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Abstract  
 

The present study seeks to explore and compare the perceived importance of Pine and Gilmore’s 
experience realms and Schmitt’s categorisations of experience in a tourism context. These 
approaches to experiences are chosen because they are widely cited, yet rarely compared. The 
empirical component of the work is based on Chinese tourists who were asked to anticipate their 
experiences in Australia. Would be travellers in the regions of Guangzhou, Shanghai and Beijing, 
accessed through an extensive snowball sampling procedure, responded to a detailed and 
literature-informed set of activity and experience items in a questionnaire format. The study provided 
evidence that the systems can be seen as joint contributors to understanding experience; the Pine 
and Gilmore work offers a more holistic appraisal and the Schmitt system presents a more fine-
grained rendition of the desired experiences. Aesthetic and sensory experiences were shown to be 
of the highest importance. Experience analysis offers insights and the approach in the study 
develops a pathway to pursue empirical studies so that researchers can provide benefits for 
marketers in tourism. 
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Introduction 
The analysis offered in this research attempts 
to provide a structured and literature embedded 

approach to the analysis of expectations. It 
employs formative ideas from research on the 
experience economy and provides an analysis 
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of anticipated experiences by comparing two 
approaches for assessing experiences. The 
specific work which forms the conceptual heart 
of the study lies in the categories for 
understanding experience developed by Pine 
and Gilmore (1999) and alternatively by 
Schmitt (2003). These approaches to 
understanding desired experiences are chosen 
because they are widely cited, yet rarely 
compared. The work of Pine and Gilmore 
(1998, 1999) has now been cited over 5,400 
times while Schmitt’s contributions in 1999 and 
2003 have over 2,300 citations (Google 
Scholar, March 29

th
2014). It is a pivotal aim of 

this study to apply the categories of experience 
developed by these well cited researchers to 
tourists’ anticipated experiences and assess 
the viability of the applications and their special 
properties and insights. Furthermore, this work 
seeks to strengthen these widely influential 
experience schemes through linking them in a 
tourism context, which to date, has seldom 
been explored. 
 
The illustrative case for the comparison of 
anticipated experiences is that of mainland 
Chinese tourists considering a holiday trip to 
Australia. The specific sample used to collect 
the information was generated from three 
important tourist generating regions in eastern 
China. This analysis of the various components 
of anticipated Australian experiences can 
potentially explore the ways in which two 
prominent categorisation schemes to assess 
experiences are related and, further, such an 
approach may provide insights into the 
complexities of the Chinese market. Huang and 
Gross (2010) observe that studies of outbound 
Chinese tourists are still limited. Much remains 
to be done beyond the recording and re-
quoting of the numbers and demand 
(anticipated arrivals).  
 
Following these directions, this study employs 
a pre-travel psychological profiling approach to 
analyse in some detail the anticipated features 
of the Australian experience. In particular, the 
perceived level of importance attributed by 
mainland Chinese residents to various 
components of the experience is examined 
through a cross-analysis of two different 
approaches for assessing experiences. This in-
depth exploration of the Chinese tourists’ 

anticipated Australian experiences provides an 
appreciation of the complex cultural wants and 
needs of the market, which is increasingly 
valued by Chinese visitors (Li, Lai, Harrill, Kline 
& Wang, 2011). The work attempts to extend 
previous studies on Chinese tourists’ 
experiences, which the authors argue have 
tended to take an after-experience approach 
and reported results built on importance and 
satisfaction levels cross-referenced by 
demographic/psychographic factors. Whilst this 
study explores the experiences for one pairing 
of continents, the principles underlying 
experience and used in this analysis arguably 
have implications for many other pairs of 
source and destination countries. 
 
Literature review 
This review is structured into two parts. It first 
considers the growing prominence of the 
Chinese outbound market and the necessity for 
intensive analyses on their desired tourist 
experiences. Then the focus shifts towards 
highlighting previous research on Chinese 
tourists’ experiences through the use of two 
experience analysis systems. Schmitt’s (2003) 
categorisation of experiences and Pine and 
Gilmore’s (1999) realms of experiences are 
both widely cited, however, they are yet to be 
linked in a tourism context. Furthermore, the 
cross-analysis of these two systems presents a 
novel direction of study which attempts to 
provide an in-depth, multi-dimensional 
perspective on Chinese tourists’ anticipated 
Australian travel experiences. 
 
China outbound tourism has blossomed in the 
last decade. For all the countries which seek to 
attract Chinese visitors it is becoming 
increasingly important to understand the 
characteristics of the Chinese market, not only 
to compete against rival destinations but also to 
manage issues of tourist well-being, community 
acceptance and sustainability. In the case of 
Australia, which was granted Approved 
Destination Status (ADS) in 1999, the Chinese 
market has become a key part of the overall 
tourism industry (DITR, 2007, cited in Weiler & 
Yu, 2008). Chinese visitors now number nearly 
800,000 annually (Tourism Research Australia, 
2012). The growing size of the China outbound 
market, including predictions for 100 million 
outbound travellers by 2020, indicates its 
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importance, and prompts the need for intensive 
analyses as the market changes (Ai-Ping, 
2009; Breakey, Ding & Lee, 2008).Australia, in 
common with other western destinations needs 
to gain a clearer and fuller comprehension of 
the culturally different Chinese tourists if it is to 
remain competitive in attracting one of the 
world’s most desired markets (Chow & Murphy, 
2008; Wang & Davidson, 2010). 
 
Many Chinese residents can now afford the 
basic necessities of life due to widespread 
increases in disposable income (Zhou, King & 
Turner, 1998). Large numbers of Chinese are 
now purchasing more luxury items and 
outbound travel is included in the set of desired 
consumption experiences. The increasing 
international travel experience is starting to 
change the Chinese tourists’ demands. In 
particular, Chinese travellers now expect the 
host destination and community to have some 
cultural understanding of their wants and needs 
(Li et al., 2011).It has also been suggested that 
Chinese tourists are seeking more in-depth 
experiences that focus on their inner needs (Ai-
Ping, 2009; Xie & Li, 2009). 
 
Australia, as a tourist destination, has the 
potential to offer a unique and memorable 
experience to Chinese visitors. In terms of 
simple distance and travel times, it is the 
closest country for those Chinese seeking to 
experience Western culture. There are also 
many factors that appeal to the Chinese market 
including nature and wildlife, iconic attractions, 
beaches, comfortable climate, and stable 
politics. Nevertheless, some studies indicate 
pockets of dissatisfaction with Australia as a 
travel destination (Commonwealth of Australia, 
2005, cited in Breakey et al., 2008; Wang & 
Davidson, 2010). In this context, more work 
that seeks to uncover and understand the 
various components of their desired Australian 
experience is well justified. 
 
Approaches to assessing experiences 
Bernd Schmitt, a renowned consultant and 
marketing thinker, believes that ‘while no two 
experiences are exactly the same, experiences 
can be classified in terms of their generic 
emerging properties’ (Schmitt, 1999, cited in 
Gretzel & Fesenmaier, 2010:139). According to 
Schmitt (2003:105), experiences are based 

around a meshing of cognitive, sensory, 
affective, social-identity (or relationship), and 
physical components. The application of this 
classification offers promise in assessing the 
Chinese outbound tourists’ experiences. It is 
recognised that experiences comprise a 
dynamic mixture of these categories. Food and 
eating, for example, are mainly sensory 
experiences but they also have cognitive 
components (knowing about food), relationship 
dimensions (one’s dining companions) and, 
further, affective properties since the physical 
setting for dining can create a distinctive 
emotional atmosphere. For the sake of not 
being repetitive, cognitive will refer to mainly 
cognitive; and this same summary point applies 
to the other categories. Within this context, a 
more detailed portrayal of the Schmitt 
categories can be presented as follows.  
 
Cognitive experiences. Any experience that 
intellectually stimulates a person can be 
classed as cognitive. Intellectual and curiosity 
motives (Agrusa, Kim & Wang, 2011) and 
acquiring new knowledge (China Outbound 
Tourism Research Institute (COTRI), 2009; 
Zhang & Lam, 1999) are important factors for 
Chinese outbound tourists. Chinese travellers 
also desire to learn from the West and may 
seek to increase their knowledge about foreign 
destinations (Xu, Ding & Packer, 2008; Zhang 
& Lam, 1999). Language issues, however, may 
be an impediment to learning for most Chinese 
travellers. Those travellers who know English 
may be shy about using it in case they “lose 
face” (Briggs, 2006). Similarly, Chinese 
travellers may be slightly reserved due to their 
lack of previous travel experience. Any 
reference to China or Chinese culture whilst 
abroad would add value to their travel 
experience (COTRI, 2009). Such references 
may assist in heightening safety, which is 
highly valued and constitutes an important 
destination attribute (Briggs, 2006; Cai, Li & 
Knutson, 2007; Li et al., 2011). 
 
Sensory experiences. Experiences that appeal 
to the five senses are labelled sensory. 
Sampling local food is an important driver for 
the Chinese market (Law et al., 2004, cited in 
Keating & Kriz, 2008:37). Chinese tourists want 
food to be a part of the total experience 
(COTRI, 2009:28; Tourism Queensland, 



Examining experience economy approaches to tourists’ anticipated experiences:  
Mainland Chinese travellers consider Australia.  

98 
 

2011:43).The opportunity to have familiar 
Chinese food, however, is also well received 
(Briggs, 2006; COTRI, 2009:28; Li et al., 2011). 
Other sensory-related experiences which have 
been identified as important include getting 
close to nature (Ai-Ping, 2009), viewing 
outstanding scenery (COTRI, 2009) and 
viewing wildlife in natural settings (Tourism 
Australia, 2004, cited in Weiler and Yu (2006). 
In addition, Chinese tourists desire a 
destination with a good climate (Yu & Weiler, 
2001) since pleasant weather offers multiple 
appealing sensory experiences. 
 
Affective experiences. Experiences which 
appeal to the customer’s inner feelings and 
emotions are categorised as affective. Very few 
studies (Ai-Ping, 2009; Weiler & Yu, 2008) 
have made specific reference to affective 
experiences. Despite this, it would appear that 
Chinese outbound tourists do tend to focus on 
satisfying their inner needs (Ai-Ping, 2009). For 
example, the purpose of travel can often be for 
moral improvement and self-enlightenment (Xu 
et al., 2008). Furthermore, Chinese tourists 
believe that travel can provide an escape and 
an opportunity to relax.  
 
Social-identity (relationship) experiences. 
Experiences that include social interactions and 
provide a sense of belonging, and the 
opportunity to enhance relationships are 
classified as social-identity. Outbound travel is 
seen as a mark of sophistication in China, so 
many Chinese people travel to increase their 
prestige and self-image (Briggs, 2006; COTRI, 
2009; Keating & Kriz, 2008). As such, visiting 
famous attractions has become an important 
part of many Chinese tourists’ experience 
(Zhou et al., 1998). Chinese tourists feel 
uncomfortable about being alone; consequently 
they tend to do almost everything together 
(COTRI, 2009:16). This is quite evident from 
the domination of group travel and the 
importance of travelling with friends and family 
(Keating & Kriz, 2008; Xu et al., 2008). 
Similarly, Chinese tourists have a preference 
for group tours due to safety and convenience 
(Lo & Lam, 2004, cited in Keating & Kriz, 
2008:35; Yu & Weiler, 2001). They also expect 
tour guides to have a high level of knowledge 
(Breakey et al., 2008; Li et al., 2011). Chinese 
travellers also place high demand on guides as 

temporary persons of authority who can 
facilitate their experience (COTRI, 2009:17; 
Weiler and Yu, 2006). A study by Weiler and 
Yu (2008) found that Chinese tourists 
described the opportunity to interact with locals 
as memorable and important. 
 
Physical experiences, behaviours and 
lifestyles. Experiences that appeal to 
behaviours and lifestyles are classed as 
physical or activity-driven experiences. For 
Chinese tourists, experiencing Western culture 
is a priority (Pan & Laws, 2001). In particular, 
the opportunities to experience the local 
lifestyle and reality of living have become major 
motives. Chinese tourists are also described as 
looking for new things and something different 
to their everyday life (Chow& Murphy, 2011). In 
addition, shopping is important in their 
overseas travel experience (COTRI, 2009; 
Chow & Murphy, 2011) as gift giving is an 
essential part of Chinese traditions and 
relationship management. 
 
The Schmitt categorisation represents one way 
to conceptualise and assess tourist 
experiences. Another, and not necessarily 
incompatible scheme for portraying 
experiences, lies in the work of Pine and 
Gilmore (1998), who are well known as 
pioneers of the experience economy. They 
suggested that experiences can be categorised 
depending on the participant’s level of 
involvement (passive-active) and level of 
connection (absorption-immersion) (Pine & 
Gilmore, 1998). The four resultant realms of 
experiences are entertainment, educational, 
escapist and aesthetic. Pine and Gilmore’s 
work has been employed in some tourist 
experience contexts. Its application as a 
framework for studying the tourist experience 
has been explored in select tourism venues, 
including bed-and-breakfast (Oh, Fiore & 
Jeoung, 2007), the cruise experience (Hosany 
& Witham, 2010), and heritage trails (Hayes & 
MacLeod, 2007). In addition, the experience 
economy concept has been studied as a 
strategy for destination management (Morgan, 
Elbe & de Esteban Curiel, 2009) and for 
information and communications technology 
(Stamboulis & Skayannis, 2003). In all cases, 
the experience economy concept has been 
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recognised as a practical measurement 
framework for the study of tourist experiences. 
It can be suggested that for the Chinese 
outbound market all four realms are important. 
Entertainment experiences involve passive 
participation and absorption of an experience 
such as watching performances and visiting 
zoos. Chinese outbound tourists have indicated 
a preference for visiting wildlife 
parks/zoos/aquariums (Chow & Murphy, 2008) 
and a low priority for attending theatre (Yu & 
Weiler, 2001). With educational experiences, 
participants require active participation and 
absorption, such as attending festivals and 
learning. Visiting historical sites appears to be 
a priority for Chinese outbound tourists, as 
identified in several studies (Chow & Murphy, 
2008; Yu & Weiler, 2001). Activities that require 
active participation and immersion are 
classified as escapist. For such activities, 
shopping is popular (Chow & Murphy, 2008), 
whereas dining in Chinese restaurants and 
attending casinos/gambling are of medium 
importance, and dining in Western restaurants 
has low importance (Yu & Weiler, 2001). 
Aesthetic experiences involve passive 
participation and immersion such as viewing 
landscapes, sightseeing and visiting museums. 
Chinese outbound tourists do like to visit 
museums and art galleries (Cai et al., 2007) but 
give low priority to watching sporting events 
(Yu & Weiler, 2001). 
 
Defining the study aims 
The two experience analysis systems reviewed 
in the preceding section were selected as a 
focus in this study. Other schemes exist, for 
some examples see Sundbo and Sorensen 
(2013), but the prominent approaches being 
considered deserve research attention, partly 
as argued in the introduction, because they are 
so widely cited, but so infrequently compared. 
In addition, the linking of these two experience 
analysis systems in a tourism context is clearly 
warranted, with the potential to explore 
experiences for many possible combinations of 
source and destination countries. Specially, the 
research aims of the study are to: 
Aim 1: Explore the perceived importance of 
Pine and Gilmore’s experience realms and 
Schmitt’s categorisations of experience. 
Aim 2: Investigate the links between the two 
experience category systems as revealed by a 

broad sample of Chinese tourists anticipating a 
holiday to Australia. 
 
A subsidiary consideration rather than a 
specific research aim is to use the study to 
assist in interpreting how to formulate future 
studies and apply this kind of tourism research. 
 
Methodology 
Research instrument 
To assess the multidimensionality of the 
anticipated experience, Schmitt’s and Pine and 
Gilmore’s categorisation approaches were 
used. The measures and examples of 
experiences were built on 20 themes of 
preferred experiences identified in a detailed 
literature review (refer to Table 1). 
Respondents were asked to assess the 
perceived importance of generic travel versus 
Australian-specific experiences. This dual 
questioning was used in an attempt to validate 
the experience assessment by using two kinds 
of measures. One can be seen as a priming 
approach and the other requires more 
reflection about being immersed in the setting 
(cf. Mehrabian & Russell, 1974). 
 
As travel expectations can change with travel, it 
was important to collect data from mainland 
Chinese residents before travel. The nature of 
the research project, however, required 
respondents to put themselves in a frame of 
mind about having an Australian experience. In 
order to do this, an elicitation technique was 
built into the design of a questionnaire. This 
approach requires the respondent to pause in 
the first instance and consider some generic 
items, and then has the potential to elicit 
knowledge about more specific and relevant 
travel domains. It was believed that designing 
the questionnaire in this way would help 
respondents to imagine having an Australian-
focussed travel experience. 
 
The self-administered questionnaire consisted 
of two parts. Part A used the generic appraisal 
questions initially and then a combination of 5-
point Likert scales and tick-the-box questions to 
assess the importance levels of the anticipated 
Australian experience, the desired emotions, 
and the preferred activities. The range of 
questions asked permitted the researchers to 
collect data on both the Pine and Gilmore 
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categories and all but one of the elements of 
the Schmitt approach. Affective experiences 
were assessed differently to the other Schmitt 
categories because thinking directly about 
likely future emotions is a distinctively 
challenging task. For this component of the 
Schmitt categories, a more indirect but feasible 

approach was pilot tested by the researchers 
and then implemented. Respondents were 
asked to anticipate what they wanted to feel 
and achieve from Australian activities and 
experiences; thus permitting some 
assumptions about likely emotions. Part B of 
the questionnaire captured demographic 

Table 1. Themes identified in the literature as important for the Chinese market 
Themes Sub themes Sources 

Language  
Symbols, signs, brochures, web sites, 
Mandarin-speaking personnel, issue 
with communication in English 

Briggs, 2006; COTRI, 2009; Junek, 
Binney and Deery, 2004; Pan and Laws, 
2001. 

Food 
Etiquette, Chinese food, Chinese way, 
local 

Briggs, 2006; COTRI, 2009; Keating and 
Kriz, 2008; Zhou, King and Turner, 
1998. 

Shopping For status (luxury), gift-giving, obligation 

Ai-Ping, 2009; Breakey, Ding and Lee, 
2008; Cai, Li and Knutson, 2007; 
COTRI, 2009; Guo, Kim and Timothy, 
2007; Junek et al., 2004; Keating and 
Kriz, 2008; Yu and Weiler, 2001; Zhou 
et al., 1998. 

Tour guides Chinese, can facilitate experiences  Junek et al., 2004; Yu and Weiler, 2001. 

Chinese history (connection) 
Chinese flag, Feng Shui, philosophies, 
reference to China  

Xu, Ding and Packer, 2008; COTRI, 
2009. 

Famous landmarks  Sites, celebrities, attractions 

Breakey et al., 2008; Cai et al., 2007; 
Keating and Kriz, 2008; Sparks and 
Pan, 2009; Yu and Weiler, 2001; Zhou 
et al., 1998. 

Nature/landscapes 
Famous sites in poetry, integration, 
visiting nature   

Breakey et al., 2008; Sparks and Pan, 
2009; Xu et al., 2008; Yu and Weiler, 
2001. 

Wildlife  Breakey et al., 2008. 

Aboriginal culture   
Breakey et al., 2008; Yu and Weiler, 
2001. 

Host-guest interaction 
Status, authority, titles, stronger 
relationships, “face”, honoured guests   

Briggs, 2006; COTRI, 2009; Hsu and 
Lam, 2003; Keating and Kriz, 2008; 
Zhang and Lam, 1999. 

Group travel 
Friends and relatives, all-inclusive 
package tours  

Keating and Kriz, 2008; Pan and Laws, 
2001; Sparks and Pan, 2009; Xu et al., 
2008; Zhang and Lam, 1999. 

Australian (western) culture 
Time, experience, historical and cultural 
sites , cultural interest, difference-
foreign cultures; 

Ai-Ping, 2009; Breakey et al., 2008; Cai 
et al., 2007; Guo et al., 2007; Li, Xu and 
Weaver, 2009; Pan and Laws, 2001; Yu 
and Weiler, 2001.  

Education / knowledge  

Breakey et al., 2008; COTRI, 2009; Guo 
et al., 2007; Hsu and Lam, 2003; 
Keating and Kriz, 2008; Li et al., 2009; 
Xu et al., 2008; Zhang and Lam, 1999. 

Creating an atmosphere/ 
connection feeling 

Connecting sights, stories, poems  COTRI, 2009; Xu et al., 2008. 

Photos Building status, memories COTRI, 2009. 

Escape routine of everyday life 
Seeing something different, have fun, 
relaxation, enjoy life, something 
forbidden 

Ai-ping, 2009; Briggs, 2006; Cai et al., 
2007; Keating and Kriz, 2008; Zhang 
and Lam, 1999. 

Security 
Safety, well-equipped facilities, applying 
for visa, stable politics 

Breakey et al., 2008; Keating and Kriz, 
2008; Sparks and Pan, 2009; Yu and 
Weiler, 2001. 

Authenticity  
Integration of buildings, spiritual 
meaning and site  

Breakey et al., 2008; Li, 2008; Xu et al., 
2008. 

Climate Uniqueness, winter escape Breakey et al., 2008. 

Status / prestige 
Somewhere friends haven’t been; 
enhancing self-image 

Ai-Ping, 2009; Breakey et al., 2008; 
Keating and Kriz, 2008. 
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information using tick-the-box options. 
 
A pilot test was conducted in Australia (late 
June, 2011) to evaluate the logic, clarity and 
ease of completing the questionnaire. Five 
Chinese colleagues participated in the pilot 
study. The questionnaire was translated from 
English into Mandarin; a process of back-
translation was completed by two James Cook 
University scholars who are proficient in both 
languages. 
 
Data collection procedure 
The population for this study was mainland 
Chinese residents (in one of three regions - 
refer to Figure 1) who have the intention of 
taking a leisure trip to Australia. Chinese 
tourists (Hong Kong, Macao and Taiwan 
travellers) were not selected because this 
market is different to the mainland Chinese 
market (Zhou et al., 1998). Furthermore, for 
historical reasons, citizens of Hong Kong, 
Macao and Taiwan were considered as 
different types of outbound tourists (Xie & Li,  
 
2009). The three regions were chosen because 
they are the most prosperous economic 

regions in modern China and are prominent 
source regions for tourists to Australia (COTRI, 
2009:8). Data were collected via the snowball 
technique during July, 2011. Snowball 
sampling is a non-random technique that 
identifies respondents who match a desired 
profile; then additional respondents are 
recruited based on the referrals of the original 
respondents (Black, Asafu-Adjaye, Khan, 
Perera, Edwards & Harris, 2007:240).This 
process involved questionnaires being 
distributed electronically through the 
researcher’s networks (which had been 
established through university friends and links) 
in China, and then their subsequent referrals. 
The snowball technique was selected as it 
facilitated ease of data collection and 
penetration into a population intending to but 
not yet having travelled (Jackson, White & 
Schmierer, 1996, cited in Tung & Ritchie, 
2011:10). Three hundred and thirty-five 
questionnaires were retrieved. An effective 
response rate of 95 per cent was achieved as  
 
320 of the 335 completed questionnaires were 
considered as valid data for further analysis. 
 

 

A 

B 

C 

 

Figure 1.Map of the three regions in China where data were sourced 
Note. Regions are based on major cities: A – Guangzhou; B – Shanghai; C – Beijing. 
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Demographic profile. The final demographic 
data set is shown in Table 2. All the 
demographic questions had a small percentage 
of respondents who did not specify an 
appropriate category; these missing 
percentages are displayed in Table 2. More 
males participated in the study (50.4%) than 
females (44.8%). Most respondents were aged 
20-29 years old (67.8%). Other respondents 
were dispersed among the three older age 
brackets. The sample was geographically-
balanced: region A (31.3%), region B (33.4%), 
and region C (30.7%). Almost every 
respondent had some domestic travel history, 
with the majority reporting a medium level of 
experience (40.3% had less than five trips, 
34.0% had between five and 15 trips). 
Respondents were much less experienced in 
overseas travel. Over half of the sample 
(52.3%) reported no previous travel with 
another one-third (37.0%) having less than five 
trips. 
 
Coding and analysis 
The collected data were coded and analysed 
using SPSS 19.0. Firstly, descriptive statistics 
(mean, standard deviation, minimum, 
maximum, kurtosis and skewness) were 
utilised to assess data entry error and to obtain 
a quick summary of the characteristics of the 
variables (Pallant, 2011:43, 53). Data collected 
on affective experiences and demographics 
needed no further analysis. Secondly, using the 
categories developed by Schmitt – effectively 
an a priori coding scheme – the data from the 
questionnaires were sorted into the four 
components of sensory, cognitive, social-
identity and physical. The importance scores 
for these variables were then computed. Means 
were then calculated. While data were 
collected on a 1-5 Likert scale, each new 
variable (i.e. the importance level of sensory 
experiences) had five statements that 
measured it, and therefore, created a possible 
mean score between five and 25.  
 
For the Pine and Gilmore categories, new 
variables built on combinations of items were 
computed for the importance of entertainment, 
educational, escapist and aesthetic 
experiences (four variables in total). The 
interrelationships among the two schemes 
were investigated by assessing the four 

Schmitt types of experiences within each of the 
Pine and Gilmore categories. For example, the 
entertainment variable was segmented into 
cognitive, sensory, social-identity and physical 
experiences. Standardised means were used 
for analysis as there were uneven numbers of 
variables from the Schmitt categories for each 
of the Pine and Gilmore classifications. 

Results 
The core aims of the study were approached in 
two parts. The anticipated importance level of 
each of the Pine and Gilmore experience 
realms was initially considered. This was 
assessed by a 5-point Likert scale which asked 
respondents to indicate their level of 
anticipated importance for participating in 
particular activities. Descriptive statistics were 
utilised to determine the mean anticipated 
importance level for entertainment, educational, 
escapist and aesthetic activities. The 
importance level of all four experience realms 
was high, with aesthetic scoring the highest (µ 
= 36.34), followed by educational (µ = 33.05), 

Table 2. Demographic profile of the 
sample 

 N % 
Gender   
Male 169 50.4 
Female 150 44.8 
Missing 16 4.8 
Age   
20-29 years old 227 67.8 
30-39 years old 64 19.1 
40-49 years old 19 5.7 
50 years old and older 9 2.7 
Missing 16 4.8 
Residence   
Region A 105 31.3 
Region B 112 33.4 
Region C 103 30.7 
Missing 15 4.5 
Domestic travel history   
Never travelled before 11 3.3 
Less than 5 trips 135 40.3 
Between 5-15 trips 114 34.0 
More than 15 trips 58 17.3 
Missing 17 5.1 
Overseas travel history*   
Never travelled overseas before 176 52.5 
Less than 5 trips  124 37.0 
Between 5-15 trips  15 4.5 
More than 15 trips  4 1.2 
Missing 16 4.8 

Note. * Includes travel to Hong Kong, Macao and 
Taiwan. 
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entertainment (µ = 33.04), and escapist (µ = 
31.28). 
 
For the overall scores of the Schmitt categories 
and anticipated importance levels, no 
significant differences were reported among 
physical, social-identity and sensory related 
experiences. All of these elements were rated 
with high scores for importance (µphysical = 
19.59; µsocial-identity = 19.57; µsensory = 19.55). By 
way of contrast, cognitive experiences were not 
rated as highly (µ = 17.12). The high levels of 
these components were not surprising given 
that Chinese tourists are very curious about 
Western culture and want to understand 
different lifestyles, although direct learning and 
engagement in terms of such themes as 
Australian history was modest (Agrusa et al., 
2011; Pan & Laws, 2001). The affective 
experiences were assessed differently to the 
other Schmitt categorisations. The three 
highest anticipated emotions were relaxation, 
joy, and the excitement of discovery. It is clear 
that Chinese tourists do identify several key 
emotions as a part of their anticipated 
experiences (cf. Ai-Ping, 2009). 

The relationship between the Pine and Gilmore 
experience realms and the Schmitt experience 
categorisations was then able to be built by 
investigating the means of the Schmitt 
categories within each of the Pine and Gilmore 
frameworks. Descriptive statistics were 
employed to determine the mean anticipated 
importance level of cognitive, sensory, social-
identity and physical components for each of 
the Pine and Gilmore realms. The results of 
this analysis are provided in Figure 2. Within 
the four realms, physical experiences were the 
most preferred whereas cognitive experiences 
were the least. All of the Schmitt experience 
realms were, however, moderately to highly 
important for anticipated entertainment, 
educational, escapist and aesthetic 
experiences. It was not possible to integrate 
the affective experiences into these quantitative 
assessments so the moderating effect of the 
emotional quality of the experiences needs 
further research attention in linking the 
experience economy appraisal systems. 
Nevertheless, for the emotional perspective, 
respondents were asked to select all 
appropriate statements derived from Richins 

Figure 2.Comparison of Pine and Gilmore and Schmitt anticipated experiences 
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(1997) Consumption Emotion Set. The 
frequency counts are displayed in Table 3. 
 
The results in Table 3 are dominated by the 
anticipated emotions of relaxation, joy, 
discovering, sharing, excited and being thrilled. 
 
Discussion 
The overall objective of this research was to 
investigate the relationship between Pine and 
Gilmore’s four experience realms of 
entertainment, educational, escapist and 
aesthetic and Schmitt’s five part categorisation 
of experiences. Chinese tourists’ expectations 
about Australian travel prior to visits to the 
destination were used to explore these links. In 
Figure 2, and using the Pine and Gilmore 
scores as a first point of focus, respondents 
indicated a high level of preference for 
aesthetic experiences over entertainment, 
educational and escapist activities.  
 
This finding was similar to some previous 
research. In Pikkemaat, Peters, Boksberger 
and Secco’s (2009) study, aesthetic 
experiences were rated as the most important 
and significantly higher than the other 
experience dimensions for a wine-based 
touring route experience. Hosany and Witham 
(2010), in a different application of the 
experience economy concept, also found that 
cruisers’ experiences can be represented in 
terms of the four dimensions. In their study 
aesthetic experiences were again regarded as 
the highest and escapist experiences the 
lowest in terms of relative importance. In this 
work the experience categories were used to 
explain the outcome variables of memory, 
arousal, overall perceived quality, satisfaction 
and intention to recommend. Similarly, Oh et al. 
(2007) found the aesthetic dimension to be a 
dominant determinant of the experiential 

outcomes of bed-and-breakfast experiences, 
while the escapist and entertainment 
dimensions were not statistically significant 
contributors. These results, together with the 
present work, suggest that all components of 
the Pine and Gilmore seem to matter and while 
none are irrelevant to the diverse settings 
studied in tourism research, there is variability 
in their importance. The aesthetic component is 
emerging as a strong candidate to be the most 
important. 
 
The links between the conceptual schemes can 
be seen as heightened by the findings and 
approach adopted in this study. It is apparent to 
the researchers from the task of measuring the 
two category schemes that the Pine and 
Gilmore approach must be assessed, and, is 
best conceived as operating at a more macro 
and super-ordinate descriptive level than the 
Schmitt approach. The Schmitt based 
categories can be applied both at a generic 
level and for a highly specific experience level. 
By embedding the more focussed Schmitt 
categories within each of the Pine and Gilmore 
thematic labels some specific links for this 
sample judging this particular destination were 
developed. For example, the escapist 
dimension was seen as the least cognitive and 
the aesthetic dimension was the most physical. 
The Schmitt category scores for entertainment 
experiences were the most varied while 
aesthetic experiences were uniformly high. This 
finding suggests that any aesthetic experience 
is perceived by this market as important 
whereas certain entertainment experiences are 
considered to be less important than others. At 
the specific item level, the results indicated 
preferences for sightseeing and landscapes 
rather than engagement in museums, 
information rich settings and those involving 
social-identity issues. Similar results were also 

Table 3. Preferred affective experiences 
Emotional statement N % Emotional statement N % 

A sense of relaxation 287 85.7 A sense of escape 110 32.8 
A sense of joy 277 82.7 An opportunity to do nothing 97 29.0 
An opportunity to discover 212 63.3 An opportunity to be alone 66 19.7 
An opportunity to share 183 54.6 An opportunity to meet someone (partner) 37 11.0 
A sense of excitement 164 49.0 An opportunity to let out frustration 32 9.6 
An opportunity to be thrilled 144 43.0 A sense of bonding 27 8.1 
A sense of fun/happiness 114 34.0 A sense of accomplishment 24 7.2 
An opportunity to be surprised 111 33.1 A sense of honour/pride 23 6.9 
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identified in Pikkemaat et al.’s (2009) study 
where respondents reported a preference for 
landscapes dominated by wine, but little 
interest in learning about wine culture (wine 
and gastronomy) and wine history (wine 
museums). 
 
This study has also further strengthened the 
value for conceptual analysis through the use 
of two widely influential experience analysis 
schemes. The exploration of the more specific 
Schmitt categorisations of experience for each 
of Pine and Gilmore’s broad experience realms 
provided an in-depth understanding of Chinese 
tourists’ wants and needs when considering 
travel to Australia. As illustrated above, the 
findings suggest that potential Chinese visitors 
desire aesthetically – and physically-inclined 
activities (being immersed in the destination). 
This is a radical shift from visitors of 10-15 
years ago, and supports the idea that 
destinations need to understand these 
changing cultural complexities, as Chinese 
travellers now expect them to (cf. Li et al., 
2011). It will be of significant research interest 
to begin to explore differences in experiential 
preferences within the Chinese outbound 
market, as the emergence of free independent 
travellers continues to grow alongside of the 
opening up of travel by citizens of tier two and 
tier three cities. 
 
The links between the Schmitt and Pine and 
Gilmore work appear to be sufficiently strong 
that further work to validate and replicate this 
first set of connections can be suggested. 
Nevertheless, as the items were assigned to 
the Schmitt and Pine and Gilmore components 
of assessing experiences by the researchers, 
the results may be seen as subjective. As one 
attempt to limit this subjectivity, the researchers 
did agree closely on the placement of the 
items. Additionally, readers should be aware of 
the sampling process and actual sample when 
interpreting results. 
 
 The study only surveyed three regions of 
China and therefore the general nature of the 
findings is somewhat restricted due to China’s 
large intra-regional differences (Roy, Walters & 
Luk, 2001). The tourists’ cultural and 
geographical background can influence many 
key management and research issues. It can 

affect tourists’ motivations (Zhang & Lam, 
1999), destination decisions (Ng, Lee & Soutar, 
2007), expectations (Li et al., 2011) and the 
choice of activities (Ng et al., 2007). The 
Chinese leisure market has been described as 
distinctive because Chinese tourists’ 
expectations, destination choices and 
behaviours differ from other Asian markets 
(COTRI, 2009:8; Chow & Murphy, 2011; Lam & 
Hsu, 2004). In reviewing the results of this 
study there may be special ways in which the 
Chinese have answered the questions asked. 
Nevertheless, the choice of this group with their 
growing importance to global tourism justifies 
the focus on their anticipated experiences. 
Checks and different responses to the 
categories of experience from other markets 
may however, modify the pattern of content 
oriented findings reported in the present work. 
 
It is also recognised that the predominantly 
younger age group in the sample introduce a 
particular orientation to the data. One main 
disadvantage of using snowball sampling is 
that is produces a non-random sample due to 
respondents being selected based on referral 
(Black et al., 2007:240). As with many tourism 
studies, additional samples drawn from the 
same and different markets would boost the 
validity of the findings. 
 
While these studies of experience classification 
continue to evolve and demand further work, it 
is already clear that a number of marketing 
organisations use these broad ideas to provide 
an “experience offer” to tourists (Morrison, 
2013). The findings from this study support the 
idea that marketers could begin to trail the use 
of the dimensions of the two approaches 
combined in their presentations. What is less 
clear is how the categories discussed in this 
research can be used to shape and evaluate 
the diversity of these experiential offers in 
different destination regions, though the core 
idea of characterizing regional destination 
personalities through analysing the available 
experiences is an interesting future tourism 
research option (Aaker, Kumar & Day, 1998). 
Furthermore, the cross-analysis of these two 
widely influential experience analysis systems 
could be explored in the future with other target 
markets and anticipated experiences, as well 



Examining experience economy approaches to tourists’ anticipated experiences:  
Mainland Chinese travellers consider Australia.  

106 
 

as in other tourism experience settings such as 
cultural- or environmental-based settings. 
 
Conclusions 
There are some positive implications from this 
study in researching and contemplating tourist 
experiences. Firstly, this study has suggested 
that the elicitation technique employed is a 
workable method to assess the preferred pre-
travel tourist experience. The findings of the 
study were comparable to those in the literature 
thus providing some indirect support for the 
approach.  
 
Secondly, the results of the study have 
suggested another potential application of the 
Pine and Gilmore framework in the assessment 
of the tourist experience. Previous studies (e.g. 
Hayes & MacLeod, 2007; Oh et al., 2007) have 
applied the framework to study particular 
tourism spaces e.g. bed-and-breakfast or 
heritage tourism whereas this study examined 
a particular tourist type and their desired 
experience (Chinese outbound tourists 
considering Australian travel).  
 
A third finding of interest lies in the 
consideration of the experience preferences 
identified in the work. It is clear that the 
cognitive or mentally challenging kinds of 
involvement provide some difficulties for 
Chinese tourists accustomed to approaching 
the world in their own language. At attraction 
sites, in museums and across the spectrum of 
interpretation offered to visitors there are 
issues for outbound Chinese tourists which 
make thinking about their experience difficult. 
Recent work suggests this is not simply a 
matter of language, although the facility in 
English is important, but also resides in the 
different cultural lenses and perspectives with 
which Chinese tourists view the world. 
Confucian, communist and consumption 
inspired lenses all represent perspectives 
which tourism industry personnel might 
consider to reach their Chinese visitors (Kwek 
& Lee, 2010). 
 
A fourth implication from the results suggests 
that there is the potential to marry the Pine and 
Gilmore and the Schmitt work in the study of 
tourist experiences. The fluctuations in the 
relative importance of the specific Schmitt 

experience categorisations among the Pine 
and Gilmore broad experience realms implies 
that the individual experience components may 
be viewed differently depending on which kind 
of broad experience is being considered. 
Further, conceiving of the Pine and Gilmore 
work as a broader more overarching framework 
for representing experiences and the Schmitt 
work as a flexible system which may be 
embedded in such larger categories offers a 
fresh conceptualisation of the intermarriage of 
these systems. 
 

The possibility of presenting the links between 
the Schmitt and the Pine and Gilmore 
approaches in further visual or graphical ways 
could be explored in future work. Nested or 
embedded sets of the Schmitt elements 
distributed across the dimensional framework 
of the Pine and Gilmore approach might offer 
the blueprint for this kind of conceptual 
architecture. Furthermore, future testing of 
these links could be enhanced by deploying 
other information collection procedures, 
including analysing photographs and travellers’ 
blogs, to explore the richness and diversity of 
the elements considered. Continuing research 
work on understanding, linking and using 
experience categories in tourism studies may 
help inform the increasing use of experientially 
oriented marketing which is being used by a 
rising number of destinations.  
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