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Abstract 
The economy has developed, and consumers has over time gone from buying products to 

demanding services. But service in itself is no longer enough, and the current stage as we 

see is the experience economy. Consumers are willing to pay even extra for the great 

memorable experience (Pine & Gilmore 1998).  

One of the biggest part of the experience economy is tourism. Travelers desire both to have 

a vacation with their family and friends or maybe wanting to go on an adventure and 

experience something far from anything they ever experienced before. Travelers want the 

best experience possible when they go on a tour. 

But what is the best experience? The perception of an experience is by nature subjective, 

however it will always be the sum of the staged event and the person's mind. So for travelers 

to have the best experience, they need to have a great mind at the moment of the 

experience. However, the travelers mind is not something which changed only the exact 

moment the experience occur - the person's mind changes over time by every encounter, 

direct and indirect, they have. 

Previous research has shown that there several of determining factors which make the 

encounter affect the person's mind in both a negative and positive way. Those factors, or 

attributes, also comes in many form, and can be interpret differently. However, previous 

research has not categorized attributes in one single framework or shown the importance of 

the attributes. 

Hence this project focuses on the attributes of an experience from a travelers viewpoint. 

Respondents were asked about their previous experiences, so they could share the 

importance of very specific moments of their tours. These moments where then categorized 

and rated according to the phase of their journey. This project, in both a practical and 

theoretical terms, aims to rank the importance of categorized attributes in each phase of the 

customer journey based on the travelers previous experience for researchers and 

companies within the industry to use.  
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1. Introduction 
This chapter contains a general introduction to the research project of the paper. This 

chapter will describe the development within the economy and how it has developed into the 

experience-economy. Furthermore, this chapter will explain what an experience is, and how 

they are used in the tourism industry, with focus on micro travel companies. This will lead to 

the phrasing of the research question, and then followed by the motivation and goals for this 

project. 

1.1. Tourism in Experience economy 

The entire economy can be can recapitulated in the four-stage evolution. Each of the four 

stages (1) Commodities (2) Goods (3) Services and (4) Experiences has been developed 

over time. First came the stage of of commodities, where there were no differentiation in 

markets (except price), and the costumer basically just paid for whatever the commodity was 

priced. Then came the stage of goods. Now the consumers were willing to pay extra for the 

premium goods. One example could be premium flour to bake a better quality cake. As the 

economy developed, so did the households which now consisted of busy parents. Rather 

than buying the floor for the cake, consumers were now willing to pay for the service of 

having the caked baked for them. During the 1990s where time became the most precious 

resource, the family did not even bake the cake or throw the birthday party - they outsourced 

it. And outsourcing happened to where the best experiences was held. The development is 

illustrated below in Figure 1. 
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Figure 1 - The progression of Economic Value 

 

One thing is certain: experiences are valuable. One example of experiences, something that 

households spend more discretionary income on than home improvements, financial 

investments, or even health related products: Travel (Think w. G 2016). 

 

According to the World Tourism Organisation, the number of international tourists arrival 

reached 1.4 billion in 2018. This was even 2 years before it was predicted. This presents 

enormous potential for the sector and economies globally (Calderwood & Soshkin 20019). 

And despite the fall in the sector in 2020, because of COVID-19, the Travel & Tourism 

revenue in Europe is expected to increase to 214.0 billion U.S. dollars in 2023 Miklos (2020). 

Of those, 72,5 billion will be through travel packages (See Figure 1)  

 

 

Figure 2 - Expected revenue development of Travel Packages 
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Besides the development in tourism People's behaviour and their way of traveling are also 

being predicted to change due to Covid-19. One of the suggestions is, that people now have 

experienced a time where they could not spend their money, and people are perceiving their 

money being less worth, so that when they are finally allowed to spend their money, they 

want to live their life to the fullest (Lindstrøm 2020). 

 

For a person to live to their fullest, a person want to experience the opposite of their daily 

live. A person, who usually lives very frugal, might want to be a king for a day, live on fancy 

hotel and eat a feast. On the other hand, a well-educated and wealthy person might want to 

be a peasant for a day. People want to experience the extreme, compared to their everyday 

life (Steensgaard 2020). This is where the role of tourism plays in, because when traveling 

you get away from your everyday life. 

 

Tourism industry is one of the best known industries within the experience economy. In 

Europe 99% of all tourism companies employ less than 250 employees and 94% employ 

even fewer than six employees These are niche micro-tourism travel companies, delivering 

unique experiences. Experiences which are more extreme. 

 

In Denmark, there are 474 travel companies, which primarily occupation is to sell package 

tours to both private and business customers. 232 of those travel companies hasn’t 

registered how many employees they have. Of the 242 who has registered, 190 travel 

companies has less than 10 employees and 153 has less than 5 employees (estatistik 

2020), which clarifies that there are several micro-travel companies in Denmark. 

1.2 Problem and research question 

Micro-travel companies are hence their nature of business, confronted with competitive 

disadvantages, such as poor economies of scale and scope and minimum potential for 

diversification and innovation. But how come these small micro tourism companies still 

survive and thrive in the competition against big travel empires? It, as the competitiveness of 

any service, ultimately depends on the customers satisfaction which is determined by the 

consumers assessment of expectations towards a certain service product and the actual 

experiences which the service process, thus travel companies also proclaims that they have 

the best and most authentic experience. 
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Knowing the importance of a great customer experience, especially when travel, it leads to 

the question: What is the best experience? Defined by  B. Joseph Pine II and James H. 

Gilmore (1998) is an experience, something that  occurs when a company intentionally uses 

services as the stage, and goods as props, to engage individual customers in a way that 

creates a memorable event. Thus experiences are highly individually. This might explain why 

niche travel companies then successfully target very specific customers, however it does not 

explain how the micro-travel companies actually affect the customers experience throughout 

the entire customer journey. 

 

The objective of this thesis is thus to assess which attributes and how they change the 

customers perceived experience. Furthermore, this project aims define when attributes are 

most important, ensuring micro-travel companies can focus on addressing correct attributes 

on the right time, hence this project seeks to add both theoretical and practical knowledge to 

both researchers and practitioners within the tourism industry. 

 

This leads to the research question for this project 

 

Which attributes affects the customer experience throughout the customer journey in a 

micro-travel company and how important are these attributes for the traveler? 

1.3 Motivation 

Micro-travel companies have the unique possibility to tailor and full needs of customers, and 

creating unique experiences. Experiences that are not only memorable but also sometimes 

life lasting or even life changing. But the same companies are often challenged by not 

investing the few resources they have into understanding customers and their needs better. 

This is of course a result of needs for customers are always individually and for every person 

there will be a new opinion. However, there are still no doubt, that the customer satisfaction 

will ultimately depend on the perceived experience they had with the travel company, thus it 

is needed to frame what attributes are affecting the experience and to find out when they 

affect the customers. 

 

Knowing what attributes affects the customer experience when traveling, and the importance 

hereof, will not only help micro-travel companies and the travel industry in general, but also 

ensure that travelers will have a more fulfilling travel experience. As the author of this project 
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has its own travel company, the motivation of this papers lays in the ensuring of travelers 

fulling experience. 

2.0 Literature review 
The objective for this thesis is, as mentioned in the introduction, is investigate how the micro 

travel companies are creating unique and great experiences, compared to travel companies 

with more resources, deeper network and sometimes more experience. 

 

The preliminary analysis showed that the economy has developed from being goods bases 

to consumers wanting to pay for an experience. The literature review thus needs to cover: 

1) Definition of an experience in this context 

2) When the person’s mind are being affects 

3) Which decisive attributes there are for an experience 

 

To do so, it is crucial to identify what attributes are requested and valued the most by 

consumers in the economy experience in general, but also when it comes specifical to 

travelers. Therefore, the following chapter conceptualises current notions for the 

independent variable, the experience, in relation to dependent variables, attributes 

influencing the experience. 

2.1 Review strategy  

The main part of the literature review was done in the period from march to june 2020. 

However, due to the iterative nature of this reach, the literature was revised and updated 

continuously. The literature review was done by the author of this project. 

 

In the search of literature, the primary database in use was Elsevier, however when cross 

referencing other sources came into use. The primary search terms to cover the requested 

domains, was terms like “experience economy”, “experience economy”, “tourism experience 

economy” “customer journey tourism”. 

 

The objective was to review previous literature regarding the decision process / customer 

journey within tourism and explore which attributes are affecting the customer on which 

encounters throughout this customer journey. 
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The review could have included more broader literature regarding the customer journey in 

other industries, but it was prioritized to focus specifically on research within the tourism 

industry. This to understand what it takes for a niche-travel company to create the best 

possible experience, and how the organisation support the creation of mapping out the 

customer journey. 

2.2 An experience 

Experience economy, as mentioned in the introduction, is the more premium and 

differentiated stage of the economy. And even though it can seem similar, experiences shall 

not be confused with services. This chapter will now focus on the actual experience, and 

define what an experience is in the context of this project. 

 

Defined by  B. Joseph Pine II and James H. Gilmore (1998) is an experience, something that 

occurs when a company intentionally uses services as the stage, and goods as props, to 

engage individual customers in a way that creates a memorable event. 

Experiences distinguishes from commodities (that are fungible) goods (that are tangible) and 

services (that are intangible) by being memorable. 

 

In the progression of economic value, experiences are more premium and differentiated 

(Joseph Pine II and James H. Gilmore 1998), but should not be considered amorphous or as 

something that happens by coincidence or luck. An experience is just as real an offering as 

any service or any goods. The difference is however, that compared to prior economic 

offering - commodities, goods and services that are external to the buyer, experiences are 

inherently personal. The experience only exist in the mind of the individual person, and only 

when the individual has been engaged on an emotional, physical, intellectual or even a 

spiritual level. 

 

Another difference for experiences compared to a good or a service, is that two people can’t 

have the same experience. This is as the experience is subjective by nature. 

 

The goal for the ones creating the experience, is to lift the staged event and the person's 

mind, so that the value of the experience is perceived higher by the individual having the 

experience. 
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2.2.1 The customer experience - journey 

As mentioned in the previous chapter, the experience is dependent on the customers mind. 

This meaning, that the experience is not only dependent on a single moment. The 

experience is dependent on everything from start to the end, and customer experience is the 

internal and subjective response customers have to any direct or indirect contact with a 

company. 

 

This meaning, that it is not only when a customer have direct contacts such as purchase, 

use or are being serviced by an employee, but also on indirect encounters such as 

representation, word of mouth communication, advertising etc. However, not all touch points 

(encounters) are of equivalent value. For a company which core offering is a service, the 

service encounters matters more, and when it comes to online webshops, simply things in 

UX design can make a huge difference. What is shared for all encounters, is that for each 

encounter, the gap between the customers expectations and the experience sums to the 

difference between the customers satisfaction or lack of satisfaction. 

 

That does however not mean, the more encounters the better. The more encounters means 

more complexity, thus the encounters needs to taking into consideration of the full customer 

journey. Also it is not about answering specific questions fast or more correct, to speed up 

the journey, but to understand the customer experience, it is about addressing the root 

cause. The customer journey needs to be identified, and each encounter mapped out. That's 

what creates the experience. 

 

A lot of research on Customer experience is on customer experience management (how to 

track, measure, sustain etc.) And of course it is relevant to measure, track and sustain 

customer satisfaction throughout the whole journey. But what previous literature is missing, 

is specific knowledge about how great experiences has been created (rather than how less 

great experiences can been improved) and what components within the organization or the 

experience provider, has been crucial to which encounters throughout the whole customer 

journey. 

 

Knowing that it is each encounter throughout the full customer journey that sums to the 

customer experience, t is important to investigate which attributes of the encounters that 

increase/decrease the experience. 
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2.2.2 Customer journey in micro travel company  

According to Yachin, (2018), the customer journey of a tourist with a micro travel company is 

divided into three phases (1) Prospective (2) Active (3) Reflective, which each of their 

sub-categories. The journey is illustrated in the figure below - The customer journey model. 

 

 

 

 

 

Figure 3 - The customer journey model 

 

Stickdorn & Zehrer (2009) have a similar model, where the customer journey is overall split 

into three phases (1) Preservice, (2) Service period (destination) (3) Post service with an 

extra add-on showing how customer reviews impact other and future customers, illustrated 

in the figure below. However, even though there are similarities, this model focuses more on 

service industry and hotel stays, rather than group tours, thus the figure above fit this journey 

for a micro-travel company and will be more thoroughly described in this chapter. 
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Figure 4 - Customer reviews impact other customers 

The Prospective phase 

The first step of the prospective phase is the pre-purchase. This is where potential 

customers they search for different option and research possibilities. In terms om traveling 

this could both be choosing a destination, what time to go but also who the tour operator 

would be. Pre-purchase is not necessarily interaction with the provider, as the customer 

often find a lot of the information on the webpage themself, however there can be inquiries 

via email and phone calls. Inquiries in this step often regards the possibilities of participating 

in a tour, with questions regarding both compatibilities and availability (Yachin 2018). 

 

Second step is when the customer book/purchase a tour. This often takes place on a 

tour-providers webpage, where customers has to fill in information about themself. Here it 

can be a consideration between keeping the registration process simple versus asking the 

customer about extra information to tailor the experience in a more personalized way (Ibid). 

 

Once customers complete the booking process, they reach the third and final step of the 

prospective phase. They are now post-purchase / pre-experience. Customers get 

confirmation on their reservation as well as needed practical information about their coming 

tour. For customers being pre-experience, they often build up the excitement. This step is 

thus also where customers and tour providers manage expectations towards each other.  

The Active phase 

The second phase of the customer journey when traveling is the Active phase. This is as the 

prospective phase split into three steps. 

 

The first of them being In-situ pre-experience. This is for an example when a tourist is sitting 

in the flight or in the train. Maybe in the car on they way to the destination. The experience 

has in principle begun, but what that has started is not the specific experience which made 

the customer book the tour, it's more or less the means or necessity of having the 

experience. It can also be the first meeting with a tour leader and face-to-face conversations 

(Ibid). In case their is these interactions as in face-to-face with the tour-provider and the 

customer, it is important to have an expectation round. It can be the last few things which 

needs to be prepared for the experience on the tour or what might is planned. It can also 

help the tour provider make the last few adjustments before starting the tour. 
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The second step of the active phase is the actual “experience”. This is the core of a tour and 

also the longest moment in the active phase (Ibid). This moment is often both intense and 

intimate and shared between all participants. It is also important that the experience is 

facilitated so that it encourages conversations, and interactions between tour participants. 

 

The last step of the active phase is the In-situ post-experience. This is where participants 

round up the experience, might give some initial feedback etc. This step of the phase also 

serves as a preparation for the final phase, the Reflective phase. If there is a tour-leader 

they could for an example tell that there would be a survey coming up or something similar 

(Ibid). 

The Reflective phase 

The last phase of the customer journey in a tourist company is the reflective phase. This is 

where the customers think about their experience and what they liked the best or what they 

would have changed. For the tour provider it is important that the feedback is emphasized 

and not only tells is the experience was bad or good, but what specific things were bad and 

good. This is for the tour-provider being able to make adjustments for future tours, but also 

have a dialogue with customers, and increase the chance of them joining a future tour (Ibid). 

2.4 Concept matrix: Attributes influencing customer experience 

As mentioned the in previous paragraph, the research on how current customers 

experiences are tracked, measured and sustained has been studied thoroughly, however the 

research on how to create an actual great experience has not. 

 

Research does tell, that it is all encounters, both direct and indirect, that affects the customer 

throughout the whole customer journey, in the three different phases (1) The Prospective 

Phase, (2) The Active Phase (3) The Reflective Phase). Even though attributes has been 

studied, it does however not emphasize on which attributes the encounters need to have 

and on what stage during the customer journey they are more crucial compared to others. 

 

A argument for why not, is that the customer journey differ a lot from industry to industry and 

between companies. This meaning, just as there are no identical experience for two 

customers, there are no identical customer journey, or at least many different journeys.  
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However, there will be similarities, and no matter the complexity, it makes sense to map out 

a customer journey including attributes. 

 

To achieve some similarities and to get a clear overview of the attributes, they will be 

summarized in the below concept matrix. Furthermore, the attributes within the field of 

tourism is higher prioritized. 

2.5 Attributes in Tourism 

Attributes influencing the perceived value of the experience  in tourism has been highly 

researched. This includes both functional and experiential attributes. 

 

The aforementioned thorough studies of attributes is understandable, as Tourists may be 

willing to pay a premium when functional attributes are complemented by experiential 

attributes. Moreover, it has been shown that customers involved in co-creation processes, 

designing their own products such as watches (Franke &Piller, 2004), at the same time, 

some tourists may opt for a certain emotional distance and prefer to receive only functional 

attributes in service encounters. 

 

As attributes comes in many forms, no single study has defined a coherent list. This is also 

as attributes are constantly renewed, reformulated and reshaped, due to the development of 

both the economy, the experience and tourism in general. 

 

There will however, be similarities between attributes despite the constant development, and 

despite that studies mention attributes with different names. This chapter focuses on the 

experiential attributes in tourism. Those attributes which are increasing the perceived value 

of the experience. Attributes can come in many forms, but have in this context been 

categorized, when there were similarities mentioned in different litterature. The attributes and 

their mentioned in illustrated in below concept matrix. 
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Figure 5 - Concept matrix of attributes affecting the travel experience 
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Attribute 1 - Transformation 

“Everyone is transformed by travel to some degree” (Lean, 2012, p. 169). However, 

historically travelers have sought transformation on spiritual or religious journeys referred to 

as pilgrimages. There are an infinite number of scenarios that can transform tourists in some 

way, which is why it helps to categorize the transformation into 4 general categories of 

scenarios: (1) Deep human connectivity, especially in cultural contexts (2) deep 

environmental connectivity in natural settings (3) Self inquiry, self reflection, self knowledge, 

learning and creativity (4) engaging contribution to the destination by tourists (Sheldon 

2020). 

 

Sheldon (2020) elaborates that some transformation is momentary and complete, while 

other occurs incrementally over time, and of course tourist transformation can arise from any 

experiences anywhere without design, this attention to the interactions, touchpoints and 

other encounter of the trip and the values, norms and philosophies of service interventions is 

crucial in creating transformative moments. 

 

But one thing is attention to each encounter, another suggestion by Lyons (2010), is that the 

more intense the cross-cultural engagement or the more challenging the conditions, the 

more likely the transformation will occur. Lean (2012) confirms this by stating that tourists on 

the transformational journey value opportunities for self-inquiry and self-reflection to explore 

themselves, connect with their purpose, and find their inner truth away from the distraction of 

daily routines. They also identified that for real transformation participants should mentally 

separate from their daily lives and their digital world. 

Attribute 2 - Interactions 

Another attribution of an experience, is successful traveler interactions. This is mentioned in 

many ways, both as Engagement, C2C interactions and co-creation. In this paragraph they 

will be referred to as interactions, this meaning both in between customers and from a 

customer to service provider (vise-versa). These interactions are shown to influence 

outcomes of experience, which is seen in tourists evaluations of service experience and 

quality of thus service. Sørensen & Jensen (2015). 

 

The reasoning can be found when thinking about experiences as two-dimensional. The first 

dimension corresponds to the customer participation, where it at one end of the spectrum 
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lies passive participation, in which customers do not affect the performance/experience at 

all, such as symphonies, and the other lies in active participation where the customer is a 

part of creating the experience, as for an example skiers. (Pine & Gilmore 1998). It can also 

enhance the experience of customers designing a product, and then watching to pay more 

for the products as the customers participations has enabled perceived ownership of the 

product (Franke & Piller (2004). But the experience is not either nor, it is to some degree. 

Imagine people watching a concert or a comedy show. They contribute to the visual and 

aural event. (Pine & Gilmore 1998). 

 

Whether or not the customer participates passive or active, the staff is also playing a role in 

creating transformative experiences. Each touchpoints of tourists experiences can only 

contribute to the tourist's transformation if they have sophisticated com- 

munication and life skills, and have experienced some transformation of consciousness 

themselves themselves. Then they can relate personally to the tourist and facilitate the 

transformative experience. The deep human connection and long-term relationships formed 

with employees can also contribute to the tourist's awakening more than acquiring money 

and possessions (Sheldon 2020), thus the attribute really is about interactions. 

 

The interactions will also happen all the time - it is not only when planned by the one 

designing the experiences. It can be both before, during and after the experience, when 

participants communicate, share and collaborate, and it might even be in private spaces 

such as on the hotel room or near a campsite (Rihova, Buhalis, Gouthro, Moital 2017). 

Yachin (2018) states that even though there are interactions between firm and customer 

from the beginning to the end, the interaction is the strongest when the core of the activity 

happens, as the interactions are arguably the most intense, thus where value is created the 

most through participation. 

 

Besides increasing the experience, co-creation, especially between customers, may 

increase tourists social value of the experience in various ways; the tourism context can 

become embedded with kinship meanings, bring about the emergence of collaborative 

commercial friendships, or represent a platform for the enactment of tribal rituals. This may 

be particularly important for increasing the well-being of communities or the improvement of 

host-guest relationships within destinations (Rihova, Buhalis, Gouthro, Moital 2017). 

19 



Attribute 3 - Customization 

Customization has it roots in the customer's participation through interactions and is an 

important attribute of an experience. 

 

By given more customized experiences, customers can become an interactive part of 

encounters, and thereby latent or less important desires can be satisfied. Satisfactions of 

these desires, will not only fulfill the customer experience better, but can also lead to 

upselling (Sørensen & Jensen 2015). 

 

But customization does not need to be down to an individual level. One example of this, is at 

a basketball game, where customers, after the game, could buy customized Nike T-shirts, 

commemorating the date and score of events - complete with an action photo of the winning 

hoop (Pine & Gilmore 1998). 

 

Sørensen & Jensen (2015) discovered that to customize for each participants, employees 

should engage in less superficial and standardised conversations with guests. Instead the 

employees should embrace the encounters with a more open mind, so that in every 

interaction, the conversation could be customized. This also meaning that employees 

sometimes would give their personal opinion and advice, which then resulted in an even 

more customized experience. 

 

By customizing for individuals, new general needs can also be explored, and additional 

encounters can be added, thus helping the business develop and grow (Yachin 2018). 

Attribute 4 - Care (interest) 

To discover the latent needs and customize the journey for the customers, it is important that 

the company cares and shows interest for the costumer. Research tells that there are 

different ways to show genuine interest, and sometimes it is small things, as an example 

when Walt Disney, one of the pioneers within experiences, do not call their customers for 

customers - they always call them guests (Pine & Gilmore 1998). 

 

For a company to care at encounter, it is important that front-line employees are encouraged 

to do so. This by simply asking questions to the customers, as for an example their reasons 

to join a tour or reason to buy specific product (Sørensen & Jensen 2015). When they are 
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encouraged to do so, the employees get a better idea of the customer and have a higher 

chance of setting explicits goals for the experience together with the customer (Yachin 

2018). But caring does not only improve the attribute of customisation, it also awakens 

people in their interactions. Awakening people tend to value experiences of sharing and 

contributing more than acquiring money and possession (Sheldon 2020). 

Attribute 5 - Knowledge 

One attribute, that are mentioned the most and in different forms, is the educational or 

knowledgeable attribute. It is about front-line employes having knowledge and using their 

skills in creating of the experience (Sørensen & Jensen 2015). Another form, is in the 

educational form. In the transformation of customers throughout the customer journey, the 

transformation enhances when the customers explore themselves and get new knowledge. 

Sheldon (2020). 

 

Some experiences, or events are also by nature educational. Attending a class, ski lesson 

etc. But the experience itself, does not have to be an educational event, for the customer to 

obtain new knowledge or learn new skills. Acting in a play, playing in an orchestra, or 

descending the Grand Canyon involve both active participation and immersion in the 

experience, and thus develop new knowledge for the participant. (Pine & Gilmore 1998) 

According to Shaw & Williams (2008), knowledge is not only an attribute of a great customer 

experience, knowledge and knowledge transfer also contributes to a better understanding of 

innovation. That finding is in accordance with Sørensen and Jensen (2015), that suggest 

that the possibility to utilise firm–customer encounters as learning opportunities, is 

conditioned by the firm's ability to involve customers and bestow an experience-like quality to 

the customer journey. Saying that also the company obtains new knowledge via encounters. 

Attribute 6 - Entertainment 

Opposite to educational, but not necessarily exclusive from, is the attribute entertainment. 

Experiences that most people think of as entertainment; watching television, attending a 

concert etc, tend to be those in which customers participate more passively than actively; 

their connection with the event is more likely one of absorption than of immersion If you 

minimize the customers’ active participation, however, an escapist event becomes an 

experience of the fourth kind—the esthetic. Here customers or participants are immersed in 

an activity or environment, but they themselves have little or no effect on it—like a tourist 
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who merely views the Grand Canyon from its rim or like a visitor to an art gallery. (Pine & 

Gilmore 1998). 

Attribute 7 - Authenticity 

Authenticity as an attribute is difficult to define, as who can really decide when something is 

authentic? Especially when it comes to staged events. 

 

However, during the customer journey, or during the transformation, there is this calling to 

something more, which is fuelled by the desire for authenticity and connection with the true 

self, often requires courage (Hirschorn & Hefferon 2013). This process to reach authenticity 

is also referred to as simplification of experiences and desires. The more authentic, the less 

interest in accumulation of possessions and outward demonstrations of success, and less 

interest in other's opinions of how one lives. A desire for authenticity of experience often 

accompanies the desire for simplicity. There is a confidence and a deep sense of self-worth, 

without the need to conform to cultural norms (Sheldon 2020). 

 

Many tourists prefer hostels, bed & breakfasts, and likewise smaller establishments, due to 

the authentic experience of the tourism product, which hereby can be intensified through 

genuine contact with local residents (cp. Zehrer 2009, Miettinen 2007, Wanhill 2000). 

 

To sum up authenticity, Hirschorn & Hefferon (2013) described a timeline of experience, 

beginning with an existential yearning to explore their life’s potential and culminating in the 

experience of growth and authenticity via the willingness to leave everything behind and the 

adversity in the cross-cultural encounter itself.  This arguing that authenticity is not only an 

attribute of an experience, but just as well the goal it self of having an experience, when you 

experience the true authenticity. 

Attribute 8 - Intuitivity 

One of the most popular products on intuitivity is the Macbook. Compared to Microsoft, the 

simplicity and easy to use gives their customers an unique experience. This is not 

necessarily valid for every user of a personal computer. The secret to a good experience 

isn’t the multiplicity of features on offer. Microsoft Windows, which is rich in features, may 

provide what a corporate IT director considers a positive experience, but many home users 

prefer Apple’s Macintosh operating system, which offers fewer features and configuration 
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options. The secret to the good experience is thus the intuitivity based on the customer 

(Meyer & Schwager (2007). Dependent on the experience, there is different ways to design 

the customer journey, but everytime the customer meets a perceived barrier, an unneeded 

encounter arises, thus both detailed, correct and well timed information is necessary for a 

great experience (Yachin 2018). 

Attribute 9 - Service 

According to Pine & Gilmore (1998), the easiest way to turn a service into an experience, is 

to provide poor service, as it would create a memorable encounter of the unpleasant kind. At 

the same time, “over servicing” in the name of customer intimacy can also ruin an 

experience. 

 

This of course goes both ways, so that when the service is high, the customer experience is 

better. Thus Rawson, Duncan & Jones (2013) argues, that identifying the journeys that 

matter most can be beneficial even when companies don’t have a nagging customer service 

problem, as it would be possible to identify on which encounter service should either be 

improved or turned down. 

Attribute 10 - Satisfying needs 

Both Pine & Gilmore (1998) and Rihova, Buhalis, Gouthro, Moital (2017) explains that values 

for experiences are highly subjective to each customers, thus it is needed to identify the 

needs for each customer and then ensure or determine how the experience can fulfill or 

even exceed these needs. These needs are, as Sørensen & Jensen (2015) explains and as 

mentioned in attribute 3, not always clear. Needs can be latent and undiscovered. 

Those that want to transform the overall customer experience thus need to simultaneously 

create a detailed road map for each journey, one that describes the process from start to 

finish, takes into account the business impact of optimizing the journey, and lays out a 

commonsense, feasible sequence of initiatives. Initiatives that can satisfy needs. 

Attribute 11 - Memorability 

As Pine & Gilmore (1998) defines, An experience occurs when a company intentionally uses 

services as the stage, and goods as props, to engage individual customers in a way that 

creates a memorable event. Thus making the attribute memorability, more as the result of 

the experience. As mentioned in the attribute regarding service, bad service can turn into a 
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memorable experience - in a bad way. And the more senses an experience the more 

effective and memorable it can be. 

 

People already spend tens of billions of dollars every year on memorabilia. These goods 

generally sell at price points far above those commanded by similar items that don’t 

represent an experience (Pine & Gilmore 1998). 

2.6 Conceptual model 

Having reviewed attributes that affects encounters between the tour provider and the 

consumer throughout the customer journey when traveling, this chapter will note the key 

takeaways. 

 

First, attributes affecting the customer experience has been studied thoroughly, however 

they are often phrased differently and with a lot of different focus, not considering both when 

on the journey the attributes affects the most nor the impact or importance of the attribute it 

self. Most studies focus on attributes as a sole factor on the specific encounter, when in 

reality the attributes weight are also affected by previous steps in the customer journey and 

thus the consumers mind. Thus the need for differ the attributes in each phase throughout 

the journey. However, even though the importance will differ or intensify in specific phases, it 

is important to remember that all attributes stay the same and can, theoretically affect the 

experience throughout the whole journey. 

 

Second key take-away, is that thus the customer journey for a traveler in a micro travel 

company has been studied, the lack of attributes affection of customers wanting to rebook a 

tour. In general the last reflective phase is not emphasized on, and thus opens challenges 

for travel companies. 

 

Last key take-away, is that the travel company need to support the customer journey in as 

many aspects of the organisation as possible. If the travel company provided as good 

experience, but does not have equally good encounters in the prospective and reflective 

phase, then the customers mind will be affected badly, and thus the full customer experience 

will be perceived worse than its potential. 

Even though there is a lack research in the importance of the attributes, how the experience 

increase the customer for booking a new tour and how the organisation of the travel 

company can affect each attribute with their encounters towards the customer, there are 
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some clear and meaningful relations and patterns throughout the studies. Several studies 

includes different attributes and conclude they are also correlated to each other. 

 

As we see clear and obviously relations between the tour providers excellence in every 

encounter and the attributes of an experience, it makes sense to connect these in a more 

structured overview. It could lead towards a tendency where it states that some attribute 

were more important than the other, and simply having the travel company focusing solely in 

that (or maybe those few) attributes which is most important. However as the attributes 

importance are affected by previous encounters throughout the journey, the importance of 

attributes should instead be ranked within each phase of the customer journey. 

As we know, both indirect and direct encounters affect the customer experience, however 

there is a shared understanding towards previous research that indirect encounters are 

important to track from a customer viewpoint, as the tour provider would not necessarily 

realize that there was an encounter. Furthermore indirect encounters are often affecting the 

customer experience in a negative way. Encounters affecting the customer experience in a 

negative way, are just as important as the those encounters affecting in a positive way, and 

to investigate those it is important to ask the customer directly. 

 

Having all these dynamics in mind, model combining the customer journey with the tour 

provider and their encounters towards a customer can be drafted. Figure 6  illustrate the 

relations between attributes of an experience and the customer experience. 

 

As it can be seen in figure 6 the path for the customer experience actually in someway 

already starts before the prospective phase. It for sure does in case they are recurring 

customers. The figure also shows that there are several times the customer experience will 

be affected, thus illustrating the the customer experience is not a single moment. The figure 

does illustrate that on case the company can improve each of the attributes affecting each 

phase, then the company have a high change of controlling every moment throughout the 

customer journey. This however also set higher demands of the travel company thus they 

should instead focusing on where to improve the most, thus the need for valuing the 

importance of each attribute. 
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Figure 6 - Attributes affecting phases of the customer journey 

 

Besides the fact that the figure does not illustrate the importance of attributes, it also does 

not show other, more factual, factors that can affect the customer journey when going on a 

travel company. Factors that can be changed by the company as in price and profit margin, 

but also factors that are sometimes out of the hand of the travel company. Those factors 

could be weather, development in politically environment, change in economy of a 

destination, media outlets etc. Those things could all be something that affects the customer 

in the prospective phase, when they are researching for their next tour them self. It is 

however not included for the same reason, as is something that not necessarily connected to 

the tour provider and out of scope for encounters the tour provider can have.  

The following chapter will emphasize on the methodology behind this project and outline 

choices taken. 

3.0 Research Methodology 
This chapter outlines the methodological choices behind the design process of this paper. It 

begins with the research philosophy and how it was adapted for the paper, followed by the 

research design and strategy. Furthermore the choices for the research strategy and the 

data collection methods for the research will be explained together with strengths and 

weaknesses of the chosen methods. 
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3.1 Research Philosophy 

The following section will explain the research philosophy used throughout this project and 

why this philosophy was adopted. 

 

Interpretivism advocates that is is necessary for the researcher to understand the differences 

between humans in our role as social actors. Interpretivism philosophy, emphasizes that 

human beings are different from objects because they create meanings. Meanings which 

can change. The interpretivist philosophy is furthermore recognized by that the researcher 

has to adopt an empathetic stance, by entering a sociale world of the subjects being 

research and understand their world from their point of view. Therefore an interpretivist view 

is highly appropriate in the case of complex and unique cases. Saunders et. al., (2009). This 

definition is aligned with the understanding that the economy has changed from 

Commodities to an experience economy (as mentioned in chapter 1.1), and within this 

experiences economy it is both high circumstantial and dependent on the person's mind. The 

understanding of an experience is thus by nature complex and unique and demands the 

researcher being able to view it from different perspectives. Interpretivism compared to other 

research philosophies are illustrated in the below figure:  
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Figure 7 - Comparison of four research philosophies in management research 

 

In interpretivism, from an ontology view, the researcher has to understand that the reality is 

socially constructed. A good experience, is based on the subjectives opinion and one 

person's needs and desires within an experience can both change and be many.  

Therefore the data collection methods (which will be emphasized on later) does focus on 

details of specific situations and on the respondents opinions. The data collection is 

relatively small, but still in depth samples, with open-end questions, an approach which 

aligns with the interpretivist philosophy. 

 

The purpose of the research is partially explanatory, with the goal of establishing relation 

between attributes of an experience with the perception of what a great experience is. At the 

same time, the research also aims to explore other attributes not mentioned in previous 

literature as well as value attributes throughout the customer journey. 
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The abductive approach combining existing knowledge to determine which attributes that 

actually affect the customer experience, with new data, based on previous literature, to 

measure the importance of each attribute. The abductive approach also resonates for the 

choosing of research design which will be elaborated on in the following chapter. 

3.2 Research design 

The following chapter will uncover the layers behind the research design of this project, and 

how this project aims to answer the research question: What are the attributes of a customer 

experience and how does micro-travel company map out their travelers customer journey? 

Initially this chapter focuses on the research strategy, why that strategy was chosen as well 

as the data collection methods used to answer the research question. The chapter will also 

go into depth how each data collection method was structured as well as explaining 

disadvantages as well as advantages for those specific methods.  

3.2.1  Research strategy 

This chapter will elaborate on the research strategy for the project, and why this strategy 

was chosen.  

 

For this project multiple methods has been used in the data collection. Tashakkori and 

Teddlie (2003) argue that multiple methods are useful if they provide better opportunities for 

you to answer your research questions and where they allow you to better evaluate the 

extent to which your research findings can be trusted and inferences made from them. 

 

In this project the two methods used for data collecting was (1) survey and (2) 

semi-structured interviews. Those will be emphasized in the following paragraphs.  

 

The advantages of using multiple methods in the same research project can be many 

dependent for different purposes in the study. For this project survey were conducted on a 

more explanatory stage, where as the interviews were used as exploring further key issues. 

This data collection technique within one study is also referred to as data Triangulation. This 

is ensuring that the information the data tells you is actually what the data tells you, as they 

are verifying each other. This is also seen in the comparison of the data sets where 

interviews are confirming the replies in the survey.  
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Figure 8 - Reasons for using mixed-method designs 

3.2.1.1 Survey 

This paragraph will explain the choices taken in developing the survey. 

Survey strategy are often used in the deductive approach of a research. According to 

Saunders et. al., (2009) using a strategy should give more control over the research process 

as it is used to answer who, what, where, how much and how many questions (Saunders et. 

al., 2009). Another advantage of the survey is that data obtained often are standardised and 

allowing easy comparison. This is helpful working with complex data and helpful when 

wanting to wanting to establishing relation between different variables, which is ideal as this 

project also aims to establish relation between attributes. 

 

There are different types of questionnaires (as illustrated in below figure). 

30 



 

Figure 9 - Different types of surveys 

 

In this case, the survey send out was self-administered internet mediate. The survey was 

distributed throughout different social media channels, primarily in the network of the 

researcher. 

 

Initially the respondents were asked to answer questions about their gender, age and 

nationality. This for the researcher being able to spot differences based on those 

parameters. 

 

The survey aimed to cover three different phases of the customer journey from the customer 

perspective. On a more general note, the respondents were also asked if they have 

previously joined a group tour and how often they travel. Asking respondents how often they 

travel was first and foremost to ensure they at least travel once a year, as assuming 

traveling less would make their answers of previous experiences less qualified and less 

relevant. All 62 respondents did however travel at least once a year. Of the 62 respondents, 

36 respondents had participated in a group tour. Those who had, were given an extra set of 

questions regarding experiences with those group tours. This part was covering whether or 

not the group tour had a tour leader and also what good and bad experiences was specific 

for when it comes to groups. 
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Figure 10 - Survey, “What is your gender?”  

 

 

Figure 11 - Survey, “Have you ever joined a group tour?” 

 

Furthermore respondents were asked to consider previous experiences and their usual 

preferences in general when travelling. Respondents was also asked what is most important 

to them for having a good experience when traveling. The questions were on purpose and 

very obviously split into three different phases. The phases was (1) before (2) during and (3) 

after the tour. This is equivalent to (1) The Prospective (2) The Active (3) The Reflective 

phase of a customers journey within a micro-travel company as mentioned in chapter 2.2 

This was to ensure that the respondent considered the difference of important in attributes of 

the experience throughout the whole tour instead of just giving general importance. 
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The attributes were however not mentioned as directly. They were covered in sentences. 

One example of this, is when asking the respondent whether or not “Knowledge” was 

important to them, the questions was phrased as: 

 

“How important is it for you that you are developing yourself (either by learning a new skill or 

learn something about yourself) through the tour”. 

 

To cover each phase, questions were tailored, however throughout this survey, a mix of 

open and rating questions were used. 

 

Open questions 
Open questions in surveys are useful when we are unsure of the response. In this survey 

open questions where used to cover very subjective question. As usual travel habits can 

differ. To cover each phase, it therefore started with open questions. An example of this in 

the phase regarding during the trip: 

 

“Please describe what you enjoy the most when you are traveling (Exploring a city, tanning 

on the beach, tasting good food, visiting museums, etc.)” 

 

Even though open questions, by nature are more difficult to categorize and thereby finding 

similarities, having some examples within they question was guiding the respondent. The 

goals was then to categorize respondents text answers and find patterns within. This is very 

useful for the exploratory part of the research and when wanting to explore other attributes. 

To cover the first phase, respondents were asked what type of tour they usually book and 

how they most usually travel. Their answers where then split into categories. 
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Figure 12 - The Prospective Phase Categorization  

 

Of the 62 respondents, 57 people filled out the question. Answers could fit into two 

categories if for an example one respondents answers that mentioned more.  

 

The answer:  

 

Travelling by friends or in a group but more like nature tour not a city one 

 

would then fit into the categories both friends, group and nature. The total would therefore 

also sum up to more than 100%, but still indicates people's preferences for their booking of 

tours. 

 

In the Active phase during a tour, the process of categorizing the answers were the same. 
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Figure 13 - The Active Phase Categorization  

 

Results of the open questions will be emphasized in chapter 4. 

 

Rating Questions 
Rating Questions are used to collect opinion data where the respondent is asked how 

strongly the respondent agrees with a series of statements (Saunders et. al., 2009). For this 

survey, rating questions were used to cover the before-tour and during-tour phase. Every 

attribute was phrased as a sentence, and then asking the respondent how much, from a 

scale from 1-5 they agreed that the attribute was important to them. Furthermore an 

additional category of “I do not know” was added separated from the rating scale. This was 

to ensure that respondents, who never considered the attribute when either booking a new 

tour or when on a tour, could chose this option and not skew the results. 

 

Furthermore both positive and negative statements was added to the scale as illustrated in 

the figure below, to avoid confusing the respondents. 
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Figure 14 - Survey, “One a scale from 1-5, please rate how important the following are to 

you when you booking a new trip 

3.2.1.2 Semi structured interview 

Second part of the data collection was semi-structured interviews.  

Interviews can split into three categories, (1) structured interviews (2) semi-structured 

interviews (3) unstructured or in-depth interviews.  

Compared to structured interviews, semi-structured and unstructured interviews are 

non-standardised and often referred to as the qualitative part of the research (King 2004). 

 

This research project is a combination of a exploratory and explanatory study, and even 

though its more frequent used in explanatory studies, semi-structured have elements that 

can cover both of these types.  

 

 

Figure 15 - Different types of studies 

 

Furthermore, The reasoning behind choosing semi structured interviews a data collection 

method shall be found in the purpose of the research and the significance of establishing 

personal contact. Interviews are great for the research to infer relations between variables, 

(Saunders et. al., 2009) just as this project want to establish relations betweens attributes for 
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the experience. Furthermore the interviews give the researcher a chance to explain and 

build on answers from respondents, which for this project gives the possibility to explore new 

attributes, understand if things that are important to travelers actually is an attributes hidden 

in another perception of the respondent and understand why the specific attributes is 

important to the respondent. The interviews also had the purpose to confirm results from the 

survey, and thereby add meaning, significance and depth to the research.  

The interview would furthermore give the respondent to hear him/herself thinking out loud, 

contrary to the survey. This gives the opportunity to consider things that the respondent 

might not haven't thought about previously, thus making the respondent reflect more and 

give even more richness to the answers.  

 

As explained, the reflectiveness is important to give more richness to the answers, but for 

the respondent to give in-depth answers, it is important that there is established a personal 

contact to the interviewer (Ibid). Another argument for the importance of establishing a 

personal connection, is that the topic is covering the respondents personal opinions and 

preferences when it comes to tours and experiences. Experiences, as stated previously, 

which is by nature a very subjective thing, the respondent needs to trust and feel 

comfortable in sharing information with the interviewer.  

 

Themes 
As the main purpose of the interviews is to ensure relations betweens attributes are being 

covered and that respondents could explain personal preferences, it is important to ensure 

the interview cover the full customer journey. That is the reasoning behind choosing of 

theme, as the respondents were asked to often focus on their own specific tours, and the 

respondents were asked to come with concrete examples from previous tours. Having their 

previous tour experiences as the overall theme, the foundation was laid for nature of 

questions.  

 

The questions was intentionally phrased so that they were clear and understandable for the 

respondent. The following questions was phrased to ensure a structure for the interview and 

to ensure covering the theme of their own personal tour, however they were not necessarily 

asked chronological. The phrasing of the questions was intended to be clear and open. 

Easterby-Smith et al. (2008) explains that the use of open-questions helps avoiding research 

bias. Answers where tough followed up by  appropriately worded probing questions to 

explore reasons behind the respondents answers.  
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Examples of this was “then you also said something like” or “thats interesting..” 

 

Planned questions for the semi-structured interviews: 
- When plan your next tour/holiday, what considerations do you make before? 

- Destination: What determines which destination you chose?  

- How much do you plan?  

- What do you usually do on a tour? 

- What makes the best tour for you?  

- What makes a bad trip for you? 

- What would make you book a tour to either the same place or with the same tour 

company? 

 

This was the same framework of questions for all three interviews conducted with Adil, 

Lasse & Sander 

4.0 Analysis 
This last chapter aims to combine findings from literature and the research done from the 

survey and the interviews. This chapter will analyse the results from both the survey and the 

interviews, and combine it with previous literature. Firstly, the analysis will illustrate what an 

experience is, and how the person's mind is affected throughout the journey. Secondly This 

chapter will analyze attributes for each of the pases in the customer journey and other 

findings and finally this chapter will give an overview of the importance of the attributes. 

4.1 The Travel Experience 

 

As mentioned in chapter 2.2 each experience derives from the interaction between the 

staged event (like a theatrical play) and the individual’s state of mind (Pine & Gilmore 1998). 

This is illustrated in figure 16 below. 
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Figure 16 - The Travel Experience 

 

This figure represents the overall overview of an experience, (as the star). This project is 

aiming to answer the research question, what are attributes of a customer experience, and 

how does the micro travel company affects those attributes. In this 

 

Research Question: Which attributes affects the customer experience throughout the 

customer journey in a micro-travel company and how important are these attributes for the 

traveler? 

 

As this project has been done from a customer perspective, the attributes of an experience 

as all been how the customer (or  traveler) has perceived the attribute. This means that this 

projects has focused on the attributes affecting the person's mind, rather than the staged 

event. As experiences are highly subject the research strategy was a combination of a 

survey with a lot of open-ended questions combined with semi-structured interviews to have 

emphasized the results. This means that this project can analyse the importance of each 

attribute and how the attributes affect the person's mind. As stated, the person's mind is 

affected by all the things that has happened up until the staged event occurs. That is why 

this project first and foremost wanted to map out the different phases throughout the 

customer experience for a traveler in a micro travel company. As described in chapter 2.2, 

the customer journey consists of three phases (1) Prospecting Phase, (2) the Active Phase 

and finally (3) the Reflective Phase. In case the sum of these phases were good, there was 

a higher likelihood that the traveler would have had a good experience and thus book at the 

travel company again. This sums up, that the person's mind of an experience, is the results 

of the phases throughout the customer journey. This is illustrated in figure 17 below. 
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Figure 17 - The Person's mind affected by the customer journey  

 

Each of theses phases had different steps which is where the customer (or in this case 

traveler) had indirect or direct encounters with the travel company. It was these accounters 

affecting the perceived experience of attributes, and customers would based on their 

perceived quality of the attributes evaluate whether or not the objectives of each phase was 

fulfilled. However, and more importantly, the research showed that not every attribute was 

equally important for each phase, and as the initial pre-research for this paper explained, the 

micro travel company by nature have fewer resources, it is therefore highly important for the 

travel company to know which attributes to focus on throughout each phase. 

 

This is why, the following part of the analysis will be split into the three phases of the 

customer journey, and then analyse, based in the data collected, which attributes are the 

most important when, and possible estimate how important they are compared to the others. 

As mentioned in chapter 3, the survey did contain a lot of open ended questions, however 

they were at the same time asked so that the answers could be categorized. That is the 

categorization which lays the foundation for the analysis. 
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4.2 The importance of attributes throughout the customer 

journey.  

As mentioned in the previous paragraph, the importance of attributes throughout the 

customer journey for a travel experience, varies and is dependent on which phase the 

traveler is currently in. This chapter will go through each phase and, based on the results 

from the data collection, analyze how important the attributes are in those phases.  

Each phase will derive results from firstly the survey then the interviews, and finally make 

practical conclusions for that phase, so that it can be used to make an overall overview for 

the final part of this chapter. 

4.2.1 Attributes in The Prospecting Phase  

This paragraph will go into depth the first phase: The Prospecting phase. To cover this 

phase, both in the survey and interviews, respondents were asked about how they usually 

plan their tour and which considerations they make.  

4.2.1.1 Survey 

To cover the first phase in the survey, respondents were asked the following open question:  

 

“Please describe what type of trip you usually book. (City tour, charter tour, traveling alone or 

in a group etc.)” 

 

This was to indicate what is most important to people when they book a tour. All answers 

were then categorized, to spot similar answers as well as analyzing the results. Some of the 

respondents did however answer very brief and with out any depth. Examples of this are one 

respondent simply answering “Charter” and another one “Group”. 

However some of the answers were also very detailed as one respondent for an example 

answered the question with “Very different, but I mostly book our own trips and it is the big 

cities as well as beautiful nature destinations”.  

 

To find pattern in these questions, the answers were tagged with some of the similars words. 

The above example included the tags “alone, city, nature”. Tagging all answers would then 

make an overview of categories. The overview, ranked by how many times it was 
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mentioned, is listed below in figure 18 and includes the percentage of respondents who had 

the tag on their answer.  

 

 

Figure 18 - Categories in the Prospective Phase 

 

As seen in the above graph the categories varies a lot, including both “Business” and 

“Nature”, and at the same time some of the most mentioned categories are very similar and 

maybe even dependent on each other. As people could both be traveling in a group and with 

their friends, which also some of the respondents answered. One example of this is the 

answer “Travelling by friends or in a group but more like nature tour not a city one” which 

then would both the get tags “friends”, “group” and “nature”. The differentiation here is 

understood as the group is a group with people the respondent not know, which is also why, 

throughout the analysis, that both “Group”, “Friends” and “Family” are different categories. 

 

However, these categories need to be split into attributes. As respondents obviously did not 

know that, the categories are, in the next part of the analysis then divided into the different 

attributes which they are connected to. The categorization has been shown in below figure 

19 ranked by how many included the category in their answer. 
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Attribute  Category 

2  - Interactions Group (40,35%) 

Friends (28,07%) 

Family 2(2,81%) 

7 - Authenticity City (38,60%) 

Nature (10,35%) 

Backpacking (5,26%)  

9 - Service Charter (19,30%) 

6 - Entertainment Activity (12,28%) 

Adventure (5,26%) 

Uncategorized Business (5,26%) 

Figure 19 - Table of Categories and Attributes in the Prospective Phase 

 

Attribute 2 - Interaction 

In the survey 40,35% respondents mentioned they usually book a tour in a group, or at least 

together with some other people, and friends and family are on the 3rd and 4th place of most 

frequently mentioned. 

 

As mentioned in chapter 2.5 about Attribute 2 - Interactions, interactions when successful 

are shown to influence the final outcome of experiences, and tourists tend to evaluate their 

experiences well, when they had successful interactions.  

The reasoning is that travelers are participating in creating the experience and they often 

feel more related or connected to the experience they had. As the traveler opened up and 

related to the experience,  it lays the foundation for further transformation, learning etc. As 

travelers relate better to the experience it's basically lays the foundation for all the other 

attributes.  

 

As travelers often already have shared experiences with friends and family or know that 

there is better chance for successful interactions and then enhancement of the experience 

when traveling in a group, travelers logically prioritize this in their prospective phase of the 
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tour when planning a tour. Furthermore, they are expected to share some of the expectation 

joy in the pre-experience step.  

 

Attribute 7 - Authenticity  
38,60% of respondents mentioned “City” and several people also mentioning nature and 

backpacking. Answers of why they wanted to go to the city was not always clear, however 

one example is  

 

“Very different, but I mostly book our own trips and it is the big cities as well as beautiful 

nature destinations”,  

 

thus that it is very different what the person want to experience and thus going to a big city 

or seeing nature which is dependent of where you are from can be aligned with Attribute 7 - 

Authenticity. Authenticity is the desire for connection with true self. It is the willingness to 

engage in cross-cultural encounters and experience the pure and simply, which is related to 

nature and backpacking. However, it is also the the genuine contact to local residents, which 

is something that are a higher chance of experience in cities where there are other people. 

 

As authenticity is both something else and different while ensuring to engage - in 

cross-cultural encounters, it is naturally and logically that it is important for people to plan for 

authenticy. 

 

Attribute 9 - Service 

The third most mentioned attribute is service, which came in the form of the category 

“Charter”. Obviously the respondents answers are affected of understanding the word 

charter, however charter tours are booked through travel agencies and are often referred to 

as both luxoruis and with high level of service from the travel agency.  

 

Having great service (or poor service) creates an memorability encounter, which thus 

creates an experience. At the same time “over-servicing” can ruing the customer intimacy.  

 

When people are traveling, they also want to relax and have thing done for them. This is the 

reasoning behind why people want to book a charter tour, they plan for relaxation.  

 

Attribute 6 - Entertainment 
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12,28% of the respondents mentioned to do some sort of activity while 5,26% mentioned it 

was important for them to plan for an adventure. Again the meaning of activity and adventure 

can be very subjective, but while Attribute 6 - Entertainment also covers all sorts of things to 

do, like both watching television as well as participants in entertaining events, having 

activities and adventures as a part of the plan, means that they traveler is planning to be 

entertained. This is also aligned with the other factors as trying something new, authentic 

and having interactions with people.  

 

Uncategorized 
The remaining category “Business” is not put into any attribute. First of all there were only 

one person mentioning business, without emphasizing in which context. Also, it is assumed 

that if the traveler goes on business trips, he/she most likely does not decide everything 

himself. 

 

Results of rating questions 
As the analyze has to be aligned with attributes, all respondents were also asked very 

specifically intro each attribute. Besides categorizing the open-ended questions, the first part 

of the survey also contained ranking questions, where all attributes were phrased into a 

sentence and the respondents were asked to rate the importance of that attribute from a 

scale from 1-5. The results were then summarized in the below graph, where light green is 5, 

dark green is 4, and red is 1,2 and 3, combined.  
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Figure 20 - Rating questions in the Prospective Phase 

 

The colorization is to quickly get an overview of which attributes are important. And as 3 and 

below is seen as not important, then it makes sense to categorize them as negative. 

The above diagram shows that the most important attributes for the respondents when 

planning their next tour is, in ranked order 11 - Memorability, 10 - Exceeding / satisfying 

needs and 7 - Authenticity.  

 

Another way to evaluate the importance dependent on the ranking-questions, is calculating 

the average. Then respondents answering 2, would improve the importance of the attribute 

more than in case they had answered 1. This is different from the above graph. Using this 

calculation showed that 4 of the attributes reached an average importance of more than 4 for 

the respondent. The attributes, in ranked order 11 - Memorability,  10 - Exceeding / 

satisfying needs, 7 - Authenticity and 8 - Intuitivity / easy to use. This also shows that no 

matter which way to calculate, the top 3 importance of attributes are the same. Those three 

attributes will be emphasized below.  
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Figure 21 - Rating questions in the Prospective Phase (Graph) 

 

Attribute 11 - Memorability  

To cover the attribute 11 in the survey, respondents were asked on a scale from 1-5 how 

important it was for them to “Have a once in a lifetime experience”. As stated above, this was 

the one attribute rated the highest. Compared to the open end questions, for the same 

phase, no respondents mentioned memorability or once if a lifetime experience. This argues, 

that when people actually plan their tour, they don't necessarily think and plan for 

memorability as it is more practical and logistics, however when respondents are then 

reminded if its important to them, they value it more than anything else.  

 
Attribute 10 Exceeding / Satisfying needs  
Attribute 10 was the second most important attribute for respondents in the ranking 

questions part. This is aligned with the part of being important for planning and logistics in a 

tour, however it also fits the part of traveler dreaming and hoping for memorability, as if they 

experience their needs being exceeded.  

 

Attribute 7 - Authenticity  
To cover Authenticity, respondents were asked regarding meeting local people and 

participating in local traditions. Just like in the open-ended questions, one of the most 

important attributes. This was the only attribute being in top 3 in both parts of this phase.  

4.2.1.2 Interview 

During the interview, instead of asking directly whether or not a certain attribute was 

important to them, the respondents were asked what they usually look for then they book a 

new tour and what is important to them. 

 

Interview 1 - Adil 
When asking Adil regarding the pre-tour, she said:  
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“I usually kind of try to go to places I haven't been before. I traveled a lot, so I kind of try to 

explore new places and I think im really adventurous, so I like to go to places that I haven't 

heard that much about“ 

 

this explaining it is very important to her to try something new and something else. Just as 

respondents in the survey wanting to try something they never tried before, thus arguing the 

attribute 11 - Memorability. Furthermore, being adventurous is also requesting Attribute 6 - 

Entertainment and wanting to participate in things. Adil confirmed that it is important to her, 

when she was asked how much she planned in advance: 

 

“If I have time I would plan that before to see if that fits with the dates, or I also sometimes 

check if there's a festival going on or a concert and it doesn't necessarily have to be local 

one, it could be, I don't know, Rammstein, playing in that city.”  

 

Adil thereby explains that she sometimes plans the dates of her tours according to creating 

events, which is a huge part of Attribute 6 - Entertainment. Adil would usually travel alone, 

however in her planning phase she would maybe ask a friend or family, but, as she 

explained: 

 

“I think in the planning phase now I would ask either my boyfriend or some of my friends if 

they wanted to join, but in case they couldn't, that wouldn't stop me from going and I would 

just go by myself.” 

 

Which argues that Attribute 2 - Interactions are not necessarily important in the planning 

phase. Later questions did however show it was very important during the tour, which will be 

emphasized in chapter 4.2.2 The fact that she travels alones is also the catalysator for one 

of her important considerations when she plan a tour: 

 

“Is it safe to travel there by yourself as a woman?” 

 

Safety is not an attribute by itself, however safety is connected to how concerned a traveler 

should be and whether or not it’s difficult to travel there. This safety is connected to Attribute 

8 - Intuitivity. 
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Interview 2 - Lasse 
 

Safety is also important to Lasse, the second interviewee. His first considerations when he is 

planning  

 

“I think first of all Is it safe? When I went to south america, and on the web it said don't go 

out at night. So if i were to ge where with for an example with my girlfriend I would be very 

aware of that” 

 

As Lasse stated, it is however also related to whom he travels with, but for sure Attribute 8 - 

Intuitivity is important for Lasse when he plans a tour. Lasses second point, was that he 

always ask himself how touristic it is:  

 

“For me it is very “how touristed is it?” Are there any, or is it possible for me to go out and get 

experiences without being in a group of 40 different nationalities tourists” 

 

Lasse wants his experiences and tours full the Attribute 7 - Authenticity, so he always avoid 

other tourists and group bookings in his planning. As his final point, it is very important to 

Lasse that he tries something new.  

 

“I think, if it's similar to where I have been before. Because now I have traveled a lot in asia, 

and I feel like I want to go to places that are very different to that place.”  

 

This is of course also related to previous experiences, but just like Adil, Lasse also chases 

the new experiences fulfilling Attribute 11 - Memorability.  

 

Interview 3 - Sander 
Attribute 11 - Memorability is what is repeated from all of the interviewees. Sander says:  

 

“I think some of the first considerations I do is making sure that I go to somewhere new, 

somewhere I haven't been. Cause I like to gain new experiences.” 

 

But to Sander it is not only important that it is a new place. It is also important that he 

explores a whole new culture or new architecture. He likes to get lost in his travel and be 

flexible: 
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“I would say I’m more spontaneous, I do research, before like the most visited sights and so 

on. But in general I try to be more spontaneous, and when you meet new people also when 

traveling, also being open to their ideas. And what to do on the holiday. So I think it's quite 

spontaneous. I don't have a lot of things planned before I go on a trip.”  

 

This statement explains that not only is it possible for Sander to have the tour customized for 

him, but already in the prospective phase, he plans for Attribute 3 - Customization along the 

tour. 

4.2.1.3 Partial conclusion of the Prospective Phase 

 

As we know, experiences are very subjective, so when planning a tour it is very individual 

what you plan which is why it was also expected to have very individually answers in the 

data collection. However this chapter aimed to categorize open ended questions and rate 

the importance of attributes in the Prospective phase. It is clear, that the attributes comes in 

many forms, and rephrasing statements can allow respondents to think in that direction thus 

explaining why it is important to them. It was however possible to find patterns in both 

open-end question, the ranking question and the interviews. Attributes ranked in the top of 

each data method has been marked in the table below. 

 

Attribute / 

Data 

2 - 

Interactio

ns 

3 - 

Customiz

ation 

6 - 

Entertain

ment 

7 - 

Authentici

ty  

8 - 

Intuitivity  

9 - 

Service 

10 - 

Satisfying 

needs 

11 - 

Memorab

ility 

Open 

Question 

X  X X  X   

Ranking 

Question 

   X   X X 

Adil   X  X   X 

Lasse    X X   X 

Sander  X      X 

Total 1 1 2 3 2 1 1 4 

Figure 22 - Table of Partial conclusions of the Prospective Phase 
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The table only includes the attributes which were very obviously important throughout the 

analysis of the data, but some of them was also only clear in one of them. This partial 

conclusion shows, as illustrated in the table, the when planning a tour, the most important 

attributes is planning for:  

 

- Attribute 11 - Memorability 

- Attribute 7 - Authenticity 

- Attribute 6 - Entertainment 

- Attribute 8 - Intuitivity 

 
The next chapter will focus on the importance of attributes in the next phase of the customer 

journey: The Active Phase. 

4.2.2 Attributes in the The Active Phase 

This paragraph will go into depth with the second phase: The Active Phase. To cover this 

phase, as when covering the Prospective Phase, both the survey and interviews 

respondents were asked about their usually activities on their tours, but the during the 

interviews the respondents was also asked what makes a really good tour and what makes a 

really bad tour. 

4.2.2.1 Survey 

To cover the second phase in the survey, respondents were asked the following open 

question:  

 

“Please describe what you enjoy the most when you are traveling (Exploring a city, tanning 

on the beach, tasting good food, visiting museums, etc.)” 

 

This was to indicate what is most important to travelers when they are on a tour. As the 

question was open, answers were hereafter categorized, to spots trends. Even though the 

hope was that respondents answers very thoroughly, some answers were still very short and 

not fulfilling. Examples of these were simple answers like “Culture” and “Explore”. 

 

As for the Prospective Phase answers were tagged, and then an overview of the different 

categories were made. The overview, ranked by how many times it was mentioned is listed 
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in the below graph and includes the percentage of respondents who had the tag in their 

answer.  

 

 

Figure 23 - Categories in the Active Phase 

 

The graph shows categories which varies a lot, and includes both categories like “Food”, 

“Nature” and “History”. Some of the most mentioned categories are also very similar and 

depending on each other or might even have the same meaning. 

 

For example, some would argue that food and history is a part of the country's culture.  

Categories are split into attributes which they are connected to. The categorization has been 

shown in the table below ranked by how many included the category in their answers.  
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Attribute  Category 

7  - Authenticity Food (60,71 %)  

Local (53,57 %) 

Culture (41,07 %) 

City (37,50 %) 

Nature (21,43 %) 

 

9 - Service Relaxing (26,79 % 

Accomodation (3,57 %) 

6 - Entertainment Activity (26,79 %) 

Architecture (5,36 %) 

5 - Knowledge History (25 %) 

11 - Memorability “Something else” (23,21 %) 

2 - Interactions People (19,64 %) 

 

Figure 24 - Table of Categories and Attributes in the Active Phase 

 
Attribute 7 - Authenticity  
In the survey covering the Active Phase, the top four categories of answers were “Food”, 

“Local”, “Culture”, “City” and “Nature”. Respondents emphasized their answers as in wanting 

to explore and go where other tourists has not been.One respondent answered, when asked 

what is important to do when traveling: 

 

“Local food, finding cozy places, see extraordinary views, and talk to the locals” 

 

This is connected to respondents in the Prospective Phase also planned for authenticity. In 

the Active Phase it seems to be specified more concrete and respondents really know what 

authentic experiences they wanted to explore.  

 

 

53 



Attribute 9 - Service 
Definitely more people are prioritizing good service on the tour and it is mentioned as their 

second most important attribute. For a lot of respondents it is important to them that they can 

relax while on vacation. The interesting thing is that is was often in combination with wanting 

to have a very active tour, which is why the accommodation is also important:  

 

“That is a combinations. I love to taste the local food, but also exploring af city/nature 

through a tour trip or self arrange trip (example cycling through the nature). Sometimes I also 

love to lie at the pool/beach.” 

Attribute 6 - Entertainment 
One quarter of the respondents answered it was important for them to do some kind of 

activity on the tour. This could be be activities as biking or going to a concert. It also showed 

that entertainment not necessarily has to be in the more traditional setup with an event. 

Scouting and exploring for different types of architecture is also esthetic entertaining.  

 

Attribute 5 - Knowledge 
Respondents answered they would for an example visit museums and learn about the 

country's history. But it could also be learning about the destination they were at from 

another point of view, for an example from locals sharing their knowledge about the 

destination.  

 

Attribute 11 - Memorability  
People already spend money on memorability, so when they are on their journey it is 

naturally they search for these memorable moments. This comes to show as respondents 

answered they really wanted to try something new. It did not necessarily has to be 

something extreme, the most important thing was that it was new and different. 

 

Attribute 2 - Interactions 
As people and interactions was a huge part of the Prospective Phase, it is no surprise that 

respondents also included this in the Active Phase. However, respondents focuses more on 

the people they could potentially meet and talk with, rather than the people they travelled 

with. One respondents phrased it like this:  

 

“Meet local people, eat local food and try scratch the surface of the culture” 
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This is connected to respondents wanting to explore the local culture, thus they need to talk 

to the local people. 

 

Results of rating questions 
As the analyze has to be aligned with attributes, all respondents were also asked very 

specifically intro each attribute for the Active Phase. Besides categorizing the open-ended 

questions, the first part of the survey also contained ranking questions, where all attributes 

were phrased into a sentence and the respondents were asked to rate the importance of that 

attribute from a scale from 1-5. The results were then summarized in the below graph, where 

light green is 5, dark green is 4, and red is 1,2 and 3, combined.  

 

 

Figure 25 - Rating questions in the Active Phase  

 

The colorization quickly shows that most of the attributes are important in some way to the 

respondents, however attributes 1, 9 and 11 are the top 3.  

 

To include all answers and weight the importance, the same calculation method as in the 

Prospective Phase will be used.  This calculation method showed that attributes 5, 7, 8 and 

11 had an average of more than 4.  
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Figure 26 - Rating questions in the Active Phase (Graph) 

4.2.2.2 Interview 

During the interview, instead of asking directly whether or not a certain attribute was 

important to them, the respondents were asked what types of activities they usually do on a 

tour, but also what activities and previous experience that are crucial for them to have a 

good tour. 

 

Interview 1 - Adil 
 

When Adil was asked about what she really appreciates doing during tours she explained: 

 

“Finding different events and gatherings of people where you can easily meet someone 

where they can show you the culture, cause they can also recommend you something like, 

okay, these restaurants they are super touristy and pricy probably, and if you go here this is 

where all the locals eat. So I think that's also a way to explore some local places.” 

 

Adil wants to explore culture, learn about the destination and learn it from the locals point of 

view. As this concerns authenticity, she was asked to emphasize what “authentic” is to her 

 

“If I was invited home at somebody's place, that would be super authentic. I think that is as 

authentic as it can get” 
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The important attributes to Adil are learning, thus Attribute 5 - Knowledge. She craves 

information about the country. However, she does not want to get the information in every 

way. Adil requires the information being from locals and she have the best experiences if 

she simply participates in their everyday life. This is the Attribute 7 - Authenticity and 

Attribute 2 - Interactions.  

 

Interview 2 - Lasse 

Lasse on explaining typical things to do when on a tour. 

“A typical thing I always try to rent a motorbike and go outside the touristic places, go out to 

the fields. Get away from the “staged” setup as I see it. As for an example, italian restaurants 

in india - those makes no sense. But if you go just 10 minutes outside the city you'll see the 

real country. And I always try to first of all, there are always the “must sees” you have to 

check those of the list” 

 

This is some of the same arguments as Adil stated, and Lasse also thinks that Attribute 7 - 

Authenticity is important. At the same time however, he also wants to see the most popular 

sights, which is quite contradictory.  However, some of the popular sights are also symbols 

of the destinations culture. At the same time Lasse also don't want to plan everything in 

advance:  

 

“... but then you also want to be creative and then I always like to keep the tours a bit open, 

so that you can vary it a bit on the way.  if you hear someone say “ohh we did this yesterday, 

you need to do this” it is great to actually have the time to do that.” 

 

Arguing that Lasse thinks that while on the tour, Attribute 3 Customization is very important, 

so that he, based on new inputs can be flexible. 

 

Interview 3 - Sander 
As for the two other interviews, Sander was also asked what he usually do on tours: 

 

“I would say, like I’m say im totally spontaneous, so it does depend on my mood. But it could 

be walk around the city. When you just come to a new place, you walk around the city, get to 

know the place, the surroundings. So on. And It could be visiting a museum, or some nature 

spot or, it depends on if you are alone you kind of want to go somewhere where you can 
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meet people. If you are with someone, you might want to hear what they want to do as well. I 

would say it varies a lot - it's kinda hard to answer. “ 

 

Within this answer, several attributes come to show. First of all, Attribute 3  as Sander 

desires the customization. Furthermore museum and wanting to explore, argues he wants to 

learn, which is a part of Attribute 5 - Knowledge and Attribute 7 - Authenticity. But one very 

key factor to having Sanders need for authenticity fulfilled is food:  

 

“ I do, by all means, try to avoid going to touristic food locations. I try to find the most local 
and authentic experience. So for an example instead of going to the pizzeria on the big 
square, I would much rather go to the harbour and find the local fishermen's little fish 

restaurant or something like that.” 

4.2.1.3 Partial conclusion of the Active Phase 

The analyze of the Active Phase, included both data from the survey and from the 

interviews. Both respondents of the survey and the interviewees were asked what they 

usually do on a tour, as usually activities then covers what is important important to them. 

The most important attributes from each data collection method are summarized in below 

table: 

Attribute 

/ Data 

1 - 

Transfor

mation 

2 - 

Interacti

ons 

3 - 

Customi

zation 

5 - 

Knowle

dge  

6 - 

Entertai

nment 

7 - 

Authenti

city  

8 - 

Intuitivit

y  

9 - 

Service 

11 - 

Memora

bility 

Open 

Questio

n 

 X  X X X  X X 

Ranking 

Questio

n 

X   X  X X X X 

Adil  X  X  X    

Lasse   X   X    

Sander   X X  X    

Total 1 2 2 4 1 5 1 2 2 

Figure 27 - Table of Partial conclusions of the Active Phase  
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The table only includes the attributes which were very obviously important throughout the 

analysis of the data, but some of them was also only clear in one of them. This partial 

conclusion shows, as illustrated in the table, that the most important attributes, ranked by 

importance, of an experience when on a tour, is: 

 

- Attribute 7 - Authenticity 

- Attribute 5 - Knowledge 

- Attribute 2 - Interactions 

- Attribute 3 - Customization 

- Attribute 9 - Service 

- Attribute 11 - Memorability  

 
The next chapter will focus on the next phase of the customer journey: The Reflective Phase 

4.2.3 Attributes in The Reflective phase 

This paragraph go into depth with the third and final phase of the customer journey, the 

Reflective phase. To cover this was, respondents were asked about what made previous 

tours good or bad. Instead of having respondents give specific examples, they needed to 

reflect exactly as the phase is for.  

4.2.3.1 Survey 

Compared to the two first phases, this time the survey did not contain ranking questions. 

Instead they were asked about interactions with their tour provider after they returned home. 

This was to research if there were specific examples of actions that the tour company had 

done in the third phase which then improved the experience. Furthermore the survey 

contained an evaluation of 1-10 of their latest tour, to find out whether or not the tour was 

bad. Then the respondents was “Why? What made the tour good / bad?”. 

This part of the analysis will first focus on the good and bad parts and sum up with specific 

actions. 

 

Good things on a tour 
45 respondents mentioned positive things about their previous tour. These answers were 

then categorized to find similarities. Those categories are show in the below graph, with 

percentage of people who answered that. 
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Figure 28 - Categories in the Reflective Phase 

 

The categories are now put into attributes in the below table 

Attribute Category 

2 - Interactions People (46,67%) 

6 - Entertainment Activities (22,22%) 

11 - Memorability Something new (20,00%)  

7 - Authenticity Culture (17,78%) 

Nature (15,56%) 

Food (15,56%) 

Local (8,89%) 

3 - Customization Flexibility (17,78%) 

5 - Knowledge Learning (8,89%) 

10 - Satisfying needs Exceeding needs (8,89%) 

4 - Care Care (6,67%) 

9 - Service Accomodation (2,22%) 

Figure 29 - Table of Categories and Attributes in the Reflective Phase 
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As the above table illustrates, there are a lot of different factors which makes a tour good, an 

respondents also often gives several reasons, which is why there are many of them 

attributes that creates a good experience 

 

The top three attributes, 2 - Interactions, 6 - Entertainment and 11 - Memorability will be 

emphasised below. 

 
Attribute 2 - Interactions 
Of the 45 respondents who gave examples of positive experiences, almost half answered 

that the reason why the tour was good, was because of the people. It could either have been 

people they travelled with, a tour guide or because they met local people on their tour. As 

one respondent answered:  

 

“Great tour guide, I have gone home with very unique memories, I tried a lot of new things 

especially when it comes to food, I talked to locals and learned a lot.” 

 

This quote, also states that the interactions the respondent had with people, was how the did 

the respondent had more activities, learned about the culture, tried new things and had 

memorable experiences.  

 

Attribute 6 - Entertainment 
22,22 % of the respondent mentioned the activities they did on the tour as one of the primary 

reasons why they had a good tour. One respondent mentioned one main activity:  

 

“Adventurous!, Freedom of choice/tempo (Road Trip)” 

 

where the customization also comes into play, as he was free to do what he wanted. At the 

same time several respondents say that their tour was good because they had a lot of 

activities. 

“Packed programme and everything in place” 

 

Again this shows, that even tough people actually appreciate the same attributes, there will 

be subjectiveness to in which form, and how the program shall be planned. Which also 

argues why 17,78% said that the flexibility of the program was what made the tour good. 
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Attribute 11 - Memorability 

20%, or one fifth of the respondents said it was because they tried something new, which 

made the experience and tour good. It makes sense that for respondents in the reflective 

phase, thinking about good experiences, is reminded of the memories they had. 

 

Bad things on a tour 

In total, there were only 10 respondents who gave examples of reasons why a tour was bad. 

This argues that good experiences are what sticks to people's mind in the reflectives phase. 

At the same time, the foundation for which attributes (or lack of) that makes a bad 

experience is not that valid. However, in the 10 answers, there were still some similarities 

and those were then categorized, which is illustrated below. 

 

 

Figure 30 - Graph of Negative categories in the Reflective Phase 

 

One respondent has been on a cruise ship, and explains:  

 

“Never tried cruise ship- it had good theatre shows later on - devious food, beautiful spots in 

Norway, but I did not like been locked in with the same people and did not have the freedom 

as I had time frames to be on board and out in nature. Sea sickness as well” 
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Even though tours was good and he tried something new, the lack of flexibility decreased the 

overall experience. The respondent couldn't adjust and customize the tour along the way. 

Another respondent explains the the tour was overall good, but some of the challenges was 

the tour provider: 

 

“The experiences, the nature and the people. Even though we had difficulties with the trip 

provider, the trip turned out to be absolutely amazing” 

 

So this meaning that bad service is not necessarily ruining the entire trip, however it is 

something that lays in the mind of the respondent, thus affecting the overall experience.  

The three categories can thus be divided into two attributes as illustrated in below table. It 

should however be understood as “lack of attribute” 

 

Attribute Category 

 

3 - Customization Not well planned 40% 

Not flexible (30%) 

 

9 - Service Bad Service (30%)  

Figure 31 - Table of Negative categories and attributes in the Reflective Phase 

 

Having attributes which, when they are absent, are the primary driver for a bad experience, 

states how important they are, even though respondents not necessarily mention them in 

their good experiences. 

4.2.3.2 Interview 

Contradictory to the survey, in the interviews, the respondents were asked to think about 

several great experiences, and explain why there were good. This was to ensure the 

respondents  were reflective, and thought back on several experiences in the purpose of 

finding patterns or similarities between good experiences they have had. They responses 

would then be followed up with reasons why other tours have been bad.  
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Interview 1 - Adil 
In the interview with Adil asking her about what makes a good experience, she emphasized 

that it is not necessarily one specific thing, but at the same time it was very clear what made 

a good tour for her: 

 

“it can be a person you meet that will make you feel really comfortable and warm, or let's say 

you meet some of the locals and they introduce you to all these things” 

 

Adil aims for having this feeling of feeling comfortable while she also learns and try new 

things. It is however the people she meet, sometimes one specific person and sometimes 

several persons who amplifies her feeling. As it can be several people, she also don't like to 

be tied to the same person. In her answers of what makes a bad tour, she wanted flexibility: 

 

“What can make a really bad tour is if I have not flexibility . If I have anything planned from 

morning to evening and I have to be stuck with the same people all the time.” 

 
But once again, lack of flexibility is not the reason why the tour is bad, but she sees lack of 

flexibility as a cause of not meeting new people or exploring new things.  

 
Interview 2 - Lasse 
In the interview with Lasse he gave a very specific example of what was the best tour for 

him: 

 

“When we got to Myanmar, it was even more authentic, and it was even bigger ruins and 

there were just NO tourists. So you felt like you were discovering the country and that was 

extremely special.” 

 

Stating very clearly that Attribute 7 - Authenticity is what is important for him having a good 

tour. In terms of specific example, it was also applicable when talking about what made a 

bad experience for Lasse: 

 

“My friend got his back stolen in the cab. And it has his passport, it had his gopro, it had 

everything. So then you suddenly are looking at just 4 days at just waiting at the embassy 

and this completely ruins, because then you feel like, and that's not the right thing to do, but 
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you get angry at everyone in the country, like you guys are bad guys. Because one guy did 

that. But that's the only experience I had with crime.“ 

 

Bureaucracy and wasting time, is directly related to the lack of Attribute 8 - Intuitivity.  

 
Interview 3 - Sander 
To Sander, it was for him important to experience something new, meet people and learning 

something when planning a tour. So it was not surprise when he answered some of the 

same things about his best experiences:  

 

“I would say its a combination of different things. Mostly it's the people, if I travel alone, then 

the people is absolutely most important. Like the experiences I take with me home  and have 

made new friendships. But also in general, how much I liked the culture. And if I think, you 

often learn by experiencing others culture” 

 

So even though it is a combination of several things, he states the it is mostly the Attribute 2 

- Interactions, but those are important as Sander want to learn and experience cultures, 

which then argues that Attribute 7 - Authenticity and Attribute 5 - Knowledge is just as 

important. To Sander, there are some very obvious things that can ruin or at least make a 

tour worse:  
 

“Of course there are things that if you can't figure out the local train or whatever, and small 

frustrating things like that. But I would say in general it's - its group tours. 

I tend to both like and dislike, cause sometimes you are in a group tour and you are in group 

with 10 old ladies, who are so annoying and you don't really like these people and you don't 

really click with them, and they don't want to interact with you.” 

 

Just like Lasse, sander appreciates when Attribute 8 - Intuitivity is fulfilled. To him it is more 

a thing which just need to be there. At the same time he also don't want to be stuck with 

people he dont like, as Attribute 2 - Interactions, are important to him, it will therefore also 

ruin a tour.  

4.3.1.3 Partial conclusion of the Reflective PHase 

Having analysed the data from both survey and interviews where respondents has been 

reflecting about previous tours, the project can now summarise which attributes both 
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improves and decrease the experience. To indicate which attributes are most important, the 

results from each finding has been summarized in the below table: 

 

Attribut

e / 

Data 

2 - 

Interact

ions 

3 - 

Custo

mizatio

n 

4 - 

Care 

5 - 

Knowle

dge 

6 - 

Enterta

inment 

7 - 

Authen

ticity 

8 - 

Intuitivit

y 

9 - 

Service 

10 - 

Satisfyi

ng 

needs 

11 - 

Memor

ability 

Survey 

- Good  

X X X X X X  X X X 

Survey 

- Bad 

 X      X   

Adil X X         

Lasse      X X    

Sander X   X   X    

Total 3 3 1 2 1 2 2 2 1 1 

Figure 32 - Table of Partial conclusions of the Reflective Phase 

 

As seen in the above table, there are several attributes which are important, but at the same 

time some of the attributes are mentioned more times thus being more important to the 

respondents asked in this research, with Attribute 2 - Interactions and Attribute 3 - 

Customization being the two most important.. Below are the attributes listed according to 

importance in the Reflective Phase: 

 

- Attribute 2 - Interactions 

- Attribute 3 - Customization 

- Attribute 5 - Knowledge 

- Attribute 7 - Authenticity  

- Attribute 8 - Intuitivity 

- Attribute 9 - Service  

- Attribute 4 - Care 

- Attribute 6 - Entertainment 

- Attribute 10 - Satisfying needs 

- Attribute 11 - Memorability 
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4.3.4 Other findings in the survey and interview 

The previous chapters have focused on the importance of attributes throughout each phase 

of the customer journey. However during the data collection, a few other finding regarding 

importance during a tour has come to show. Three other findings will be emphasized in this 

chapters as follows (1) Importance of Price (2) Importance of Balance and mood and (3) 

Companies in the reflective phase. 

4.3.4.1 Importance of price 

Investigating the attributes of an experience, did for this project not include price. It was 

more or less thought, that price is connected to Attribute 10 - Satisfying needs.  

However, in the interview with Sander, when rounding up the interview and asking for further 

considerations if he had any, Sander said:  

 

“Questions you should be asking but aint, I would say price is a very KEY factor for me. I 

don’t have a lot of money so that is also the reason why I usually are arranging my own tours 

and wont go on pre planned tours with tour companies.” 

 

Thus meaning even when not guided in that direction, price is still so important to Sander 

that he will like to include it. He did also say this was a part of the pre-planning phase when 

considering going on a new tour. The same went for one of the respondents in the survey, 

when asked about what they usually look for when planning a new tour: 

 

“Backpacking tour, with a lot of different activities where I save on the accommodation to 

have more money for the activities/experiences.” 

 

Price is thus also a factor to have even more activities, thus being more entertainment and 

room in the budget for increasing other attributes. When asking Sander why price was 

important to Sander when booking a new tour (except for the fact that he not has a lot of 

money) he answered:  

 

“Value for money. I think in general I would look at pre-planned tours or just going there by 

myself and just see okay, these things that are on the pre-planned tours, can I do them by 

myself. If I can do them by myself, then I will not do the planned tour. If the operator offers 
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something unique that I wouldn't be able to do or arrange by myself, then I would be more 

inclined to do the tour. But of course, they can also be expensive” 

 

Which essentially goes back to the Attribute 10 - Satisfying needs. Can the tour, he is about 

to book, satisfy his needs within the budget, or should he spend more time on planning the 

tour it self, so insure his budget has room for other activities and then satisfying his needs. 

This is a fine balance, which also leads to the next finding.  

 

4.3.4.2 Importance of Balance and mood 

One thing is balance in price and expectations, but in the interview Adil also talks about 

balance between different attributes, when she was talking about what made the best tour 

for her. 

 

“I think it it was also the feeling of kind of like finding this balance of being out somewhere 

and exploring something new all the time but at the same time feel at home”  

 

The combinations of exploring something new and at the same time feel comfortable and 

relax, which usually is on different side of the spectrum is not only applicable to Adil, as in 

the Interview with Lasse he also talked about balance dependent on his mood. 

 

“I think it depends on the mood and what kind of experience you are looking for. Because I 

loved, in myanmar/burma the fact that there were no tourists like the original experience, but 

you just don't relax as much as you do in thailand where you can go out and be like “I feel 

like eating a pizza today” and then just go out and eat a pizza.  

But it depends a lot on the mood and what you are looking for.” 

 

Lasses statement directly relates to the fact that an experience is based on the person's 

current state of mind. Eating a pizza can both be good or bad, really dependent on what his 

state of mind it, and the best experience is a combination of several things at that current 

time he has the experience. 

4.2.4.3 Tour providers in the reflective phase 
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Our analysis has shown that the importance of attributes throughout the whole journey and 

that person's mind can be changed anytime. The least researched phase has been the 

Reflective phase, thus it was highly relevant to see how respondents answered regarding 

the importance of each attribute, which they did very well and showed a lot of results. 

However, respondents were also asked what kind of interactions, if any, they had with their 

tour provider after the tour. 40 of the respondents answered whereas 22 respondents did 

say they didn't have had any previous experience with tour providers contacting them after 

the tour.  

 

Of the 18 who had engagement with previous tour providers, only 10 people had positive 

interactions. One respondent asked for more personality in the follow up:  

 

“You usually just get these ‘if you liked the trip, please rate us on TripAdvisor’ which to me 

feels very impersonality.” 

 

And having a impersonal interaction with the tour provider in the reflective phase, will once 

again. Having only 11 out of 40 positive interactions a tour provider, making room for 

improvement from a tour providers side in the Reflective phase. The finding is illustrated in 

the graph below. 

 

Figure 33 - Good and bad Engagement with tour provider in the Reflective Phase 
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4.3.5 Overview of importance of attributes  

This paragraph will conclude on the previous chapters and the analysis which evaluated the 

importance attributes in each phase, and thus make an overview.  

 

The analysis showed that for each phase, several attributes came into play, and in different 

forms. Some attributes were mentioned by several people while others only came to show 

maybe once. This was expected as an experience is by nature based on subjective opinions. 

The attributes in each phase are illustrated in below figure, where they are also ranked 

according to importance.  

 

 

Figure 34 - The importance of attributes in each phase 
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As the above model shows, the most important attributes for each phase is  

 

1) The Prospective Phase - Attribute 1 - Memorability, 7 Authenticity, 6 - Entertainment 

8 - Intuitivity. Travelers in the Prospective Phase plan for experiences that are new, 

new tried before or something unique. The most important is to experience the 

culture, but not in a mainstream way. Ideally it is in the most authentic way possible. 

However, travelers also appreciate that it is easy or at least intuitive to book a 

reservation and travel somewhere.  

 

2) The Active Phase, 7 - Authenticity, 5 - Knowledge, 2 - Interactions, 3 - Customization, 

9 - Service and 11 - Memorability. When travelers are on a tour the seek for 

authenticity continues. Travelers want to learn something new and meet the locals 

from their point of view. Interactions are often the key determinator all other 

encounters, encounters which can often affect the tour along the way. This is also 

way travelers want flexibility and the possibility to customize their tour. They don't 

want to feel trapped. Travelers also expect some kind of service, and in case the 

service is bad, this will end up affecting the tour experience more than it should. The 

best tours are when they have experienced something new and unique.  

 

3) The Reflective Phase, Attribute 2 - Interactions, 3 - Customization, 5 - Knowledge, 7 - 

Authenticity, 8 - Intuitivity, 9 - Service, 4 - Care, 6 - Entertainment, 10 - Satisfying 

needs and 11 - Memorability. When travelers reflect on their best tours, a lot of 

factors come into play, however the most important attributes are the combination of 

meeting people, learning something and just in overall had this special feeling along 

the way. The essence of the analysis is, that there is not determining attribute of the 

Reflective Phase, cause it is so dependent on what happened along the tour, 

however an interesting finding was that even though the travelers mind can be 

affected just as well in this phase as in the others, only few tour providers actually 

managed to do something positive for the experience. 
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5.0 Discussion 
Having analyzed the outcome of the research, this will now be viewed in the light of the 

literature review and current research. Furthermore the practical contribution to micro-travel 

companies will be discussed.  

 

Throughout the literature review, some key findings were very obvious. 

1) A travelers experience is very subjective and based on the person's mind 

2) The person's mind is affected by several encounters, both direct and indirect, 

throughout the whole customer journey. These encounters contained attributes. 

3) The attributes was mentioned in different ways and presented in many forms, but 

there was no existing framework for the importance of these attributes and when, 

during the customer journey, they applied the most.  

 

Thus this study wanted to analyze the importance of those attributes throughout the 

customer journey, however as this study wanted to systematize and categorize attributes, 

which are very subjective, some general assumptions were made. For an example that 

accommodation is a part of service and that both interactions when traveling with people you 

already know and interactions with new people you meet along the tour is applicable under 

the same attribute. The study did however end up suggesting which attributes are most 

important for each for the 3 phases in ranking order. 

 

Standardizing that much throughout the project, a few points should be noticed and 

discussed.  

1) Attributes of encounters throughout the journey is not necessarily the same. For one 

traveler the same staged event might would be perceived as fake while another 

traveler might experience the same staged event as very authentic. This as the 

experience by nature is dependent on the person's mind.  

2) As travelers they often want to experience something new unique and memorable, 

the expectations to a memorable experience keep changing. After you have visited 

one destination, the traveler will not have the same experience in case the traveler 

visited the exact same spot, as the person's mind is changed based in previous 

experience. This same is applicable to other attributes, such knowledge. If a traveler 

want to learn something new, the requirements to learning is based on what the 
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traveler already know. Standardizing what a tour provider should do, would therefore 

require them to know about their travelers in advance.  

3) As indicated by when analyzing each phase, each attribute are highly dependent on 

other attributes. If the traveler want have an local authentic experience, they often 

need interactions with local people, and in case this was already important to them in 

advance and their needs are fulfilled, there is a higher chance for the experience 

itself being memorable. Tour providers should therefore always consider the 

correlation between attributes when mapping out the customer journey.  

5.1 Generalisering outcome 

Having ranked the importance of attributes, which is new compared to previous research, 

and at the same time it generalizing within a very subjective topic, it is important to make a 

few notes on the generalizing of the importance. First of all, having people responding in the 

survey with open-ended questions invited to give them their subjective opinion, however 

their answers did at  the same time suggest potentially new attributes or maybe even 

sub-categories of the attributes. These new suggestions were not taken into consideration 

as another attribute, instead they were adjusted into categories which were then aligned with 

existing attributes. Furthermore respondents of the interview were weighted as one on equal 

level with each of the interviewee. This meaning that if one of the interviews had a very 

strong subjective opinion, this would influence the results overall. The results of both the 

survey and interview did not go into depth with whether or not attributes were important for 

males or females, or in which age groups. The importance of attributes were therefore 

categorized into an overall opinion, which is, by the nature of experience, causing a lot of 

bias as travelers experiences is definitely dependent on their current status in life.  

5.2 Scientific and Practical relevance 

Another objective for this project was to create relevance for both researchers within the 

tourism industry, as well as micro-travel companies creating unique experiences. There is 

however a paradox to wanting to categorize something which is so highly subjective and 

dependent on infinite factors - factors which are not easily traceable, as they are also indirect 

encounters. The relevance for scientific purposes shall however be in the findings that there 

is indeed some importance to attributes, and that they are not all weighted equally. Previous 

researchers has shown that the experience are dependent on the person's mind, but now 

researchers will know that the attributes affect the person's mind in different ways. 
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Furthermore the effect of each attribute, also differs dependent on which phase of the 

customer journey the traveler are in. However, the lack of mentioning all attributes in at least 

on of the phases, does not necessarily mean that they are not important at all, and 

furthermore researchers shall know that attributes can be mentioned in other ways and there 

potentially be a lot more of attributes, dependent on type of tour and traveler. 

From a micro-travel company perspective, they should also now include the findings of 

knowing that attributes have different importance, and that it is very different dependent on 

which phase their traveler are at. Furthermore, the respondents in this survey does not 

necessarily represent the target group for any tour provider. This means that tour provider 

needs to know their own segment, by asking them open end questions on what is important 

to them in each of the different phases. But one thing is asking directly, another thing is 

observing and having other data points than only the travelers view point. In this way a 

tour-provider will learn which attributes are important for their segment. Furthermore the tour 

provider shall still remember that attributes are dependent on each other, so that even 

though they find the one or two most important attributes for their customer base, the tour 

provider should never neglect the other attributes. 
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6.0 Conclusion 
This thesis aimed to answer the question of which attributes affects the customer experience 

throughout the customer journey in a micro-travel company and to what degree those 

attributes were important for the customer. In the following, the results will be summarized 

and main findings presented. Furthermore limitations of the thesis will be emphasized and 

finally the project will be concluded with suggestions for future research based on findings in 

this paper. 

6.1 Summary 

This thesis wanted to categorize attributes throughout customer journey in a micro travel 

company affecting the experience. Experiences are subjective, but the the experience is 

essentially a combination of two things, (1) The staged event and (2) The person's mind. The 

person's mind is what differs from person to person and defining whether or not the person 

had a good experience. The person's mind is the sum of everything that happened up until 

the moment the experience happened. This includes, bot not limited to, previous 

experiences, previous knowledge and every encounter throughout the customer journey. 

 

Using customer oriented survey and interview as the strategy for collecting data and asking 

respondents about their subjective experience opinions, this project successfully ranked 

attributes by importance on three different steps of the customer journey of a micro-travel 

company.  

The most important attributes in each phase based on the findings of this projects is: 

 

The Reflective phase 
1. Attribute 11 - Memorability  

2. Attributes 7 - Authenticity 

3. Attribute 6 - Entertainment 

4. Attribute 8 - Intuitivity  

The Active phase 
1. Attribute 7 - Authenticity 

2. Attribute 5 - Knowledge 

3. Attribute 2 - Interactions 

4. Attribute 3 - Customization 
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5. Attribute 9 - Service 

6. Attribute 11 - Memorability  

The Reflective phase 
1. Attribute 2 - Interactions 

2. Attribute 3 - Customization 

3. Attribute 5 - Knowledge 

4. Attribute 7 - Authenticity  

5. Attribute 8 - Intuitivity 

6. Attribute 9 - Service  

7. Attribute 4 - Care 

8. Attribute 6 - Entertainment 

9. Attribute 10 - Satisfying needs 

10. Attribute 11 - Memorability 

 

Combining this with existing literature concludes this project in the below model, mapping 

out the most important attributes and how they affect the customer experience. 

 
Figure 35 - The importance of attributes and the affection of the person's mind 
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6.2 Limitations 

Due to limited resources and time, this thesis has limitation, which is partly defined by the 

autor, but also something which has developed over time throughout the research.  

Firstly, as a single author being a part of the travel industry interpretation of data as well 

phrasing questions might be biased. Furthermore the network of the author could potentially 

play a role in the data collection, as the limited resources required the data collection to be 

spread by organic channels. There would then even be a potential chance that respondents 

of the survey are previous travelers who joined a tour of the author.  

Secondly, categorizing such a highly subjective field, would require the data foundation to be 

larger. For this project 58 responded on the survey and 3 people were interviewed. However 

their answers did not take previous experiences into account, thus it was not possible to 

segment the respondents answers into different type of preferences when traveling. This 

means, that even though it was defined which attributes was important for each phase, this 

might change have a larger sample, hence the amount of respondents and interviews might 

be too little to generalize attributes. 

Thirdly, even with the small sample, results showed that there might be even more attributes 

or categories within the existing attributes. Thus, as a consequence the limited resources of 

this project, this project only addressed those attributes found in the initial literature review 

and new attributes would therefore be categorized within those.  

6.3 Further Research  

Throughout the project, several extra findings came to show, however due to limitations and 

scope of this those findings were not exaggerated on. Furthermore, the paper found that 

there are definitely other things than the attributes of the experience which affects the 

customer experience. Those are what what will described in this paragraph and suggested 

to future researchers.  

6.3.1. Attributes Correlation 

As already mentioned in chapter 5.0, it is clear that attributes are connected and co-relates. 

One example was talking to locals gave a more authentic experience, which led to better 

understand of a destination thus knowing more, ultimately ending up giving a memorable 

experience. However, there was no clear pattern, except for a few respondents mentioning 

some similar examples, that showed how the attributes co-relate to each other. This could as 
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an example potentially be that if knowing that travelers in the Reflective phase would always 

look for authenticity, then the tour provider should always ensure talking to locals. Further 

research could investigate how attributes are connected and which types of tours they come 

to show the most.  

6.3.2 Tour provider point of view  

This paper has solely focused on the attributes of the experience from a travelers point of 

view. This was to clarify what was a good experience. A natural next step would be to 

research how a micro-travel company can actually succeed in creating these experiences. 

How does a micro-travel company ensure authenticity, how do they show they care, how do 

they make every encounter intuitive. 

6.3.3 The staged event 

As previous literature has explained, the experience is a combination of two things (1) The 

staged event and (2) the person's mind. This project has solely focuses on attributes 

affecting the person's mind. Creating the best experience for a micro-travel company would 

therefore also include the staged-event. The micro-travel company might not create every 

staged event themself as they most likely tap into other events, but they need to know which 

ones to choose and based on what criterias.  
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Appendix 

1.0 Survey results 
 
Question 1 - What is your gender? 
 
 

 
 
 
Question 2 - What is your age? 
 

 
Question 3 - What is your nationality? 
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Question 4 - How many times per year do you travel? 
 
 

 
 
 
 
 
 
 
 
Question 5 - Please describe the last group tour you have joined? (Where did it go and 
what type of tour was it)  
(Empty answers has been removed 
 
Respondent Please describe the last group tour you have joined? (Where did it go and what 
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type of tour was it) 

1 It was a surf-school just south of Sydney, Australien 

2 Med jysk rejsebureau var jeg på Maldiverne, Sri Lanka og Thailand 

6 Birmingham - Badminton trip 

7 Went with Above Borders to North Korea. Great cultural experience 

9 

My last group tour was in 2018 where i joined in order to visit North Korea. The 
tour included everything but flights. Food, drinks and necessities was payed for in 
advance. 

10 Museum tour 

11 I went on a group tour to Mexico for two months 

13 

I went to Israel and the group tour lasted a week. We were a group of about 10 
people and had 1 guide who showed us once around the whole country. We 
traveled by bus and stayed in hotels 

14 If we count a business trip as a group tour - then it's March 2020, India 

15 
On the island of Gotland at a military site. Tour guide led the tour through the 
barracks and showed a film. 

17 Wine drinking your in New Zealand � 

18 I went to Ljubljana and Sarajevo it was a bus, walk tour 

21 
I went to Costa Rica with a danish travel agency to study spanish and travel 
around the country 

22 North Korea. It was a fully planned tour with no "free time" to explore. 

23 Thailand, culture trip with a group of strangers and a guide 

25 Thailand, culture trip with a group of strangers and a guide 

27 
My last group tour was a helicopter tour over the Hawaiian Islands. We were a 
small group that followed one guide. 

28 
I went to DPRK with a group of 11 people. The goal was to see a side of the 
country that is not usually showcased in western media 

31 Snorkling 

33 Canary Islands - Jeep tour to the vulcano 

34 package tour, Nordic countries (Denmark, Norway, Sweden, Finland) 

37 Sailing Trip in Greece 

39 Turkmenistan, city and nature sightseeing 

40 In Bali where we went scuba diving with a group and a diving instructor 

41 
It was a group tour to North Korea. 8 people joining with a travel leader and local 
guides. 

42 
Turen gik til Bruxelles. Turen var en studietur med en foreningen Europæisk 
Ungdom, som jeg var medlem af på daværende tidspunkt. 

43 Taiwan? Hiking mountains 

47 
The last 'group tour' i went to was in Nepal. It wasn't a group tour per se. I went to 
a so called 'volunteer horse' called The Green Lion. The volunteer house worked 
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more as a facilitator for young travellers to have a place to stay and have local 
people create arrangements for you such as: Volunteering, trekking and safari 
tours, sightseeing, amongst other things. The volunteer house had several 
different tourguides, dependent on the area of the expedition, each focusing on 
different kinds of tours. I personally went trekking in the mountains, volunteered 
at a dog shelter, did safari and riverrafting with some of the other young people at 
the house. 

48 A day tour in Cambodia 

49 North Korea, a guided tour around the country 

52 River cruise in Chicago 

54 

Field tour around ancient buildings and ruins. We were in Izmir Turkey visiting 
Ephesus, we had one Male tour guide and 25 people. We walked all of it, and 
were transported by bus. Stopped for refreshment. It was a guided tour. Very 
exciting. But quite hot that day. We didn’t really sit in an indoor area until we 
returned to our hotel. 

56 
To Borneo, Java and Bali. Sport adventures with diving, riverrafting, trekking in 
jungle and so 

58 

Cuba, I went on a cruise with my family and stopped in Havana where some local 
tour guides showed us around, took us to a coffee plantation and then to a private 
home to eat lunch. 

59 Family and friends group. 

61 
It was a tour group in Turkey, where we got to go on a bus trip to see different 
sights 

62 Vinter til Bordeaux 

 
 
Question 7 - How many days was your last group tour? 
 

 
 
Question 8 - Did your last group trip have a tour leader? 
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Question 9 - If your last group trip had a tour leader - did he/she improve your experience of 
the trip? 

 
 
 
 
Question 10 - Describe one of the best experiences you have had when participating 
in a group tour 
 
 
Respondent Describe one of the best experiences you have had when participating in a group tour 

1 
The social part, meeting new people, learning stuff about different nationalities, parties 
and fun in general - it´s a lot better to laugh with people instead of alone. 

2 The new people you meet 

6 Everyone eating dinner together 

9 
The best thing about group tours is that you meet other likeminded people. It is always 
fun to create new relationships while traveling. 
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10 Knowledgeable, charismatic, and with great insights 

11 
To share the experience of other cultures with others and the fact that you are able to 
talk to others about that experience afterwards 

13 
The local guide simply gave us access and insights to sites and knowledge that we 
would not have had without him 

14 

I prefer to travel independently, taking group tours only when it's impossible due to 
specifics of the place or when I can enrich day having a guided tour, mostly to learn 
more about history 

15 Going into areas that were not accessible to the lone traveler 

17 
He knew a lot about the region in terms of wine, so he gave a great background on the 
grapes etc. And: he was able to give his knowledge in a fun and interesting way 

18 
Climbing the mountains in Bosnia,the nature is amazing I have always been into 
nature. 

21 
We went to a spree and swam all day, ate a huge long table dinner at a nice restaurant 
and stayed at a really cosy and clean hotel with a pool bar and palm trees 

22 It is very convenient. Just lean back and enjoy. All decisions will be made for you. 

23 Seeing gorgeous temples 

25 Seeing gorgeous temples 

27 Being able to learn about the destination from the tour leader 

28 Bus rides with the group members telling jokes 

33 That it’s guided, telling interesting facts 

34 It is very convenient, don't have to care about travel arrangement 

37 

Our “tour leader” was our skipper (person in charge on the boat. He trained us in sailing 
in case we wanted to. He gave us a lot of responsibilities and could also decide where 
to sail and what to do. He adapted to our wishes 

40 
I have only tried this one tour, but a good experience was that the instructor was very 
enthusiastic and happy to show us animals underwater 

41 

Experiencing Mass Games in North Korea with 8 people who I didn't know beforehand. 
We all took that experience in and we were all in complete awe due to the the event. To 
be able to gain their points of views of the exact same experience was quite a unique 
way of travelling. 

42 

Fællesskabet, og at opleve tingene som en en samlet gruppe. Særligt aftenaktiviteter 
kan blive sjovere, samt at større gruppe kan give adgang til flere ting. Fx særlige 
oplægsholdere etc. 

43 

The big big advantage of getting the insides of what you don’t read in the touristy 
books, and the advantage of getting more authentic experiences than Lonely Planet 
can offer 

47 
Meeting other travelers my age willing to make friends and explore the country 
together, as well as experiencing local culture and nature. 

48 Getting in-depth knowledge of the place from the tour guide 

49 Best experience is they way you learn about the people in the country 
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52 Exploring the best Canadian ski resorts 

54 

It was riding a camel and horses. We were in Giza cairo and it was very active, 
energetic. Was with friends too and we toured around the pyramids. The tour guide 
was on a horse in the front of the group and speaking without a microphone but still 
loud and clear. 

56 

Trying things e.g walk in the jungle that would not have been possible if i was just a 
normal turist coming there. Also being shown awsome stuff that is kinda 'quality 
checked' before is nice though it can also make restrictions 

58 Going to local places instead of touristic expensive and "easy to replicate" experiences 

59 Enjoy the experience of knowing new places, cultures, food. 

61 We got to see the sights of the country being told from the inhabitents. 

62 
Tolken blev syg og jeg tog over sammen med en super vinkyndig gæst på turen. Det fik 
os helt tæt på under besøgende. Helt unik tur 

 
Question 11 - Describe one of the worst experiences you have had when participating 
in a group tour 
 
 
Respondent Describe one of the worst experiences you have had when participating in a group tour 

1 Honestly, I cant remember any bad experiences with it. 

6 Bad coordination (but was later made up for) 

9 

Flexibility can be an issue on some group tours. Sometimes one participant is not up for 
more activities or one is tired etc... One time I experienced a person veto'ed a visit to a 
new place and the group ended up staying at the hotel instead. 
Rushing through an itinerary also has benefits as well as disadvantages. One time I 
experienced being at a restaurant for lunch and the atmosphere was amazing, but when 
lunch was over we had to go. I would have preferred to stay and enjoyed the good 
atmosphere for longer with drink and kept my own track of time. However, sometimes it 
is nice for someone (tour leader) to tell me when to move on. 

10 Boring, totally lost, and really rude 

11 Having a bad tour guide that didn't meet the needs of the group 

13 You can’t just do things at your own pace and interests 

14 loosing time waiting for someone or being in rush in exciting places 

15 The speakers didn't work and couldn't understand the tour guide lol. 

17 
Too many people. 
Inability to cater the tour the a smaller - more personal - audience 

18 Mhm, I would say being stuck at one place for too long 

21 

I went on a tour where it was very obvious the tour leader had some ‘special deals’ with 
different restaurants and hotels and stuff, it was definitely not because the food was 
good or rooms was clean. There was a lot of waiting time, nothing was on time and 
transportation was unpleasant. The staff was rude and it felt like the only goal for them 
was to make money 

22 On different tours other participants have been annoying, loud, rude, asking stupid 
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questions. 

23 None 

25 None 

27 When other tour participants are not behaving well. 

28 Food poisoning :) 

33 Weird other participants 

34 Not much time to explore, long driving hours 

37 I got seasick 

40 I don’t know 

41 
There was one person from the group whose comments just got on my nerves - and 
when travelling in a group you can't really avoid the person. 

42 Umiddelbart at vente på andre, men ellers ikke nogle negative oplevelser. 

43 
Being a photography nerd it can be hard to convince everybody of the importance of 
spending extra time to get the pictures right 

47 

The worst thing about group tours is when the participants of the group are settled, and 
you just don't happen to get along very well with these people. In this situation there isnt 
much you can do. What was nice about the volunteer house was that you could make 
friends with people at the house and then decide to go on a group tour together with 
some other people. I went to a group tour to the mountains in Morocco with my 
girlfriend. After a week just the two of us, we were eager to make friends with some new 
people! Too bad - the people in the tour were unwilling to talk, have fun, were very 
different demographics and it just didn't click. Everybody in the tour kept to 
themselves/their group. Thats the worse thing about group tours. 

49 I haven’t had any 

52 A very very boring tour guide in Florence 

54 

Also the same best experience, we had an incident when we were charged with just 
taking a selfie with a camel (on our owns phones) the camel owner wanted to charge us 
60 EGP per person per picture. I guess there were ups and downs in that trip 

56 Annoying people in the group 

58 
The quality of the food was not so good. I think there is a real risk in going to unpopular 
experiences and destinations, it might not be a good experience. 

59 I don’t have a bad experience yet. 

61 
It was in Tunesia, where we was on a boat trip. The chef was a little rude and did not 
want to give us some soft drinks, even when we had paid from them. 

62 

Samme tur. Turlederne var decideret pinlige når vi besøgte vinslotte og gik kun efter at 
presse penge ud af gæsterne. Opfandt pludselig fælles ågerdyr aftensmad vi ikke 
ønskede og udskammede os når vi meldte fra 

 
Question 12 - Please describe what type of trip you usually book. (City tour, charter tour, 
traveling alone or in a group etc.) 
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Respondent 
Please describe what type of trip you usually book. (City tour, charter tour, traveling 
alone or in a group etc.) 

1 
Backpacking tour, with a lot of different activities where I save on the accommodation to 
have more money for the activities/experiences. 

2 Group 

3 traveling alone 

4 Nature adventures (mountains etc) 

5 alone or group 

6 Charter 

7 Traveling alone 

8 Charter and buisness 

9 
Adventure, solo or group, City tour, roadtrips, interrail, less visited and 
countries/destinations. 

10 Travel alone 

11 Mostly city tours but also longer trips to exotic counries 

13 Individual planning for myself or family and friends 

14 traveling alone or with a boyfriend or with parents 

15 Usually traveltravelling or with a friend 

16 City tour 

17 
I have most often traveled alone. So here, I have usually booked city tours, specific tour 
- e.g wine tour 

18 Travelling by friends or in a group but mire like nature tour not a city one 

19 City tour, travelling alone with my girlfriend 

20 Traveling alone 

21 I almost always travel alone and book last minute 

22 I usually plan all of my travels on my own. 

23 I always mix, so all of the above 

24 Mainly city tour 

25 I always mix, so all of the above 

26 City tour, charter, ski 

27 
Very different, but I mostly book our own trips and it is the big cities as well as beautiful 
nature destinations 

28 Usualle i travel with friends or family (charter or activity tours, skiing or the like 

29 City tour, charter tour or family trips 

30 City tour 

31 Storbyferie, sommerferie, skiferie 

32 City 

33 - not so much. Try to explore alone 
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34 city tour (walking tour) 

35 Mostly city tours 

36 One city tour one charter 

37 

Usually I prefer to go with 2-3 friends and organize most of it on my own. Either we 
book a house and stay at the same location (with day trips) or I do round trips, where 
we would stay at one place for 1-2 nights and then continue the trip to the next 
destination. 

40 
I usually don’t book a travel through an agency, I often travel with my family and friends 
and explore the city/place on our own 

41 It varies. 

42 Rejser til storbyer, oftest rejser som par. 

43 Traveling alone or with friends 

44 City and charter tours. 

45 
Either traveling with my friends (5-10 people from 5 different countries) or hiking/tenting 
trips with my husband. 

46 Traveling alone (backpack?), or with family in laws, whenever I have 1+ girlfriend. 

47 
I usually arrange my own tours. If i want to meet people and do 'group tours' i go to a 
hostel, make friends and then perhaps arrange a tour together. 

48 Travelling alone 

49 Backpacker tour 

50 Sport 

51 Self-organized trips to city (hotels/airbnb) and nature (tents/shelters) 

52 Travelling alene 

53 Travelling alone 

54 
Travelling in a group, usually family or friends. It’s usually a non guided tour. We book if 
we have friends there or a cheap AirBnb 

55 Business trips and leisure travels with my wife 

56 Trekking vacations with my boyfriend where we book everything ourselves 

57 Travelling alone 

58 All of the above 

59 Traveling in a group 

60 City tour, charter, family vacations, travelling with a fee friends, but not alone. 

61 Charter tour 

62 Family trip by plane to our residence in France 

 
Question 13 - On a scale from 1-5 (where 1 is the lowest and 5 the highest) please 
rate how important the following are to you when booking a new trip. 
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Question 14 - Is there anything else that is important to you when booking a trip? Please 
describe it below. 
 
 

Respondent 
Is there anything else that is important to you when booking a trip? Please describe it 
below. 

1 The price. If i can book it myself and save maybe 20-30%, then i will do that. 

6 Not really 

14 I rarely book a trip in the group, so many of the above questions are irrelevant 

15 
Learning the basics of the area beforehand would be nice and maybe some key 
language phrases or sentences. Thanks! 

18 
Having exact information of the places where I go, what clothes to wear, so weather 
and route type! 

20 Recommendations and reviews :) 

21 That it’s cheap and I get to stay in a beautiful or cozy and clean hotel or hostel 

23 Good food and non turist events 

24 
When I leave on vacation, it's often to relax and charge the batteries before going 
home to work :) 

25 Good food and non turist events 

26 Not that i can think of 

28 
Depends on what kind of trip but generally the people I am travelling with are what 
makes the trip 

32 When the trip is 

33 
If plane is delayed/ or I hurt myself and need to go to the hospital I don’t have to call 
insurance companies but my self - the book tour provider is taking care of it 

37 
Option to cancel or change the trip is always a nice to have (especially when 
something happens that you cannot influence (sickness, pandemic, etc) 

45 
For me it is about being together with my friends or husband, I have never book 
through a trip provider. The package solutions does not really speak to me 

46 
I will probably never book the same trip twice, no matter how good, unless 
something has changed (either in location or in travel company) 

47 
If i do book a group tour the quintessential reason for that, is that the tourguide is an 
actual local in the area and is able to emerge the tourgroup into that experience. 

48 Whether its good value for money 

52 Cost 

91 



54 
To see the prices of staple items like foods or cosmetic products. Insurance is very 
important too (health insurance) 

55 Accomodation, rental car and/or public transportation 

56 That everything just works 

58 Making sure it is a reliable source, (a lot of scams out there) 

 
Question 15  -Please describe what you enjoy the most when you are traveling (Exploring a 
city, tanning on the beach, tasting good food, visiting museums, etc.) 
 
 

Respondent 
Please describe what you enjoy the most when you are traveling (Exploring a city, 
tanning on the beach, tasting good food, visiting museums, etc.) 

1 

Going places no other tourists go. I hate when it is too crowded. If a sacred temple is 
centered around selling stuff to tourists, it has lost its meaning to me. I want to go to 
those hidden gems. If the temple, the waterfall or the ruin is 25% smaller, but has no 
tourists, then that´s the place for me. 

2 Culture 

3 Time to both explore the city and the culture as well as time for relaxing 

4 Hiking in mountains 

5 enjoying local activities, having fun 

6 Exploring city, tanning, tasting good food, relaxing 

7 exploring new cities, cultural encounters, local experiences 

9 Local food, finding cozy places, see extraordinary views, and talk to the locals 

10 Exploring the city, talking to new people 

11 Meet local people, eat local food and try scratch the surface of the culture 

12 Exploring new cultures different to my own 

13 

Experiencing the country and talking to the locals. Basically sucking it all in and 
getting a glimpse of the life there. Not so much city sightseeing or chilling but more 
nature, cultural sights, food 

14 Learning new culture and historical facts, tasting local food, meeting new friends 

15 Cultural heritage and the actual people 

16 Food, exploring interesting cities 

18 Enjoying the beauty of the nature, fountains, wterfalls, mountains etc.. 

20 Exploring the city, eating local food, visiting great architectural monuments. 

21 

Well all of the above, but also getting to know more about the culture of the city or 
country I’m visiting and see what unique experiences this particular city, or country, 
has to offer 

22 
Great local food, the feeling of being on an adventure, talking to local people, learn 
about the local culture. 

23 All of the above 
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24 New experiences! Especially local food and museums. 

25 All of the above 

26 

That is a combinations. I love to taste the local food, but also exploring af city/nature 
through a tour trip or self arrange trip (example cycling thorugh the nature). Some 
times I also love to lie at the pool/beach. 

27 The food, the culture, the history, the nature 

28 
My favourites are exploring (both cities and less populated areas), doing activities 
(preferably on the beach or at least outside) and eating and drinking nicely. 

29 Food, scenery and culture 

30 Local food and drinks 

31 Opleve fremmede kulturer 

32 Cities, food, history, architecture 

33 Beach nature hiking food 

34 exploring a city, going to interesting places, relaxing on a beach / in a park 

35 
Cultural experiences - everything from visiting art museums to attending football 
matches 

36 Good food, experience the culture 

37 
To get “pulled out” of all my daily life, routines and habits and dive into a totally 
different life (not only location, but also life style, food, culture, sports etc) 

40 
I like a mix of it all - a couple of days exploring a new city and tasting the local foods, 
but also relaxing on the beach 

41 Food is a top priority. 

42 
Oplevelser der kun kan opleves på den pågældende destiantion. Særligt mad 
oplevelser og kulturelle oplevelser, samt at opleve stemningen i byen. 

43 
Hiking in the nature, meeting locals, understand the history and culture and trying 
local food 

44 Exploring city and relaxing on charter tours (laying by the pool/beach). 

45 Hiking, seeing nature, spontaneous road-tips 

46 
Being in awe - big structures, giant flaming holes in ground, etc. Things I can tell 
others about. World view broadening self-reflection too. 

47 

Meeting new people, meeting locals, exploring local culture and nature. Basically, 
learning about local culture through first hand experiences amongst likeminded 
people eager to make friends. 

48 Authentic food and culture 

49 Exploring 

50 
Jeg nyder selv at lave informationsssøgningen for at finde frem til byens største og 
mest populære attraktioner, samt gode restauranter. 

51 
All of these (Exploring a city, tanning on the beach, tasting good food, visiting 
museums, etc.) - variation is the spice of life 

52 Watching distinct cultural events - i.e. Calcio storico or pallio 
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53 

Talking and getting to know locals, from a vast range of backgrounds. If one is 
perhaps travelling in the pursue of that "getaway" feeling knowing the different 
realities of a country is probably quite irrelevant. I can have this purpose too when I 
travel. But most of the times I really enjoy and look for places/experiences which 
allow me to get a vast range of insights from that specific country. Ecuador is not only 
the posh neighbourhoods in Guayaquil, Ecuador is also the local indigenous 
communities, the local celebrations in small neighbours, the supporters of the south 
american neoliberism and also the most communist/socialist wing, Ecuador is 
Spanish but also Quechua, etc. I think you get my point haha 

54 
Tanning on a beach, speaking with locals, being with friends, hygienic accomodation 
( 

55 Variety of things (accomodation, food and drinks, music, outdoor events etc) 

56 Trekking, diving, climbing and good food 

57 Exploring the Country, food, relaxing, away from tourists 

58 
I like a well balanced tour, some good, culture, night life, sports, ecotourism, and 
something random. 

59 
Exploring the city, visit representative places, tasting good food, friends and family 
company. 

60 

I love all of The examples that you just wrote. I like to do different stuff, it has to be 
activities and fun and joyful, but at the same time relaxing on a beach. I just want to 
experience everything. Seeing cultural areas and the city life. It’s a combination 

61 
Exploring the city, meeting new people and tasting good food, and also seeing the 
architecture of the city and country. 

62 Slappe af tid med familien og fælles oplevelser 

 
Question 16 - On a scale from 1-5 (where 1 is the lowest and 5 the highest), please rate how 
important the following are to you when you travel. 

 
 
Question 17 - Please describe what, if any, kind of interactions you had after a trip with your 
trip-provider (follow up e-mails, discount on future tours, photos, etc.) and if that improved 
the experience for you? 
 
 

Respondent 

Please describe what, if any, kind of interactions you had after a trip with your 
trip-provider (follow up e-mails, discount on future tours, photos, etc.) and if that 
improved the experience for you? 

1 I have actually never been contacted by a trip-provider after returning home. 

5 I dont use trip providers 
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6 Basically nothing 

11 The arranged a mini festival where the attendance could meet each other again 

12 Never tried 

14 irrelevant 

15 A follow up photo is a nice gesture. Future discounts and new suggestions 

16 Never really had a trip-provider 

18 

Honestly I believe sending an e-mail of asking for people’s opinion about the tour is a 
great idea because it gives me the chance to share my opinion and say what I like 
and don’t so even if I have been mad at the company for somth I might end up with a 
good mood i the end if they reply to my so called review to them, or answering a 
survey. 

20 Have never used one :) 

21 
You usually just get these ‘if you liked the trip, please rate us on TripAdvisor’ which to 
me feels very impersonality. 

22 
I once got a follow-up email with more things to do in the city (this was after a 2-hours 
walking tour), which was very nice. 

23 None actually, besides a thank you note 

24 Photos would be great, but otherwise not that much 

25 None actually, besides a thank you note 

26 Haven't experience any interactions with the trip provider after a trip. 

27 
I contacted our last trip provider and expressed a bit of difficulties we had due to lack 
of information from them, and they never responded 

29 After trip interactions never seem to add value. They are primarily spam mails 

31 None 

32 None 

33 
Receiving photos. Discounts. I usually don’t engage afterwards as it is only if I book 
another trip. 

34 not really, I didn't have any post-trip interaction 

35 I do not believe I have ever had post interactions 

37 

Of course, photo and contact exchange with other participants, maybe a meet up a 
few months later.. But what I really liked: after joining 2 tours (sailing trip) we got 
“early access” to a new tour, which is usually booked out quite fast. 

40 I haven’t had any interactions 

41 It was possible to access and share photos from the tour which was nice. 

42 Det har jeg ikke haft. 

43 
Follow up mail with “thanks for a great trip”, the final program of the tour, articles of 
discussed and invitation into a traveler community was highly appreciated 

44 I think I have gotten mails with discount on future trips. Never actually used it. 

46 
Never had a pro-trip arranged before :'( When we get funding, I'll let you seduce me 
into one, Jonas and Adil. 
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47 

In fact, i had no interaction with the tour provider afterwards, even though they did try 
to get ahold of me. The main reason for that was, that i had no emotional connection 
to my trip-provider at all (Jysk Rejsebureau i think). They just arranged the logistical 
stuff like visa and travel dates. I did however have contact with the people i met 
there, the places i stayed and the volunteer house. I had a reason to, while i did not 
feel encouraged to interact with the impersonal emails from the travel bureau. 

49 

Discount offers on next tours 
Newsletters 
A photo sharing folder with the other attendees 
 
The photo sharing folder was new to me and I enjoyed seeing the others photos 

50 
Jeg har modtaget ligegyldige mails, hvis jeg selv har bestilt rejser. Men jeg har ikke 
rejst med at rejsebureau, da jeg ofte selv planlægger rejsen. 

51 None yet 

54 

Maybe photos, but nothing else. I’d rather not get too many emails. I would follow up 
on essentials like health insurance fees. I’d also post photos on social media and 
post it on Instagram or other SoMe 

55 
We organise the trips ourselves and are only having interaction with airline and 
airbnb/hotel 

58 
I really enjoyed when the tour guides "went out" of their role and took us somewhere 
unexpected and awesome. 

59 Discount on future tours 

60 
It would be a follow up email, as in I hope you got home safe and sound, or if they 
have any pictures, then share it . 

62 

Desværre kun oplevet opfølgning efter en tur hvis det var for at sælge en ny tur eller 
hvis vi har skulle klage over billejen. Så nej aldrig prøvet noget der forbedrede selve 
oplevelsen 

 
Question 18 - Think of the latest trip you had. On a scale from 1 (being the worst) to 10 
(being the best), how would you rate the trip? 
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Question 19 - Why? What made the tour good / bad? 
 
Respondent 1 Why? What made the tour good / bad? 

1 It was my first time to Tanzania, and the In-laws payed for everything! 

3 I was just visiting family in egypt 

4 Mountains and comfortable accommodations 

5 I travelled to a friend's homecountry 

6 The company (friends) and destinations (Bangkok and Bali) 

9 The planning, activities, the other travelers in the group 

10 Tours are good when they provide a fun experience for a reasonable price 

11 
I visited Grenada which is a small Caribbean island. The food, the people, the weather 
and the activities there were amazing 

12 My friends and local culture 

13 See before :) 

14 Many limitations due to corona 

15 
Bad the film we saw was in another language with no English subtitles 
Good learned a lot of insightful details from the guide 

16 Good food, flexibility on what to do 

17 

got moderately tipsy with awesome like minded people while gaining new knowledge, 
had a “designated driver” who was funny and shared a lot of local knowledge on grape 
region 

18 

The tour was pretty good it met many of expectations but didn’t really exceed them, I 
was missing more free time to explore by myself and time to enjoy the moment and the 
particular views. 

19 We drove to Brussels, which was a long drive. I prefer flying next time. 
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20 I managed everything myself, did my research of the city and explored a lot. 

21 
Country and nature was beautiful, food was amazing. But lots of waiting time and lack 
of professionalism from the staff 

22 
Great tour guide, I have gone home with very unique memories, I tried a lot of new 
things especially when it comes to food, I talked to locals and learned a lot. 

23 Packed programme and everything in place 

24 Went to The Netherlands to see some old friends again :) 

25 Packed programme and everything in place 

26 

It was a boat trip i asia where i was swimming with turtles. The trip was nice because i 
had never tried it before. The trip provider had knowledge about the area and told us 
about the culture and the turtles. So it was nice to lean something new. 

27 
The experiences, the nature and the people. Even though we had difficulties with the 
trip provider, the trip turned out to be absolutely amazing 

28 The group i traveled with and the other travelers made the tour perfect 

29 Experienced new countries and eat lots of great food 

30 Good friends, good food and a shitton of beer in a nice city 

32 Too packed with activities 

33 

Never tried cruise ship- it had good theatre shows later on - devious food, beautiful 
stops in Norway, but I did not like been locked in with the same people and did not 
have the freedom as I had time frames to be on board and out in nature. Sea sickness 
as well 

34 I got to visit several countries in a tour and the tour leader was helpful and caring 

35 
Visiting the great city of Budapest with my girlfriend - so it is difficult to complain. We 
should have booked a hotel closer to the inner city though. 

36 Experiencing a different culture 

37 
Flexibility for the trip organizers. Like-minded people (age and interests) joined the tour, 
equally balanced male & female. That made it good. 

39 Unique destination, cultural encounters and experiences 

40 
I went on safari with my family and our driver/guide was very nice and knew some 
locals who we could talk to and was very good at discovering the animals in the parks 

41 

It was not a group tour but a tour with my family. The tour was nice because it provided 
my need for a get-away. Nothing special just a casual vacation with great food and 
good company. 

42 Gode og helt unikke oplevelser, som jeg ikke har oplevet før. 

43 

The expectations were sky high, and even exceeded. It was a great mix of meeting 
local and culture and seeing the beautiful nature of the country (this description relates 
to trip to North Korea) 

44 
I was on La Santa on a sports vacation with our badminton club. The vacation went 
exactly as planned and lived up to my expectations. 

45 
We did a roadtrip in ireland. It was just perfect having 7 days fully flexible to do and see 
whatever was on the road. Most importantly the nature was amazing. 
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47 People people people 

48 Getting a wide range of experiences with low cost 

49 
It was with my family in their vacation house in Spain. It was nice weather, and we had 
a lot of quality time 

50 Jeg fik set nogle af de ting jeg gerne ville se i byen og fik spist en masse god mad. 

51 Adventurous!, Freedom of choice/tempo (Roadtrip) 

53 
It was a walking safari tour at Nairobi park. The guide woman was the sweetest and 
nicest person on earth. She was very knowledgable too and sympathetic towards us. 

54 Good: friends , family. Party and atmosphere, aesthetics and food. 

55 Participants (family), on-time, accomodation and planned activities 

56 Many cool experiences i would not have though of or where able to plan by myself 

58 
Good: A lot of fun, great planned activities, 
Bad: it was designed for all ages, so it wasnt so active. 

59 
One of our friends didn’t feel good, so we had to stop in a pharmacy to check her 
health. 

60 

I was traveling with my cousins, and there was nothing we didn’t do. We did everything 
in Paris and just enjoyed our days the fullest. Up early in the morning and go to bed 
very late. We have to take advantage of every minute and experience as much as 
possible. - the people I was with made the trip amazing. 

61 
The trip was really good since i got the see the city and downtown, and also visiting old 
sites of the county. 

62 
Mit arbejde der krævede min opmærksomhed 3-4 timer dagligt. Jeg har skiftet job 
efterfølgende ;-) 

 
Question 20 - How could your trip-provider have improved your experience? 
 
 
Respondent How could your trip-provider have improved your experience? 

5 Dont use one, so I dont know. 

6 We did most ourselves. So not mich 

11 I didn't have a trip-provider on that trip 

13 Personalising the trip I.e. how long to stay where and where to go 

14 I didn't have any trip-provider, not my style 

15 Doing something interactive with us 

16 - 

17 Making it a whole day trip instead of half day 

18 

By giving me more free time for exploring and letting me spend more time on the 
different views since it was a nature tour, for ex: give me more time to take pictures 
and enjoy the waterfall before going to the next place. 

19 We did not have any trip provider, as we often plan our trips ourselves. 
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20 I have never had one. 

21 Care more 

22 It was a really great trip. 

23 More days to explore 

24 .. well, booked everything on my own 🙃 

25 More days to explore 

26 The conditions on the boat was not that nice. So that could definitely be improved 

27 
Letting us know that we needed to book the camping sites from home and as soon as 
possible to be able to have water supply and lavatory possibilities during the stay. 

28 Possibly by informing us about the local possibilitis 

29 Better info 

32 Longer trip or less activities 

33 - it’s just not my type of trip being oncruise. 

34 Give more free time 

35 
Be more specific about what “city center” is. It is rather dissapointing to live 3-4 
kilometers away from everything. 

36 More information about stuff to do 

37 
Price is always something to argue about. Would be nice to have to cheaper/ 
low-budget version of a trip 

41 We did the tour ourselves. 

43 Not a single finger to put on it 

44 Not really. 

45 It was self arranged 

47 

In the case that my 'trip-provider' is Jysk Rejsebureau, i actually thought they were the 
actual arrangers of the tour. They had merely outsourced the job. I did like the job The 
Green Lion in Nepal did, probably more than JRB could have. However, it would create 
a more emotional attachment to the bureau, if they came along for the entirety of the 
trip. 

49 I booked everything my self 

50 
Jeg tror ikke jeg har behov for at få en guide, men jo det er meget muligt i forhold til at 
kende til byens historie/attraktioner. 

51 Self-organized 

54 
Maybe less delays and waiting times. Easier methods to travel without relying on 
guide, ie accessible public transport card 

56 

Maybe make groups depended on how comfortable people are with traveling or what 
they would like to do. I was traveling with some people who just wanted a burger from 
a hotel restaurant eventhough there was awsome street food and that was a bit 
annoying always having to do the more comfortable and easy thing when i was there to 
eat local food and have new experiences 

58 I think flexibility and being able to have options within the tour, if you go canoeing have 

100 



a "all family" part of it and then something more intense and adventurous for the ones 
who are wishing to have more. 

60 I don’t know 

61 It was really well-made. 

62 Det kunne de ikke 

 

2.0 Transcribed interview of Adil 
 
Hi adil welcome to this interview, this interview is, as you already know, for my master thesis 
and I’m writing about experiences in the travel industry and for travel companies. So this 
interview is regarding your thoughts and your travel experiences, previous experiences and 
also in general thoughts when booking a tour or when you are on a tour and in general, just 
like talk all want, there is no information which is too much information. And I will try to like 
guide you if there's still some things that I need to follow up on. Obviously I also have some 
questions which I will ask you and would like to have you to answer. 
 
Adil 
Sounds good 
 
Jonas 
Great - I’m glad to hear that. Okay, so to start you might think of the latest your your booked 
or maybe just any tour, but please have some specific tour in your mind, but when you 
planned that your, or when you usual plan a tour, what considerations did you make in terms 
of where did you go and what do you want to do on the tour. Do you like a lot on the price or 
do you look a lot on,, like what terms do you have?  
 
Adil 
Well, when looking for a place that I want to go to, I guess I usually kind of try to go to places 
I haven't been before . I traveled a lot, so I kind of try to explore new places and I think i'm 
really adventurous, so I like to go to places that I haven't heard that much about, maybe if 
someone mentioned something or I’ve seen like a picture on Instagram where you are 
thinking “what? Is this actually in croatia” or “is this actually in Taiwan?” because you don't 
hear that much about these places and that makes me want to go. Ehm, I don't think I do 
that much research to be honest, I like to be just, ehm… be surprised when I go there. I 
guess do a bit of research in terms of like how safe it is and a bit of a background of the 
country in terms of the language, and money wise, is it an expensive country or is it not.e 
Ehm. Yeah, I think that's pretty much it. 
 
Jonas 
Now you just said Croatia and Taiwan as examples right? So it doesn't necessarily have to, 
destination wise, be far away or? 
 
Adil 
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Oh no, close or far away doesn't matter at all. I’m a big fan of Asia, so I have been a lot to 
asia and would love to explore that more. But I know there is also so many places in europe 
that is super close and very cheap to go to, so it also depends on my time and my budget, 
so if I have a weekend, you know, then I can check. Okay, here's a thing: If I have a free 
weekend I can just go on momondo or whatever and then I just choose the “where ever you 
want to go” and then it shows you all the prices to go to different cities around europe, so it 
doesn't necessarily like im thinking I have a destination in mind, it's just like okay where are 
there like cheap flights to go to? Ohh croatia, this seems interesting okay let's go!  
 
Jonas 
Okay, and then you also said something like you want to explore a new destination or 
explore a new country - what is it that you want to explore? Like, what is the information that 
you crave? 
 
Adil 
Culture - really! I mean, I want to understand what this type of country is. Like what are the 
people like you know, how do they think, what do they eat how do they study. What nature 
do they have, what religion do they have and how do they practice it. It's basically all points 
of the culture of that place and I want to dive in to that. I'm not really interested in museums 
and like seeing monuments - well, of course some of them can be quite important and 
beautiful to see and visit, but it's very rare that I go to museums, cause for me  when you to 
to museum, you see one thing and then you forget it afterwards. I prefer to really dive into 
the culture, try to meet people. When I go somewhere I try to find meet-ups with people. In 
some countries it is really popular to do english speaking clubs.  
 
Jonas 
Is that also something that you have prepared in advance? 
 
Adil 
Yeah sometimes I could do that. If I have time I would plan that before to see if that fits with 
the dates, or I also sometimes check if there's a festival going on or a concert and it doesn't 
necessarily have to be local one, it could be, I don't know, Rammstein, playing in that city. 
And that would also be cool to experience their concert in another country and see how it is. 
 
Jonas 
Makes sense. As you say you are often booking for the next weekend or without any plans. 
Do you then often go travel by yourself or do you then always convince a friend to join your 
tour? 
 
Adil 
Hmm, that is really hard to say what I “usually do”, because it also really depends on my 
time in life.  For a period of my life I travelled a lot by myself. Now I guess I would plan it 
around, either my boyfriend or some of my friends. But I would still also being able to go 
alone actually, so its not, you know, I think in the planning phase now I would ask either my 
boyfriend or some of my friends if they wanted to join, but in case they couldn't, that wouldn't 
stop me from going and I would just go by myself.  
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It is not that I have to go with someone. 
 
Jonas 
Makes, a lot of sense. And that's both family and friends you would ask?  
 
Adil 
I don't think that I would ask family, would I ask Family? Oh, yeah, I could go travel with my 
mom I would, yeah - family and friends. 
 
Jonas 
What about co-workers? 
 
Adil 
Co workers? haha, that depends. Maybe. If they are fun. 
 
Jonas 
If they are fun - makes sense. So ehm.. you already explained a bit, that when you are on a 
tour you like to explore the peoples life, the culture from the people's side. 
But how do you do that? because, culture is a lot of things, right? Can you give some 
concrete examples of how do you then explore the culture? 
 
Adil 
yes, as an example when I traveled in asia three years ago, what I did was that I found small 
projects that I could work on as a volunteer, so I found this hostel that was run by local 
taiwanese people and I contacted them before my trip. Saying hi, I'm from denmark, coming 
to Taiwan for two weeks, can I work at your place?  
So you know, they said yes, I could work with them, and they showed me everything about 
their culture, we were together basically 24 hours a day - we were cooking together, working 
together, teaching me taiwanese,  everything!  And I think it's an amazing way to dive into a 
culture,  because you basically get a chance to live with someone who is local. But that is 
also a very special kind of trip where I went backpacking, and I was abroad, and did 
volunteer work.  
But i go on a shorter vacation, usually I like to stay on hostels where people are usually 
super open minded, and also the employees they are usually very you know, outgoing, they 
want to help you, they want to hang out and stuff, and I really like that atmosphere. And 
otherwise as I said, finding different events and gatherings of people where you can easily 
meet someone where they can show you the culture, cause they can also recommend you 
something like, okay, these restaurants they are super touristy and pricy probably, and if you 
go here this is where all the locals eat. So I think that's also a way to explore some local 
places.  
 
Jonas 
So yes, doing the same things as the locals? 
 
Adil 
Exactly 
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Jonas 
You also said that, know we talked about local restaurants, where locals eat on restaurants, 
and we talked about the people you stayed at in Taiwan and it was the people showing you 
what they were doing and cooking, so is food an important thing of the culture to you?  
 
Adil 
Oh, definitely - I think, well, I think one thing is the type of food you eat, cause that is very 
different in many places in the world and that kind of shows the taste, or if its many small 
dishes or you know, one dish per person or if it is just cake and coffee as danish people 
might do, but… what am I saying, but yeah, I also think that food is something that gathers 
people - always. It is also a very social thing so I think it is yeah, a big part of a country's 
culture. And I would love to, which is also cool to try to cook yourself and learn how to do this 
dishes. So some places they organize cooking events and stuff so it's really cool to come 
back and know how to make thai food-dish 
 
Jonas 
What other, like, cultural activities than cooking do you like to do, what other things have you 
for an example done with the taiwanese people you stayed with? Activities where you really 
thought: “Okay, now I’m learning about the culture” 
 
Adil 
Yeah, I did a language class, not in taiwanese but when I was in Nepal for an example.  
Yeah, we did a language class. What else did we do? emm. bop bop bop 
Let me think of some other countries , something where I could get into the culture.. 
 
Jonas 
Yes, it is also because, like language makes sense, but it is also something like, their 
opinions or their beliefs, or have you any experience of them like where they shared 
something where you really disagreed but okay, this is a cultural thing . 
 
Adil 
Yes, but I guess that happens just in the meeting with people when you start talking about 
things and when you have this openness and curiosity towards, i don't know, if it's something 
political they have in their country or it is I don't know - whatever it could be - maybe if some 
event happened in their country and then you ask about it, and then you have a dialogue. 
You don't necessarily have to agree with them, but I think its an important part of travel and 
being on tours and visiting other countries - you don't have to change peoples mind, but you 
just have to see their perspective and I think it is important to just travel around and not 
having to accept that, you need to be the same 
 
Jonas 
Sure - So, another thing is also like, when is it for you, when do you feel its authentic? 
Because this is a very wide concept. You for an example said you were going to a restaurant 
where local people eat, but what other could be an authentic experience?  
 

104 



Adil 
Well, if I was invited home at somebody's place, that would be super authentic. I think that is 
as authentic as it can get - basically any experience you can have that very few people can 
experience. You, something that is very unique to you or to people. If it makes sense?  
You know, something that you can not just book anywhere, so you would either need to get 
super lucky or to get an access to it somehow, by either doing something special or knowing 
someone who can. Because, anyone can find a restaurant or find a museum, or I don't know 
- go on this hike or something, but if you get invited to someone's places or if you somehow 
end up with somebody inviting you to a picnic on this lake and that can be super authentic 
and once in a lifetime experience here and now where lots of people would have the same 
dish at a restaurant or whatever 
  
Jonas 
True - that makes sense.  
So, after, or like during the tour, what do you really need to, if you should have a “this is 
really going to a great tour - or this was a really great experience, maybe you can think of 
one of the best experiences you had or something like that, if you have one in mind, what 
was the thing that made it so good? Not necessarily one thing but several experiences are 
okay. 
 
Adil 
Hmm. Well… if I think about it - tourwise, I think it it was also the feeling of kind of like finding 
this balance of being out somewhere and exploring something new all the time but at the 
same time feel at home. Because this, there can be many things that can create this feeling. 
Either it can be a person you meet that will make you feel really comfortable and warm, or 
let’s say you meet some of the locals and they introduce you to all these things or it is a tour 
guide or whatever that just gives you this feeling of security and home and is the one who 
can connect you to these different experiences that you are looking for.  
At the same time that you are also exploring something new, being in a way different 
country, tasting something very new. I think this balance is really really important.  
Yeah, I don't know if you want a specific example? 
 
Jonas 
Not necessarily - that's fine. Like, you also mentioned a few times this “exploring” something 
new or trying something you never tried before - both when choosing a new destination but 
also what makes a good tour. Like, what is “trying something new”? What could that be 
except for tasting new food as example?  
 
Adil  
Well - It could be…. I don't know.  Going diving into ice cold water for the first time. 
 
Jonas 
But is that necessary dependent on the destination? I mean,  because, you can dive into ice 
cold water many places - even in your own home town, basically 
 
Adil 
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That's true - yeah. That is true… So what new things would I like to try?  
but, that's the thing - a lot of the things in the world are pretty similar to each other, but they 
are still different. Visiting a school for an example - I can visit a school any day in denmark, 
probably, but it would still be a complete different and new experience for me visiting a 
school in new zealand, china or north korea. wherever. So all though it is the same, it would 
still be something new I feel. 
 
Jonas 
Yes, because it's a “new school” 
 
Adil 
Yes, it's a new school and they are doing things differently. You know.  
I don't know how their classrooms looks or how their teachers are teaching and all these 
things. So that's super interesting and to me that would still be a new experience, 
 
Jonas 
You mentioned diving into cold water - where did you do that?  
 
Adil  
I did that in Russia. 
 
Jonas 
And in what occasion did you do it? 
 
Adil 
They have a holiday called, what is it called… epiphany day or something. In january where 
they celebrate the baptism of christ. So that's the tradition they have. 
 
Jonas 
So, could that be the new thing diving into cold water because of the holiday? Because if you 
did that in Denmark that would not be the same thing and tradition? I don't know if you get 
my point? 
 
Adil 
Yeah, definitely - cause if I did that in Denmark, it would just be “oh, I'm just winter bathing”  
mm, so it is not that special, so if I do that in a country where it is only done on this specific 
day, then it becomes tradition and you know, we do it to celebrate this - not because i'm 
necessarily religious it is just the experience for me. 
And of course people winterbath in russia as well, but it's different, doing it on that specific 
day. 
 
Jonas 
Yes, joining there traditions. 
 
Adil 
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Yes. The same as, I have been to many churches and I can go to a church anytime in 
Denmark, but if I go to a church in paris on easter when its filled with people thats a 
completely different special feeling. So it is also about doing things on these massive 
occasions, where it means something to the locals that you are visiting and the place you 
are visiting. 
 
Jonas 
Like visiting a church in Denmark on christmas eve is different? 
 
Adil 
Yes than any other day.  
 
Jonas 
Yes. Makes sense. So, on the other hand, whats makes a really bad tour for you? 
Like, what, like, again if you can think of concrete examples that's great but not necessary  
 
Adil 
What can make a really bad tour is if I have not flexibility . If I have anything planned from 
morning to evening and I have to be stuck with the same people all the time. 
That for me is quite challenging. Unless it's people that I know I go with.  
And this is weird, cause I’m a super sociable person, but I think that when I travel I just want 
the freedom to do whatever I want. That's one thing. 
Another thing, I think that if I’m treated as a tourist. And that is also why I avoid going to like 
very touristic places, because I don't like to be treated as, I don't know, as I’m a “foreigner” in 
way. Although I know that I’m a foreigner but I don't like to feel that I have come to this 
country and I’m just a person who is here to spend some money. Okay, I don't want them to 
see me as a classic tourist that just comes to their country to just you know be like a 
superficial tourist. I want them to understand that I’m actually interested in them.  
 
Jonas 
So you don't want them to think its just about souvenirs but instead it's actually about them 
 
Adil 
Yes exactly, so I think it's actually like if I end up going somewhere and I’m just treated as a 
tourist because I only go to touristic places, that would be a really shitty trip. 
Yeah, what else makes a bad trip… well, apart from the obvious if you get sick or anything, 
but I mean that can also be a part of the experience. 
 
Jonas 
It can also be, not necessarily a full bad trip, but just bad things on a trip that you wouldn't 
enjoy. Not that the full one week trip has been bad, but that it was one day which was not 
great or something 
 
Adil 
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hmm. I have to think about it… okay, yes if transportation time is very long. I hate 
transportation. I feel like I would just be wasting my time. Unless if I’m actually, like, I love 
going by train because I can both relax and see the country so that's okay. 
But, if you have to sit in a bus, I know you can see the country from the bus as well, but 
there's just something shit about it. 
 
Jonas 
Not relaxing? 
 
Adil  
Yes, and not comfortable. I just feel that when you are in a country, you actually want to be 
there. And also if you rush! When I was a kid I used to go on many cruises, and there you 
visit so many places but you only spend like 6 hours or something in each place, and I hated 
that, cause you dont have the time to dive into the culture and actually have the time to, and 
this might sound weird, but “do nothing”. Cause then you might go to Barcelona and you just: 
duk, duk, duk, and see what you need to see to check of the list. 
And you don't have time to sit on a café or read a book in a park and have the time to let it 
sink in. So that would also be, like, a too rushed trip would also be a bad thing. 
 
Jonas 
Probably connected with the flexibility for you, right? Cause you dont have the time nor the 
flexibility to sit for one hour or simply go to the next place if that's what you want. 
 
Adil 
Exactly. And if you don't get the, it's another thing but I’m just going to connect it to the 
cruise ships again - the thing about cruise ships is that it is all included and there are tons of 
food at breakfast, lunch and dinner all the time, so when you go and do these stops and you 
go to the countries, you don't really feel you need to eat and try the local food, which I, again, 
feel like it's a big part of traveling. So that's a really shame that you just eat the cruise ships 
food, which is really really good, but it's just not the small weird street food places where you 
do the super unique local authentic falafel for like I don't know, 10 kroner. That's the best. 
 
Jonas 
Yes, makes a lot of sense. Cool.  
So, in case you should maybe visit the same city or maybe book with the same cruise, or 
probably not the same cruise ship again, but then another tour provider in any terms, like, 
hotel or a flight company or whatever, what would make like the, what would they have do 
to, to make you book again? 
 
Adil 
So if its hotels or travel agencies or any of that sort, they would need to give me some sort of 
access to places. That is something that I can't get usually. I wouldn't be able to research 
myself online. So if I go to a hotel, okay, this i very lowkey, but saying I have to meet this 
person and go there and try that. Like if they have super unique authentic knowledge and 
they can recommend me super, yeah, local things, then I would love that and I would go 
there all the time.  
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Jonas 
Have you ever travelled to the same place twice? As a private person. 
 
Adil 
For cities? Countries? Yeah, well I don't think that I stayed at the same hotel twice. 
 
Jonas 
But cities? 
 
Adil 
Yes. But that has been more, or wait, yeah I have. Why?  
 
Jonas 
haha because, so why did you go there again? was it so visit a friend who lived there or was 
it because there were still something in the city you haven't explore or something that you 
have really enjoyed in that city or?  
 
Adil 
Yeah, all of that I guess basically. Because, it is also over a long time at some different 
points in my life,  in london for an example, I been there many many times, because in some 
period I have friends there which I would like to visit or I just wanted to go back because I 
think it had a lot to offer. 
 
Jonas 
What are some of the examples of the things you liked or they had to offer? 
 
Adil 
well because London has a really unique atmosphere of being like very international and a 
mixture of being modern and old fashioned and it's quite charming. Yeah, I don't know. I 
guess it weird cause london is a very touristic city but it doesn't, I mean there are also many 
areas which is not. And, yeah. It's just a great city, but I dont think ive hd this connection 
actual meeting locals in london. That is quite weird, but this is also many years back. 
I don't think I would go to london now. There are so many other places I would rather go.  
 
Jonas 
But, did you then in London visit the same pub or visit the same, I don't know, whatever you 
have been doing in london? Or maybe go to big ben twice or something like that? 
 
Adil 
yeah I visited the same pizza place a few times and that was actually good, but that's 
because - haha we talk a lot about food - but yeah they make really good pizza and have a 
really great offer.  
 
Jonas 
And that's a super valid reason. 
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Adil 
But it's also when we talk about like, for a lot of service industries, it is also super important, I 
mentioned recommend places, but it is also about the service they provide, that they are 
nice they are genuine, that they want to help you and that they see you as a person, not just 
as a tourist so in that way, they actually are interested in finding out what you want, when 
you go to some hotel or somewhere where they really catch that, that is really really unique.  
For flights and stuff, I’m very disloyal, just the cheapest one.  
 
Jonas 
So just price? Which is also a super valid reason for choosing someone. So maybe that 
could help if they gave you some kind of discount or something like that? I don't know - 
maybe miles saved up or? 
 
Adil 
Yeah I think that could help - I’m really bad keeping track of that. I should.  
But it is also a fact, for an example with the miles thing - I did that last year with american 
airlines because I thought I travel a lot and I should start save up these miles, but on their 
website it is like chaos to figure out what they offer and how many miles you need for this 
and that and it's just, you know, it's like a maze.  And that also, if they have done it in a very 
simple like clear way I would have loved this, because it is a great concept. This bonus 
feature thing. But it is really shit experience, because still now, I have no idea how many 
miles I need to get anything.  
 
Jonas 
And you don't know where to find them? 
 
Adil 
Yeah, it is super complicated on their website.  
 
Jonas 
Makes sense. hmm yeah, is there anything else you’ve been wondering about your tours 
now that we have been talking about you traveling? Anything is welcomed.  And if nothing, 
that's also fine 
 
Adil  
Ehm. It's just popping into my mind right,  because as I mentioned earlier that we did a 
language class somewhere at some point, and it's really something that I think is cool way 
when you go to a new country that you can say at least a few words and I know that I could 
have learned that my self, but - and this could actually be a really cool idea for travel 
companies - if they help you with some basic words, especially if its a country that have a 
very special language, then you are prepared to go. So if you are someone like me who are 
interested in meeting the locals and then I'm already dressed to go and maybe, because 
everybody loves, when you can say a few words in their language. Yeah.  
 
Jonas 
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So that's also making an effort to understand the country by preparing yourself?  
 
Adil 
Yeah definitely, and then it again back to this “i don't want to be the tourist, who just comes 
and wants to be entertained.  
 
Jonas 
Could that also be valid in other things than just the language? I mean, one example could 
be if you already know about the country's history, for an example. 
 
Adil 
Yes, definitely. Then I’m more prepared and ready and so, I will have a better understanding 
of something that I see and in the conversations I might have with people that I meet, 
because that would be on a whole different level if I already have some background 
understanding about their history 
 
Jonas 
True.  
 
Adil 
Yeah, that would be amazing. 
 
Jonas 
Ehm. But thank you Adil for your very comprehensive answers and I’m sure they can be 
used. 
 
Adil 
I hope so. Thank you.  
 
Jonas 
Is it okay that I record the interview, btw?  
 
Adil 
haha yes that's fine. 
 
Jonas 
Great, we have all heard it. So thank you. 
 

3.0 Transcribed Interview of Lasse 
 
Jonas 
Hi Lasse. 
 
Lasse 
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Hi Jones, 
 
Jonas 
First of all, I hope its okay that I’m recording this interview with you.  
 
Lasse 
Yes of course. 
 
Jonas 
Great. So, as you know, we are doing this interview as I’m writing my master thesis and you 
are hereby on of the interviewees.  
 
Lasse 
I’m honoured. 
 
Jonas 
Great. I’m glad to hear.  
So, the interview today is going to be about experiences, especially when you travel. 
And I would like to you, that you are only focusing on your own personal experiences or like 
the own personal travels that you had. If you can, it's very great to give concrete or specific 
examples, but you don't necessarily have to. It's just if for an example asked what you like 
on a tour, then it's great if you could give a specific example of what you liked on a previous 
tour. 
And, as we also talked about before (the interview) this will be semi-structured, so you can 
just talk away, and then I’ll try to guide you with some of my questions. 
 
Lasse 
Yes.  
 
Jonas  
And first of all. When you plan a new tour, a holiday or a new travel, what are the first 
considerations you make. 
 
Lasse 
I think the first considerations are, I think first of all: Is it safe? When I went to south america, 
and on the web it said don't go out at night. So if i were to ge where with for an example with 
my girlfriend I would be very aware of that. Secondly, for me it is very “how touristed is it?” 
Are there any, or is it possible for me to go out and get experiences without being in a group 
of 40 different nationalities tourists, and thirdly I think, if it's similar to where I have been 
before. Because now I have traveled a lot in asia, and I feel like I want to go to places that 
are very different to that place. For an example I might want to go to the faroe islands, to 
iceland, to greenland, to canada. But I kept returning to asia because I liked the culture. I 
started in thailand, then I went to vietnam, cambodia, indonesia, philippines, because I like 
the people. And it is hard to say you know the people before you go, but my experience with 
asian people is a lot more positive than my experience with south american, so my previous 
experience is important as well.  
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Jonas 
So you are thinking about people when you are booking a tour: Are they friendly there? 
 
Lasse 
Yeah, exactly 
 
Jonas 
Okay, cool. And you also said that you are looking after if its safe and it's different if you 
would travel with your girlfriend, then you would be more aware of the safety? Or, I guess it 
is different if you travel alone, would you then be willing to go to dangerous places? 
 
Lasse 
I think it's more if I travel with a friend. A guy who is the same age and size like me, I would 
be more risk-willing than if I’m traveling with my girlfriend. Because I would feel like I’m the 
one who, if someone confronts her, I’m the one who is going to step in front my girlfriend. 
 
Jonas 
That makes sense. Also you said “something new”, do you always travel to, or you said 
something you haven't tried similar, do you always travel to a new country when you travel or 
do you always travel to a new destination? First of all, have you been to a new country? 
 
Lasse 
Yes, I have been to thailand for an example, a lot of times because I have been on my own 
and then I have been with family. I think that travel planning is very, it's very coincidental 
where you end up going. Because it's like, ohh I feel like asia is going to be interesting, I 
search “travel asia” and then the first lines that pops up says go to Sri Lanka, then you 
research that and then you start to learn about Sri Lanka and then you end up going to Sri 
Lanka. But I try to go new places, because you have a certain amount of time in life, and if 
you keep going back to the same place, you keep missing out of other places.  
 
Jonas 
So on the two tours you had to thailand, you did not do the same things I assume? Or was it 
different types of tours? 
 
Lasse 
Of course it was different being there with family and being there with friends. With friends it 
was a lot more partying  but it was, there are always these certain things and places, like 
“must see places” that you kind of “need” to go, to feel like you have experienced that 
country to the fullest.  So in that case  there are places that I’ve been to more than one time. 
Even though those places I feel like, Okay I have seem them now.  
 
Jonas 
But it is also because that you family have seen them? 
 
Lasse  
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Exactly. Yeah. 
 
Jonas 
So now we are talking about like, what you did on those two tours, but what do you usually 
do when you travel on a tour? What is a very typical activity for you when on a tour? 
 
Lasse 
A typical thing I always try to rent a motorbike and go outside the touristic places, go out to 
the fields. Get away from the “staged” setup as I see it. As for an example, italian restaurants 
in india - those makes no sense. But if you go just 10 minutes outside the city you'll see the 
real country. And I always try to first of all, there are always the “must sees” you have to 
check those of the list. But then.. 
 
Jonas 
What could that be? A must see? 
 
Lasse 
For an example if you go to cambodia, you need to see the ankar what, you would go to 
falls, you need to see phnom penh, there are these: if you search on lonely planet “top 10 
things to do in this country you want to do those but then you also want to be creative and 
then I always like to keep the tours a bit open, so that you can vary it a bit on the way.  if you 
hear someone say “ohh we did this yesterday, you need to do this” it is great to actually have 
the time to do that.  
 
Jonas 
So your tour is not, like, planned to every single detail in advance? 
 
Lasse  
No 
 
Jonas 
How much is planned? Have this top 10, knowing what to do,, do you then know exactly on 
which day? Or is it just like, sometimes doing it the tour you are? 
 
Lasse 
So it has been different from each tour, because it is very different dependent on the country 
I think. Cause in Thailand, you are always able to go to these places, you just jump into a 
tuk-tuk and say you want to go here and then you go there. But if you go to myanmar or 
burma, it is a lot different. You need to plan ahead and you need to know that you are going 
around here this day at least. 
 
Jonas 
Cause the distance is further away or?  
 
Lasse  
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Yeah and it is not as affected by the tourism, so there are not as many taxis and a lot of 
people don't speak english, and some people don't even know like the big touristic spots, as 
for an example the taxi drivers. 
 
Jonas 
Do you prefer when people are used to tourists, I mean, it's nice to always being able to find 
a cab, right? But it is also sometimes a kind of adventure not finding it I guess? 
 
Lasse 
Yeah I think it depends on the mood and what kind of experience you are looking for. 
Because I loved, in myanmar/burma the fact that there were no tourists like the original 
experience, but you just don't relax as much as you do in thailand where you can go out and 
be like “I feel like eating a pizza today” and then just go out and eat a pizza.  
But it depends a lot on the mood and what you are looking for. 
 
Jonas 
It makes sense. 100%. If you think of like some of the best tours you've had, or not 
necessarily one, but what have made, it can be one, but not necessarily one, what have 
made those tours the best, like what was the reason that specific tour was like one of the 
best tours in your life? 
 
Lasse 
So, there are two. First of all, I keep getting back to myanmar, not physically, but in this 
conversation. But I had traveled a lot in asia, and seen the different things to see there but 
there were always a bunch of tourists. and it just ruins the authentic feeling of really seeing 
the country. When we got to Myanmar, it was even more authentic, and it was even bigger 
ruins and there were just NO tourists. So you felt like you were discovering the country and 
that was extremely special. Secondly it was new zealand, which is a completely other thing, 
but it was just the nature. It is so different to the danish one, and it feels untouched and 
rough. And it is rare to get that feeling in the world today, so really feel like you are out in the 
wild. So two very different aspects 
 
Jonas 
And the nature, makes an impression on you because it is so far from anything you have 
seen before? Or its similar but it just keeps astonishing you? 
 
Lasse 
I think, a personal thing for me which has gotten worse after I moved into the city, but I hate 
the fact that I can not go to any place in denmark where you can not see or hear something 
man made, like if you go to the forest, there are these parts you can go out and just feel 
nature without any interruptions, and you can do that in New Zealand, and I don't think that 
there is any place in denmark where you can do that. 
 
Jonas 
So it is because it is untouched? 
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Lasse 
Yes 
 
Jonas 
Then on the other hand, what makes like the worst tour for you or what, not necessarily the 
full tour but if you had one bad day why was that day bad?  
 
Lasse 
I've had some bad experiences with food poisoning  - some really bad experiences and then 
on experience in south america in Peru. No, varus I think. My friend got his back stolen in 
the cab. And it has his passport, it had his gopro, it had everything. So then you suddenly 
are looking at just 4 days at just waiting at the embassy and this completely ruins, because 
then you feel like, and that's not the right thing to do, but you get angry at everyone in the 
country, like you guys are bad guys. Because one guy did that. But that's the only 
experience I had with crime.  
 
Jonas 
So, crime but also because bureaucracy? Cause I guess the tour would have been better if 
you just got a new passport the day after? 
 
Lasse 
Yes, but it is also the feeling of not, relying on like your fellow people. Like when you are 
walking down the streets in asia, everyone smiles at you. and everyone wants to help. 
When you are walking down the streets in Peru or ecuador, you feel like everyone wants to 
scam you and everyone wants to do you bad. 
That is just a feeling, and of course it stereotypical to think like that, but it's just the feeling 
that you get. No one smiles at you, no one wants to help you, everyone wants your money.  
Even though I think that average they are poorer in asia than in south america, I have no 
idea, but I think. 
  
Jonas 
And if we then think about the places you have been twice or the fact that you are going to 
asia a lot, what is the reason that makes you book a similar tour? Like, what are the things 
you liked about asia for an example - because you said you go back.  
 
Lasse 
hmm.. One thing is the price. Its cheap. Plain tickets. The food is cheap. Its good food. The 
quality of the hotels are in general pretty good. Its transparent, because there are so many 
tourists in thailand for an example, so if the hotel is bad, the hotel will have bad reviews.  
And, I think, coming back, it is also, when you need a vacation and you don't need an 
adventure, there is a difference between vacation and adventure, and when you need a 
vacation that just needs to be simple you can always have a vacation where you have these 
small adventures in the vacation, right?  
 
Jonas 
So it’s nice that some of it is familiar?  
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Lasse 
Exactly. So it's easy. you can lay back. more than you can with an adventure to the 
galapagos islands or something 
 
Jonas 
And is that the same - I don't know if you ever book with the same flight company or the 
same hotel company - would that also be, let's say that you have booked the same hotel, 
would that also be nice because it is familiar or like what would the reason be for that? 
 
Lasse 
I don't think that I would ever book the same hotel. I would always try to get new places. But 
with airplanes, plane companies, flight tickets, there are some that I try to avoid because I 
have had bad experiences on my like, so I look for those tickets at the air company. 
 
Jonas 
Makes sense.  
So it is like, that a previous good experience would make you buy again? 
 
Lasse 
Yep. 
 
Jonas  
Or at least a previous bad experience would ensure you not to book again? 
 
Lasse 
Even more, and that's not a good thing, but I think that if I were booking a tour through a 
company and that I have had good experiences with them and they had several 
destinations, I would be inclined to go with them again, because of the risk choosing a new 
company versus no risk with the company we already been with, if it's a new destination, 
who cares  
 
Jonas 
Yeah, like even though it's the same tour provider, it's still a new experience because it is a 
new destination? 
 
Lasse 
Exactly.  
 
Jonas 
Makes sense. Well actually, that's more or less it, unless there's something you have been 
thinking that you really want to say this thing as well? 
 
Lasse 
No I don't think so. 
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Jonas 
cool. otherwise you can always call me if you have some more information to share. 
 
Lasse 
haha, I will call you. 
 
Jonas 
haha, great. But great and thank you Lasse. That's perfect.  
 

4.0 Transcribed interview of Sander 
 
Jonas 
Now we will start 
 
Sander 
Hello Jonas 
 
Jonas 
Hello. First of all, is it okay that I record this interview.  
 
Sander 
Yes it's fine 
 
Jonas 
Great. So, as you know this interview is a part of m research for my master thesis, and I’m 
writing about, like, experiencing and traveling. Today I would like to hear some of your 
previous experiences when you travel, or when you go on a tour or holiday. 
I will like, give you some few questions, but overall just talk away and then I’ll try to guide 
you a bit. 
I hope that sounds great. 
 
Sander 
Sounds great. 
 
Jonas 
Good. So, first of all. When you plan your, like, next tour you are going to or the next holiday, 
what is some of the main considerations you do? 
 
Sander 
I think some of the first considerations I do is making sure that I go to somewhere new, 
somewhere I haven't been. Cause I like to gain new experiences. So for me going to, like, 
some european big city that's like something that I have seen many times before that would 
not be a big priority for me. 
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Jonas 
Even though - sorry to interrupt - even though you haven't been in the city, but if it's similar to 
a city you've been, you wouldnt go? 
 
Sander 
I would say, if it's similar to a city I've been to before, Im less likely to chose that sort of 
destination,. So for me it, I need to be able to explore a new culture or a new architecture, or 
new nature and environment and so on. That's very key for me. 
 
Jonas 
That's very key. So is it also like one thing is going somewhere new, but could it be same 
country but new city? 
 
Sander 
Could be, for sure. Depends on how different it is I guess. 
 
Jonas 
Would you also travel to the same city, if you think theres is ike “more” to explore? Have you 
done that? 
 
Sander 
I haven't done that, but I have considered doing it. Like, I’ve been to room once and there of 
course a lot of things to see in rome, so I would like to go back. But I think generally i’m more 
inclined to visit new destinations, sort of expand the horizon a bit more. 
 
Jonas 
Makes sense. So when you go on a tour, how much do you plan in advance? For an 
example when visiting a city, have you planned every day you need to do this and this. Or is 
it more like, on the go? 
 
Sander 
I would say I’m more spontaneous, I do research, before like the most visited sights and so 
on. But in general I try to be more spontaneous, and when you meet new people also when 
traveling, also being open to their ideas. And what to do on the holiday. So I think it's quite 
spontaneous. I don't have a lot of things planned before I go on a trip.  
 
Jonas 
Okay. Do you usually travel alone to a new city or do travel with a girlfriend or your family the 
most? What is typical for you?  
 
Sander 
I only travelled alone once, which was really really nice. So I’m inclined to do both.  
But I will say there is different motivating factors for each. It is nice to explore new places 
with your loved ones. But when you travel alone you meet new people - which can generate 
so many more new experiences for you.  
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Jonas 
Because if you travel with family and friends, you stick to that group? 
 
Sander 
Stick to the group, right! If you travel alone you are more likely to be friendly towards others. 
 
Jonas 
Makes sense 
 
Sander 
So, when you are on these tours. one thing is that you ensure that not everything is planned 
but what do you, what is an usual activity for you to do? Would it be going to a museum or, 
yeah, I don't know, go to the pool because you like to relax, what is the usual activity on the 
tour? 
 
Sander 
I would say, like I’m say im totally spontaneous, so it does depend on my mood. But it could 
be walk around the city. When you just come to a new place, you walk around the city, get to 
know the place, the surroundings. So on. And It could be visiting a museum, or some nature 
spot or, it depends on if you are alone you kind of want to go somewhere where you can 
meet people. If you are with someone, you might want to hear what they want to do as well. I 
would say it varies a lot - it's kinda hard to answer.  
 
Jonas 
Sure it's just also to get a general feeling.  
Do you often try to, is it important to you for an example taste local food? 
 
Sander 
It's very important! And I do, by all means, try to avoid going to touristic food locations. I try 
to find the most local and authentic experience. So for an example instead of going to the 
pizzeria on the big square, I would much rather go to the harbour and find the local 
fishermen's little fish restaurant or something like that.  
 
Jonas 
And those restaurants you usually find them just by walking around or is it being 
recommended by someone? 
 
Sander 
I think, I would like ask maybe I’m at an airbnb or at a hostel or whatever, and ask the locals 
or I would use trip advisor. I think that tripadvisor is also really good to find locals spots, even 
though it is trip advisor it is very and quite easy to identify the local spots 
 
Jonas 
So, if you think of something like the best tours you ever had or maybe some of the best 
moments of your tours. When you come home, how did you know that that tour was really 
great? What made that tour so great? 
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Sander 
I would say its a combination of different things. Mostly it's the people, if I travel alone, then 
the people is absolutely most important. Like the experiences I take with me home  and have 
made new friendships. But also in general, how much I liked the culture. And if I think, you 
often learn by experiencing others culture, so could be, as an example I went to Cuba and it 
was just like a time shell - cause they were sort of back in time in a way. But nevertheless 
the people who were there was so cheerful and enjoyed life, in a much more slowed down 
and simple way. I think that, for an example would be one f the key takeaways. So I think it 
would be either things that I learned from the culture or people I have met there while 
traveling.  
 
Jonas 
Would you say that you realized, even though the people you met in cuba, even though they 
live back in the old times and are still happy - did you learn something from that took 
something with you home? Like, maybe I don't need the newest iphone.  
 
Sander 
Yeah,, I think that I definitely learned that happiness is not dependent on economic wealth 
the same with other countries that I have been to which is a bit further away from DEnmark. 
Like I was in nepal as well, and they are not the world's wealthiest people, but again they 
have this sort of slower mindset with time and things, materialism and so on, so that is 
definitely a key learning from both experiences. But it is hard to say, it depends on the 
country you go. 
 
Jonas 
Yeah sure, sometimes you also go and you don't learn something 
 
Sander 
Yeah exactly. In some europeans cities which is very similar to copenhagen I might not learn 
anything at all. Just enjoy myself.  
 
Jonas 
Which is also super fine. 
 
Sander 
Yeah. 
 
Jonas 
Then if we take some of the opposite, and think about some of the worst tours you've had or 
some of the worst experiences. What were they? And what was the reason for the tour being 
bad? 
 
Sander 
Tour as in, like the entirety of the trip? 
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Jonas 
Not necessarily. It can also be a bad day, a bad half day or a single moment which were like 
really bad.  
 
Sander 
Of course there are things that if you can't figure out the local train or whatever, and small 
frustrating things like that. But I would say in general it's - its group tours. 
I tend to both like and dislike, cause sometimes you are in a group tour and you are in group 
with 10 old ladies, who are so annoying and you don't really like these people and you don't 
really click with them, and they don't want to interact with you. I would say that is some of the 
worst things. And probably also only visiting over touristic areas of a country. It is also 
something that I despise a little bit. And lastly, all inclusive hotels - that's my absolute hateful 
thing to do. 
 
Jonas 
Because, that, why is it so bad? 
 
Sander 
Just because you are not actually experiencing the place you are visiting 
 
Jonas 
So, you say that you often try to book, like, a new tour, but what coul, or a new tour or a new 
destination, but what could be the reason for going the same place or maybe visiting the 
same city if you should like rebook? 
 
Sander 
Probably that, it is hard to say, but probably that I feel like I missed out on a lot of things to 
actually see, or that I just enjoyed the things I did so that I want to do it again.  
 
Jonas 
Have you ever booked like the same, let's say the flight company, right? If you booked the 
same tour with them or the same.. how to phrase it.. So if you booked the same, to a new 
destination, but with the same flight company or the same company in anyway, could also be 
the same hotel chain, have you ever done that? 
 
Sander 
Hmm. I wouldn't say so. I mean, I have used the same flight company, like Norwegian for an 
example, but is it mostly like I used them just because they are the cheapest. 
 
Jonas 
Okay, so it was not based on something else they did, it was just because of the price? 
 
Sander 
I did actually try to purposely book norwegian sometimes, because I just liked their service 
but I changed opinion on my last tour, because they had sort of scandals. But I mean it's not 
like have some special preference, I just pick the cheapest usually. 
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Jonas 
Makes also a lot of sense.  
 
Sander 
Yes, price. 
 
Jonas 
Yes, price is a super valid point in choosing the operator.  
Actually, that is it. Unless you are thinking you have some really good points that you want to 
tell me. 
 
Sander 
Questions you should be asking but aint, I would say price is a very KEY factor for me. I 
don’t have a lot of money so that is also the reason why I usually are arranging my own tours 
and wont go on pre planned tours with tour companies. 
 
Jonas 
So that's also something, when you plan a tour, you look at the price a lot? 
 
Sander 
I do 
 
Jonas 
When you, again like go back to the considerations you make before going, one thing is that 
is has to be new, but it also has to be obviously within… 
 
Sander 
Value for money. I think in general I would look at pre-planned tours or just going there by 
myself and just see okay, these things that are on the pre-planned tours, can I do them by 
myself. If I can do them by myself, then I will not do the planned tour. If the operator offers 
something unique that I wouldn't be able to do or arrange by myself, then I would be more 
inclined to do the tour. But of course, they can also be expensive.  
 
Jonas 
But also, if you were choosing between two different cities, let's say between to capitals in 
europe. Would you then like, tend to choose the less expensive one? 
 
Sander 
well.. yeah..Like if I could go to Rome for 3000 kroner or I could go to Budapest for 800 
kroner the same week, then I would probably be more inclined to go to like the cheaper 
country.  
 
Jonas 
But is it more important that it is a new city or? 
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Sander 
Well yeah. I wouldn't, I mean I don't just travel to the cheapest place. That's not the only 
deciding factor. But, you know the flight tickets they can vary a lot.  
 
Jonas 
Makes a lot of sense. Thank you for emphasizing on that. 
 
Sander 
My pleasure 
 
Jonas 
And thank you for doing the interview.  
 
Sander 
No problem 
 
Jonas 
I will stop. 
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