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ABSTRACT

This chapter explores a conceptualization of the elements that create a memorable tourism experience 
– senses, emotions, and memories. A comprehensive and coherent theoretical model is established to 
explain the complexities involved in the tourism experience creation (tourism experience relational 
model) and in the memorable tourism experience (conceptual model). The data suggest that, first, the 
senses developed an important role in the experiential stimuli perception; second, the emotions are 
fundamental to these experiential stimuli understanding and meaning creation, and third, memory is 
essential in the codification and storage process and anticipation of meaningful information to future 
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INTRODUCTION

In the current global economic context, tourism experiences represent a key value proposal for the tour-
ism sector and specifically for tourists, because they wish to engage in unique experiences (Mendes, 
Guerreiro, & Matos, 2016). Touristic companies and organizations compete to offer the richest possible 
experience to appeal to tourists’ wishes and desires (Boswijk, Thijssen, & Peelen, 2006; Pine & Gilmore, 
1998; Schmitt, 1999). Ayazlar and Arslan (2017) and Stasiak (2013) consider that the tourism industry is 
one of the areas of excellence in presenting and staging experience according to a commercial structure 
that is demanding in terms of services and products specificity, as well as intangible and seasonal. The 
tourism experience is, however, a complex, personal and memorable construct (Pine & Gilmore, 1998; 
Zhang, Wu, & Buhalis, 2018).

The memorable tourism experience (MTE) allows tourists to revive, remember and revisit the expe-
riential moment through recollection processes that will last forever or continue for a long period. MTE 
are considered the ultimate goal that tourists want to achieve during their holidays (Tung, Lin, Zhang, & 
Zhao, 2017), because they are recognized by tourists as satisfactory, enjoyable and pleasurable moments 
(Chen & Rahman, 2018; Zhang et al., 2017). MTE also contribute to increasing the tourists’ intention 
to revisit, remember and recommend a destination (Kim, 2018).

Several articles have shown the importance of the senses in the tourism experience (Agapito, Mendes, 
Valle, & Almeida, 2014; Goggin et al., 2017; Lee, Heere, & Chung, 2013; Meacci & Liberatore, 2015), 
while others have studied the significance of the emotions (Correia, Oliveira, & Pereira, 2017; Hosany, 
Prayag, Deesilatham, Cauševic, & Odeh, 2015; Prayag, Hosany, Muskat, & Del Chiappa, 2017; Shoval, 
Schvimer, & Tamir, 2018) and some articles have considered the influence of memories (Ali, Hussain, 
& Ragavan, 2014; Kastenholz, Carneiro, Marques, & Loureiro, 2017; Pezzi & Vianna, 2015; Quadri-
Felitti & Fiore, 2013). The relationship between the senses, emotions and memories is, however, a theme 
on which there has been a lack of attention (Dias, Correia, & Cascais, 2017).

This chapter therefore investigates the role of senses, emotions and memories in the MTE. The objec-
tives of this chapter are fivefold: first, to enhance and identify the state of the art regarding the senses, 
emotions and memories in the tourism context; second, to clarify the importance of the senses, emotions 
and memories in the tourism scenario; third, to develop a conceptual framework of the senses, emotions 
and memories in the memorable tourism experience; fourth, to analyse future research opportunities in this 
area; and fifth, to clarify the relationship between the senses, emotions and memories in MTE creation.

This chapter is divided into three main sections. The first section introduces the theme and the relevant 
contributions and articles. In the second section, the background, the authors provide a brief review of 
the experience paradigm (i.e. dimensions, models and definitions), the tourism experience approach and 

experiences. The conceptual model is based on the five senses (sight, smell, taste, hearing, and touch), 
three positive emotions (joy, love, and positive surprise), and two memorable elements (recollection and 
vividness). Future research opportunities in the memorable tourism experience are explored, such as 
the relation between the sense, emotions, and memories.
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tourism experience relational model are presented. In the same section, the role of senses, the influence 
of emotions, the effects of memories in the MTE are considered. the researchers also present the con-
ceptual frameworks to represent the relationship between the senses, emotions and memories in creating 
an MTE. The paper closes with a conclusion that focuses on the aims of the study.

BACKGROUND: THE EXPERIENCE PARADIGM

The experience paradigm is a crucial issue that is present in several areas, from the economy to tourism, 
from industry to business and from products to services (Adhikari & Bhattacharya, 2016; Carbone & 
Haeckel, 1994; Chang & Lin, 2015; Duncan, Fanderl, Maechler, & Neher, 2016; Holbrook & Hirschman, 
1982; Rais, Musa, & Muda, 2016; Schmitt, Joško Brakus, & Zarantonello, 2015). Experience as a con-
cept can be outlined as complex process between a customer and the environment in which fantasies, 
feelings, emotions and fun are involved (Holbrook & Hirschman, 1982). The experience process can 
also be considered something extraordinary, in which multisensory stimulants, involving all five senses 
(Carù & Cova, 2003; Shaw, 2005), and emotionally surprising factors are present (Andajani, 2015; Berry, 
Carbone, & Haeckel, 2002) to fulfil customers’ needs and expectations (Gentile, Spiller, & Noci, 2007; 
Nasution, Sembada, Miliani, Resti, & Prawono, 2014) with the purpose of becoming a memorable event 
(Chahal, Kaur, & Rani, 2016; Pine & Gilmore, 1998).

For instance, Lemon and Verhoef (2016, p. 74), conceptualize the customer experience as a stage 
process or “as a cycle journey, (…) an interactive and dynamic process (…) flows from pre-experience 
to experience and to post-experience (…) between a company and a customer”. The experiential process 
comprehends different stages with distinct customer behaviours. The pre-experience stage includes cus-
tomers’ search for information, their personal dreams and wishes reflected in the imagination and mental 
experiences they anticipate experiencing during their vacations, as well as price analysis between options, 
interactions with the brand(s) and evaluation of several options in comparison with previous experiences. 
The experience stage covers all of the customer’s experience interaction and includes decision-making 
(choice and ordering), experience consumption, experience creation or co-creation and payment. The 
post-experience stage comprehends the following behaviours: outcome evaluation, satisfaction, loyalty 
and consideration for future experiences (Arnold & Reynolds, 2003; Lemon & Verhoef, 2016; Peñaloza 
& Venkatesh, 2006; Tynan & McKechnie, 2009; Verhoef et al., 2009). During the experiential journey, 
the customer also goes through different experience stages (Chahal et al., 2016; Nasution et al., 2014; 
Tynan & McKechnie, 2009), with different interactions and behaviours (Baxendale, Macdonald, & 
Wilson, 2015; Dhebar, 2013; Lemon & Verhoef, 2016) facing different dimensions of the experiential 
process (Brito, Oliveira, Nobre, Macedo, & Marchetti, 2017; Pine & Gilmore, 1998; Schmitt, 1999).

The experience occurs when the customer is exposed to the consumption (of a service or product) 
and “this experience journey is composed by dimensions linked to the interaction between a customer to 
service or a customer to product” (Brito et al., 2017, p. 125). There is no agreement on the dimensional 
terminology among authors on this subject (Dias et al., 2017; Krishna & Schwarz, 2014; Pine & Gilmore, 
1998; Schmitt, 1999). Pine and Gilmore (1998) distinguish two dimensions – customer participation and 
customer connection – within four realms: entertainment, educational, aesthetic and escapist. Schmitt 
(1999), in its turn, proposes five dimensions/modules: relate, sense, feel, think and act. Numerous studies 
have also already contemplated a multidimensional approach. In effect, several dimensions emerge from 
the tourism experience theme: the sensorial dimension (Dias et al., 2017; Krishna, 2012; Krishna & 
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Schwarz, 2014; Zatori, Smith, & Puczko, 2018), the emotional dimension (Correia et al., 2017; Dias et 
al., 2017; Oh, Fiore, & Jeoung, 2007), the memorable dimension (Dias et al., 2017; Hosany & Witham, 
2010; Kim, Ritchie, & McCormick, 2012; Oh et al., 2007), the social dimension (Foris, 2014; Ivanovic & 
Saayman, 2015), the spiritual dimension (Jepson & Sharpley, 2015) and the physical dimension (Cohen 
& Ben-Nun, 2009; Fernandes & Cruz, 2016; Jepson & Sharpley, 2015).

According to Gentile et al. (2007), Kim et al. (2012) and Zatori et al. (2018), tourism experiences with 
high sensorial immersion and with stimulation of the five senses is essential to promote the long-term 
memory process. This is the case because sensorial perception is strongly related to emotional activation, 
emotional activation and processing involve cognitive functions and, finally, using high emotional and 
cognitive resources increases memory construction and consolidation (Zatori, 2013). (Dias et al., 2017, 
p. 190) also state that the tourism experience “must be memorable and evoke emotions: if this does not 
occur, its future will end soon”. Overall, the dimensions are closely linked to sensorial, emotional, rational 
and social aspects (Dirsehan & Çelik, 2011) through hedonic activities – that is, pleasure, joy, fun and 
fantasy (Schmitt, 1999) – and during the experiential process, the experience dimensions emerge with 
an organized structure and are presented according to time, intensity, polarity, action and experience 
specificity, similar to multidimensional experience models (Carù & Cova, 2003; Chan, To, & Chu, 2016; 
Fave & Bassi, 2016; Pine & Gilmore, 1998; Schmitt, 1999; Wang, Tang, Liu, & Xing, 2017).

The tourism experience is perceived by tourists according different models (Cohen, 1979; Ek, 
Larsen, Hornskov, & Mansfeldt, 2008; Gelter, 2010; Jennings, 2005; Killion, 1992; Tussyadiah, 2014). 
Csikszentmihalyi (1990) was one of the first authors to develop an experiential model: the flow theory 
or optimal experience. Years later, the same author reformulated flow theory and added task challenge, 
skill level, subject involvement and commitment to the model (Csikszentmihalyi, 2014). The flow theory 
or optimal experience “is a psychology state of intense concentration, attention and proper stimulation 
(…) and occurs when the subject experience the balance between task challenge and skills level (…) 
which results in a completely involvement, (…) forgetting time, fatigue, and everything else but the ac-
tivity itself (…) during a transcendental and singular moment” (Csikszentmihalyi, 2014, p. 230). From 
a less transcendent and more economic point of view, Pine and Gilmore (1998, 1999) developed the 
four realms model based on four dimensions (entertainment, educational, aesthetic and escapist), the 
experience involvement level (absorption and immersion) and the experience participation level (active 
and passive). Schmitt (1999) developed the experiential grid model (ExPros) that relates the five mod-
ules (relate, sense, feel, think and act) according to the experience levels of intensity, breadth, depth and 
linkage. In a distinct, more unidirectional perspective, Carù and Cova (2003) created the extraordinary 
experience model, which underlines that, during the experiential process, “it manages to over-saturate 
all events to construct a long series of strong emotions and unforgettable and extraordinary experiences” 
(Carù & Cova, 2003, p. 281).

Presently, one of the most used models of tourism experience is the co-creation model (Hsieh & Chang, 
2016; Lin, Chen, & Filieri, 2017; Ramaswamy & Ozcan, 2018). This model allows active participation, 
tourist interaction during an experience (Cabiddu, Lui, & Piccoli, 2013; Campos, Mendes, Valle, & 
Scott, 2015; Prebensen, Vitterso, & Dahl, 2013) and improves the experience process outcomes (Buon-
incontri, Morvillo, Okumus, & van Niekerk, 2017; Campos, Mendes, Valle, & Scott, 2017; Prebensen 
& Xie, 2017; Ribes-Giner, Perello-Marín, & Díaz, 2016). Meanwhile, the tourism experience must be 
perceived through a global, multidimensional and holistic approach (Gentile et al., 2007). Thus, despite 
the various presented conceptual models of the experiential process, it seems that experience remains 
an elusive and complex construct, linked to the personal domain and multiple dimensions that are yet to 
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be fully understood and explained (Boswijk et al., 2006; Carù & Cova, 2003; Csikszentmihalyi, 2014; 
Pine & Gilmore, 1998).

Experience is a rich construct in terms of its multiple contents (Adhikari & Bhattacharya, 2016; 
Lemon & Verhoef, 2016; Stein & Ramaseshan, 2016; Tynan & McKechnie, 2009; Verhoef et al., 2009), 
dimensions (Chan et al., 2016; Ding & Tseng, 2015; Dirsehan & Çelik, 2011; Pine & Gilmore, 1998; 
Wang et al., 2017) and explanatory models (Carù & Cova, 2003; Csikszentmihalyi, 1997, 2014; Fave & 
Bassi, 2016; Gentile et al., 2007; Pine & Gilmore, 1998; Schmitt, 1999). Experience should, however, 
include a model that addresses the relationship between an organization and a subject throughout the 
different experiential process stages, touch points and dimensions and finish with experience effects and 
results to the company and the subject. The experience is an organized, dynamic process that involves 
interactions between a company and a customer with the purpose of creating extraordinary, personal, 
emotional and memorable moments to foster customer loyalty (Adhikari & Bhattacharya, 2016; Carù & 
Cova, 2003; Chan et al., 2016; Csikszentmihalyi, 2014; Ding & Tseng, 2015; Dirsehan & Çelik, 2011; 
Gentile et al., 2007; Lemon & Verhoef, 2016; Pine & Gilmore, 1998; Stein & Ramaseshan, 2016; Tynan 
& McKechnie, 2009; Verhoef et al., 2009; Wang et al., 2017).

Some authors consider experiences to be extraordinary moments and transcendent events (Kirillova, 
Lehto, & Cai, 2017) that consist of “a process of exploring consciousness (...) that is ever-present in hu-
man life (...) and how this consciousness interacts with the world” (Chen, Scott, & Benckendorff, 2017, 
p. 2). Such experiences can be operationalized through the search for new and different encounters to 
escape the monotony of daily routine, a search for authenticity, local interactions and engagement with 
natural landscapes (Park & Santos, 2017).

THE TOURISM EXPERIENCE

Tourism experiences provide the source of value in the evolution, dynamics and competition in tourism 
destinations and for the tourism industry (Ali, Ryu, & Hussain, 2016; Bosangit, Hibbert, & McCabe, 
2015; Campos, Mendes, Valle, & Scott, 2016). Given their importance, one of the fundamental concepts 
in the tourism context is the tourism experience, because it establishes the basis of services and product 
supply (Fernandes & Cruz, 2016). The perceived quality of tourism experiences has a crucial impact 
on tourists’ satisfaction and loyalty, and it represents an essential factor in tourism management and 
hospitality industry strategy (Demarco, 2016). Chang (2018, p. 55) notes that “tourism industry revenue 
increases according to the extent to which consumers enjoy their experiences”. The central issue in 
tourism is, therefore, the tourism experience (Bosangit et al., 2015; Demarco, 2016; Kim, 2010) and its 
management regarding the capacity to offer, stage, create and co-create such experiences in ever more 
multisensory, emotional and memorable events (Kim, 2018; Vo Thanh & Kirova, 2018).

According to Kirillova, Lehto and Cai (2017, p. 498) “tourism experiences are distinct from the 
everydayness because they can become extraordinary, pure, peak or cathartic (…) thus special extraor-
dinary events trigger highly emotional responses, lead to self-exploration, serve for profound intra-
personal changes and are conducive to optimal human functioning”. However, the tourism experience 
concept should include novelty, unusual places (social interaction), loneliness (relaxation) and sensory 
stimulation (Morgan, 2006; Mossberg, 2007). Larsen (2007) brings the role of memory to the discus-
sion and, more specifically, that the experience event should be iconic enough to enter the long-term 
memory. Volo (2009, p. 119) describes the experience with a more physiological perspective, noting 
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that a touristic experience happens when “energy reflecting the state of the environment impinges on 
sensory organs, the energy pattern is transmitted centrally and is interpreted and categorized according 
to one’s knowledge acquired through time and is integrated and may be stored in the form of memory 
under some conditions”.

The main advantages of the touristic experience to tourists are behaviour change and self-discovery 
(Kirillova et al., 2017), physical wellness and psychological benefits (Chen et al., 2017; Tung et al., 
2017), general satisfaction and mental well-being (Fernandes & Cruz, 2016; Martins et al., 2017; Park & 
Santos, 2017) and the chance to live extraordinary moments or spiritual experiences that evoke memories 
through cognitive activity (Chen et al., 2017). Tourism quality involves multiple influences such as the 
tourist, the local population and the touristic product (Nickerson, 2005), so “a quality experience, (…) 
depends on how each side is treated by the other” (Nickerson, 2005, p. 233).

Tourism Experience Relational Model

The experience relational model always includes a sender, a message sent through a channel, a receiver 
and then the feedback (see Figure 1). During the creation stage, instruments are delivered and all con-
text staging belongs to the organization (Carù & Cova, 2003; Pine & Gilmore, 1999). The message is 
established, transmitted and shared throughout the experience between the organization and the tourist 
based on the tourist’s multisensory stimulation and emotional involvement (Andajani, 2015; Carù & 
Cova, 2003; Shaw, 2005). The feedback comprehends the experiential outcomes between the tourist and 
the organization, such as satisfaction, attractive moments, extraordinary events and memorable moments 
(Hosany, Prayag, Van Der Veen, Huang, & Deesilatham, 2017; Kim & Jang, 2016; Kim & Ritchie, 2014; 
Prayag, Hosany, & Odeh, 2013).

It is clear that, in tourism, the focus is the experience (Duarte, 2012, p. 187), and tourists “want 
experience more than a product or service because they are more memorable (...) and (...) in the bag-
gage they bring expectations and takes home memories” (Ayazlar & Arslan, 2017, p. 137). Memorable 
tourism experiences provide competitive advantage to tourists, destinations, hospitality industries and 
hotel companies among other stakeholders (Kim & Youn, 2017; Tung et al., 2017).

THE MEMORABLE TOURISM EXPERIENCE

“A memorable tourism experience is a past personal travel-related event strong enough to have entered 
long-term memory” (Larsen, 2007, p. 15). Other authors describe a memorable tourism experience as 
a sufficiently significant moment that is recalled and reconstructed by the tourist in describing the ex-
perience (Tung et al., 2017; Tung & Ritchie, 2011). More recently, Kim et al. (2012, p. 13) state that “a 
tourism experience positively remembered and recalled after the event has occurred”. However, other 
authors note that a tourism experience is a personal journey and only becomes memorable according 
to the tourist’s personal interpretation, meaning assignment and based on culture, beliefs, values and 
behaviours (Ayazlar & Arslan, 2017; Chen & Rahman, 2018; Tsai, 2016).

According to Park and Santos (2017), this personal journey or process reveals that a memorable 
tourism experience is a sequential process with multiple stages (pre-experience, experience and post-
experience) that is dynamic (interaction with others, with destiny) and personal (built through tourist 
expectations, needs, motivations, perceptions, emotions, memories). This personal journey is associated 
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with a subjective sense of well-being, pleasure (hedonism), enjoyment, excitement, self-discovery, mean-
ing, intellectual relevance and connection to something unforgettable and extraordinary (Chandralal & 
Valenzuela, 2015; Sthapit & Coudounaris, 2018; Tung et al., 2017). However, Kirillova et al. (2017) 
propose that memorable tourism experiences construct and must be considered an unusual event that 
triggers intense emotional responses and provides a sense of full harmony with the universe. A memo-
rable experience therefore includes a multisensory dimension (Tsai, 2016) and is linked with a sense of 
well-being, intense positive emotional states, moments of self-discovery, personal meaning and intel-
lectual relevance for tourists (Kirillova et al., 2017; Servidio & Ruffolo, 2016; Sthapit & Coudounaris, 
2018). In simpler terms, the memorable experiences aims to develop a strong connection between the 
experience and the tourist (Tsai, 2016).

The characteristics of the memorable tourism experience are linked to the five senses (Agapito, Valle, 
& Mendes, 2014; Sthapit, 2017; Sthapit & Coudounaris, 2018), novelty and escape from everyday life 
(Kastenholz et al., 2017; Kim, 2010; Kim et al., 2012), while at the same time seeking to exceed expec-
tations and build nostalgia (Tung & Ritchie, 2011). The memorable experience includes high positive 
emotional states, cognitive activity and a sense of freedom, refreshment and spiritual connection to 
something big or extraordinary (Ali et al., 2014; Kastenholz et al., 2017; Kim, 2010; Kirillova et al., 
2017; Tung et al., 2017; Zhang et al., 2017).

Figure 1. Tourism experience relational model
Source: Own Elaboration
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The Role of Senses

The senses or the five sensory organs (sight, taste, hearing, smell, and touch) are the channels of com-
munication between the brain and the outside world (Dias et al., 2017). According to Light (2009, p. 12), 
“the sensory receptors are anatomical structures made up of special cells (nerve cells or neurons) that 
respond to specific changes in their environment (stimulus) (…) provide to the central nervous system 
(brain and spinal cord) information about conditions both inside the body (internal homeostasis) and 
outside the body (environment information) (…) sensory receptors are the physical links between central 
nervous system and the environment”. The sensory receptors can classified in three different ways based 
on type of sensation or modality, the location of the stimulus to which they respond and their structural 
complexity (Light, 2009). Sensory stimulus promotes sensations and the sensations create a perception, 
because the sensory organs activate and transform external stimulus in neural signals (Agapito et al., 
2014; Light, 2009). To Agapito et al. (2014), the sense most often considered in the tourism field is the 
analysis of the visual dimension. However, Krishna (2012) notes that tourism product has a multisen-
sory nature, and other sensory stimuli are present, including taste, hearing, smell, and touch, that can 
be determinants to stimulate other sensory organs and create new and distinct sensations and build new 
neural signs.

In the same context, but from a marketing perspective, Krishna and Schwarz (2014) state that products 
or services are designed to appeal to the basic senses, and this seems to play an important role in consum-
ers’ emotional engagement with the product or service and the development of purchase desire. A more 
complex idea of the tourism experience suggests that all five senses or a multisensory approach should 
be considered in, for example, gastronomic experiences and destination products (Ditoiu & Cǎruntu, 
2014; Jalis, Che, & Markwell, 2014). The concept of the multisensory tourism experience seems to be a 
relevant and contemporary research subject, because the senses are the main channel for how the tourist 
collects and uses information from the environment. All tourism destinations have unique and distinct 
sensory characteristics, which play an important role in creating tourist loyalty (Agapito, Mendes, & 
Valle, 2013; Dann & Jacobsen, 2003; Jalis et al., 2014; Pawaskar & Goel, 2014).

As Kim and Fesenmaier (2015, p. 2) note, “the sensorial process is the core role of the tourism ex-
perience (…) and starts where the environmental stimuli come across the human body’s sense organs 
(…) the emotional and cognitive responses” According to Krishna (2012), the tourism experience can 
be viewed on four levels: the sensory level and stimulus reception; the perceptive level and stimulus 
interpretation; the cognitive and emotional level, where the tourist’s cognition and emotional response to 
the world around them takes place; and the action level, where the transformation of attitudes, learning 
behaviour and memory processes happen.

In the tourism context, Agapito, Mendes, Valle and Almeida (2014) suggest that the sensory dimen-
sion of the tourist experience appears to be strongly linked to positive, unique and memorable experi-
ences, and they therefore developed a study to analyse the sensory dimension of the tourist experiences 
in a rural context, concluding that the most references senses were to sight (26%), hearing (23%), taste 
(19%), smell (17%) and finally, touch (15%). Each sense is, however, stimulated by different and specific 
environmental settings and provides different sensory information. The entire sensory component (the 
multisensory stimulus) allows tourists to achieve an experience more truly meaningful and personalized 
(Kim & Fesenmaier, 2015) and therefore more memorable. These personalized experiences suggest 
specific stimuli to provide memorable moments. Tourism experiences that include a multisensory offer 
therefore appear to contribute to the reinforcement of positive emotions, satisfaction and the creation of 
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long-term memories and destination loyalty (Agapito et al., 2013; Ditoiu & Cǎruntu, 2014; Pawaskar 
& Goel, 2014).

The Influence of Emotions

These personalized experiences are present in modern consumer goods and services, which attempt to 
enable tourists to experience feelings, emotions and stories (Jensen, 2001). Consumers’ emotional sat-
isfaction should thus be one of the strengths in an evermore competitive market. It is, however, possible 
that current tourists not only want a holiday, but also the opportunity to experience new dreams and 
adventures that embody feelings, spirituality and emotions to satisfy the human nature. Emotions give 
meaning to the tourist experience, making the experience into something unique, personal, memorable, 
transcendent, irreplaceable and magnificent, and can manifest themselves before, during and/or after 
the experience (Prayag et al., 2017). When a tourist, a guest or a visitor looks for new experiences, it is 
mostly in search of emotions and memories (Kim, 2010).

Damásio (2010) notes that emotions are complex and automatic functions that are characterized by 
ideas and certain ways of thinking, but emotions are performed on the body, at the external level, through 
facial expressions and body postures, and at the internal level through endocrinal and visceral changes. 
Deak (2011) considers emotions to be a complex phenomenon of model behaviour or biological, social 
and cognitive reaction patterns. This means that emotions can float between the emotional level and the 
rational level, and this transforms emotions into something more than just a basic and a survival biologi-
cal behaviour (Dalgleish, 2004; Deak, 2011; LeDoux, 2012). To Deak (2011), emotions are crucial to 
facilitating understanding of others’ cognitive processes.

According to LeDoux (2012), emotions are a biological behaviour necessary for survival and a hu-
man self-protection action. However, Perritano (2011) states that emotions can be shaped by culture 
and society, and characterization of emotions as good or bad can be culturally dependent “in the United 
States, children are encouraged to take pride in their accomplishments (...) in India, children may heel 
happier when they have been obedient or helpful”, as too are rules about showing emotions “real men 
don’t cry (...) stay calm, don’t be angry” (Perritano, 2011, p. 33). Emotions thus have plasticity and adapt-
ability at the cognitive (Deak, 2011), social and cultural levels (Perritano, 2011). Salmela (2014) states 
that emotions are based on a cognitive characteristic with intentional, rational and voluntary behaviour.

In their study, Pentus, Mehine and Kuusik (2014) changed the product appearance through package 
design to become more attractive to consumers and found that changes in the visual appearance of the 
packaging generated positive emotions among consumers, thus unconsciously enhancing likelihood of 
purchasing. They demonstrated that positive emotions may make consumers more purchasing sugges-
tive, and the emotional response patterns are similar for consumers and tourists (Pentus et al., 2014).

In the tourism context, in a study carried out by Chandralal and Valenzuela (2013), tourists were 
asked to highlight the emotions that occurred during memorable experiences; the findings indicated that 
tourists’ most common emotions were happiness, enjoyment, surprise, pleasure, satisfaction and excite-
ment, which means that memorable experiences are those that have these as an emotional basis. Güzel 
(2014) notes that the most satisfying, meaningful and memorable tourist experiences are the ones that 
cause most emotional excitement. The same author also studied tourist loyalty and the touristic experi-
ence and confirmed that tourist’s intentional loyalty comes depends on a touristic experience of great 
emotional excitement (Guzel, 2014).
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Consumption of goods or services is currently seen as an emotional decision-making process (Chan-
dralal & Valenzuela, 2013; Guzel, 2014; Pentus et al., 2014). It is important to identify the most pleasant 
emotions for the consumer and to define the stage of the decision-making process in which the emotions 
will be most perceptible. The level of emotional arousal will lead the consumer to have the intention to 
repeat the same emotion. The tourism industry is an economic activity that sells unique, memorable and 
personal experiences (Pine & Gilmore, 1998). More than experiences, however, the tourist searches for 
emotions (Bosangit et al., 2015). Emotions in tourism are the key element to the continuous process of 
renovation, remodelling and recreation that quality tourism requires. Emotions play a key role as me-
diating and moderating factor of tourism consumption (Pyke, Hartwell, Blake, & Hemingway, 2016). 
Emotions in the tourism context establish the link between the tourist and the destination, product or 
service and provide tourism loyalty, help memory building, increase consumption, support the decision-
making process and encourage word-of-month advertising (Bosangit et al., 2015; Buda, D’Hauteserre, 
& Johnston, 2014; Correia et al., 2017).

The Effects of Memories

Humans have two memory structures – the amygdala and the hippocampus (Phelps, 2004). These two 
distinct brain structures are connected to two independent memory systems with different functions and 
characteristics. In emotional situations, the amygdala can code and store memory in the hippocampus, 
and the hippocampus, through the emotional representation and interpretation of events may influence 
the amygdalar responses when emotional stimuli are found (Phelps, 2004; Rahmann & Rahmann, 1992). 
Although these are independent memory systems, they operate together when emotion creates the memory 
links (Phelps, 2004; Rahmann & Rahmann, 1992).

The role of memory in the brain is somewhat mysterious (Marx & Gilon, 2012). Moreover, according 
to Rahmann and Rahmann (1992) and Marx and Gilon (2012), there are different types of memories: ac-
tive memory, declarative memory, passive memory, associative memory, short-term memory, long-term 
memory and super-memory. To Marx and Gilon (2012), memory emerges from the dynamic interaction 
of three physiological mechanism: neurons, the extracellular neuronal matrix and the dispersion of trace 
metal cations. This tripartite physiological mechanism involves low energy resources and high-speed 
information processing, and memories are coded by the neurons, while memory losses occur in the 
presence of excess dispersion of metal cations (Marx & Gilon, 2012).

Memory formation is a highly dynamic process involving both formation and transformation (Nadel, 
Hupbach, Gomez, & Newman-Smith, 2012). Memory formation and transformation require an experi-
ence process, and memory transformation can involve: a process of selective strengthening of some 
behaviours through synaptic rescaling or a process of selective survival behaviour; the assimilation of 
new information into existing knowledge stores; the establishment of new connections within existing 
knowledge stores; and the updating of an existing episodic memory (Nadel et al., 2012; Rahmann & 
Rahmann, 1992).

In the tourism scenario, experiences that create positive memories promote the intention to revisit 
the destination and recommend the destination to family and friends (Tung & Ritchie, 2011). Ali et al. 
(2014) have shown that a positive consumer experience increases positive memories and increases des-
tination loyalty. Halim and Mokhtar (2016) also highlight that positive experiences stimulate positive 
behaviour, activate positive memory processes, promote loyalty and increase word-of-month intention. 
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It is possible to conclude that one of the key points of tourism success is the capacity to create positive 
memories among tourists.

According to Tung and Ritchie (2011), the four dimensions that represent memorable aspects of tour-
ism experiences are affect, expectations, consequentiality and recollection. Affect refers to the positive 
emotions and feelings associated with the experiences, such as happiness and excitement. Expectations 
refer to the fulfilment of intentions and/or descriptions of surprises encountered during the trip that 
were above and beyond tourists’ planned agendas. Consequentiality refers to the elements of perceived 
importance during the trip, such as social relationships, intellectual development, self-discovery, and 
physical challenges. Recollection refers to telling stories, showing photographs, purchasing souvenirs, 
re-experience the trip and going back and rebuilding the memory (Tung & Ritchie, 2011).

Conceptual Framework of the Senses, Emotions and 
Memories in the Memorable Tourism Experience

The conceptual model shows the relationships established between the senses, emotions and memories 
to create a memorable tourism experience (see Figure 2).

The senses perceive the information (stimuli), the emotions interpret and understand the meaning of 
that information and, finally, the memory codifies and stores the information, if it is sufficiently impor-
tant and extraordinary to the person (Agapito et al., 2014; Krishna, 2012; Lee et al., 2013). The sensory 
configuration of the tourism experience allows multisensory stimulation that increases the construction 
of positive emotional states and improves the development of memories (Barnes, Mattsson, & Sørensen, 
2014; Martins et al., 2017). Multisensory stimulation during the experience increases the creation of 
memorable experiences with high significance and results in the tourist’s physical, emotional and intel-
lectual involvement (Dias et al., 2017; Krishna & Schwarz, 2014).

Once the environment information is perceived through the senses, the emotion stage extracts and 
explains the meaning of that information (Ekman, 2016). The emotional dimension of the touristic expe-
rience should focus on positive emotional states (Barrett, 2017; Correia et al., 2017; Kapoor, 2015; Oh 
et al., 2007; Tung et al., 2017), because positive emotional states build connections between individual 
people (Ekman, 2016) or between individuals and places (Correia et al., 2017; Dias et al., 2017), and 
these are essential in the decision-making processes for choosing a destination or experience (Bimonte 
& Faralla, 2014; Esteves, Slongo, Esteves, & Barcelos, 2013; Tung & Ritchie, 2011). Emotional states 
such as joy, love and positive surprise are strongly correlated to emotional activation, emotional satisfac-
tion and, consequently, memory creation, as well as general tourist satisfaction and behaviour intention 
to recommend or repeat (Chen et al., 2017; Hosany & Prayag, 2013; Kurtz & Welch, 2016; Prayag, 
Hosany, Muskat, & Del Chiappa, 2017).

The relationship between emotions and memories results from the process of reminiscence – that is, 
the recollection and vividness of memories (Kim & Youn, 2017). The tourist remembers the experiences 
through an emotional reconstruction of a particular experience (Lempert & Phelps, 2016; Martins et al., 
2017; Servidio & Ruffolo, 2016). Emotions are thus particularly special in terms of quality and quantity 
during the experience, because they are crucial to the memory process (Correia et al., 2017; Dias et al., 
2017). The memory of the experience is the result – that is, the memory encodes and stores only what 
the tourist perceives with his or her senses as emotionally pleasurable and as a focus of concentration 
and attention (Colombo & Gold, 2004; Gold, 2004; Mizumori, Yeshenko, Gill, & Davis, 2004; Todd, 
Talmi, Schmitz, Susskind, & Anderson, 2012). According to Oh et al. (2007), the memory encodes and 
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stores memorable moments if the experience involves elements that are wonderful, positive and yield 
long-term temporal perception.

CONCLUSION

Exploration of the three constructs (senses, emotions and memories) suggests that a memorable tourism 
experience is the result of a multisensory stimuli and perception, a positive emotional event, high emo-
tional activity, an extraordinary and surprising emotional moment, wonderful and positive memories and 
a long-term memorable experience (Chen et al., 2017; Correia et al., 2017; Dias et al., 2017; Hosany & 
Prayag, 2013; Kim, 2014; Kurtz & Welch, 2016; Prayag et al., 2017). In the tourism context, the senses, 
emotions and memories are an important issue because multisensory stimuli encourage high emotional 
activity and increase the memory formation (Kim, 2018; Oh et al., 2007; Tung et al., 2017) because all 
sensory system is strongly related to emotional processes which involve cognitive processing, while the 
use of high cognitive resources are linked to the formation of memories (Zatori, 2013).

Figure 2. Conceptual framework of the senses, emotions and memories in the MTE
Source: Own Elaboration
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Based on a critical and extensive literature review background, the future research opportunities in 
this area should explore the relationships between the constructs that lead to the creation of a memorable 
tourism experience. It is probable that they have a cyclic and sequential relationship: that is, the memory 
evokes the emotions experienced and these affect the decision-making process and behaviour intention 
to revisit the destination or repeat the experience (Chen et al., 2017; Hosany & Prayag, 2013; Kurtz & 
Welch, 2016; Prayag et al., 2017). In this particular investigation, the analyses began with the creation of 
the memorable tourism experience: sense, emotions and memories. The research gap emerges regarding 
the relationship between the senses, emotions and memories and the behavioural patterns discovered.
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key TERMS and definitions

Arousal: Comprehends the autonomic nervous system activation, is the level of mental alertness and 
physical activity and ranges from sleep through intermediate states of drowsiness and then alertness to 
frenzied excitement at the opposite extreme (e.g. sleep, inactivity, boredom, and relaxation at the lower 
end versus wakefulness, bodily tension, strenuous exercise, and concentration at the higher end).

Endocrinal Response: Is a chemical response at internal or endocrinal level caused by hormones 
released by glands directly into the circulatory system that fostering visceral changes.

Homeostasis: This is the condition of optimal functioning for the organism and includes the steady 
state of many variables maintained, such as: internal, physical and chemical.

Long-Term Memory: Information is held in mind for a long period of time, between days, months 
or all life. The long-term memory is an outcome of the information resulting from short-term memory, 
plus a strong emotional connection, and a repetition process (or recall process).

Memorable Tourism Experience (MTE): Is a tourism experience remembered and recalled after 
the event has occurred.

Plasticity: Is the ability of the humans to change continually throughout is life as a result of experi-
ences and is the level of individual’s adaptability of the environment changes. These changes occur at 
the brain level (neuroplasticity), emotional, cognition, social, cultural, etc.

Sensation: Is the physical process during which sensory systems respond to a stimulus and provide 
sensorial data for stimulus perception. The sensation consists in five stages, i.e.: signal recognition, 
stimulus collection, transduction, transmission via afferent, central processing (brain), transmission via 
efferent and response/action (biochemical response and motor action).

Sensorial Memory: Know as bodily memory too, is a memory information from the sensorial 
stimulus inputs information and is held in mind during 0.2 to 2 seconds.

Short-Term Memory: Information is typically held in mind for a relatively short period of time, 
between 2 to 60 seconds, before being forgotten. This specifically memory is the resulting from sensorial 
memory, more an emotional outcome and attention.

Tourism Experience Relational Model: Is a model that allows to relate all those involved in the 
tourist experience establishment, such as: the experience dimensions, experience stages and actions, 
touchpoints, antecedents and outcomes to defining and framing the tourist experience in a holistic and 
comprehensive state.
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