihood to engage in a
behaviour. Loyalty refers to a deeply held commitment and desire to consistently revisit
a preferred destination in the future, despite situational impacts and marketing activities
that potentially lead to switch behaviours (Kandampully, Zhang and Bilgihan, 2015;
Oliver, 1999).

Between the types of behavioural loyalty defined by Zeithaml et al. (1996), word-of-
mouth is more strongly associated with customer recommendation and consequent

customer loyalty.

Though there have been studies regarding the relationship between these dimensions,
ultimately it comes down to how the experience is perceived and what elements captivate
the customer to return besides the practical, utilitarian value, much like the elements of
joy, fun and emotions perceived by the customer (Holbrook and Hirschman, 1982).
Tourists are more likely to visit and recommend a destination that they perceive as
trustworthy and dependable (Ekinci and Hosany, 2006). Customers develop strong
loyalty intentions toward a destination if they receive a positive experience with that
destination (Lee and Chang, 2012; Rather, 2020).
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More recently, the tourism industry has begun to understand how important loyalty acts
as a critical strategic advantage in an oversaturated market (Wu and Liang, 2009). Loyal
visitors are also much more resilient towards negative news and reviews regarding their
favourite destinations than those who have no special attachment to the destination (Chen
and Phou, 2013).

The precursor to tourist loyalty begins even in the research stage, where tourists during
the research stage formulate a conception regarding their visit which acts as a precedent

for tourist satisfaction, and ultimately loyalty (Martin-Santana et al., 2017).

Loyal tourists also tend to revisit the same destination (Rather, 2020), are more willing to
pay a premium price, and most likely to provide positive word of mouth communications
(Chi and Qu, 2008).

Behavioural intentions are therefore an important metric to measure the success of a
tourism destination (Afshardoost and Eshaghi, 2020), with research on this topic gaining
more attention recently in the tourism and marketing field (Prayag, Hosany and Odeh,
2014; Rather, 2020). In tourism marketing, the stronger the intention to visit a destination,
the more likely the visitor will in fact visit the destination (Lu, Hung, Wang, Schuett and
Hu, 2016). In a more modern and pragmatic approach to this construct in the field of
tourism marketing, Su, Lian and Huang (2020) have regarded the intention to visit as “the
subjective intention and tendency for potential tourists to visit a certain destination,

stimulated by internal and external information”. (Su et al., 2020: 3)

As a multi-dimensional construct, the notion of behavioural intention remains an
important topic of investigation in order to understand how visitors select destinations
and their future behaviours towards a touristic destination (Afshardoost and Eshaghi,
2020).
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2.3 The Importance of Emotions in Consumerism

The study of human nature, sensations and emotions has always been of interest to
civilisation. From philosophers Aristotle and Plato to Descartes and St. Aquinas, all the
way to David Hume and Charles Darwin, the great thinkers of humanity have always
attempted to understand the complexity of the human emotion and just exactly how the

consequences derived from of our emotions affect our actions.

Though the word “emotion” was introduced in academia in the XVI century (Dixon,
2003) it was not until the 1800s that the notion of what we refer to as emotions
academically began taking shape, as up until then the more commonly used terminology
for what we refer to as “emotions” were expressions such as “passions”, “accidents of the
soul” or even “moral sentiments” (Watt-Smith, 2015:9). Originally noted in French as a
“category of mental states (Volo, 2021), to this day a concrete definition of the word
emotion varies according to the field of science categorizing it (Dixon, 2003), though
most concur on the complexity of this multifaceted construct.

More recently, Tiffany Watt-Smith published “The Book of Human Emotions: From
Ambiguphobia to Umpty - 154 Words from Around the World for How We Feel” (2015)
which contained over 154 constructs for different emotions represented worldwide and

from different cultures, further proving the complexity of this concept.

The research on human emotions has been the object of study of scientists across different
fields, from medicine, psychology, science, (Richins, 1997), to history, psychology,
sociology (Volo, 2021) and more recently even computer science and big data (Lemon
and Verhoef, 2016). Nonetheless, reaching a consensus on a solid definition for this
complex construct of emotions is still a matter of debate (Dixon, 2003; Richins, 1997;
Volo, 2021).

Out of the previously mentioned fields of science, the travel and tourism industry has
been adapting several ideas, roadmaps and measurement scales from the research
performed in psychology(Hosany et al., 2021). The literature in this field is comprised of
three main theoretical branches, namely dimensional, categorical and cognitive
appraisals, though most literature in these fields can be observed through dimensional and
categorical appraisals (Hosany et al., 2021; Zhang et al., 2021).
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Dimensional appraisal studies usually manage emotions as a bidimensional structure such
as positive or negative, pleasant and arousal or worry and anger and usually do not
distinguish between the outcome of emotions of the same valence, but rather emotions of
opposing sides of the spectre, whereas a categorical approach would consider how
emotions of the same valence individually affect the outcome of an action (Hosany et al.,
2021; Li, Jiang and Scott., 2019; Zhang et al., 2021). The way to capture these emotional
responses in the tourism and hospitality sector remains widely performed through the
self-reporting method. Essentially, by having subjects respond on a scale their emotional
response to an event, researchers are able to acquire first-hand valuable data from the
tourists themselves (Hosany et al., 2021; Manthiou, Hickman and Klaus, 2020).

The more commonly used scales in self-reporting methods are Plutchik’s (1980) eight
primary emotions, Izard’s (1977) Differential Emotion Scale (DES), Mehrabian and
Russell’s (1974) Pleasure, Arousal and Dominance (PAD) scale, and Watson, Clark, and
Tellegen’s (1988) Positive Affect and Negative Affect Schedule (PANAS) (Hosany et
al., 2021). Plutchik (1980a, 1980b) reviewed 28 definitions of emotion and concluded
that there was not much consistency between the definitions presented, explaining that
many of them were insufficiently explicit in defining emotion (Richins, 1997). This
framework of emotions has been regarded as one of the most comprehensive theories in
the field of emotions, including the widely used “Wheel of Emotions” (Imbir, 2017).
Izard’s (1977) DES comes to fruition, presenting 10 subscales that elaborate on a
subject’s frequency experiencing emotions (Hosany et al., 2021). The DES has been
pointed to overly emphasize negative emotions and skewing from reality when positive

emotions come into play.

Also acknowledged in the field of emotions is the PAD scale (Mehrabian and Russell,
1974) containing 18 semantic differential items, divided between pleasure, arousal and
dominance, focusing on the notion that physical environments have an influential
emotional impact in humans. Richins (1997) has argued that in these frameworks,
negative emotions predominate the scale whilst daily emotions a common individual
experiences are omitted. For Richins (1997), an emotion is an affective reaction that
occurs from how situations are lived and experienced by individuals. More recently, the
PAD scale has been applied in marketing contexts, namely in studying consumer
behaviour in stores as to determine the effects of pleasure and arousal on external

dimensions such as extra time spent in the store beyond the purchase, unplanned
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spending, compulsive buying and the relations between media and the consumer
(Huffman, Mick, and Ratneshwar, 2001).

The PANAS scale is a 20-item self-reporting scale that aimed to capture positive and
negative emotions, where the positive emotions generally translate to the level of how a
subject feels and experiences positivity and positive emotions in life, and negative
emotions are translated to the “non pleasurable” connection to the event. The most
common issue raised with this scale is that when employed, this scale appears to present
positive and negative dimensions as uncorrelated, as measurement errors lessen negative
correlations between dimensions, emphasizing skewed, more positive outcomes (Hosany
et al., 2021). Whilst the PAD and PANAS scales derive from the dimensional approach,
the DES and Plutchik’s scale derive from the categorical approach (Hosany et al., 2021;
Zhang et al., 2021).

More recently, studies have started to emerge in the academic tourism sphere utilizing the
cognitive appraisal methodology, or CAT for short, an approach from psychology which
seeks to deep-dive on how emotions impact on one’s actions, namely how one interprets
the emotions generated beforehand of an occurrence and how these emotions themselves
affect how one experiences the event, how “emotions guide cognition” (Zhang et al.,
2021). In recent studies, studies employing CAT seek primarily to study the antecedents
of positive emotions alone, but a shift is beginning to turn towards also studying negative
emotions such as worry and anger in a tourist’s experience (Li et al., 2019).

But the relationship between positive and negative emotions is more complicated than
what it may seem. As Manthiou, Hickman and Klaus (2020) have demonstrated, positive
emotions do not necessarily lead to positive tourist experiences, negative emotions do not
always generate unfavourable experiences, and both these dimensions can coexist within
a tourist’s experience. Furthermore, whilst positive and negative emotions can each
independently act as influential variables to outcome of tourist satisfaction, it also has
been noted that preconceived notions in the form of psychological variables about the
tourism destination not only have a direct effect on the expectation towards the
experience, but also also carry significant emotional weight in the outcome of the
experience for the tourist (del Bosque and San Martin, 2008), having a direct impact of
expectations and emotions in the loyalty of the tourist towards the destination (del Bosque
and San Martin, 2008; Martin-Santana et al., 2017).
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Emotions are a key-element in a tourist’s experience, an idea that has driven the
significant role of emotions in tourism experiences being assessed in modern day studies
(Zhang et al., 2021). The aim towards understanding the importance of emotions in the
last two decades has also been to understand the effect of emotions in other constructs
such as customer engagement (Lemon and Verhoef, 2016; Rather, 2020; Rather and
Hollebeek, 2021), customer satisfaction (Barsky and Nash, 2002; Mano and Ollver, 1993;
Oliver, 1997) and customer loyalty (Barsky and Nash, 2002; Kim and Thapa, 2018; Tsaur
et al., 2008).

Despite these publications in academia, the research that spearhead the research of the
full effect of emotions in marketing and consumption has been the research performed
under the guise of experiential marketing (Brakus et al., 2009; Holbrook and Hirschman,
1982; Schmitt, 1999). Holbrook and Hirschman (1982) already referred to the importance
of emotions at the time and their impact on the experience process:

“The full gamut of relevant emotions includes such diverse feelings as love,
hate, fear, joy, boredom, anxiety, pride, anger, disgust, sadness, sympathy,
lust, ecstasy, greed, guilt, elation, shame, and awe. This sphere of human
experience has long been neglected by psychologists, who are just beginning
to expand early work on arousal in order to develop systematic and coherent
models of emotion (Plutchik 1980). Such psychological conceptualizations of
emotion are still in their seminal stages and, understandably, have not yet
cross-pollinated the work of consumer researchers. Yet, it is clear that
emotions form an important substrate of consumption and that their
systematic investigation is a key requirement for the successful application of

the experiential perspective.” (Holbrook and Hirschman, 1982:137)

Subsequent works by Holbrook (1986), Holbrook and Batra (1987), Holbrook and
Gardner (1993) all procured to determine the effect of emotions in the experience of the

consumer.

As a result, the original prediction that researchers in the past decade had already
determined regarding the importance of emotions not only in the experience of the

consumer, but how emotions and an emotional state perpetuated by the experience can in
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fact result in future actions in the behaviour of the consumer, namely intention to revisit
(customer loyalty), to recommend (word-of-mouth) and the overall satisfaction of the

experience became even more reinforced.

Holbrook (2000) regarded the consumer as a real “flesh and blood” being, with desires
expressed even through “daydreaming”, real beings that responded emotionally to the
consumption process, alluding already two decades ago that the experiential approach to
consumption was vital in understanding the consumer decision process (Holbrook,
2000:178).

Regarding this very topic, other researchers have found a positive correlation between
emotions and their effect on behaviour in consumption situations (Barsky and Nash,
2002; Cetin, 2020; Kim and Thapa, 2018; Tsaur et al., 2008).

Barsky and Nash (2002) presented research regarding affective components of
consumerism and how it would directly influence the loyalty of consumers. In the hotel
industry, the authors managed to successfully prove that emotion has a positive effect on
a guest’s loyalty. Cetin (2020) managed to empirically resolve that the customer
experience as an antecedent of loyalty has a direct and positive affect on a consumer’s
behaviour. Tsaur et al. (2008) presented results regarding emotion, namely that positive
emotion has a positive effect on favourable behavioural intention. This was performed
under the visitor’s experience at a Zoo in Taipei. Kim and Thapa (2018) presented a study
measuring environmentally responsible behaviours and destination loyalty of
international tourists who participated in an ecotourism tour package at Jeju Island, in
South Korea. The authors presented a conceptual model and empirically tested how
tourists perceived several values, namely quality, emotional, price, social, flow
experience, and satisfaction and how these would influence environmentally responsible
behaviour and consequent destination loyalty. The authors concluded that emotional

value leads to high levels of flow experience and satisfaction.

There is a proven need to further understand and contribute to the relationship between
the approach experiential marketing and its consequent influence in consumer behaviour,
particularly in the tourism industry. To understand whether experiential marketing can
influence favourably the emotion of satisfying tourist visitors, and at the same time,

understand if it influences their behavioural intent is necessary to any touristic region.
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2.4 Conceptual Model and Hypotheses

The importance of customer experience as a key factor in designing a successful branding
strategy for tourism destinations has been a key step in achieving competitive advantage

and value over competitors (Lemon and Verhoef, 2016; Rather, 2020).

This is an acknowledged fact by industry practitioners, and therefore there is a real need
in continuing to research about how customer experience directly affects the various

dimensions of a tourists experience (Rather, 2020; Tsaur et al., 2007; Zhang et al., 2021).

Past investigations in customer experience in different tourism settings have been
performed under the guise of how it affects customer emotions, customer satisfaction and
behavioural intent, namely loyalty and intention to return (Lee and Chang, 2012;
Rajaobelina, 2018; Rather, 2020; Tsaur et al., 2007), having proved that a better overall
experience usually tends to favour an increase in these metrics, including loyalty —a good
experience makes the tourist want to return. Customers tend to develop strong loyalty
intent toward a destination if the experience with the destination is positive (Hosany et
al., 2021; Rather, 2020).

In the literature we can find that experiential marketing positively impacts tourists’
emotions, subsequently affecting their behavioural intentions to visit, for example in zoos
(Tsaur et al., 2007) and even wine tasting tours (Lee and Chang, 2012). From the review
of existing literature, there are very strong indicators that when all 5 dimensions of
SENSE, FEEL THINK, ACT and RELATE are satisfied, a positive customer experience
ensues, which tends to lead to a favourable behavioural intent, desire to return and even

recommend. Hence, we hypothesize the following:

H1: A positive customer experience with the stay in Algarve is positively related to
loyalty to the region

When defining the components of customer experience, authors have found that emotions
play an important role in the tourism industry, as experience is personal and unique to the
individual, and therefore their personal enjoyment is based on how one felt during their
stay (Del Bosque and San Martin, 2008).
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This emotional component of customer experience in the tourism, travelling and leisure
industry has been defined in multiple literature reviews as a spectrum ranging from
negative to positive across different emotions (Adhikari and Bhattacharya, 2015;
Godovykh and Tasci, 2020; Packer and Ballantyne, 2016; Rahmani, Gnoth and Mather,
2019), from anticipation, trust or joy, to negative ones such as sadness, anger and

disappointment, to name a few.

Research up until the last decade focused by and large on cognitive approaches that did
not consider the significance attached to the emotional components of tourism research
(Del Bosque and San Martin, 2008), though more recently experience models that
transpose the importance of emotions have been adopted in academia, namely experience
model with four main components: emotional, cognitive, sensorial, and conative
(Godovykh and Tasci, 2020).

The literature has shown that the experience a tourist lives through in that destination
largely impacts their emotional state with the destination, from a range of positive to
negative emotions, which ultimately lead to other factors such as satisfaction and loyalty.
Therefore, we propose the following set of hypotheses:

H2: A positive customer experience with the stay in Algarve is positively related to

positive emotions during that stay

H3: A positive customer experience with the stay in Algarve is negatively related to
negative emotions during that stay

The predominant outcomes of tourism experience and emotion have been correlated in
the literature as influencing post-consumption behaviours, including behavioural
intentions (Godovykh and Tasci, 2020; Hosany et al., 2021; Mitas, Yarnal, Adams and
Ram, 2012; Pestana. Parreira and Moutinho, 2020; Prayag, Hosany, Muskat and Del
Chiappa, 2015).

Zhang et al, (2021) have presented a literature review in which the authors noted that

there is a clear skew towards studies examining positive emotions in tourists.
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This is further explained by the authors as due to the pleasurable characteristics of
touristic experiences and how positive emotions can contribute to the formation of
memorable tourism experiences there has been a prioritization on these topics, creating a

gap in the understanding of causes and consequences of negative emotions in tourists.

The work provided by psychological research has determined that positive emotions
create a “wealth of varied outcomes” (Mitas et al., 2012), and in the tourism industry the
literature has proven that there is a link between positive emotions in leisure and positive
outcomes for both the tourist and their intent towards the destination, such as life
satisfaction (Sirgy, Kruger, Lee, and Yu, 2011), and loyalty towards the destination
(Hosany et al., 2014; Rather, 2020).

While positive emotions can be a catalyst to provide for a pleasurable customer
experience, and consequent favourable behavioural intent, negative emotions have been
shown to have a greater, more lasting impact on tourists’ behavioural intentions (Han and
Ki-Joon Back, 2006; Nawijn and Biran, 2019; Zhang et al., 2021).

In their study, Zhang et al. (2021) have also shown that this impact by negative emotions
may lead to negative word-of-mouth, switching and complaining (Hosany et al., 2016;
Min and Kim, 2019; Nawijn and Biran, 2019). The authors have also pointed out that
during their research towards the ideal destination, tourists pay more attention to negative
online reviews (fuelled by negative emotions experienced post-travel) rather than positive
online comments (Lee, Jeong and Lee 2016; Wang, Tang and Kim, 2019), and that
tourists end up remembering negative experiences and negative emotions felt through
those experiences more than their positive counterparts (Kensinger, Garoff-Eaton and
Schacter, 2006; Levine and Bluck, 2004).

There is a call for understanding and differentiating between emotions and cognitions.
(Hosany et al., 2021) argue that “Emotional responses could be either an independent
variable or a mediator between cognitions and outcome variables (e.g., behavioral

intention, perceived overall image evaluation)”.
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Therefore, there is a continuous need to explore the effect of positive and negative
emotions towards behavioural intentions in the tourism industry. On that account, we

would like to propose the following hypotheses:

H4: Tourists’ positive emotions during their stay in the Algarve are positively related to

loyalty to the destination

HS5: Tourists’ negative emotions during their stay in the Algarve are negatively related to

loyalty to the destination

A guestionnaire was adopted to measure and determine the hypotheses presented in the
conceptual framework enclosed in Figure 1. The verified scale utilized to measure H1
derived from the literature in the marketing and tourism literature (Rather, 2020). For H2
and H3, we referred to the verified scales in the literary reviews of tourism management
(Godovykh and Tasci, 2020), Lastly, for H4 and H5, we refer to the validated scales

studied for consequences of destination (Martin-Santana et al., 2017).

Figure 2.1 — Conceptual Framework Model
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CHAPTER Ill: METHODOLOGY

3.1 Research Setting

Our study was conducted in Portugal, in the region of the Algarve. Located in the
southernmost region of Portugal, the Algarve is known for its warm, all-year round

climate and its many visitors it attracts every year.

The Algarve (Figure 3.1) is divided between sixteen municipalities, and though it is
possible to find mountain ranges all throughout the interior of the region, as well as
picturesque towns virtually anywhere, the Algarve is well known for its sunny beaches
and favourable weather, with the municipalities of Faro, Albufeira and Portim&o among
the more popular destinations within tourists (Turismo de Portugal, 2014b). This regional
diversity provides a variety of entertainment to tourists, from local architecture sight-
seeing, walking and cycling trails, golf courses, boat rides, amongst many other
resourceful and appealing activities besides the sun and the sea.

Figure 3.1 - Map of the Algarve (Retrieved from: algarvetips.com/algarve/geography/).
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With a rich and historical background (Turismo de Portugal, 2016), the Algarve has a

total population of 467 475 inhabitants, with Faro, Albufeira and Portiméo representing
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37% of the total local population (Instituto Nacional de Estatistica, 2021), attracting the

majority of tourists that visit the region every year.

Notwithstanding, the assortment of tourists that visit the Algarve are commonly classified
as the touristic segment of “Sun and Sea”, giving the Algarve a rise in popularity as a
holiday destination. Moreover, the region has earned earn the prize of “Best Beach
Destination in Europe” by the World Travel Awards for the eighth consecutive instance,
further establishing the Algarve as a top-quality provider of touristic experiences in

Europe (Turismo de Portugal, 2021).

At the end of 2019, the Algarve had registered 20,96 million overnight stays in the region,
an increase of 2,5% from the previous year (Turismo de Portugal, 2019), a sizeable
number of tourist visits, classifying the Algarve as a high-valued touristic destination.

One year later, due to the COVID-19 pandemic, these figures had seen a drastic decrease
of over 62%, a difference in 13 million less overnight stays than the previous year
(Turismo de Portugal, 2020).

Faro Airport is the primary entry point for tourists visiting the region. Having started
operating in 1965, the local airport is the hotspot ideal for capturing a comprehensive
sample of the tourists the visit the region every year. In 2019, the airport registered a
staggering 9,01 million passengers passing through, with the months between April and
October registering the most visitors averaging 1 million per month (Turismo de Portugal,
2019). Tourists to the region are predominately from the UK, totalling 4,3 million British
tourists, followed by German and French tourists, at 1 million and 719 thousand,

respectively (Turismo de Portugal, 2019).

The main touristic providers of the region have traditionally been either hotels and luxury
resorts, but private accommodation providers shared through online platforms such as

Airbnb and Booking.com are now more prevalent than ever (Turismo de Portugal, 2016).

Having such an important economic forefront for the Portuguese economy such as the
Algarve, it becomes imperative to study the experience of the tourist that visits the region,

and how the region has established itself as a prevalent touristic destination of the country.
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3.2 Questionnaire Design

Based on the existing academic literature, the questionnaire developed aimed to capture
the necessary data in order to attain the research objectives and testing our hypotheses.
The questionnaire was initially designed in English and afterwards translated to
Portuguese, French, German, and Spanish, with a focus of not only applying the
questionnaire to Portuguese tourists travelling to the Algarve from different parts of the
country, but also due to the fact that the main touristic groups that visit the region every

year are native speakers of these languages (Turismo de Portugal, 2019).

The questionnaire was firstly translated by native speakers of each respective language
through a back-translation procedure (Dedeoglu, Bilgihan, Ye, Buonincontri and
Okumus, 2018), and afterwards both the original and the translation were revised again

by native speakers to validate each version.

Before applying the questionnaire in a live setting, a pre-test with 12 tourists was
performed to verify the applicability of the questionnaire, namely how easy and clear was
it to understand, and the usefulness of the measurements and scales. The final versions of
the questionnaires in all five languages can be found from annexes 1 to 5.

For this study, the questionnaire was formulated to target the specific questions of the
research, and the questions found in the questionnaire have already been validated in
previous studies, as per the following table 3.1. The scales employed in this study and the
region were validated by academics with expertise in Marketing and Tourism and local

stakeholders.
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Table 3.1 - Questionnaire theoretical foundation

Objective

Category

Scale

Authors

To understand the
relationship between the
tourist and their experience
with the destination

Costumer Experience

- The Algarve is a
destination perceptually
interesting;

- The Algarve is a
destination that tries to
engage my senses;

- The Algarve is a
destination that lacks sensory
appeal for me;

- The Algarve is a
destination that makes me
respond in an emotional
manner;

- The Algarve is a
destination that tries to put
me in a certain mood;

- The Algarve is a
destination that stimulates
my curiosity;

- The Algarve is a
destination that tries to
intrigue me;

- The Algarve is a
destination that tries to
appeal to my creative
thinking;

- I would like to share what |
experienced in the Algarve;
- | took pictures in the
Algarve to serve as
mementos;

- The Algarve induces me a
sense of identity towards
ecological conservation;

- | bought souvenirs in the
Algarve;

Rather (2020)

To understand the effect of
the experience in the desire
to return to the Algarve

Behavioural Intention

- I will encourage my friends
and/or family to visit
Algarve sometime;

- I will discuss positive
things about this holiday
with my family and/or
friends;

- Assuming my current
circumstances remain the
same, | will choose to come
again to the Algarve;

Martin-Santana, Beerli-
Palacio and Nazzareno,
(2017)

To understand the effect of
emotions in a tourist’s
perception of their visit

Emotions

- This experience makes me
feel pleased;

- This experience makes me
feel enchanted;

- This experience makes me
feel impressed;

- This experience makes me
feel surprised,;

- This experience makes me
feel bored,;

- This experience makes me
feel disappointed;

- This experience makes me
feel displeased;

- This experience makes me
feel angry;

Del Bosque and San Martin,
(2008)

44




To provide a clear and objective questionnaire, responses were measured using a five-
point Likert scale. The reasoning behind this choice has been one of providing an easier
and more clear question set to the respondents. As noted in previous studies, 7-point
scales proved difficult on occasion in understanding the differences between the answer
options presented. This reasoning has been seen adapted into several studies (Dedeoglu
et al., 2018; Guerreiro, Mendes, Fortuna and Pinto, 2020, Jani and Nguni, 2016), as these
researchers also found the 5-point scale easier to handle and clearer for the inquired as
opposed to a 7-point scale. The scale presented ranged from “strongly disagree = 17 to

“strongly agree = 5.

In order to characterize the profile of the tourists that visits the Algarve, at the end of the
questionnaire, participants were asked to provide sociodemographic information (gender,
age, marital status, highest level of education, country of residence and profession), as
well as information regarding the characterization of their visit to the Algarve, namely
the reason of travelling to the Algarve (holidays & leisure, health & wellness, business,
visiting friends & relatives or other), who they travelled with, such as spouse, family,
friends, work group or a pre-organized group visit, and even details regarding the medium
used to book the trip, duration of the visit, first-time or recurring visit to the region and if

so, how many of those visits were under a holiday context.

3.3 Sample and Data Collection

This study benefits from data collected through a survey questionnaire developed as part
of the ongoing study group CinTurs, operated through researchers mainly from the
University of the Algarve.

The target population of this project were tourists that were departing from the Algarve
immediately after their holiday stay in the region. These responses were collected at the
Faro International Airport, by the Departure zone area, as to have respondents describing

their immediate post-tourism experience.

The data regarding this questionnaire was collected during the high season of the region,
namely between the dates of July 15" and September 15" of 2021. The data collection
performed was based on questionnaire filing and the drop and collect method. The drop

and collected survey method is a survey technique in which a researcher drops off
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questionnaires for respondents to complete in their own time, a technique that proves
reliable when collecting data from a significantly sized representative sample of
respondents fairly quickly and cost-effectively (Dedeoglu et al., 2016). This process was
conducted by interviewers recruited by the project team, who were properly supervised

and trained.

A stratified sample of tourists was surveyed considering the most representative segments
of tourists visiting the Algarve by nationality, such as the Portuguese, British, French,
German, Spanish, Irish, Dutch, and others (Turismo de Portugal, 2016). 1909
questionnaires were considered valid to proceed. This global sample size assures a margin

of error lower or equal to 2% with a 95% confidence level.

3.4 Data Analysis

Firstly, following data collection, in order to measure the relevant constructs, the sample’s
characteristics and respective responses were assessed employing descriptive statistics.
The analysis proceeded utilizing the IBM SPSS Statistics 25 software, where frequencies
for characterizing the visitor’s profile such as relevant sociodemographic and tourism-

related background variables were calculated and presented in table format.

The data relevant to the three key topics assessing our hypotheses were also assessed
based on descriptive measures of the responses related to customer experience, loyalty,
and positive and negative emotions. In particular, these responses were characterised
according to their frequencies, mean, median and mode, as well as the standard deviation

from responses.

In order to estimate our conceptual model, namely the relationship between variables, the
partial least squares structural equation modelling method (PLS-SEM) was employed,
utilizing the software SmartPLS 3 (Ringle, Wende and Becker, 2015). This method
implies, first, evaluating the measurement model fit and, subsequently, the structural
model fit and testing the research hypotheses (Hair, Hult, Ringle and Sarstedt, 2016; Hair,
Risher, Sarstedt and Ringle, 2019).

To determine measurement model fit, individual and composite reliability of the model
were assessed, as well as convergent and discriminant validity, all presented in table

format. The individual reliability of the model was determined by observing the factor
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loadings of individual items (Hair et al., 2019) where results yielded should be higher
than 0,708 in order to present more shared variance between each item and the construct
than error variance (Carmines and Zeller, 1979). As for composite reliability of the
construct, both the composite (CR) reliability coefficient and Cronbach’s Alpha were
examined. On one hand, CR indicates internal consistency when the indexes composing
the block of indicators surpasses 0,7 (Kline, 2005); on the other hand, Cronbach’s Alpha
values assert acceptable internal consistency and reliability when values are greater than
0,70 (Nunnally, 1978). In order to assess convergent validity, the loadings” statistical
significance (through bootstrapping procedures) and the Average Extracted Variance
(AVE) for each construct were examined. For this purpose, each AVE should report a
score higher than 0,5 (Hair, Ringle and Sarstedt, 2011; Hair 2016, 2019).

To determine discriminant validity, the Fornell and Larcker (1981) criterion and the
Heterotrait-Monotrait Ratio (HTMT) criterion were both employed, allowing to indicate
up to what extent the constructs employed in the model are in fact representing different
concepts. The Fornell and Larcker criterion presumes that the square root of each AVE
value should exceed the correlations between the construct in question and the other
proposed constructs, whereas the HTMT criterion, measured through the relation between
the (mean) items correlations across groups with the (mean) correlations for the items
measuring the same construct, requires that each HTMT should not go over the threshold

of 0,85, and be significantly different from 1 (Henseler, Ringle and Sarstedt, 2015).

Lastly, the structural model was assessed evaluating the exploratory and predictive
capability of the model for the endogenous latent variables through R? and Q? values.
Overall model fit was also evaluated through Standardized Root Mean Square Residual
(SRMR) measure and Normed Fit Index (NFI) measure (Hair et al., 2016). Then, the
research hypotheses were tested by evaluating the signs and significance of the

corresponding path estimates.
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CHAPTER IV: RESULTS
4.1 Sample Characteristics

The essential demographic characteristics of the sample such as country of residence, age,
gender, marital status, highest level of education and occupation, are summarized in table
4.1. The characteristics regarding travel and visit such as duration of the trip and number

of past visits to the Algarve are listed in table 4.2.

Table 4.1 - Background characteristics of the sample

Characteristics of the Sample
Variables (n = 1909) ‘ n ‘ Percentage (%)
Gender
Male 736 38,6
Female 1151 60,3
Other 7 0,4
Age
18-24 492 25,8
25-64 1313 68,8
>65 79 4,1
Marital Status
Single 837 43,8
Married/ civil partnership 954 50,0
Divorced/separated 78 41
Widowed 12 0,6
Highest education level
Less than High School 145 7,6
Completed High School 461 24,1
University 1151 60,3
Occupation
Employed 1165 61,0
Self-employed 200 10,5
Retired 111 5,8
Domestic 13 0,7
Unemployed 26 14
Student 347 18,2
Other 4 0,2
Country of Residence
Portugal 512 26,8
United Kingdom 465 24,4
Germany 159 8,3
Spain 138 7,2
Netherlands 109 5,7
Ireland 115 6,0
France 164 8,6
Others 247 12,9

As mentioned, the sample consisted of 1909 tourists on holidays in the Algarve. The
sample comprises more female (60,3%) than male (38,6%) respondents, with the average
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respondent’s age being 37 years old (standard deviation=14,571) and ranging from 18 to
83 years old. Most respondents were between 25 and 64 years of age, but a quarter of the
inquired sample was in the age group of 18 to 24; approximately 4% of the inquired
sample were over the age of 65. Half of the respondents were married, and 43,8%
responded as being single. Approximately 4% (4,1%) of respondents replied as being
divorced/separated, and only 12 (0,6%) respondents were widowed. Regarding their
education background, 60% of respondents (60,3%) attained a university degree, 24%
had completed high school, and only 7,6% had education levels below high school. Over
two-thirds of respondents responded as actively working, either as being employed (61%)
or self-employed (10,5%). 5,8% of respondents are retired, and 18,2% replied as being

full-time students at the time.

Concerning their country of residence, the two larger groups of respondents answered as
being from Portugal (26,8%) and from the United Kingdom (24,4%). Most of the
remaining groups of nationalities are aligned with the origins of tourists visiting the
Algarve according to previous reports (Turismo de Portugal, 2016, 2019, 2020) namely
France (8,6%), Germany (8,4%), Spain (7,2%), Ireland (6,0%) and the Netherlands
(5,7%). Approximately 13% (12,9%) of respondents are travelling from other nations. As
for the tourism-related characteristics of the sample, 42,2% of respondents stayed in the
Algarve up until a whole week, whereas approximately 38% (37,8%) stayed for closer to
two weeks. The average amount of days spent in the Algarve were 12 days (standard
deviation=15,240), with a minimum of 1 full day and a maximum of 330 consecutive

days.

Table 4.2 — Tourism related characteristics of the sample

Characteristics of the Sample
Variables (n = 1909) ‘ n ‘ Percentage (%)
Duration of Trip
1-7 days 806 42,2
8-14 days 721 37,8
15-21 days 232 12,2
22-29 days 27 1,4
30 days or more 81 42
Number of past visits to the Algarve
None 19 1,0
1-2 times 320 16,8
3-4 times 281 14,7
5-6 times 248 13,0
7 or more times 264 13,8
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Only 19 tourists (1,7%) were visiting the region for the first time, with the remaining
distributed between having visited the region between 1 to 2 times before (16,8%), 3 to 4
times (14,7%), 5 to 6 (13%) and approximately 14% (13,8%) had visited the region 7 or

more times before.

4.2 Perception of Tourists’ Experience

The perception of tourists” experience in the region was measured on the 5-point Likert
scale (1= Strongly Disagree and 5= Strongly Agree). Over 91% of respondents provided
their input regarding their personal experience, 99% regarding behavioural intent and

97% disclosed their feelings about their stay at the destination.

As shown in table 4.3, respondents perceive their experience at the destination as mostly
positive, appraising more strongly the destination as being perceptually interesting
(mean=4,07; mode=4) and sensory engaging (mean=3,84; mode=4), as well as a
destination that makes an effort to put visitors in a certain mood (mean=3,73; mode=4)
and stimulates their curiosity (mean=3,65; mode=4).

Based on their experience, respondents also noted that they would enjoy sharing their
experience in the region (mean=3,98; mode=4), as well as having taken pictures from
their stay in the region to keep as mementos (mean=4,17; mode=4), and purchasing
souvenirs (mean=3,53; mode=4). Respondents have also considered that the destination
made them respond in an emotional demeanour (mean=3,47; mode=3), observed mainly

in the neutral and agreed categories.

Conversely, it is possible to note that respondents may have felt divided about the region
lacking sensory appeal at an individual level (mean=2,97; mode=3), along with the notion
that the region was making an effort to arouse interest in them through intrigue
(mean=3,39; mode=3). Respondents also considered that the region appealed to their
creative thinking (mean=3,42; mode=3), with overall replies being split between the

neutral and agreed categories.

When prompted with the region inducing a sense of identity through ecological
conservation, respondents noted mainly favourably (mean=3,41; mode=3), falling under

the neutral and agreed categories.
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Table 4.3 — Descriptive measures of the perceived customer experience by respondents

Customer Valid Percentages Descriptive Statistics
Experience

Measurements | 2 3 4 5 | Mean | Median | Mode | _ St
Deviation

The Algarve is a
destination
perceptually
interesting

0,3% 1,5% 129% | 61,1% | 24,1% | 4,07 4,00 4 0,675

The Algarve is a
destination that
tries to engage
my senses

0,5% 36% | 259% | 51,0% | 18,9% | 3,84 4,00 4 0,785

The Algarve is a
destination that
lacks sensory
appeal for me

10,8% | 252% | 29,2% | 259% | 8,8% 2,97 3,00 3 1,139

The Algarve is a
destination that
makes me 2,1% 9,6% 39,9% | 36,0% | 12,2% 3,47 3,00 3 0,903
respond in an
emotional manner

The Algarve is a
destination that
tries to put me in
a certain mood

0,9% 4,7% | 302% | 49,4% | 148% | 3,73 4,00 4 0,803

The Algarve is a
destination that
stimulates my
curiosity

1,1% 74% | 315% | 457% | 143% | 3,65 4,00 4 0,860

The Algarve is a
destination that
tries to intrigue
me

25% | 12,7% | 39,5% | 341% | 11,1% | 3,39 3,00 3 0,930

The Algarve is a
destination that
tries to appeal to 25% | 10,7% | 41,3% | 33,3% | 12,3% | 3,42 3,00 3 0,923
my creative
thinking

1 would like to
share what |
experienced in
the Algarve

0,5% 2,3% | 182% | 57,2% | 21,9% | 3,98 4,00 4 0,732

| took pictures in
the Algarve to
serve as
mementos

0,8% 2,4% 10,7% | 51,0% | 351% | 4,17 4,00 4 0,772

The Algarve
induces me a
sense of identity
towards
ecological
conservation

3,7% 13,0% | 359% | 33,6% | 13,8% | 3,41 3,00 3 0,999

I bought
souvenirs in the 78% | 13,8% | 17,8% | 39,2% | 21,4% | 3,53 4,00 4 1,193
Algarve

Caption: 1 — Strongly Disagree; 2 — Disagree; 3 — Neutral; 4 — Agree; 5 — Strongly Agree
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4.3 Perception of Tourist’s Behavioural Intentions

In respect of the behavioural intentions considered by the respondents, the main results
can be found in table 4.4. Overall, respondents displayed very favourable intentions of
loyalty towards the destination, having responded that they would encourage friends
and/or family to visit the Algarve (mean=4,23; mode=4). The destination also appeared
to have caused an impression, with respondents favourably replying that they would
discuss positive things about their holidays with their family and/or friends (mean=4,31;

mode=4), and favourably considering a return to the destination (mean=4,24; mode=4).

Table 4.4 — Descriptive measures of the perceived behavioural intention by respondents

Loyalty Valid Percentages Descriptive Statistics

Measurements . Std.
1 2 3 4 5 Mean Median Mode Deviation

I will encourage my
friends and/or family
to visit Algarve
sometime
I will discuss
positive things about
this holiday with my
family and/or friends
Assuming my
current
circumstances
remain the same, |
will choose to come
again to the Algarve
Caption: 1 — Strongly Disagree; 2 — Disagree; 3 — Neutral; 4 — Agree; 5 — Strongly Agree

0,1% | 1,5% | 9,7% | 52,4% | 36,3% | 4,23 4,00 4 0,689

0,2% | 0,9% | 55% | 54,6% | 38,8% | 4,31 4,00 4 0,635

0,4% | 2,6% | 11,1% | 448% | 41,1% | 4,24 4,00 4 0,780

4.4 Perception of Tourist’s Emotions

The assessed emotions felt by tourists at the destination were also measured, with the
responses presented in table 4.5. The emotions that were assessed were divided between
positive and negative. The positive emotions assessed are Pleased, Enchanted, Impressed,
Surprised, whereas the negative emotions assessed are Bored, Disappointed, Displeased
and Angry. The responses that captured these emotional dimensions were on the whole
very favourable, with respondents valuing the experience as making them feel pleased
(mean=4,25; mode=4), enchanted (mean=3,86; mode=4), impressed (mean=3,77;

mode=4) and surprised (mean=3,45; mode=4).
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The analysis of negative emotions showed that most tourists did not experience negative

emotions toward the destination. Indeed, tourists do not agree that the experience made

them feel angry (mean=1,65; mode=1), displeased (mean=1,75; mode=2), disappointed

(mean=1,79; mode=2) or bored (mean=1,92; mode=2).

Table 4.5 — Descriptive measures of the perceived positive and negative emotions by

respondents

Emotion Measurements

Valid Percentages

Descriptive Statistics

Mean

Median | Mode

Std.

Deviation

Positive
Emotions

This experience
makes me feel
pleased

0,2%

0,7%

6,2%

60,0%

32,9%

4,25

4,00 4

0,611

This experience
makes me feel
enchanted

0,6%

4,2%

27,2%

44,8%

23,1%

3,86

400 | 4

0,840

This experience
makes 