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Introduction

The world of business must frequently contend with regional 
and global disruptions, such as technological advancements, 
business transformations, and environmental crises, all of 
which impact consumer behavior and challenge the prerequi-
sites for business. As such, it is not surprising that service 
providers continuously strive to enhance customer value—
customers’ experiences with products, services, or brands—
to attract and hold onto customers (Chen & Chen, 2010; 
Pechlaner et al., 2002; Williams & Soutar, 2009). Over the 
last 30 years, various definitions, conceptualizations, and 
studies have appeared with the fundamental goal of describ-
ing how value relates to quality, satisfaction, loyalty, and 
ultimately to business performance (Gallarza & Gil Saura, 
2020; Zeithaml et al., 2020). The tourism and travel industry 
is not alone in its endeavor to create memorable and extraor-
dinary experiences (Mossberg, 2008; Williams & Soutar, 
2009), with the social, collective aspect of value becoming 
increasingly important in addition to individual value 
(Altinay et al., 2016; Heinonen et al., 2019).

While customer value is an area that has already been 
extensively explored, further research is needed to establish 
a more extensive, holistic view of value in the context of 
tourism and travel (Carvalho & Alves, 2022; Gallarza & Gil 
Saura, 2020). For decades, researchers assumed that value is 
defined by the service provider and manifested in the travel 
service at the destination. This value-in-exchange repre-
sented the perceived utility for customers (Holbrook, 1994; 

Monroe, 2003; Pechlaner et al., 2002; Zeithaml, 1988). 
Today, the common focus in tourism as well as in service 
research is generally on value co-creation between providers 
and customers (Carvalho & Alves, 2022; Grönroos, 2006; 
Ranjan & Read, 2016) such as through interactive on-site 
experiences (Campos et al., 2018) and tourism experience 
encounters (Sørensen & Jensen, 2015), which represent what 
we label in situ value creation. Indeed, in the context of value 
research, it has been argued that on-site value co-creation 
represents the predominant approach to tourism value 
(Carvalho & Alves, 2022; Eletxigerra et al., 2021).

However, because of this widespread focus, the service 
and tourism literature is generally silent about value creation 
in the customer’s lifeworld (Heinonen et al., 2010). While 
lived (post-consumption) experiences that include nostalgia, 
memory recall, and shared stories have been looked at in the 
literature (Arnould & Thompson, 2005; Goulding, 2005), 
these only serve to present the world as constructed by an 
external entity, as opposed to fully capturing the first-person 
view of the world as lived (Heinonen et al., 2010; Schembri 
& Sandberg, 2002). For example, what customers experience 
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before they travel, such as pre-travel jitters, anxiety about 
traveling, and mental health issues, influences their on-site 
travel experiences (Reisinger & Mavondo, 2005). Such pre-
travel value, though, remains a largely overlooked factor 
because “destinations are focal points for tourist activity and 
thus for the study of tourism” (Fyall & Garrod, 2019, p. 165).

Indeed, although the value inherent in destination and 
tourism services are important elements in customers’ over-
all experiences (e.g., Buzova et al., 2021), customers also 
have travel experiences ex situ and beyond the destination. 
Such exploration of customers’ lifeworld domain temporally 
and spatially from outside of any specific provider interac-
tions is an approach that greatly departs from the common 
focus on experiences at tourism destinations. Experiences 
can be both lived and imaginary; that is, they can be specula-
tion of what will be or fantasizing about how it should be 
(Helkkula et al., 2012). Yet, because the customer’s lifeworld 
exists outside the confines of the travel service, it is difficult 
for tourism providers to acknowledge and comprehend. Still, 
while some tourism research does acknowledge the notion of 
a longer timeframe of travel, such as that by Smith et al. 
(2015), which links the emergence of brand image to the 
entire travel experience, the focus on customer value is gen-
erally implicit at best. Moreover, the explored timeframe still 
tends to remain within the boundaries of a specific trip or 
destination, such as pre-trip, upon arrival, half-way, depar-
ture, and post-trip (Smith et al., 2015) and not in the lived or 
imaginary reality of the customer (Heinonen et al., 2013; 
Helkkula et al., 2012).

A customer-dominant logic (CDL) has been introduced as 
a perspective to expand the temporal and spatial notion of 
customer value (Heinonen et al., 2010) and has been used in 
the tourism literature to describe forms of value co-creation 
(e.g., Ben Gamra Zinelabidine et al., 2018; Fan et al., 2020; 
Rihova et al., 2013, 2018). It has emerged as a perspective on 
business that is inherently built on an in-depth understanding 
of customers’ activities, practices, experiences, and context 
in their lifeworld (Heinonen & Strandvik, 2018, 2020; 
Heinonen et al., 2010). As such, the temporal scope goes 
beyond a specific service experience. This is a useful lens 
through which to understand the complex and multifaceted 
reality where customers embed multiple services and accu-
mulate experiences and practices to construct a meaningful 
lifeworld (Heinonen et al., 2013; Rihova et al., 2018). CDL 
encompasses the customer’s lifeworld including their activi-
ties and mental processes, the actors in their environment, 
and the role of the provider in their experiences (Heinonen & 
Strandvik, 2015, 2018; Heinonen et al., 2013).

Drawing on the extensive research on customer value in 
the service management discipline, this research approaches 
this visibility challenge by homing in on the customer’s life-
world context. The aim here is to explore and characterize 
ex situ value, that is, what constitutes travel-related value in 
the customer’s lifeworld domain, focusing on customers’ 
sensemaking about traveling. Positioned in the 

customer-dominant logic (Heinonen et al., 2010), the 
research conceptualizes ex situ value from the first-person 
perspective of the customer as the origin as well as the main 
character. The customer-dominant logic adopts a humanistic 
approach, highlighting the customer’s subjectively experi-
enced lifeworld (Husserl, 1970; Owensby, 1987) as a “world 
in which we, as human beings among fellow human beings, 
experience culture and society, take a stand with regard to 
their objects, are influenced by them, and act on them” 
(Schutz, 1966 in Goulding, 2005, p. 302). The article also 
aims to describe the individual and collective components 
of ex situ value. This understanding is important to advance 
the holistic sensemaking notion of value inherent in the 
experiential context of living, emergent from the cognitivist 
and constructionist notion of sensemaking. To achieve these 
objectives, we conduct a qualitative study of users of an 
online travel community, representing a form of ex situ 
value. A theoretical contribution is the advancement of the 
customer-dominant view of value based on individual and 
collective experiences. Practically speaking, this new per-
spective contributes to tourism and travel providers’ (includ-
ing suppliers and intermediaries) ability to detect previously 
invisible, travel-related issues in the customer’s lifeworld, 
revealing tourists’ sensemaking about outbound tourism. It 
thus extends previous research on value in the tourism con-
text from a CDL perspective (e.g., Ben Gamra Zinelabidine 
et al., 2018; Fan et al., 2020; Rihova et al., 2013, 2018). 
Understanding such ex situ value in the customer domain 
provides fruitful opportunities to support customers’ aspira-
tions and concerns in relation to tourism, while also helping 
to strengthen relationships with customers and improving 
upon the prerequisites for the tourism business.

Customer-Dominant Logic and 
Customer Value

Customer value has been extensively explored in both con-
sumer and business contexts (cf. Lindgreen & Wynstra, 
2005; Sheth et al., 1991; Zeithaml, 1988) and has also served 
as an important topic in tourism and travel research (Gallarza 
& Gil Saura, 2020). It is a complex construct with numerous 
metrics and conceptualizations (Babin & James, 2010; 
Gallarza & Gil, 2008; Holbrook, 1994; Salem Khalifa, 2004; 
Zeithaml et al., 2020). In tourism, the main emphasis is on 
what we label in situ value; in other words, customer value 
created at the tourism destination (Eletxigerra et al., 2021; 
Leong et al., 2021; Sang, 2021). In the following we discuss 
how researchers have historically addressed value and we 
highlight the key issues that guided our research.

While there are multiple conceptualizations of customer 
value (as recently synthesized by Zeithaml et al. (2020)), it is 
generally accepted that value creation occurs in three main 
domains (Grönroos & Voima, 2013; Heinonen et al., 2010). 
Table 1 summarizes these perspectives, providing exemplary 
definitions of each. The traditional view labeled 
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value-in-exchange is that value emerges out of the provider’s 
back-office activities in the provider’s domain; the current 
emphasis is on value creation in the joint domain through 
customer-provider co-creation, and thirdly, value in the cus-
tomers’ lifeworld emerging in the customers’ experiential 
context of living (Grönroos & Voima, 2013; Heinonen et al., 
2013; Malone et al., 2018; Schembri, 2006).

Firstly, the seminal value-in-exchange perspective high-
lights value as a unidimensional phenomenon involving the 
customer’s tradeoff between perceived quality and other psy-
chological benefits and price including non-monetary sacri-
fice related to time, energy, and effort (Zeithaml, 1988). 
Other perspectives highlight value’s multidimensional 
nature, for example the “worth in monetary terms of the tech-
nical, economic, service, and social benefits a 

customer company receives in exchange for the price it pays 
for a market offering” (Anderson & Narus, 1998, p. 6), 
including functional, emotional, temporal, spatial, affective, 
and entertainment aspects of value (Chang & Dibb, 2012; 
Grönroos, 1990; Holbrook, 1994). In tourism research, ser-
vice at the destination is commonly seen as the object of 
value (Buzova et al., 2021; Leong et al., 2021), involving 
affective and cognitive, social, and personal, as well as active 
and reactive elements (Gallarza & Gil, 2008). Essentially, 
while value is experienced by customers, it is still primarily 
defined and controlled by the provider and is manifested in 
the offering. It presumes that “products perform services that 
p r o v i d e  
the relevant value-creating experiences” (Holbrook, 2006,  
p. 715) and that they form the basis of exchange value.

Table 1. Approaches to Value.

Term Exemplary definition References Key focus Domain

Value-in-exchange “Value is the quality I get for the price 
I pay”

Zeithaml (1988, p. 12) Perceptions of firm-
defined attributes in the 
product

Provider domain

“[I]nteractive relativistic preference 
experience”

Holbrook (1994, p. 27) In situ value, as 
dependent on an 
individual reference 
point

Provider domain

Value co-creation, 
interactive value

A function of co-production and 
value-in-use

Ranjan and Read (2016) In situ value, as created 
in provider-customer 
interactions

Interactive domain

“Experience value is comprised of the 
benefits the tourist perceives from 
a journey and stay in a destination, 
including those assets or resources 
that the tourist, other tourists and 
the host bring to the process of co-
creating experiences.”

Prebensen et al. (2013, 
p. 244)

In situ value, as co-
created by the 
customer and provider

Interactive domain

“interaction between the company 
and customer . . . the locus of value 
creation”

Carvalho and Alves 
(2022, p. 3)

In situ value, as co-
created by the 
customer and provider

Interactive domain

Value-in-use “The evaluation of the service 
experience, i.e., the individual 
judgment of the sum total of all the 
functional and emotional experience 
outcomes.”

Sandström et al. (2008, 
p. 120)

In situ value, as value 
emerges during the 
consumption of the 
service

Interactive domain

“Value is created by the user 
(individually and socially), during 
usage of resources and processes 
(and their outcomes).”

Grönroos and Voima 
(2013, p. 144)

In situ value, as is 
emergent in direct and 
indirect interactions. 
While ex situ value is 
possible, it has not been 
delineated.

Interactive domain, 
customer domain

Value formation “Value emerges through customers’ 
behavioural and mental processes 
when customers interpret 
experiences and reconstruct an 
accumulated customer reality where 
value is embedded”

Heinonen et al. (2013, 
p. 109)

Customer value 
formation as embedded 
in the customer’s 
lifeworld, socially and 
individually constructed.

While ex situ value is 
possible, it has not been 
delineated.

Customer domain
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Secondly, value co-creation in the joint domain highlights 
the significant contribution of the tourist as a co-creator of 
value through on-site experiences and interactive encounter 
(Alves et al., 2016; Campos et al., 2018; Grönroos & Voima, 
2013; Sthapit & Björk, 2020), manifesting what we label as in 
situ value. The seminal work by Holbrook has also been 
extended to value co-creation. With the exception of a recent 
study focusing on pre-travel co-creation (Eletxigerra et al., 
2021), the co-creation perspective includes customer interac-
tions and experiences with locations, events, destinations, and 
facilities (cf. Buzova et al., 2021; Getz & Page, 2016; Leong 
et al., 2021). The common assumption is still that value can 
be designed and managed by the tourism provider and that 
value creation occurs during the tourist’s on-site experience 
alone, either by interacting with the service or by applying the 
tourist’s own resources (Carvalho & Alves, 2022; Prebensen 
et al., 2013; Sahhar & Loohuis, 2022).

Finally, value can also emerge from factors beyond cus-
tomer-provider interactions—such value emerging in the 
customer domain highlights customers’ everyday life with 
value emerging over longer periods of time (Heinonen et al., 
2010; Malone et al., 2018; Nakata et al., 2019) that can be 
independent of or invisible from firms (Grönroos & Voima, 
2013; Medberg & Heinonen, 2014). Hence, value is not 
based solely on customers’ experiences of provider-created 
elements. From a CDL perspective, as explained by Heinonen 
et al. (2013, p. 104), “the focus of value creation has changed 
from the company’s service processes having involved the 
customer, to in fact the customer’s multi-contextual value 
formation involving the company.” Rather than focusing on 
the interaction between the provider and the customer, the 
CDL is focused specifically on the customer as the primary 
stakeholder of the business (Heinonen & Strandvik, 2018) 
and the customers’ own lifeworld context outside the service 
provider’s sphere of influence. Essentially, value formation 
emerges from the continuously accumulating and changing 
customer reality and ecosystem, which is the system of actors 
and domains that the customer is involved with (Heinonen & 
Strandvik, 2018; Heinonen et al., 2013). Hence, while value 
can be deliberate and explicit, it can also be mental, imagi-
nary, and even unreflective (Grönroos & Voima, 2013; 
Heinonen et al., 2013; Sahhar & Loohuis, 2022). Customers 
thus make sense of value in an iterative way that is grounded 
in their own personal logic and based on their previous value 
conceptions (Grönroos & Voima, 2013; Heinonen & 
Strandvik, 2015, 2018). Customers’ sensemaking, problem-
solving, and attachment of meaning in a contextually deter-
mined way is therefore at the core of value within the 
customer-dominant logic (Heinonen & Strandvik, 2022; 
Heinonen et al., 2013).

Toward Ex situ Value in the Customer’s Lifeworld

In the aggregate, it can be argued that previous research deals 
with value created ex situ in the customer domain, but the 

handling of this view of ex situ value is implicit, diffuse, and 
primarily related to how customers use and interact with 
offerings and brands. The temporal and spatial scope of this 
conception of value is commonly confined to the tourist des-
tination and on-site experiences. We, however, postulate that 
in the tourism context customer value expands beyond the 
provider domain to the customer’s lifeworld, in the form of ex 
situ value. The reference point of these experiences can be, 
for example, travel-related sensemaking in an online travel 
community.

Our literature review shows that ex situ conceptions of 
value are rare within the extensive body of value research. 
Research has overemphasized the dyadic customer-provider 
interaction in the investigation of value (Carvalho & Alves, 
2022; Ramaswamy & Ozcan, 2018). This overemphasis is 
surprising when considering the value-in-use and social 
value creation among customers (Grönroos & Voima, 2013; 
Ranjan & Read, 2016). Indeed, service research has shifted 
from dyadic interactions to networks, ecosystems, and actor-
to-actor co-creation (Akaka et al., 2015; Vargo & Lusch, 
2016). This focus incorporates social, communal, and net-
worked value (Edvardsson et al., 2011; Epp & Price, 2011); 
group-level experiences of tourism (Buhalis & Foerste, 
2015; Rihova et al., 2018; Rojas-de-Gracia & Alarcón-
Urbistondo, 2020); as well as systems of multiple actors in 
different communities, networks, and links (Muniz & 
O’Guinn, 2001; Schau et al., 2009). Yet, although value is 
seen as having both individual and collective elements 
(Heinonen et al., 2013; Macdonald et al., 2016), tourism 
value research still commonly emphasizes individual value. 
Therefore, we postulate that the perspective on ex situ value 
requires attention to be paid to both individual and collective 
experiences.

The preceding discussion addresses the current gaps in 
research with a particular focus on the tourism and travel 
domain, thus leading to the following research question: 
What constitutes individual and collective value for the cus-
tomer when homing in on the customer’s own domain—in 
other words, on ex situ value outside of the tourism destina-
tion? In the next section, we apply a qualitative methodology 
to explore ex situ value in the empirical setting of an online 
travel community.

Methodology

We have conducted this research according to an abductive 
approach and systematic combining, which is particularly 
appropriate for theory development (Dubois & Gadde, 2002, 
2014; Patton, 2002). Such a methodology is based on a con-
tinuous interplay between the theoretical framework and the 
empirical data. Therefore, certain theoretical preconceptions 
guide the researcher while empirical observations guide 
unanticipated issues; indeed, “the researcher by constantly 
going ‘back and forth’ from one type of research activity to 
another and between empirical observations and theory is 
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able to expand his understanding of both theory and empiri-
cal phenomena” (Dubois & Gadde, 2002, p. 555). We con-
ducted a qualitative, multi-method study of an independent, 
user-created online travel and tourism community. The study 
adopts a customer-dominant logic (Heinonen et al., 2010), 
which is especially suitable for exploring tourists’ experi-
ences beyond the service interaction (Ben Gamra Zinelabidine 
et al., 2018; Rihova et al., 2013). It builds on the customer’s 
individual logic, which reflects their reasoning and sense-
making about appropriate methods of achieving goals and 
conducting tasks (Heinonen & Strandvik, 2018, p. 4). This 
methodological approach is in line with recent suggestions 
on the importance of qualitative online research (Pahlevan-
Sharif et al., 2019), and it enables the narrative, reflexive 
exploration, and observation of how users construct personal 
meanings and emotions around tourism places and resources 
(Conti & Lexhagen, 2020). Thus, an online travel and tour-
ism community is an appropriate reference point to explore 
ex situ value because it stimulates travel-related reflection 
outside the on-site experiences at a destination. The online 
community is approached in what Conti and Lexhagen 
(2020) call a valuing place, and these technology-enhanced 
destination experiences capture tourists’ extended destina-
tion value (Neuhofer et al., 2012). Moreover, given that 
online travel communities are not related specifically to spe-
cific tourism providers or any particular travel service, they 
represent loosely coupled and broad experiences around 
traveling. In this sense, the respondents’ sensemaking 
extends beyond reactions to one specific service (actual trip) 
or the general attitudes of customers.

Specifically, the ontological foundation is non-dualistic 
with a first-person perspective on value, where “the research 
focus is the experience as it is lived by the consumer” 
(Schembri & Sandberg, 2002). In so doing, we adopt a sen-
semaking approach “focusing on salient cues of an unfolding 
situation and developing them into a plausible narrative for 
what is going on” (Sandberg & Tsoukas, 2015, p. S9). 
Sensemaking has both constructivist and cognitivist nuances: 
“In its cognitivist version, sensemaking develops in actors’ 
minds through interactively forming convergent cause maps 
of a common situation; in its constructivist version, sense-
making develops by socially embedded actors enacting a 
world through language use, as they engage with a puzzling 
situation at hand” (Sandberg & Tsoukas, 2015, p. S9). It is in 

this interplay that we ground the notion of ex situ value by 
focusing on those cues that bound the respondents’ value 
conceptions emergent in the mental and social domains, as 
well as the physical and online domains through on-site 
interactions and online experiences.

Data Collection

Our multi-method approach consisted of semi-structured 
individual interviews and non-participant observation of 
community posts, which together provided rich insight into 
experiences in the natural context (Table 2). An interpretive, 
narrative approach is adopted by exploring online narratives 
where the participants mentally enter a world that a story 
evokes (Schembri & Sandberg, 2002; van Laer et al., 2014). 
Online communities have been used as research objects for 
exploring, for example, co-creation among football fans 
(Healy & McDonagh, 2013), distance-running (Chalmers 
Thomas et al., 2013), gambling and sports betting (Gordon 
et al., 2015), nature-based tourism (Conti & Lexhagen, 
2020), and aviation enthusiasm (Seraj, 2012). This method 
enables the triangulation of the findings and strengthens the 
implications and contributions of the study.

By providing the travel community with a link to the online 
survey, we enabled participants to recruit themselves. Vouchers 
randomly issued to respondents were used to incentivize par-
ticipation. The online survey contained four thematic ques-
tions, each inviting narrative responses. The first question 
probed into the respondents’ reflections upon their initial join-
ing of the online community. The second question asked 
respondents to reflect on their motives for visiting the travel 
community, while the third question focused on the respon-
dents’ perceived relationship with the community. After that, 
the fourth question covered the respondents’ relationship with 
other members. The thematic questions prompted long 
answers—in most cases several sentences. Respondents also 
reported demographic data such as their age and gender as 
well as the frequency of their participation in the community, 
but we excluded these findings from the analysis. Moreover, 
in a similar vein to other studies on online tourism (e.g., Ben 
Gamra Zinelabidine et al., 2018), we adopted an unobtrusive 
approach by observing the content and themes of the discus-
sion in the community (summarized in Table 2) and focusing 
on the users’ more general travel-related reflections. This 

Table 2. Research Approach and Data.

Topics Multi-method approach

Tourism and travel
•  Self-guided tours,
•  Air, rail, and road travel,
•  Travel companion,
•  Travel journals,
•  Equipment, packing, and luggage, and
•  Health and security.

•  Six months of non-participant observation of discussions
•   Open-ended survey (4 thematic questions) among 84 

respondents, 20,800 words
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indirect approach inspired by netnography (Kozinets, 2019) 
allowed for the formation of a rich narrative in relation to the 
study’s goals. We downloaded, coded, and sorted discussions 
about member experiences of tourism and traveling. The fact 
that the discussion threads have been available and retrievable 
online for an extended period of time enables the observation 
of historical artifacts over several years, thus improving the 
trustworthiness of the findings.

Data analysis. Table 3 summarizes the analytical procedure for 
organizing the narrative data. Following a thematic analysis 
procedure (Braun & Clarke, 2006), we coded and compared 
the narratives using the coding program NVivo, which enabled 
us to produce thematic codes (Braun & Clarke, 2006; Miles & 
Huberman, 1994). This thematic process sought to identify 
how the participants constructed value and to determine the 
ways in which ex situ value was present, or not, within these 
constructions. Following a study on online community value 
co-creation (Schau et al., 2009), we examined the narratives 
on the aggregate by locating major themes and multiple per-
spectives, recognizing similarities and differences between 
and within the narratives, and going across and beyond indi-
vidual cases. The category codes were developed through the 
open-coding conceptualization and meaning abstraction of 
verbatim accounts (Miles & Huberman, 1994; Strauss & 
Corbin, 1998)—an approach suitable for theory building. In 
other words, in line with the concept of matching (Dubois & 
Gadde, 2002), the theoretical framework evolved beyond our 
initial preconceptions. This back-and-forth iteration between 
theoretical and qualitative insight resulted in a refining of 
codes. Thus, the focus was on ex situ value elements outside 
the tourism destination and individual and collective value.

Findings

The individual and collective value are described separately 
and further categorized into benefits and sacrifice that 
emerged from the data.

Individual Value

Individual value denotes value arising for individuals in their 
own contexts and it includes four benefits and three sacrifice 
subcategories (Table 4). It manifests in its everyday rele-
vance and connection to the individual’s travel interests and 
aspirations. It also expands the individual’s knowledge 
beyond specific travel destinations and technical informa-
tion, providing a platform for individual progress and 
improvement. The sacrifice, in turn, is related to factual con-
tent, revealing experiences as lacking in breadth or as being 
too rigid in terms of topics and perspectives. Another sacri-
fice was the coverage of content; while ideally relevant, it 
also resulted in a compulsive interest in new discussions, 
which in turn led to time allocation challenges.

Collective Value

In relation to collective value, six benefits and three sacrifice 
subcategories denote the social aspects of this value (Table 
5). Collective value highlights the importance of enjoying 
the company of likeminded people, the ability to share 
thoughts and experiences with others, interacting with a 
diverse range of people, and expanding the social circles of 
users. It also denotes being open- and broad-minded as well 
as promoting a positive discussion culture. Collective sacri-
fice, meanwhile, involves egregious behavior, either deliber-
ate moralistic or argumentative behavior, or unintentional 
aggravation. It also relates to weak ties and negative emo-
tions between users.

A conceptual framework of customer value can be devel-
oped based on the theoretical foundation of ex situ value 
accompanied by the accounts of individual and collective 
value and then further deepened using the qualitative find-
ings (Figure 1). This conceptual framework extends previous 
research by illustrating individual and collective value sepa-
rated into benefit and sacrifice subcategories as manifesta-
tions of ex situ value in the customer domain.

Table 3. Analytical Procedure.

Analytic phase Procedure Outcome

Organizing data Import all data into NVivo Outline of the qualitative findings
Developing a basic thematic structure Identify relevant narratives Narratives sorted based on the sources
Constructing preliminary codes Assign preliminary codes to relevant 

narratives
Relevant narratives structured in nodes

Phrasing codes according to respondents’ 
wording

Separate into the two principal themes 
(benefit and sacrifice)

Preliminary characterizations of the codes

Identifying themes Categorize based on individual and collective 
dimensions

Preliminary subdimensions (codes) assigned 
to the two value dimensions

Making sense of the themes Compare all codes and subdimensions Conceptual characterization of all 
subdimensions

Aggregating subdimensions Organize subdimensions based on individual 
and collective value

Development of a conceptual framework
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As indicated in Figure 1, ex situ value is based on individ-
ual and collective value dimensions. Premises are now out-
lined to illustrate the conceptual link between the components. 
The first set of premises relates to individual benefit, whereas 
the second set of premises relates to individual sacrifice.

•• P1. Ex situ value is a multidimensional construct that 
comprises individual and collective components.

•• P2a. Individual benefit is a multidimensional con-
struct that comprises Inspiration, Related activities 
and experiences, Local scope, and Learning.

•• P2b. Individual benefit is positively related to indi-
vidual value.

•• P3a. Individual sacrifice is a multidimensional con-
struct that comprises Addiction, Coverage, and Time 
spending.

Table 4. Individual Value.

Description Example from data

Benefit

 Inspiration Tips and ideas “I search for ideas when planning a trip.”
“Tips about good offers and destinations from experienced travelers.”

 Related activities and 
experiences

Link to personal life 
activities

“More interesting than specific factual information about a destination is the general 
discussion about traveling; concrete ideas about, for example, luggage/coping when 
traveling.”

“It is entertaining to read even though I am not planning a trip—I read the 
discussion for entertainment purposes.”

 Local scope Geographical closeness “Others’ experiences in my mother tongue.”
“I believe that the perspective of a traveler from my own country is more useful.”
“They share travel destinations and issues related to traveling (equipment, safety) in 

my language and from [the] perspective of my country.”
 Learning Self-development “I learn new things about travel-related issues.”

Sacrifice

 Addiction Compulsive interest “Unnecessarily addictive sometimes, a compulsion to access the newest 
discussions.”

 Coverage Relevance of 
information

“The good side is the broad information, but [the community is] still focused more 
on the ‘technical’ side of traveling, and the tips and experiences about the actual 
destinations are surprisingly few.”

 Time accumulation Temporally 
overwhelming

“So much information that searching for relevant information is time consuming.”

Individual benefit factors
• Inspira�on 
• Related ac�vi�es
• Local scope
• Learning

Individual sacrifice factors
• Addic�on
• Coverage
• Time accumula�on

Collec�ve sacrifice factors
• Customer misbehavior
• Community in�macy
• Resentment

Collec�ve benefit factors
• Peer support
• Honesty
• Iden�ty
• Community feeling

Individual value

Collec�ve value

Ex situ value

Figure 1. Ex situ value based on individual and collective value dimensions.
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•• P3b. Individual sacrifice is negatively related to indi-
vidual value.

The following set of premises is related to collective value: 
the first two refer to collective benefit, while the second two 
involve collective sacrifice.

•• P4a. Collective benefit is a multidimensional con-
struct that comprises Relationships, Peer support, 
Honesty, Identity, and Community feeling.

•• P4b. Collective benefit is positively related to collec-
tive value.

•• P5a. Collective sacrifice is a multidimensional con-
struct that comprises Customer misbehavior, 
Community intimacy, and Resentment.

•• P5b. Collective sacrifice is negatively related to col-
lective value.

The study introduced and characterized ex situ value as being 
based on individual and collective factors in the customer 

domain. The qualitative exploration contributes to travel and 
tourism research by providing a more nuanced view of value in 
the tourism and travel context by homing in on the online travel 
community as a representation of ex situ value in the customer 
lifeworld domain. Here the online community is a representa-
tion and manifestation of the tourism and travel context, thus 
providing a concrete tourism-related reference point in the cus-
tomer’s lifeworld. In the following, we synthesize ex situ value 
based on individual and collective value, separated into benefit 
and sacrifice subcategories (Table 6). Based on the findings, we 
develop three premises related to ex situ value.

Conclusion and Discussion

Ex situ value is a phenomenon that extends beyond the inter-
actions and co-creation activities of customers and providers. 
Based on the findings, ex situ value is defined as value that 
emerges individually through sensemaking and collectively 
through social interactions off-site in the customer’s life-
world. The study findings suggest the following conclusions: 

Table 5. Collective Value.

Description Example from data

Benefit
 Peer support Assistance and 

encouragement from 
other travelers

“We are advisors/consultants/mentors to each other.”
“I see that people have similar problems and experiences as me.
I want to help less experienced travelers in their questions and worries.”

 Relationships Bonding between 
travelers, friendships

“I am in contact with a few users in real life and I have met with one in-person [at] 
the other side of the world. We agreed on the meeting on this forum.”

“Some of the users are close friends of mine, whom I meet several times a year.”
 Honesty Trust in other 

travelers
“A certain perception of the regular users has emerged during the last 10 years; in 

other words, I can trust the perspectives and experiences of some users whereas 
I need to be much more careful on unknown discussion forums and I have to 
consider more experiences.”

 Identity Openness, 
personalities

“I have come across many interesting personalities, who quite openly have shared 
their life stories.”

“People’s own experiences are much more interesting than some local tourist guide’s 
information session.”

“Visiting the site, I feel like a ‘backpacker’ and that is a significant part of my identity.”
 Community feeling Sense of belonging “It is nice to belong to a community of people who understand traveling madness. In 

the community we discuss travel matters which are useless to even try to explain to 
others, because they wouldn’t understand.”

“A sense of fellowship has emerged with the regular users, although I don’t know them.”
“The ‘regular faces’, [the] issues, quarrels, inside jokes cheer me up; I feel like a part 

of a community.”
Sacrifice

 Customer 
misbehavior

Irritation at others “Certain forum users’ behavior irritates [me].”
“The majority [are] no more than a funny online nickname, and these people’s bad 

language, behavior, and humor irritate [me] a lot.”
 Community intimacy Closed units that 

exclude others
“I think that other users constitute a group, where they perhaps know each other a 

little bit and are more experienced travelers than me.”
 Resentment Envy “The site attracts certain people [who] travel continuously and to exotic destinations. 

I know it is not true, but I’m still worse off and [a] less experienced traveler, 
although I have traveled extensively to many countries. At times when it is not 
possible to travel, I feel irritation and resentment towards others’ stories.”



Heinonen 9

(1) customer value also develops outside the scope of on-site 
experiences in the (lived and imaginary) realm of the cus-
tomer; (2) customer value is based on a combination of indi-
vidual level and collective components; and (3) customer 
value has both positive and negative characteristics, mani-
fested as benefit and sacrifice. The notion of customer value 
as a phenomenon emerging in the customer lifeworld domain 
has several implications for tourism and travel researchers 
and providers. The key contribution of the present research is 
its interdisciplinary approach positioned in the tourism and 
service management domains. In line with Kock et al. (2020), 
the article bridges tourism and travel research with service 
research, thus contributing to an expanded view of the tour-
ism experience. Next, we discuss the theoretical and practi-
cal implications of the study in greater detail.

Theoretical Contribution

A key theoretical contribution is the customer-dominant per-
spective on value in the tourism context and conceptual 
extension of previous research on tourism value through the 
explicit emphasis on ex situ value. Tourism and travel 
research is focused largely on provider-defined elements, 
that is, customer-company interactions and on-site experi-
ences (Sthapit & Björk, 2020; Zhang et al., 2020), as well as 
tourist destinations and cultural areas (Pechlaner et al., 
2002)—what we label in situ value. In contrast, this study 
highlights value occurring beyond the tourist destination and 
temporally beyond the interaction; that is, off-site and in cus-
tomers’ own domain when reflecting upon and making sense 
of their traveling. As such, the customer-dominant perspec-
tive is essentially humanistic, focusing on the individual as a 
meaning-maker (Josselson & Lieblich, 2001; Lipkin & 
Heinonen, 2022) and in turn expanding the mental, temporal, 
and spatial scope of value beyond the tourist destination and 
on-site experiences. While some research explicitly focuses 
on pre- and post-travel value (Smith et al., 2015), such as 
pre-travel value co-creation (e.g., Eletxigerra et al., 2021), 
this study specifically highlights the notion of ex situ value 
created independently of tourism providers by revealing a 
nuanced array of value emergent in the lived and imaginary 
reality of the customer. As such, the study adopts a customer 
lifeworld approach to value focused on idiosyncratic sense-
making and thereby contributes to and deepens the under-
standing of customer-dominant value formation in service 

(Heinonen et al., 2010, 2013), particularly contributing to the 
customer-dominant understanding of tourism (e.g., Alakoski 
& Tikkanen, 2019; Ben Gamra Zinelabidine et al., 2018; Fan 
et al., 2020; Malone et al., 2018; Rihova et al., 2013, 2018).

Secondly, the study advances the understanding of value 
by combining and extending the social scope. To do this, it 
takes into account both individual and collective value and 
reflects upon the idiosyncratic combination and aggregated 
value of the two. Indeed, these experiences should not be 
viewed separately but rather as inherently intertwined. This 
combined characterization elaborates upon recent research on 
value in the travel and tourism literature (e.g., Gallarza et al., 
2019) and furthermore extrapolates the research on customer 
perceived value toward both individual perceptions and col-
lective experiences (e.g., Schau et al., 2009; Zeithaml, 1988). 
In so doing, it contributes to the group-level investigation of 
value (cf. Rojas-de-Gracia & Alarcón-Urbistondo, 2020) and 
independent value creation (Grönroos & Voima, 2013).

Moreover, the individual and collective value contributes 
separately to existing research. Individual value supports 
existing tourism research from the perspective of an individ-
ual’s perception (Sthapit & Björk, 2020) and sensemaking 
process (Heinonen & Strandvik, 2022; Heinonen et al., 2013; 
Sandberg & Tsoukas, 2015), which thus highlights the men-
tal scope of customer value. As such, the study has important 
implications for consumer behavior both in the general sense 
and in the case of tourist decision-making, in the specific 
sense. These findings are well aligned with recent research 
on responsible consumption suggesting that consumer 
responsibilization involves viewing consumers as active 
moral subjects (Giesler & Veresiu, 2014). Similarly, for tour-
ism, the research findings suggest that tourist responsibiliza-
tion can be stimulated by pre-travel learning and inspiration 
as well as by peer support. The findings on collective value, 
in turn, indicate that customers influence each other during 
their interactions, both explicitly and implicitly. Whereas 
previous research emphasized the co-creation of value 
between customers and tourism providers (Campos et al., 
2018; Eletxigerra et al., 2021), this paper reveals value 
emerging between and among customers. In this mode, the 
paper emphasizes tourist-to-tourist value creation (Adam, 
2021; Rihova et al., 2013) as well as social value creation 
(Seraj, 2012). Generally, and in line with earlier research 
(e.g., Hallem & Barth, 2011), this study highlights the impor-
tance of the collective aspects of travel and tourism. The 

Table 6. Ex Situ Value and Its Components.

Ex situ value
Premise 6: Value emerges individually through sensemaking and collectively through social interactions off-site in the customer’s 
lifeworld

Individual value
Premise 7: Value emerges as a result of idiosyncratic sensemaking 
and integration

Collective value
Premise 8: Value emerges in interactions with  
other individuals
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Table 7. Key Issues for Researchers and Managers.

Future research avenues Managerial challenges

Ex situ value Where are individuals discussing and sharing their 
thoughts about tourism and travel?

How is everyday life related to specific destinations and 
travel services?

How is ex situ value comparable to in situ value?
Which contexts, in addition to online communities, 

enable ex situ value?
How does ex situ value inform value formation?
How is ex situ value materialized in empirical contexts 

other than tourism?
How is the emergent metaverse blurring the boundaries 

between in situ and ex situ value?

Where can tourism providers meet individuals and 
collectives in regard to tourism and travel?

How can tourism providers initiate and steer discussions 
and perceptions about tourism and travel?

Who is the key individual (influencer)—is it a group of 
individuals or a specific individual?

How does ex situ value manifest in other empirical 
contexts?

Individual value How are individuals spending time with tourism-related 
activities?

What are individuals doing before and after specific 
tourism experiences?

How are individuals making sense of and learning about 
tourism and travel?

What activities and experiences are triggering tourism-
related sensemaking, concerns, and aspirations?

How can tourism providers form meaningful relationships 
with individuals?

What tourism and travel content inspires individuals?
How can individuals be engaged with specific tourism 

destinations?
What goals are individuals trying to achieve and what are 

their travel-related concerns?

Collective value With whom are individuals interacting?
What actor is influencing individuals’ perceptions of and 

behavior around destinations and travel service?
What other actors are involved in the customer’s 

lifeworld?

How can tourism providers be involved in the interaction 
among individuals?

How can the customer-to-customer interactions be 
maintained as supportive and positive?

collective value highlights that tourism and travel can stimu-
late cultural understanding and diversity, while also facilitat-
ing the bridging of cultures and local structures.

Thirdly, the paper makes important advancements in 
regard to the conceptualization of tourism and travel value. 
The field’s literature frequently highlights the positive aspects 
of tourism and travel, such as its hedonic, social, and func-
tional aspects (e.g., Adam, 2021; Gallarza & Gil, 2008). 
However, keeping in mind the classic perspective of value as 
a benefit-sacrifice tradeoff (Zeithaml, 1988), it is surprising 
that the negative aspects are largely missing. While some 
researchers have explored the negative aspects of tourism 
(e.g., Archer et al., 2005), the main focus has been on its soci-
etal, aggregate-level negative effects. Indeed, the notion of 
negative experiences and sacrifice associated with tourism on 
a customer level is yet to receive adequate attention. This 
study goes some way toward correcting that, revealing such 
negative aspects as manifested in the form of individual and 
collective sacrifice and relating especially to the relevance 
and applicability of the information on destinations and 
travel. These findings concur with customers’ negative or 
unfavorable feelings, thoughts, and behavior in the online 
community context (Naumann et al., 2020). Moreover, the 
results related to misbehavior and resentment provide support 
for recent findings on the negative aspects of tourist-to-tourist 
interactions (Adam, 2021). Building on this, it is likely that 
research into the dark side of tourism and travel will soon 
gain traction because of the continued turbulence and dyna-
mism in different geographical areas, especially in the 

aftermath of the COVID-19 pandemic (cf. Martini & Buda, 
2020). In fact, research is already focusing on the negative 
emotions associated with tourism such as travel fear (e.g., 
Hosany et al., 2021; Nawijn & Biran, 2019; Zheng et al., 
2021).

Practical Contribution

This research has several important implications for tourism 
providers’ efforts to create value for customers. Our findings 
suggest that providers (including suppliers and intermediar-
ies) should improve their ability to recognize individuals’ 
travel experiences ex situ—that is, in customers’ own 
domains—which often occurs long before a travel decision 
has been made. Online travel communities contain valuable 
information about sensemaking around tourism and travel, 
from which providers can gain insight into individuals’ inter-
ests in traveling and how traveling itself is integrated into 
and manifested in everyday life. For example, the findings 
about related activities and experiences encourage providers 
to highlight topics and interests supporting customers’ lives 
more holistically, rather than opting to enhance only on-site 
experiences at the destination, or, in situ value. The implica-
tion is that tourism managers need to recognize that in situ 
value is only part of the customer’s holistic conception of 
value. While the on-site provider domain is visible and con-
trollable for the tourism provider, the off-site customer 
domain embeds deep-seated idiosyncratic needs, prefer-
ences, and group constellation dynamics and is therefore a 
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more abstract concept for providers to grapple with. However, 
tourism providers can still make considerable efforts to con-
tribute to ex situ value by recognizing the nuances of indi-
vidual and collective value, as well as by accepting that 
customers may prefer only partial provider involvement, and 
therefore prefer ex situ value.

Specifically, the findings on ex situ value have important 
implications for tourism and travel providers. Individual value 
(such as learning) and collective value (such as peer support 
and honesty), are likely to serve as useful mechanisms for 
mitigating pre-travel jitters and the mental stress associated 
with traveling. Earlier studies have found that travel is associ-
ated with consumers’ travel risk perceptions as well as travel 
anxiety, outcome uncertainty, and safety concerns, each of 
which have escalated with the COVID-19 pandemic (Pan 
et al., 2021; Reisinger & Mavondo, 2005; Zenker et al., 2021; 
Zheng et al., 2021). These safety concerns can be mitigated by 
socially nudging individuals and strengthening their certainty 
and knowledge about the travel destination and culture of the 
holidays they are embarking upon, as well as indirectly influ-
encing their behavior and decision-making during their trav-
els. The study also contributes to the knowledge of inbound 
and outbound tourism, which carries implications for the sus-
tainable development of the tourism and travel sector.

Importantly, tourism providers struggle with customer 
segmentations and recognize the need for meaningful cus-
tomer groups (Gallarza & Gil, 2008). The research findings 
highlight the importance of tourists’ experiences at the local 
scope manifested in the online travel community, and this 
suggests that customer groups can be based on localized and 
focused segments; thus, emphasis should be placed on the 
links between individuals’ personal life activities and the 
broader life context in which the travel service is embedded. 
In a similar vein, the study results suggest that in addition to 
aggregate-level segmentation, it may be useful for tourism 
providers to emphasize idiosyncratic differences between 
customers. In other words, rather than stressing the similari-
ties within a specific customer group, differences and distinct 
features can be highlighted, thereby supporting customers’ 
aspiration for individual relevance. This could be effectively 
facilitated by stimulating learning and inspiration in relation 
to activities and experiences only partly related to the focal 
travel provider by providing pre-travel training of specific 
hobby-related activities. Tourism providers should identify 
various opportunities to be part of customers’ pre-travel sen-
semaking and decision-making in order to become better 
aligned with customers’ travel-related goals and aspirations.

Limitations and Future Research Suggestions

In this study, we approached customer value in the travel and 
tourism context from an exploratory perspective with the 
goal of producing detailed and meaningful data. However, 
the study design we employed is not without limitations. We 
collected data through a qualitative, narrative methodology, 
and formed narratives representing the respondents’ feelings 

and experiences. While we were not interested in producing 
generalizable findings, we acknowledge that further research 
needs to evaluate the transferability of the framework to 
other empirical contexts and that a larger sample size should 
be used to further test the validity of our findings. The results 
we produced suggest several avenues for further research 
and managerial challenges. Importantly, the transferability 
and emergent properties of ex situ value represent an excit-
ing agenda for future research. Ex situ value was empirically 
explored in the tourism context. Although it is unlikely that 
the proposed subcategories will manifest exactly alike in 
subsequent studies, the notion and general structure of ex 
situ value (including individual and collective value outside 
the destination and on-site domain) is evident and the results 
of this study and ex situ value are transferable on a general 
level to other service contexts. This is particularly likely 
when related to the consumption of intangible resources or 
services that enable customer-to-customer interactions in the 
customer’s lifeworld. For example, the COVID-19 pandemic 
enabled a vast variety of different services that traditionally 
have been delivered as part of the provider’s facilities, such 
as hair salons and restaurants (Heinonen & Strandvik, 2021), 
and consequently promoted and amplified the existence of 
ex situ value. The nuances of ex situ value in other empirical 
contexts provide a clear avenue for further research. 
Moreover, the focus on online travel communities as a repre-
sentation of the ex situ context also presents some limita-
tions. To develop a deeper understanding of ex situ value, the 
reference point in the travel community could be further 
expanded to other ex situ contexts, such as offline travel-
related sharing and discussions among friends or to more 
explicit exploration about travel-related sensemaking and 
decision-making in the customer’s lifeworld. For example, 
how do customers interact and influence each other beyond 
the online community, such as by sharing travel-related 
experiences in domestic environments?

Furthermore, in this research, the focus on ex situ value 
primarily emphasizes physical or online value because the 
findings of the study are based on the respondents’ own sen-
semaking, with issues emergent in their own lifeworld. 
However, the travel and tourism industry is increasingly 
extending beyond its classic (physical) and online boundar-
ies and emerging into a much more diffuse reality to also 
involve the metaverse. While this hyperreality and parallel 
reality metaverse is still speculative for tourism (Gursoy 
et al., 2022) and service research in general (Kozinets, 2022), 
this context represents a promising topic for future research 
for both customer value as well as the marketing discipline 
broadly. Moreover, this future approach is important because 
of its retrospective nature, with the sensemaking literature 
being criticized for neglecting the prospective nature of sen-
semaking (Sandberg & Tsoukas, 2015).

Finally, the conceptual notion of ex situ value involves a 
combination of individual and collective components with 
negative and positive features. Another future research topic 
is the negative nuances of value, as the negative experiences 
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of tourism are likely to become accentuated following devel-
opments on the global scale, such as pandemics, humanitar-
ian crises, and environmental challenges. The negative 
connotations are likely to be equally present for in situ value, 
and these should also be explored further. Table 7 delineates 
the theoretical and managerial avenues for future inquiry.

In conclusion, following the customer-dominant logic 
(Heinonen et al., 2010) the study coined and characterized 
customers’ ex situ value, shifting the attention away from on-
site interactions and toward customers’ lifeworlds. This being 
said, the notion of ex situ value is different when seen from a 
true customer perspective. In line with the humanistic per-
spective emphasizing customers’ “values, actions, beliefs, 
motives, traditions, possessions, and aspirations” (Hirschman, 
1986, p. 241), it can be argued that ex situ value in customers’ 
lifeworlds are not ex situ for customers, but in situ of life, and 
are emergent within their own contexts. In other words, ex 
situ value contrasts with the notion of value emergent in the 
service interaction on-site at the destination. For customers, 
all value should be relevant to improving their everyday life; 
in vitam cotidianam.

Declaration of Conflicting Interests

The author declared no potential conflicts of interest with 
respect to the research, authorship, and/or publication of this 
article.

Funding

The author received no financial support for the research, author-
ship, and/or publication of this article.

ORCID iD

Kristina Heinonen  https://orcid.org/0000-0002-3177-4776

References

Adam, I. (2021). Negative tourist-to-tourist interactions, value 
destruction, satisfaction, and post consumption behavioral 
intention. Journal of Destination Marketing & Management, 
20, 1-14. https://doi.org/10.1016/j.jdmm.2021.100557

Akaka, M. A., Vargo, S. L., & Schau, H. J. (2015). The context of 
experience. Journal of Service Management, 26(2), 206–223. 
https://doi.org/10.1108/josm-10-2014-0270

Alakoski, L., & Tikkanen, I. (2019). End consumer’s value creation 
in a nature-based tourism service. Journal of Hospitality and 
Tourism Insights, 2(1), 18–36. https://doi.org/10.1108/jhti-04-
2018-0025

Altinay, L., Sigala, M., & Waligo, V. (2016). Social value creation 
through tourism enterprise. Tourism Management, 54, 404–
417. https://doi.org/10.1016/j.tourman.2015.12.011

Alves, H., Fernandes, C., & Raposo, M. (2016). Value co-
creation: Concept and contexts of application and study. 
Journal of Business Research, 69(5), 1626–1633. https://doi.
org/10.1016/j.jbusres.2015.10.029

Anderson, J. C., & Narus, J. A. (1998). Business marketing: 
Understand what customers value. Harvard Business Review, 
76, 53–58.

Archer, B., Cooper, C., & Ruhanen, L. (2005). The positive and 
negative impacts of tourism. In W. Theobald (Ed.), Global 
tourism (3rd ed., pp. 79–102).

Arnould, E. J., & Thompson, C. J. (2005). Consumer culture the-
ory (CCT): Twenty years of research. Journal of Consumer 
Research, 31(4), 868–882.

Babin, B. J., & James, K. W. (2010). A brief retrospective and intro-
spective on value. European Business Review, 22(5), 471–478. 
https://doi.org/10.1108/09555341011068895

Ben Gamra Zinelabidine, B., Touzani, L., Ben Dahmane, N., & 
Touzani, M. (2018). How off-track tourists create their own 
event: A customer-dominant logic perspective. Qualitative 
Market Research: An International Journal, 21(4), 549–566. 
https://doi.org/10.1108/qmr-01-2017-0037

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychol-
ogy. Qualitative Research in Psychology, 3, 77–101. https://
doi.org/10.1191/1478088706qp063oa

Buhalis, D., & Foerste, M. (2015). SoCoMo marketing for travel 
and tourism: Empowering co-creation of value. Journal of 
Destination Marketing & Management, 4(3), 151–161. https://
doi.org/10.1016/j.jdmm.2015.04.001

Buzova, D., Sanz-Blas, S., & Cervera-Taulet, A. (2021). “Sensing” 
the destination: Development of the destination sensescape 
index. Tourism Management, 87, 104362. https://doi.org/ 
10.1016/j.tourman.2021.104362

Campos, A. C., Mendes, J., Valle, P. O., & Scott, N. (2018). 
Co-creation of tourist experiences: A literature review. Current 
Issues in Tourism, 21(4), 369–400. https://doi.org/10.1080/136
83500.2015.1081158

Carvalho, P., & Alves, H. (2022). Customer value co-creation in 
the hospitality and tourism industry: A systematic literature 
review. International Journal of Contemporary Hospitality 
Management. Advance online publication. https://doi.
org/10.1108/IJCHM-12-2021-1528

Chalmers Thomas, T., Price, L. L., & Schau, H. J. (2013). When 
differences unite: Resource dependence in heterogeneous con-
sumption communities. Journal of Consumer Research, 39(5), 
1010–1033. https://doi.org/10.1086/666616

Chang, C., & Dibb, S. (2012). Reviewing and conceptualising 
customer-perceived value. The Marketing Review, 12(3), 253–
274. https://doi.org/10.1362/146934712x13420906885395

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived 
value, satisfaction and behavioral intentions for heritage 
tourists. Tourism Management, 31(1), 29–35. https://doi.
org/10.1016/j.tourman.2009.02.008

Conti, E., & Lexhagen, M. (2020). Instagramming nature-based 
tourism experiences: A netnographic study of online photog-
raphy and value creation. Tourism Management Perspectives, 
34, 100650. 1–11.

Dubois, A., & Gadde, L. E. (2002). Systematic combining: An abduc-
tive approach to case research. Journal of Business Research, 
55(7), 553–560. https://doi.org/10.1016/s0148-2963(00)00195-8

Dubois, A., & Gadde, L. E. (2014). “Systematic combining”: A 
decade later. Journal of Business Research, 67(6), 1277–1284. 
https://doi.org/10.1016/j.jbusres.2013.03.036

Edvardsson, B., Tronvoll, B., & Gruber, T. (2011). Expanding 
understanding of service exchange and value co-creation: 
A social construction approach. Journal of the Academy of 
Marketing Science, 39(2), 327–339. https://doi.org/10.1007/
s11747-010-0200-y

https://orcid.org/0000-0002-3177-4776
https://doi.org/10.1016/j.jdmm.2021.100557
https://doi.org/10.1108/josm-10-2014-0270
https://doi.org/10.1108/jhti-04-2018-0025
https://doi.org/10.1108/jhti-04-2018-0025
https://doi.org/10.1016/j.tourman.2015.12.011
https://doi.org/10.1016/j.jbusres.2015.10.029
https://doi.org/10.1016/j.jbusres.2015.10.029
https://doi.org/10.1108/09555341011068895
https://doi.org/10.1108/qmr-01-2017-0037
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1016/j.jdmm.2015.04.001
https://doi.org/10.1016/j.jdmm.2015.04.001
https://doi.org/10.1016/j.tourman.2021.104362
https://doi.org/10.1016/j.tourman.2021.104362
https://doi.org/10.1080/13683500.2015.1081158
https://doi.org/10.1080/13683500.2015.1081158
https://doi.org/10.1108/IJCHM-12-2021-1528
https://doi.org/10.1108/IJCHM-12-2021-1528
https://doi.org/10.1086/666616
https://doi.org/10.1362/146934712x13420906885395
https://doi.org/10.1016/j.tourman.2009.02.008
https://doi.org/10.1016/j.tourman.2009.02.008
https://doi.org/10.1016/s0148-2963(00)00195-8
https://doi.org/10.1016/j.jbusres.2013.03.036
https://doi.org/10.1007/s11747-010-0200-y
https://doi.org/10.1007/s11747-010-0200-y


Heinonen 13

Eletxigerra, A., Barrutia, J. M., & Echebarria, C. (2021). Tourist 
expertise and pre-travel value co-creation: Task-related pro-
cesses and beyond. Tourism Management Perspectives, 37, 
1–11. https://doi.org/10.1016/j.tmp.2020.100772

Epp, A. M., & Price, L. L. (2011). Designing solutions around 
customer network identity goals. Journal of Marketing, 75(2), 
36–54. https://doi.org/10.1509/jm.75.2.36

Fan, D. X. F., Hsu, C. H. C., & Lin, B. (2020). Tourists’ experien-
tial value co-creation through online social contacts: Customer-
dominant logic perspective. Journal of Business Research, 
108, 163–173. https://doi.org/10.1016/j.jbusres.2019.11.008

Fyall, A., & Garrod, B. (2019). Destination management: A per-
spective article. Tourism Review, 75(1), 165–169. https://doi.
org/10.1108/tr-07-2019-0311

Gallarza, M. G., Arteaga, F., & Gil-Saura, I. (2019). Customer 
value in tourism and hospitality: Broadening dimensions 
and stretching the value-satisfaction-loyalty chain. Tourism 
Management Perspectives, 31, 254–268. https://doi.org/10.1016/ 
j.tmp.2019.05.011

Gallarza, M. G., & Gil, I. (2008). The concept of value and its dimen-
sions: A tool for analysing tourism experiences. Tourism Review, 
63(3), 4–20. https://doi.org/10.1108/16605370810901553

Gallarza, M. G., & Gil Saura, I. (2020). Consumer value in tourism: 
A perspective article. Tourism Review, 75(1), 41–44. https://
doi.org/10.1108/tr-06-2019-0227

Gallarza, M. G., Gil Saura, I., & Arteaga Moreno, F. (2013). The 
quality-value-satisfaction-loyalty chain: Relationships and 
impacts. Tourism Review, 68(1), 3–20. https://doi.org/10.1108/ 
16605371311310048

Getz, D., & Page, S. J. (2016). Progress and prospects for event 
tourism research. Tourism management, 52, 593–631.

Giesler, M., & Veresiu, E. (2014). Creating the responsible con-
sumer: Moralistic governance regimes and consumer subjec-
tivity. Journal of Consumer Research, 41(3), 840–857. https://
doi.org/10.1086/677842

Gordon, R., Gurrieri, L., & Chapman, M. (2015). Broadening 
an understanding of problem gambling: The lifestyle con-
sumption community of sports betting. Journal of Business 
Research, 68(10), 2164–2172. https://doi.org/10.1016/j.jbusres 
.2015.03.016

Goulding, C. (2005). Grounded theory, ethnography and phenome-
nology: A comparative analysis of three qualitative strategies for 
marketing research. European Journal of Marketing, 39(3/4), 
294–308. https://doi.org/10.1108/03090560510581782

Grönroos, C. (1990). Service management and marketing: 
Managing the moments of truth in service competition. 
Lexington Books.

Grönroos, C. (2006). Adopting a service logic for marketing. 
Marketing Theory, 6(3), 317–333. https://doi.org/10.1177/ 
1470593106066794

Grönroos, C., & Voima, P. (2013). Critical service logic: Making 
sense of value creation and co-creation. Journal of the Academy 
of Marketing Science, 41(2), 133–150. https://doi.org/10.1007/
s11747-012-0308-3

Gursoy, D., Malodia, S., & Dhir, A. (2022). The metaverse in 
the hospitality and tourism industry: An overview of current 
trends and future research directions. Journal of Hospitality 
Marketing & Management, 31, 527–534. https://doi.org/10.10
80/19368623.2022.2072504

Hallem, Y., & Barth, I. (2011). Customer-perceived value of 
medical tourism: An exploratory study—The case of cos-

metic surgery in Tunisia. Journal of Hospitality and Tourism 
Management, 18(1), 121–129.

Healy, J. C., & McDonagh, P. (2013). Consumer roles in brand cul-
ture and value co-creation in virtual communities. Journal of 
Business Research, 66, 1528–1540. https://doi.org/10.1016/j.
jbusres.2012.09.014

Heinonen, K., Campbell, C., & Lord Ferguson, S. (2019). Strategies 
for creating value through individual and collective customer 
experiences. Business Horizons, 62(1), 95–104. https://doi.
org/10.1016/j.bushor.2018.09.002

Heinonen, K., & Strandvik, T. (2020a). Customer dominant ser-
vice logic. In E. Bridges & K. Fowler (Eds.), The Routledge 
handbook of service research insights and ideas (pp. 69–89). 
Routledge.

Heinonen, K., & Strandvik, T. (2015), Customer-dominant logic: 
Foundations and implications. Journal of Services Marketing, 
29(6/7), 472–484.

Heinonen, K., & Strandvik, T. (2018). Reflections on customers’ 
primary role in markets. European Management Journal, 
36(1), 1–11. https://doi.org/10.1016/j.emj.2017.09.005

Heinonen, K., & Strandvik, T. (2021). Reframing service innova-
tion: COVID-19 as a catalyst for imposed service innovation. 
Journal of Service Management, 32(1), 101–112. https://doi.
org/10.1108/josm-05-2020-0161

Heinonen, K., & Strandvik, T. (2022). Viewpoint: applying pragma-
tism to stimulate service research and practice: AA European 
perspective. Journal of Services Marketing, 36(4), 467–475. 
https://doi.org/10.1108/jsm-06-2021-0211

Heinonen, K., Strandvik, T., Mickelsson, K., Edvardsson, B., 
Sundström, E., & Andersson, P. (2010). A customer-dominant 
logic of service. Journal of Service Management, 21(4), 531–
548. https://doi.org/10.1108/09564231011066088

Heinonen, K., Strandvik, T., & Voima, P. (2013). Customer domi-
nant value formation in service. European Business Review, 
25(2), 104–123. https://doi.org/10.1108/09555341311302639

Helkkula, A., Kelleher, C., & Pihlström, M. (2012). Characterizing 
value as an experience: Implications for service researchers 
and managers. Journal of Service Research, 15(1), 59–75. 
https://doi.org/10.1177/1094670511426897

Hirschman, E. C. (1986). Humanistic inquiry in marketing 
research: philosophy, method, and criteria. Journal of market-
ing Research, 23(3), 237–249.

Holbrook, M. B. (1994). The nature of customer value: An axiology 
of services in the consumption experience. In R. T. Rust & R. 
L. Oliver (Eds.), Service quality: New directions in theory and 
practice (pp. 21–71). SAGE.

Holbrook, M. B. (2006). Consumption experience, customer value, 
and subjective personal introspection: An illustrative photo-
graphic essay. Journal of Business Research, 59(6), 714–725. 
https://doi.org/10.1016/j.jbusres.2006.01.008

Hosany, S., Martin, D., & Woodside, A. G. (2021). Emotions in 
tourism: Theoretical designs, measurements, analytics, and 
interpretations. Journal of Travel Research, 60(7), 1391–1407. 
https://doi.org/10.1177/0047287520937079

Husserl, E. (1970). The crisis of the European sciences and tran-
scendental phenomenology. Northwestern University Press.

Josselson, R., & Lieblich, A. (2001). Narrative research and 
humanism. In K. J. Schneider, J. F. T. Bugental, & J. F. Pierson 
(Eds.), The Handbook of humanistic psychology: Leading 
edges in theory, research, and practice (pp. 275–289). SAGE 
Publications.

https://doi.org/10.1016/j.tmp.2020.100772
https://doi.org/10.1509/jm.75.2.36
https://doi.org/10.1016/j.jbusres.2019.11.008
https://doi.org/10.1108/tr-07-2019-0311
https://doi.org/10.1108/tr-07-2019-0311
https://doi.org/10.1016/j.tmp.2019.05.011
https://doi.org/10.1016/j.tmp.2019.05.011
https://doi.org/10.1108/16605370810901553
https://doi.org/10.1108/tr-06-2019-0227
https://doi.org/10.1108/tr-06-2019-0227
https://doi.org/10.1108/16605371311310048
https://doi.org/10.1108/16605371311310048
https://doi.org/10.1086/677842
https://doi.org/10.1086/677842
https://doi.org/10.1016/j.jbusres.2015.03.016
https://doi.org/10.1016/j.jbusres.2015.03.016
https://doi.org/10.1108/03090560510581782
https://doi.org/10.1177/1470593106066794
https://doi.org/10.1177/1470593106066794
https://doi.org/10.1007/s11747-012-0308-3
https://doi.org/10.1007/s11747-012-0308-3
https://doi.org/10.1080/19368623.2022.2072504
https://doi.org/10.1080/19368623.2022.2072504
https://doi.org/10.1016/j.jbusres.2012.09.014
https://doi.org/10.1016/j.jbusres.2012.09.014
https://doi.org/10.1016/j.bushor.2018.09.002
https://doi.org/10.1016/j.bushor.2018.09.002
https://doi.org/10.1016/j.emj.2017.09.005
https://doi.org/10.1108/josm-05-2020-0161
https://doi.org/10.1108/josm-05-2020-0161
https://doi.org/10.1108/jsm-06-2021-0211
https://doi.org/10.1108/09564231011066088
https://doi.org/10.1108/09555341311302639
https://doi.org/10.1177/1094670511426897
https://doi.org/10.1016/j.jbusres.2006.01.008
https://doi.org/10.1177/0047287520937079


14 Journal of Travel Research 00(0)

Kock, F., Assaf, A. G., & Tsionas, M. G. (2020). Developing coura-
geous research ideas. Journal of Travel Research, 59(6), 1140–
1146. https://doi.org/10.1177/0047287519900807

Kozinets, R. V. (2019). Netnography: The essential guide to quali-
tative social media research. SAGE.

Kozinets, R. V. (2022). Immersive netnography: A novel method for 
service experience research in virtual reality, augmented reality 
and metaverse contexts. Journal of Service Management. Advance 
online publication. https://doi.org/10.1108/josm-12-2021-0481

Leong, L. Y., Hew, T. S., Tan, G. W. H., Ooi, K. B., & Lee, V. H. 
(2021). Tourism research progress: AA bibliometric analysis 
of tourism review publications. Tourism Review, 76(1), 1–26. 
https://doi.org/10.1108/tr-11-2019-0449

Lindgreen, A., & Wynstra, F. (2005). Value in business markets: 
What do we know? Where are we going? Industrial Marketing 
Management, 34, 732–748. https://doi.org/10.1016/j.indmar-
man.2005.01.001

Lipkin, M., & Heinonen, K. (2022). Customer ecosystems: 
Exploring how ecosystem actors shape customer experi-
ence. Journal of Services Marketing, 36(9), 1–17. https://doi.
org/10.1108/jsm-03-2021-0080

Macdonald, E. K., Kleinaltenkamp, M., & Wilson, H. N. (2016). 
How business customers judge solutions: Solution quality and 
value in use. Journal of Marketing, 80(3), 96–120. https://doi.
org/10.1509/jm.15.0109

Malone, S., McKechnie, S., & Tynan, C. (2018). Tourists’ emo-
tions as a resource for customer value creation, cocreation, 
and destruction: A customer-grounded understanding. Journal 
of Travel Research, 57(7), 843–855. https://doi.org/10.1177/ 
0047287517720118

Martini, A., & Buda, D. M. (2020). Dark tourism and affect: Framing 
places of death and disaster. Current Issues in Tourism, 23(6), 
679–692. https://doi.org/10.1080/13683500.2018.1518972

Medberg, G., & Heinonen, K. (2014). Invisible value formation: a 
netnography in retail banking. International Journal of Bank 
Marketing, 32(6), 590–607. https://doi.org/10.1108/IJBM-03-
2014-0041

Miles, M., & Huberman, M. (1994). Qualitative data analysis: An 
expanded sourcebook (2nd ed.). SAGE.

Monroe, K. (2003). Pricing: Making profitable decisions (3rd ed.). 
McGraw-Hill/Irwin.

Mossberg, L. (2008). Extraordinary experiences through storytell-
ing. Scandinavian Journal of Hospitality and Tourism, 8(3), 
195–210. https://doi.org/10.1080/15022250802532443

Muniz, A. M., & O’Guinn, T. C. (2001). Brand community. Journal 
of Consumer Research, 27, 412–432. https://doi.org/10.1086/ 
319618 March.

Nakata, C., Izberk-Bilgin, E., Sharp, L., Spanjol, J., Cui, A. S., 
Crawford, S. Y., & Xiao, Y. (2019). Chronic illness medica-
tion compliance: A liminal and contextual consumer journey. 
Journal of the Academy of Marketing Science, 47(2), 192–215. 
https://doi.org/10.1007/s11747-018-0618-1

Naumann, K., Bowden, J., & Gabbott, M. (2020). Expanding 
customer engagement: The role of negative engage-
ment, dual valences and contexts. European Journal of 
Marketing, 54(7), 1469–1499. https://doi.org/10.1108/ejm-
07-2017-0464

Nawijn, J., & Biran, A. (2019). Negative emotions in tourism: A 
meaningful analysis. Current Issues in Tourism, 22(19), 2386–
2398. https://doi.org/10.1080/13683500.2018.1451495

Neuhofer, B., Buhalis, D., & Ladkin, A. (2012). Conceptualising 
technology enhanced destination experiences. Journal of 
Destination Marketing & Management, 1(1-2), 36–46.

Owensby, J. (1987). Dilthey’s conception of the life-Nexus. 
Journal of the History of Philosophy, 25(4), 557–572. https://
doi.org/10.1353/hph.1987.0062

Pahlevan-Sharif, S., Mura, P., & Wijesinghe, S. N. R. (2019). 
Qualitative online research in tourism: A systematic review 
of the literature. Tourism Review, 75(2), 448–465. https://doi.
org/10.1108/tr-02-2019-0072

Pan, T., Shu, F., Kitterlin-Lynch, M., & Beckman, E. (2021). 
Perceptions of cruise travel during the COVID-19 pandemic: 
Market recovery strategies for cruise businesses in North America. 
Tourism Management, 85, 104275. https://doi.org/10.1016/ 
j.tourman.2020.104275

Patton, M. Q. (2002). Qualitative research and evaluation methods. 
SAGE.

Pechlaner, H., Smeral, E., & Matzier, K. (2002). Customer value 
management as a determinant of the competitive position of 
tourism destinations. Tourism Review, 57(4), 15–22. https://
doi.org/10.1108/eb058390

Prebensen, N. K., Vittersø, J., & Dahl, T. I. (2013). Value co-creation 
significance of tourist resources. Annals of Tourism Research, 
42, 240–261. https://doi.org/10.1016/j.annals.2013.01.012

Ramaswamy, V., & Ozcan, K. (2018). What is co-creation? An 
interactional creation framework and its implications for value 
creation. Journal of Business Research, 84, 196–205. https://
doi.org/10.1016/j.jbusres.2017.11.027

Ranjan, K. R., & Read, S. (2016). Value co-creation: Concept and 
measurement. Journal of the Academy of Marketing Science, 
44(3), 290–315. https://doi.org/10.1007/s11747-014-0397-2

Reisinger, Y., & Mavondo, F. (2005). Travel anxiety and intentions 
to travel internationally: Implications of travel risk percep-
tion. Journal of Travel Research, 43(3), 212–225. https://doi.
org/10.1177/0047287504272017

Rihova, I., Buhalis, D., Gouthro, M. B., & Moital, M. (2018). 
Customer-to-customer co-creation practices in tourism: 
Lessons from customer-dominant logic. Tourism Management, 
67, 362–375. https://doi.org/10.1016/j.tourman.2018.02.010

Rihova, I., Buhalis, D., Moital, M., & Beth Gouthro, M. (2013). 
Social layers of customer-to-customer value co-creation. 
Journal of Service Management, 24(5), 553–566. https://doi.
org/10.1108/josm-04-2013-0092

Rojas-de-Gracia, M. M., & Alarcón-Urbistondo, P. (2020). 
Importance of family for individual tourist satisfaction. Annals 
of Tourism Research, 85, 103031. https://doi.org/10.1016/j.
annals.2020.103031

Sahhar, Y., & Loohuis, R. (2022). Characterizing the spaces of 
consumer value experience in value co-creation and value co-
destruction. European Journal of Marketing, 56(13), 105–136. 
https://doi.org/10.1108/ejm-04-2020-0313

Salem Khalifa, A. (2004). Customer value: A review of recent liter-
ature and an integrative configuration. Management Decision, 
42(5), 645–666. https://doi.org/10.1108/00251740410538497

Sandberg, J., & Tsoukas, H. (2015). Making sense of the sensemak-
ing perspective: Its constituents, limitations, and opportunities 
for further development. Journal of Organizational Behavior, 
36(S1), S6–S32. https://doi.org/10.1002/job.1937

Sandström, S., Edvardsson, B., Kristensson, P., & Magnusson, P. 
(2008). Value in use through service experience. Managing 

https://doi.org/10.1177/0047287519900807
https://doi.org/10.1108/josm-12-2021-0481
https://doi.org/10.1108/tr-11-2019-0449
https://doi.org/10.1016/j.indmarman.2005.01.001
https://doi.org/10.1016/j.indmarman.2005.01.001
https://doi.org/10.1108/jsm-03-2021-0080
https://doi.org/10.1108/jsm-03-2021-0080
https://doi.org/10.1509/jm.15.0109
https://doi.org/10.1509/jm.15.0109
https://doi.org/10.1177/0047287517720118
https://doi.org/10.1177/0047287517720118
https://doi.org/10.1080/13683500.2018.1518972
https://doi.org/10.1080/15022250802532443
https://doi.org/10.1086/319618
https://doi.org/10.1086/319618
https://doi.org/10.1007/s11747-018-0618-1
https://doi.org/10.1108/ejm-07-2017-0464
https://doi.org/10.1108/ejm-07-2017-0464
https://doi.org/10.1080/13683500.2018.1451495
https://doi.org/10.1353/hph.1987.0062
https://doi.org/10.1353/hph.1987.0062
https://doi.org/10.1108/tr-02-2019-0072
https://doi.org/10.1108/tr-02-2019-0072
https://doi.org/10.1016/j.tourman.2020.104275
https://doi.org/10.1016/j.tourman.2020.104275
https://doi.org/10.1108/eb058390
https://doi.org/10.1108/eb058390
https://doi.org/10.1016/j.annals.2013.01.012
https://doi.org/10.1016/j.jbusres.2017.11.027
https://doi.org/10.1016/j.jbusres.2017.11.027
https://doi.org/10.1007/s11747-014-0397-2
https://doi.org/10.1177/0047287504272017
https://doi.org/10.1177/0047287504272017
https://doi.org/10.1016/j.tourman.2018.02.010
https://doi.org/10.1108/josm-04-2013-0092
https://doi.org/10.1108/josm-04-2013-0092
https://doi.org/10.1016/j.annals.2020.103031
https://doi.org/10.1016/j.annals.2020.103031
https://doi.org/10.1108/ejm-04-2020-0313
https://doi.org/10.1108/00251740410538497
https://doi.org/10.1002/job.1937


Heinonen 15

Service Quality: An International Journal, 18(2), 112–126. 
https://doi.org/10.1108/09604520810859184

Sang, S. (2021). Reconstructing the place branding model from the 
perspective of Peircean semiotics. Annals of Tourism Research, 
89, 103209. https://doi.org/10.1016/j.annals.2021.103209

Schau, H. J., Muñiz, A. M., & Arnould, E. J. (2009). How brand 
community practices create value. Journal of Marketing, 73(5), 
30–51. https://doi.org/10.1509/jmkg.73.5.30

Schembri, S. (2006). Rationalizing service logic, or understand-
ing services as experience? Marketing Theory, 6(3), 381–392. 
https://doi.org/10.1177/1470593106066798

Schembri, S., & Sandberg, J. (2002). Service quality and the consumer's 
experience: Towards an interpretive approach. Marketing Theory, 
2(2), 189–205. https://doi.org/10.1177/147059310222003

Schutz, A. (1966). Some structures of the lifeworld. Collected 
Papers, Vol. 3, Martinus Nijhoff, The Hague.

Seraj, M. (2012). We create, we connect, we respect, therefore we 
are: Intellectual, social, and cultural value in online communi-
ties. Journal of Interactive Marketing, 26, 209–222. https://doi.
org/10.1016/j.intmar.2012.03.002

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy 
what we buy: A theory of consumption values. Journal of 
Business Research, 22(2), 159–170. https://doi.org/10.1016/0148-
2963(91)90050-8

Smith, W. W., Li, X., Pan, B., Witte, M., & Doherty, S. T. (2015). 
Tracking destination image across the trip experience with 
smartphone technology. Tourism Management, 48, 113–122. 
https://doi.org/10.1016/j.tourman.2014.04.010

Sthapit, E., & Björk, P. (2020). Towards a better understanding of 
interactive value formation: Three value outcomes perspective. 
Current Issues in Tourism, 23(6), 693–706. https://doi.org/10.
1080/13683500.2018.1520821

Strauss, A., & Corbin, J. (1998). Basics of qualitative research: 
Techniques and procedures for developing grounded theory 
(2nd ed.). SAGE.

Sørensen, F., & Jensen, J. F. (2015). Value creation and knowl-
edge development in tourism experience encounters. Tourism 
Management, 46, 336–346. https://doi.org/10.1016/j.tour-
man.2014.07.009

Van Laer, T., De Ruyter, K., Visconti, L. M., & Wetzels, M. 
(2014). The extended transportation-imagery model: A meta-
analysis of the antecedents and consequences of consumers’ 
narrative transportation. Journal of Consumer research, 40(5), 
797–817.

Vargo, S. L., & Lusch, R. F. (2016). Institutions and axioms: An 
extension and update of service-dominant logic. Journal of 
the Academy of Marketing Science, 44(1), 5–23. https://doi.
org/10.1007/s11747-015-0456-3

Williams, P., & Soutar, G. N. (2009). Value, satisfaction and behav-
ioral intentions in an adventure tourism context. Annals of 
Tourism Research, 36(3), 413–438. https://doi.org/10.1016/j.
annals.2009.02.002

Zeithaml, V. A. (1988). Consumer perceptions of price, qual-
ity, and value: A means-end model and synthesis of evi-
dence. Journal of Marketing, 52(3), 2–22. https://doi.
org/10.1177/002224298805200302

Zeithaml, V. A., Verleye, K., Hatak, I., Koller, M., & Zauner, 
A. (2020). Three decades of customer value research: 
Paradigmatic roots and future research avenues. Journal of 
Service Research, 23(4), 409–432. https://doi.org/10.1177/ 
1094670520948134

Zenker, S., Braun, E., & Gyimóthy, S. (2021). Too afraid to travel? 
Development of a pandemic (COVID-19) Anxiety Travel 
Scale (PATS). Tourism Management, 84, 104286. https://doi.
org/10.1016/j.tourman.2021.104286

Zhang, T., Zhang, P., & Lu, L. (2020). Service encounter value 
and online engagement behaviors. International Journal of 
Hospitality Management, 85, 1–13. https://doi.org/10.1016/j.
ijhm.2019.102338

Zheng, D., Luo, Q., & Ritchie, B. W. (2021). Afraid to travel after 
COVID-19? Self-protection, coping and resilience against pan-
demic ‘travel fear’. Tourism Management, 83, 104261. https://
doi.org/10.1016/j.tourman.2020.104261

Author Biography

Kristina Heinonen is Professor of Service and Relationship 
Marketing at Hanken School of Economics, Helsinki, Finland. She 
also holds a Fulbright Research Fellowship at University of 
Massachusetts, Boston, MA, USA and an adjunct professorship at 
University of Tampere, Finland. Dr. Heinonen’s research expertise 
is in service marketing and management and particularly service 
innovation, value creation, and customer experience. She is widely 
known for her research about the customer-dominant logic of ser-
vice that is focused on the primary role of customers in disruptive 
markets. This research trajectory has had a major impact on service 
and tourism research. Dr. Heinonen has authored more than 90 
articles in leading scientific journals and edited books.

https://doi.org/10.1108/09604520810859184
https://doi.org/10.1016/j.annals.2021.103209
https://doi.org/10.1509/jmkg.73.5.30
https://doi.org/10.1177/1470593106066798
https://doi.org/10.1177/147059310222003
https://doi.org/10.1016/j.intmar.2012.03.002
https://doi.org/10.1016/j.intmar.2012.03.002
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.1016/j.tourman.2014.04.010
https://doi.org/10.1080/13683500.2018.1520821
https://doi.org/10.1080/13683500.2018.1520821
https://doi.org/10.1016/j.tourman.2014.07.009
https://doi.org/10.1016/j.tourman.2014.07.009
https://doi.org/10.1007/s11747-015-0456-3
https://doi.org/10.1007/s11747-015-0456-3
https://doi.org/10.1016/j.annals.2009.02.002
https://doi.org/10.1016/j.annals.2009.02.002
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1177/1094670520948134
https://doi.org/10.1177/1094670520948134
https://doi.org/10.1016/j.tourman.2021.104286
https://doi.org/10.1016/j.tourman.2021.104286
https://doi.org/10.1016/j.ijhm.2019.102338
https://doi.org/10.1016/j.ijhm.2019.102338
https://doi.org/10.1016/j.tourman.2020.104261
https://doi.org/10.1016/j.tourman.2020.104261

