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Implicit Cognitions in the Experience Economy:
Assessing travelers´ implicit attitudes toward (social)
travel experiences

Abstract
Tourism and travel are at the forefront of the experience economy, with consumers articulating growing interest in
responsible and social experiences. However, most travel products still provide basic aesthetic experiences, such as e.g.
beaches and club settings, along with traditional entertainment. This disparity between travelers’ stated needs for more
life-changing travel experiences and their acceptance of underwhelming travel offerings might be explained by shortcomings of the traditional survey-based methodology of assessing travelers’ attitudes. Therefore, this study uses implicit
attitude measurement to elicit consumers´ underlying attitudes toward travel experiences. Findings show that travelers associate aesthetics more with positive and education more with negative travel experiences. Comparing escapism and entertainment motives, respondents have more positive associations with passive, absorptive entertainment than with active,
immersed escapism experiences. Thus, implicit cognitions may explain observed attitude-behavior gaps in responsible
tourism.
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1. Introduction
In the experience economy, consumers value the associated experiences of product offerings more than its

Innovative service providers design responsible travel offerings, which entice travelers to experience travel in novel ways
travel offers however still focus on providing simple aesthetic experiences, such as beautiful beach and club settings and
traditional entertainment offers. A possible explanation for this gap between articulated needs and realized offers might
be that the experiences that travelers´ truly search for are not well captured by traditional surveys. Unconscious desires
as well as social desirability biases can lead to an overestimation of the importance of higher-order, politically correct
offering to them. This questions can be formulated also as a trade-off questions: Which experience is more appealing for
a traveler, traditional entertainment providing aesthetic experience, such as a beautiful beach and club settings, or more
To answer these questions, previous studies have attempted to capture travelers’ attitudes using traditional
rely on self-reported ratings, where people rate particular items, such as tourism brochures, web-based advertising

drawback of using self-report measurement is the inability to retrieve and analyze the respondents´ implicit memories.
A traveler’ attitude, corrected for potential social desirability biases, can be measured indirectly. This process

the most widely used instruments when measuring individual’s implicit cognition. However, there remains a lack of studies

Association Test to elicit travelers´ true attitudes toward different types of travel experiences by incorporating Pine and

2. Literature
2.1. Experience Economy Framework

Figure 1).
According to Pine and Gilmore, in the context of tourism destination, travellers are absorbed in the experience when
engaging in an entertainment or an educational activity, whereas those travellers who participate in an aesthetics or and

Figure 1: The four realms of an economy
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Entertainment experience

Educational experience
that enhances a traveller’s knowledge. Education is characterized as an absorptive experience because travellers have to
tourist activities are considered as educational experience are, for instance, visiting museum, taking a local cuisine cooking
course.
Esthetics experience

Escapist experience
having an escapism experience, a traveller actively participates and becomes immersed in these activities during a vacation

Researchers have thus far linked Pine and Gilmore’s concept with the attitude and intention to visit or revisit a
esthetic experience
much escapist and entertainment experiences. This result is reasonable since the esthetic experience is a focal marketing
escapism and esthetics experiences are a driver of visitors´ satisfaction in the context of
music festivals, whereas education and aesthetics become the focal point of experiencein the the context of museums. In
esthetics experience is its main motive,
followed by the entertainment experience and the educational experience. In the context of sport tourism, Hwang and Lyu
namely, education, entertainment and escapism
undertake during their visits to a destination.
All the previous measurement relied on traditional surveys,which cannot capture the unconscious desires or the
to ignore their feelings and rationalize their thoughts either because of expected social norms or their own individual
higher order, politically correct travel experiences. To overcome this limitation, this study utilizes an alternative measurement
approach to assess people’s true attitudes. To shed light on possible hidden desire of travelers, this study combined the
four experience dimensions offered by Pine and Gilmore with implicit association measurement.

2.2. Implicit Association Test

categories. Relative response speed thereby reveals the strength of respondents’ mental association between a target

improve the predicition of behavior as compared to relying on explicit attitude measurements.
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The IAT procedure involves a computerized task where participants are exposed to a series of stimuli, which can

“entertainment” and “pleasant” on the right). Then, participants are asked to assign each of stimulus to a particular category.
Participants’ responses are measured according to their reaction time of how quickly they assign the stimuli to a particular
category correctly.

understanding of the tourist perception on promonent international destinations that were particularly related to familiarity
travelers´ preferences toward two country destinations, whereas the IAT proved the presence of an implicit preference for
England over China by American and Korean travelers, and China over England by Chinese travelers.
Despite its promising potential for the tourism domain, only a limited number of tourism researches have adopted
the IAT to try and understand travelers’ behavior and its underlying psychological contruct. Therefore, the current study
adopted the IAT to measure tourists´ anticipation of desired travel experiences.

3. Methodology
This study applies the IAT to Pine and Gilmore’s four realms of the experience economy to reveal travellers’ implicit
associations with education, entertainment, escapist and aesthetic experience. We split the IAT into two experiments that
aesthetic experiences. The second IAT then contrasts entertainment with escapist experiences. A total of 411 participants
were recruited from three different universities in Indonesia. The experiment was conducted online using the research

combined task. The two target concepts of the experiment, represented by pictures were educational experience versus
aesthetic experience and two evaluative attributes were “pleasant” versus “unpleasant”
see
Table1

categories of Pine and Gilmore’ s realms.
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Table 1
Summary of the stimuli used for Experiment 1
Category

Stimuli Used (Pictures or Words)

“Education”

“Esthetics”

“Pleasant”
“Unpleasant”

Bad, Pathetic, Disgusting, Unfortunate, Annoying, Irritating

its underlying category. Instructions were given at the beginning of each block, describing the two experience categories,

labels stayed on the screen until the participant entered a response by moving the mouse. If a response was deemed to
ms. interval between the onset of a response and the onset of the next trial. The trials were also randomized, with an equal
number of trials presented for each category.
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Table 2
pictures pertained to education and moving the mouse to the right when the image depicted an esthetic one. The location
of both categories switched in block 4. In the second block, The two discrimination categories were replaced with two
evaluative attributes, namely, “Unpleasant” on the left and “Pleasant” on the right. There were also 20 randomized trials, 10
for each attribute category.

Table 2
The Block Sequence for the IAT

Block

Task description

Left categories

Right categories

1

Initial target concept discrimination

Education

Esthetics

2

Evaluative attribute discrimination

Unpleasant

Pleasant

3

Initial combined task

Education OR
Unpleasant

Esthetics OR
Pleasant

4

Reversed target concept discrimination

Esthetics

Education

5

Reversed combined task

Esthetics OR
Unpleasant

Education OR
Pleasant

Remark: The reversed sequence started with Blocks 4-5, followed by Blocks 2-3.

or Unpleasant” in the left upper corner and “Esthetic or Pleasant” in the right upper corner. For reversed target concept
discrimination, the positions of two categories for discrimination were switched, with “Education” moving to the right and
“Esthetic” to the left. Thus, the correct response was different based on the stimuli that appeared on the screen. The reversed
Esthetic or Unpleasant on the left and “Education or Pleasant” on the right. Both the reaction time and the accuracy of each
response were measured.
In the subsequent Experiment 2, the procedures were similar to Experiment 1. The two target concepts of the
experiment, as represented by pictures were “Entertainment experience” versus “Escapist experience” and there were two
Table 3). There were 12 pictures
and circus) and 6 pictures representing the “Escapist experience” e.g., tracking, skiing, and diving).
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Table 3
Summary of the stimuli used for Experiment 2
Category

Stimuli Used (Pictures or Words)

“Entertainment”

“Escapist”

“Pleasant”
“Unpleasant”

Noisy, Boring, Disgusting, Disturbing, Annoying, Irritating

To control for possible sequence effects in both experiments, the respondents were randomly assigned either to

“Education”/ ”Entertainment” being moved to the right and “Esthetics”/”Escapist” being moved to the left. Thus, in contrast
hand side, matching it in Block 3 with the positive attribute dimension and only later in Block 5 with the negative attribute
dimension.
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4. Results
4.1. IAT analyses

to the following procedure: First, we eliminated trial response latencies greater than 10,000 milliseconds. Then, we included
all response latencies, whereby we could then add a latency correction to the false responses. Finally, we calculated the
difference in the score between the congruent and incongruent trial block, divided by the pooled standard deviation in the
response latencies across both blocks). The resulting measure resembled the IAT D-score. The D-scores are computed as
The analysis of Experiment 1 compared the relative attitudes for aesthetic to educational motives for travel. The
analyses showed that respondents associate esthetics more with pleasant impressions and education more with unpleasant
the sample population of students where a desire for learning should have been expected.
The analysis of Experiment 2 allowed us to gain further insights regarding the implicit affective associations with
escapism compared to entertainment as a travel motive. When comparing the escapist and entertainment motives, the

experience framework are not of equal value for travellers. The two dimensions of passive experiences outweigh their
counterparts that need traveller´s active participation. Findings also indicate a small favouring of immersive experiences
against absorptive experiences. In sum, an imbalance of travellers´ implicit attitudes towards passive and absorptive
experiences has to be stated.

Figure 2: Implicit associations towards
experience dimensions

4.2. Robustness Checks

we analysed the differences in the estimated D-scores across the two settings of the IAT experiment, either starting with the
compatible or incompatible task. The following table exhibits the calculated D-scores for the IAT experiment, comparing the
educational motives to the aesthetic ones. As can be seen in Table 3, there were no sequence effects present in our study.
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IAT results differentiated by sequence of the IAT Test
Compatible

Incompatible

Mean D-Score

0.199

0.191

0.195

Standard Deviation

0.619

0.614

0.617

84

66

150

Criterion

# observations

Total

Table 3: A Robustness Check on the Findings of the IAT tests

5. Discussion
Two experiments tested travellers’ unconscious preferences toward destination. The results of Experiment 1 revealed that
implicitly respondents have a stronger positive association toward esthetic experiences compared to educational experiences during
surrounding them. Therefore, compared to active involvement in a local cuisine cooking class, consuming the beautiful scenery of
the mountains or lying on the beach are more favorable activities for Indonesian travellers. In Experiment 2, the results revealed that
Indonesian travellers prefer entertainment experiences more than escapist experiences. Hence, marketer can offer activities that
traditional dance performance, watching the performing arts) rather than active activities like hiking, trekking or scuba diving, all of
which require travellers to actively engage in activity.

-

experiences such as cultural/educational and adventure tourism, because our implicit association test suggests that Indonesian travellers prefer to have esthetic and entertainment experiences during their vacation rather than educational and escapist experiences.
This study comparison let us assume that there is an implicit/explicit dissociation for desired travel experiences. Further
studies should assess the extent to which marketer reports may have overstated travelers´ desire for active vacations. Since further
research is needed to test which method of attitude measurement can best predict ex-post travel experiences, we recommend that
market researchers apply both methods to reveal both types of attitudes, namely, travelers´ explicit as well as implicit views.
This study is of exploratory nature and clearly not without its limitations. The use of a student sample is an obvious limitation,
however, we deemed it acceptable due to the chosen focus on millennials as our traveler population. More importantly, there might be
deep-rooted cultural issues that ask for cross-cultural comparisons. Finally, longitudinal studies are needed to cross-verify the validity
of ex-ante travel expectations when forecasting ex-post satisfaction with travel experiences.

Journal of Marketing Trends - Volume 7 - N° 2 (June 2021) - 21

JOURNAL OF MARKETING TRENDS - CONSUMER BEHAVIOR

References
The case of shy behavior. Journal of Personality and Social Psychology 83 (2), pp. 380-393.
Annual Review of Psychology (62), pp. 391 - 417.
Tourism
Management 64 (February), pp. 55–63.
Choi, S.,
Journal of Travel & Tourism Marketing, 32(5),

Psychology and Marketing, 23, pp. 727–740.
Journal of Personality and Social Psychology, 74 (6), pp. 1022-1038.
Implicit Association Test. Journal of Personality and Social Psychology, 74, pp. 1464–1480.
scoring algorithm. Journal of Personality and Social Psychology, 85, 197–216
myopia to memorable experiences. Journal of Destination Marketing & Management, 9, 36-43.
Journal of
Travel Research, Vol. 49 No. 3, pp. 351-364.
economy to golf tournament tourists. Journal of Destination Marketing & Management, 4(4), pp. 248–257.
Jeongseon, South Korea. International Journal of Tourism Research 18 (5), pp. 417-422.
towards destinations with the Implicit Association Test. International Journal of Tourism Research 13 (5), pp. 468481.
test in tourism research. Tourism Analysis,15(3), pp. 299–313.
Journal
of vacation marketing, 8(2), 105-108.
Perspectives on Psychological Science, 1745691620904080.
Journal of Destination Marketing & Management (6), pp. 396-406.
consumer attitudes, and behavior. Journal of Consumer Psychology, 14, pp. 405–415.
and attendee loyalty. Journal of Services Marketing, 28(2), pp. 22-35.
examination in tourism. Journal of Quality Assurance in Hospitality & Tourism, 12(4), pp. 237-255.
Journal of Travel
Research 46 (2), pp. 119–132.
International Journal of Tourism Sciences 10(2), pp. 35-54.
The experience economy: Work is theatre and every business a stage. Cambridge,
MA: Harvard Business School Press.
Journal of Travel & Tourism Marketing 32:5, pp.
578-594.
Tourism
Management, 24, pp. 35–43.
Journal of Research and Management, 41(3), 48-76.

22 - ISSN 1961-7798 - © 2021, International Marketing Trends Conference

JOURNAL OF MARKETING TRENDS - CONSUMER BEHAVIOR

their effects on destination decisions. Journal of Destination Marketing & Management
Indonesia Millennial Report 2020: Understanding millennials’ behaviours
and demystifying their stereotypes. Retrieved on 22 July 2020 from https://cdn.idntimes.com/: https://cdn.idntimes.
com/content-documents/Indonesia-millennial-report-2020-by-IDN-Research-Institute.pdf
Tests. Tourism Management (33), pp. 50-52.
Tourism Review,
73(2), pp. 169-185.

Journal of Marketing Trends - Volume 7 - N° 2 (June 2021) - 23

J O U R N A L O F M A R K E T I N G T R E N D S - DIGITAL CUSTOMER EXPERIENCE

Sustainable Digital Customer Experience:
literature review in search of theoretical roots
Abstract
This conceptual paper aims to explore thoretical roots in the streams of marketing and sustainability, in particular
to recently receive growing attention by consumers and companies, and this could be a signal of a new trend of mass maradvantage. In this scenario, in order to identify theoretical roots and as such to help future contributions and proposal of

Key words: Marketing, Sustainability, Customer Experience, Digital Customer Journey, scoping study.
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Introduction
This conceptual paper aims to explore some common literature roots, in the streams of marketing and sustainability,
Sustainability efforts are receiving growing attention by consumers and companies’ investments, and these new values are
driving new mass market demand trends. Digitalization is now a big wave that is asking marketing to review distribution and

needs they could lose new market opportunities and weaken their competitive advantage. In rapidly changing scenarios,
marketers have to innovate anticipating trends and market requests, and academic research is often able to track these
changes. However, when a new conceptualization is emerging during a big change, it is useful to explore pre-scenario

Literature background
A long tradition on the importance of sustainability in corporate and marketing strategy
Many years ago, companies had included sustainable development in their strategic directions, in alignment

2011). Sustainable innovation entered the organization, in particular requiring a change in its structure and downloading

culture, and enhancing employees’ sustainable orientation permits the continuous improvement of new sustainable

have been driven by markets and customers. Consumers in particular, became more informed about sustainability, and
their new beliefs changed their purchase behaviour, so then new retailing services were pulled by these market drivers

2012).
Sustainability entered business strategies becoming the main purpose for innovative sustainable business

products, services and business models, form a strong driver to address sustainability in marketing. Indeed, marketing
discussing the usefulness of the shareholder engagement in sharing and promoting sustainable causes.

Svensson, 2012). Consumers should take a participative role in helping companies in reaching higher sustainability results,

market revolution have forced companies to innovate their marketing strategies to creatively reposition their corporate
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Customer experience and sustainability
Marketing experts know that, on the consumer side, some experiences offered during a purchase process could

Corporate experience tactics require to pay attention to small details in every touch point.
Each consumption experience produces an emotional response, which impact on customer satisfaction and on

brand reputation and customer loyalty, marketing managers should differentiate their strategies and develop adequate

different strategies and consequently has differentiated positioning and strengths. Experiential marketing fundamentals
create the customer experience might be built on the principal company’s vision and core values on sustainability, and

is already well established. However, all of these concepts are explored in silos and it seems they are not yet merged to

Methodology
Based on the above mentioned literature background, this manuscript aims to highlight theoretical roots and
identify some further direction for researchers and practitioners.

to chart the key concepts that support a research area and the principal sources and kinds of evidence accessible. They
examined before. As researchers become more familiar with literature, they will undertake “more sensitive searches of

undertaking every step in a thoughtful way and, if it is necessary, to repeat steps, in order to assure a complete and
comprehensive coverage of literature. The literature review protocol, in relation to the direction of a scoping study, consists
d) collating, summarizing and reporting the results. This paper is describing two scoping studies conducted to respond to

fundamentals and conceptual roots.
Study 1 on Sustainable Customer Experience
Study 1 focuses its attention to highlight theoretical and managerial roots of the modern concept of the Sustainable
Customer Experience. Since this concept is not discussed well yet in academia, there is a need for a deeper, multi-topics
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experience, sustainable customer experience, online customer experience). Each keyword was used in searches within
each database, with restrictions on title, abstract and keywords in the initial search. The study selection was conducted
using the entire articles’ contents, seeking relevance for the research questions. This resulted in 119 relevant papers,
in particular: 29 on corporate sustainability, 21 on sustainable business model, 17 on triple bottom line, 30 on customer
experience, 2 on sustainable customer experience, and 20 on online customer experience. Then, the full content of
research phase. In particular, limitations in study 1 suggested to explore the theme upon a broader view of online customer

Study 2 on Digital Customer Experience
This second scoping study aims to explore the Digital Customer Experience, following the same research protocol,

keywords of the academic articles, and the focalization on digital customer experience has been then stressed within the
content analysis of full text of selected papers. This process lead to 68 relevant articles selected.
Industry reports and companies reports, available online, have been capture within a Google engine search, and
directly on important consulting and market research institutes website. The managerial section of the scoping study leads

experience.

Results
Sustainable Customer Experience: literature review results
Study 1 data charting revealed some interesting results, useful for understanding conceptual origins in terms of

The international authorship of sustainability articles is shown in descriptive statistics as the bigger cluster, with
research teams of different nationalities collectively spanning the world. On customer experience topics, American authors
are the most frequent.

The content analysis of the 119 selected publications revealed a literature gap in relation to the concept of
Sustainable Customer Experience. Very few articles found with the keyword “Sustainable Customer Experience”, however
theoretical gap within the business literature in relation to this topic, and this is a call for theory building in further research.

Digital Customer Journey: literature review results
Study 2, collecting 68 relevant academic articles, shows the increased interest of researcher on Customer
Journey research topic, with the following time range descriptive statistics: 8 studies are published before the year 2000, 13
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In addition to this search on academic sources, the second study included also other selected 49 managerial

evidence of industry reports contents, that are pointing out the need of more analysis, measurement and technology tools,
lack of interest in digitally sustainable experiences.

Discussion

formulation of the Sustainable Costumer Experience pillars:

These elements could represent the base on which sustainable customer experiences might be developed,
in digital environment as well. Sustainable customer experience is an evolution of the traditional customer experience
concept, updated to the modern requests of customers, that have needs, beliefs and values that are changing and moving
that creates holistic value thanks to the customer’s engagement derived by sensations, feelings, cognitions and behaviours

Marketing Science Institute says that customer experience is the next challenge for research, that could help to optimize

September).
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Conclusions

structured literature review integrating different topics, reveals some cues to build a new conceptualization, where digital
and physical touchpoints are orchestrated to offer valuable and sustainable customer experiences, but have found an
evident literature gap in theoretical roots.
Digital Customer Experience, in the meantime offering some descriptive results on time range and key words to highlight
literature gaps and pillars merging sustainability and digital in customer experience. These two studies identify some gaps
customer experience can be enhanced by sustainability values and stimuli, and its role on educating or co-educating
customers and managers to become more sustainable. To be clear, a sustainable customer experience in the digital world
is different from sustainable digital communication, and digital sustainability does not refer to communicate sustainability
digitally only. In conclusion, the Sustainable Digital Customer Experience theories and practice need to be developed,
and their roots consists in an integrated process that creates holistic value thanks to the digital customer’s engagement
derived by sensations, feelings, cognitions and behaviours evoked by sustainable stimuli, based on economic, social and
environmental sustainability. This article, with all of its limitations, solicit further research and publications in order to enable
more sustainability entering in digital/integrated customer experiences, in multiple touchpoints and with different stimuli.
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