
Capturing The Tourism Experience
DESIGNING TOURISM EXPERIENCES



Visitor Insights
Balance between internal and external focus:

◦ Devotion on innovation and creativity – new products & technology

◦ Visitor-oriented: incorporate input & feedback to improve experience

Visitors’ insights are important to design experiential platform of 
tourism products

◦ Need experiential research
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Four Layers of the Experiential World
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Experiential Research 
Start research from the outer ring

◦ Analyze pertinent lifestyle & trend
◦ Nature of the trend, the trendsetter, the trend in usage

◦ Analyze the consumption situation
◦ Nature of the consumption situation, the consumers/visitors, the roles & fit of the products

◦ Analyze the product category & the product
◦ Nature of the product category, users. 



Tracking Experience
Tracking experience along customer touchpoints

◦ enhancing experience throughout the customers decision-making processes

Anticipatory 
Phase

Experiential 
Phase 

Reflective 
Phase



Assessing Experience Design
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Experience

Affect

Emotional 
nature of 
consumer 
reactions

Loyalty

Connection 
between 
affect & 
loyalty

Pullman & Gross, 2004



Emotional Responses 
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Emotional 
Responses

Basic Emotions
Pleasure-
arousal 

emotions

Comfort, relaxed, 
happy, pampered, 

satisfied, 
entertained, 

amused, excited

Esteem 
Emotions

Protect self-
concept; VIP-

related

Sophisticated, 
privileged, hip, 

important, 
inspired, curious, 

part of show

Pullman & Gross, 2004



Measuring Experience Design Elements
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Humanic Clues 
(Relational 
Context)

Mechanic Clues 
(Physical 
Context)

Basic Emotions

Esteem Emotions

Loyalty Behavior

Pullman & Gross, 2004



Case Study Results
The type of customer emotions evoked in a hospitality setting 
significantly influence loyalty behaviors

Basic emotions play a strong mediating role; esteem emotions were 
insignificant.

Relational elements strongly related to basic emotions
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Pullman & Gross, 2004



Tracking Experience

◦ What - what do customers doing along the touchpoints?

◦ Where - where are they at different stages of decision?

◦ Who  - who make the decision?

◦ When - when are they making decision?

◦ How – how are their experiences currently addressed?



Surveying Landscape
Knowing what new experiences competitors are coming up and how to 
respond to them.

◦ Experiential benchmarking

Three generic types of competitors:
◦ Direct competitors

◦ New entrants

◦ Players outside the industry



Experiential Research Techniques
Three approaches to experiential research:

◦ Conduct research in natural environments
◦ Taking an anthropological - observational approach

◦ On-site surveys (or interviews) & observation

◦ Participant diaries (including photographic information)

◦ Conducting research in experimental environments - Use realistic stimuli to 
elicit relevant visitor responses
◦ 3-D, multisensory & multimedia display

◦ Encourage visitors to imagine a different reality
◦ Think about future desirable experiences & evaluate present ones



Experiential Research Techniques
Experience can be interpreted through its expression

Understanding experience: understanding how events are received 
consciously. 

◦ Understanding the elements of senses, cognition, feelings & emotions

◦ Analyzing Expression: verbal, written, images, impressions
◦ Informative

◦ Performative



Experiential Research Techniques
What to look for:

◦ Senses

◦ Cognition

◦ Feelings & emotions



Experiential Research Techniques



Primary data gathering experiments

Experiential Research Techniques



Experiential Research Techniques
Secondary data gathering:

◦ Interpretation of experience from text, images, etc.  



Advanced methods



3.8

4

4.2

4.4

4.6

4.8

Colonial Quarter Average Trip Advisor 
Reviews

0

0.1

0.2

0.3

0.4

0.5

SJC Historic
District

Colonial
Quarter

Live Oak

Positive Twitter Sentiment

Instagram Heat Map

4.4/5 
#18/151

Level 1 - Describing Tourism Experiences



Level 2 - Deconstructing the Experience Network

Data collection – online survey

67,209 email contacts 
collected between Oct 2011 
and Oct 2014

6,058 responses (9.0 % 
response rate)

Sub-sample of 2,565 visitors

Stratified propensity score 
weighting to control for non-
response bias

Measurement Items

Network Structure

List of 62 attraction touchpoints 
aggregated and recoded to seven 
counties

Economic Impact

Total party spending for the visit



County 
% of 

Visitors 
% ON 

Party 
Size 

Nights 
Counties 
Visited 

Touch points 
(county/total) 

Total 
Spend 

Elkhart  58.8 77.5 3.6 2.3 2.8 3.2/6.9 $626.07 
Kosciusko  12.3 72.6 3.5 2.4 3.4 1.4/8.0 $498.77 
LaGrange  59.0 76.2 3.7 2.2 2.7 2.4/6.6 $630.55 
LaPorte  35.4 69.4 3.6 2.3 3.4 1.9/6.4 $596.63 
Marshall  14.9 77.4 3.5 2.5 3.0 1.2/8.9 $644.16 
Porter  37.0 66.2 3.5 2.1 2.8 2.0/5.8 $514.73 
St. Joseph  30.9 74.6 3.6 2.5 3.2 1.8/7.3 $587.97 

Total 100.0 71.3 3.6 2.1 2.3 5.3 $569.61 

 

Season Weighted 
Sample Size Frequency

Season 1:  New Year’s Day to
Memorial Day 537.67 21.4%

Season 2:  Memorial Day to
Labor Day 1248.70 49.8%

Season 3:  Labor Day to New
Year’s Day 723.41 28.8%

Total 2520.01 100%

County Number of 
Touchpoints

Elkhart 17
Kosciuko 5
LaGrange 14
LaPorte 8
Marshall 6
Porter 7
St. Joseph 12
Total 62

Basic attributes of N. Indiana Tourism System



Network Structure 



Sara
time-interval survey



Sara’s visit to Philadelphia



Sara’s visit to Philadelphia



Level 4 – Reconceptualizing Experience Measurement



Biophysiological sensors used to measure

traveler’s  sensory experiences

Vision 

Taste/ Olfaction 

Somatic (e.g., temperature, humidity) 

Audition

Haptic 

Movement

The New World of Experience Measurement



Further Deconstructing Emotions throughout a Visit



Integrating

bio-
physiological 

data with self-
report data

Mobile 
Eye-

tracking

Emotion

Surveys

Location 

The primary approach used in the study is described as iMotion whereby visitors to the
park used a series of technologies to capture key data about their location, what they
see, what they experiences and the various aspects of their environment.

Relating Emotions and Site Design



Experiential Research Techniques
Valence

◦ Means the intrinsic attractiveness (positive) or aversiveness (negative) of an 
event, object, or situation

◦ The term is also used to characterize and categorize specific emotions:
◦ Negative valence: anger, fear

◦ Positive valence: joy



Experiential Research Techniques
Arousal
◦ The state of being “awake”

◦ It involves the activation of the reticular activating system 
in the brain stem, the autonomic nervous system and the 
endocrine system, leading to increased heart rate and 
blood pressure and a condition of sensory alertness, 
mobility and readiness to respond
◦ Low arousal: bored

◦ High arousal: excited



Emotional Response and Tourism Places



* Numbers in the graph (1…N) represent “Moment of Interests (Peaks)” using skin conductance responses 

Informant #14

Entrance

Reading 
Information

Watching 
Birds Up-close to 

Flowers

Hearing 
Gator sound

Walking

Spotting birds

Overall Emotional Experience

▪ Number of Moment of Interests (Peaks): 13

▪ Favorite Things: beautiful scenery, water plants and flowers, birds 
and wildlife

▪ Least Favorite Thins: lack of  resting areas, viewpoints

Emotional Responses on Route 1 in the Park



Psychological Dynamics of Experience

• The goal of tourism advertising and tourism marketing is to build emotional 

connection with people, places, and experiences (Tussyadiah & Fesenmaier, 2009). 

• Online ads are also comprised of many continuous messages (McDuff et al., 2014).

• Understanding dynamic nature of emotions enables us to examine the 

processes and outcomes of effective communication (Micu & Plummer, 2010; Kim, Kim & Bolls, 2014).

Level 5 - Structure and Emotions



Evaluating a Continuous Stream of Events

Emotional response and Structure



Rising ActionExposition Confliction
Falling Action &

Resolution 

Climax1: 
Mufasa’s Death

Climax2: 
Final Battle 

Evaluating a Continuous Stream of Events

Emotional response and Structure



Emotional response, Structure and Tourism Places



Mapping Utah and Oregon Online Ad with EDA data

Emotional response, Structure and Tourism Places



Mapping iMotion Results: Heat Map

Ad # 10

# of Participants 3

Destination Gulf Shores & Orange Beach

State AL

Story Structure Informational

Point of view Third person

Content Genre Activities

Narrative Transportation 6.56

Involvement 6.11

Enjoyment 5.78

Ad Evaluation 6

Place Evaluation 6.67



Mapping iMotion Results: Gaze Plot

Ad # 10

# of Participants 3

Destination Gulf Shores & Orange Beach

State AL

Story Structure Informational

Point of view Third person

Content Genre Activities

Narrative Transportation 6.56

Involvement 6.11

Enjoyment 5.78

Ad Evaluation 6

Place Evaluation 6.67



Emotional Response

National Laboratory of Tourism & eCommerce, Eric Friedheim Tourism Institute, University of Florida

informant #28
03:10.5



Emotional Response

informant #50
04:21.1
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Comparing  Emotions in Online Stories by Dramatic Structure 
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“Degree of change” is represented as x and y coordinates where (x) is equal to the degree of change in positive to negative emotions or vice
versa and (y) is equal to the degree of change in calm to excited emotions or vice versa.
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Emotional Response to online story

Excited
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Types of Impact

Image 

Fluency

Argument 

Strength

Information 

in Story
Believability

Affective 

Appeal

Involvement 

in Story

Narrative 

Transport

Cognitive 

Appeal

Discussion of Outside Life NS Pos. Pos. Pos. Pos. Pos. Pos. Pos.

Discussion of Other Destination NS NS Neg. NS Neg. NS NS Neg.

Destination Facts NS NS Neg. NS Neg. NS NS Neg.

Narrator Advice NS NS NS Pos. NS NS NS NS

Events/Seasonality NS NS NS Neg. NS NS NS NS

Use of 3rd Person NS Neg. NS NS NS NS NS NS

# of Episodes Neg. Neg. Neg. Neg. Neg. NS Neg. NS

Narrator Gender Neg. NS Pos. Neg. Pos. NS NS Neg.

Total # of Characters Pos. Pos. Pos. Pos. NS NS NS Pos.

Personal Comments (Beginning) Pos. Neg. Pos. NS Pos. NS NS NS

Personal Comments (End) Pos. Pos. Pos. NS Pos. NS NS Pos.

Note: Pos. indicates that the feature of the story has a consistently positive and significant impact on the particular component of the persuasion
model; Neg. indicates that the feature of the story has a consistently positive and significant impact on the particular component of the persuasion
model; NS indicates that the relationship between the feature of the story the particular component of the persuasion model in consistently
Not significant.

Impact of Story Components on Persuaison
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“Finding Adventure; Reconnecting in the Great Outdoors in Laramie
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Merging Emotional Response, Structure and Response



Physiological response and eye tracking

• CQ Museum Tour (6 participants)
• Green Trolley Tour (6 participants)

4 Consumer Surveys

• CQ Museum Tour visitors (n=200)
• Florida 3rd grade teachers (n=386)
• CQ restaurant patrons (n=46)
• Live Oak concert goers (n=11)

In-depth Interviews

• Historic District Visitors
• 29 informants
• 3 hours 20 minutes                                         of interviews

Social Media Data Mining

• Twitter
• Trip Advisor
• Instagram

Level 6 - Extending the Research Paradigm 



Building an AI to write online stories



Building an AI to write online stories

Corpus Of A Tampa Bay Story: Magic On Tap



Building an AI to write online stories



Example – Building an AI to write a story



Table 1. Correlations between self-report emotions and the persuasion model   

 Argument 
strength 

Narrative 
transport 

-ation 

Affective 
appeal 

Cognitive 
appeal 

Attitude 
toward 
story 

Attitude 
toward 
dest. 

Visit 
intention 

Anger -.10* -.15* -.08 -.11* -.15* -.12* .00 
Disgust -.14* -.03 -.07 .07 -.21* -.17* -.07 
Fear .01 -.08* .05 .05 -.03 -.06* -.08* 
Sadness -.01 .03 -.07* -.08* -.04 .01 -.01 
Expectancy .13* .09* .09* .09* .06* .06* .13* 
Joy .42* .43* .29* .26* .42* .39* .46* 
Surprise .19* .09* .12* .12* .08* .08* .10* 
Acceptance .03 .03 .05 .07* .10* .05* .00 
Mulitple R  .68 .64 .51 .52 .76 .66 .63 

                   * Coefficient is significant at 0.05 level (2-tailed). 

 

Table 2. Correlations between text-based emotions and the persuasion model 

 Argument 
strength 

Narrative 
transport 

-ation 

Affective 
appeal 

Cognitive 
appeal 

Attitude 
toward 
story 

Attitude 
toward 
dest. 

Visit 
intention 

Anger -.30 -.10 -.19 -.21 -.40 -.44 -.30 
Disgust .17 .28 -.11* -.22 .38 .31 .36 
Fear -.37 -.47 -.41 -.38 -.43 -.50 -.40 
Sadness .08 .15 .43 .39 .08 .42 .22 
Anticipate -.38 -.26 -.37 -.35 -.30 -.19 -.30 
Joy -.35 -.22 -.21 -.27 -.33 -.48 -.21 
Surprise .61* .44 .58* .58* .50 .61* .50 
Trust .40 .03 .18 .22 .26 .44 .35 
Multiple R  .51 .51 .54 .58 .61 .59 .48 

                  * Coefficient is significant at 0.05 level (2-tailed). 

 

Correlations Between Self-report Emotions And The 
Persuasion Model 

Correlations Between Text-based Emotions And The 
Persuasion Model 

Example – Building an AI to write a story
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Correlations Between Self-report Emotions And The 
Persuasion Model 

Correlations Between Text-based Emotions And The 
Persuasion Model 

Linking Story Text And Overall Performance

Example – Building an AI to write a story



Experiment & Controlled Natural & Uninterrupted 

Time-lag analysis Real-time analysis 

Linear & sequential Simultaneous

Static & fixed Dynamic & Responsive

Level 6 - Shifting the Paradigm for Designing Tourism  Places
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