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Abstract

An increasingly popular form of tourism involves visits to sites of death and suffering, so
called “dark tourism’. Studi ewiththiatopc; howegeh | i ght
current research on dark tourism hpaid limited attenton to visitor experiences and
consequencedMoreover, issues el ating to design and marketin
experiencesare underexplored. Drawing on dark tourism literaturethe@xperienceeconomy
framework this thesis explosethe reldionship between staging, experience and outcomes in dark

tourismsettings.

Thisis an exploratory study building on a qualitative research strategy using a netnographic
approachThe data collected comprise 3680 online reviews posted on TripAdvisor websites. The
five battlefield siteseviewedare (1) 1066 Battle of Hastings Abbey and Battlefield, (2) Bosworth
Battlefield Heritage Centre & Country Park, (3) Culloden Battlefield, (4YySetirg National

Military Park, and (5) Omaha Beach and Omaha Beach Memorial Museum.

The findings reveabariousexperience staging elements: theatrical (theme, staff, design
and landscape) and functional (activities and exhibitions, visitor guidang#ies)c seven forms
of experiences (physical, cognitive, flow, emotional, introspective, relational and paranandal)
three outcomes (evaluation, recollection and consequentiality). The assea@atmng these three
construcs result in a conceptual model of dark experiefcethermorethis study suggestthat
the location authenticity and timescaiethe eventreinfluential factors in the darkxperience

model.

This research enhances the theoretical underpinning otalaikm by conceptualising
model of dark experiencesa identifying the relationship between staging and experiences and
outcomes. The identification of visitor experiences and relationshiputcome components
describe the experience consumption hicl visitors consume d adedtinationsrather than a
more genericescription of the visitor experience. Beéindingscontribute bydemonstrang the
characteristis of experience consumption in dat&urism settings.To influence prospecste

visitors and tomaintain visitor interests in the destination, understanding visitor experiences is



critical for destination managers. This model offers a comprehensive insight into the holistic view

of dark experience from visitqrerspective.

Previous researchasfocused on some dimensions of experience offerings. The second
contributionof this thesis is that it is one of tfiest studies thafully integrats the components
of experience staging in a dark tourism context. ldentifying the sets of determinants that capture
the uniqueness of the destination characteristics significant to visitors could prowidpraved
experience for future visitors. The fimdjs contribute to thexperienceeconomy frameworloy
demonstrating how the staging elements are used for experience engagement and- meaning
making. By offering experience staging that visitors can engage and enjoy, dark tourism
destinations can attract neovisitors and sustain earnings from tourism throughout the year rather

thanonly seasonal earning.

To obtain a better understanding of dark experience consumption, it is imperative to
consider similarities and differences acreasouscontexs. Therefoe, te third contribution of
this study is that the muldimensional visitor experience encapsulates both positive and negative

valence and can be applied in both hedonic aneéheadlonic tourism context

(69,633 words excluding references and appenslice
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Chapter 1

Introduction

1.1Background

The human tendency to pursue pleasure and avoid pain is one of the masbumtled
assumptions in psychology and consumer studfesdrade and Cohen, 2007However,

consumer s desire to acquire and consume emot |
feelingsis also recognised within the literature, the mainstream media and tér¢agment
industry(Andrade and Cohen, 200Heople consume violent imagas, well agalking, reading

and writing articles about deaf@oldstein, 1999)They consume displays of death in their leisure

time or visit sites associated with death and suffering during their excursion trips, even if they are

disturbed and disgusted by scenes of death and violence.

Among the forms of tourist experience involving the consumption of negative feelings,
thosefeelingsassociated with deatiave arguably been an element of tourism longer than any
other, often through religious or pilgrimage observarieaton, 2007 arious terms have been
used to conceptualise the growing interest in sites associated with ef/éntishan death and
suffering, for &Seaomddo& n‘'dt h anoa tb (Bldm, 2COMIcholaran’
have commonly wused t he theactoftravdldoraky sitddchisforms m’> t o
of remembrance, education or entertainmentT he concept of * elepedk t our
by Foley and Lennon (1996h an editori& for the International Journal of Heritage Studies
Unsurprisingly, darktourism research has developed otrex past20 yearswith studies and
debate from contributors on topics such as battlefields, cemeteries, prisons and death sites.

Significant adances in media and technology have exposed societies around the world to
the latest news of death, conflict and suffering to an unprecedented (@tdrade and Cohen,
2007; Best, 2007)Stone (2013highlights that dark tourism is an increasingly pervasive feature
within the contemporary visitor econoniphis type oftourism contributes to economic growth
and creates an avenue to reflect on the experiences of sd@etdsng et al., 2018Park tourism

attractions are gaining popularity, whether as a main attraction or as part of a larger recreational



trip (Strange and Kempa, 2003hisfactoris true among British travellers: the figures from flight
booking website ‘' ki wiseirtsearthes froemiénded Kirgdo®@ QR)% | ncr
to destinations associated with death and suffesinge the Netflix serieBDark Touristaired

(Finch, 2018)According to Best (2007), tourists are not only searching for an insight into issues

or generally seeking knowledge, but are also eager to explore these elements in an exciting and
thrilling way. The notable touristic consumption in dark tourism includes visitor attractions,
museums and memorials, organised tours, special events and exhilitidns has become a

focus for mainstream tourism providekisiting such sites plays a signifidapart in tourist

experienceand the development diese sites as tourist destinations.

In service and marketing studies, the concept of the experience has become a central focus
following the pioneering article dfiolbrookandHirschman (1982pn experiential consumption
(Binkhorst, 2005; Otto & Ritchie, 1996; Sandstrom et al., 2008ditional marketers have

typically combined experiences with service,buth a n experience econom
distinct economic offeringsas different from services as services are from g@eae Il and

Gilmore, 1998) As goods and services become commoditised, the customer experiences that
companiesreate will matter mog(ibid). Experiences are physically, emotionally, intellectually

and sometimes spiritually connected with custonii@etermans and Van Cleempoel, 20@Bat

i's, exper i e reapke bettar tham goods or secvif@mkhprst and Den Dekker, 2009)

People attachgreat value to experiences because they are memdegpéae beingntangible and
immaterial. The world of business is, therefore, moving away from fungible commodities to
tangible goods, intangible services and memorable experjembat form a fourtheconomic

offering (Pine Il and Gilmore, 1998)

In a competitive marketn whichthere is an abundance of buyers and sellers, businesses
find it difficult to distingush themselves from their competitafBinkhorst 2005) Tourism
destinations face the same problem. Designing and offering excellent experseacgay for
destinations to survive in the ew@orecompetitive future. Hence, the experience economy in the
tourism sector no longer consists of an opél added value but is a mandatory benefit of any

tourism offering(Larsen, 2007)

The ‘experience is proposed as a subjective and personal activity of an individual
(Holbrook and Hirshman, 1982; Schmitt et al., 201%purists demand different things from their



experiences; for example, some tourists require positive emotions in the entertainment experience
(e.g. Bigné et al., 2009)r educational experience, which is an important aspect of theumuse

visit (Cohen, 2011)In this sense, tourist experiences vary among individuals and cultures and can
be staged in ahacross contexst

This study contributes to the literatuby developing a dark experience framework to explain
the perspective of visitors in terms of experience staging, visitor experiences and outcomes in dark
tourism settings. This research begins by addressing the framework of the experience economy,
tourist experience and dark tourism within the literature. The link between dark experience
provision and consumptiors examined to shed new light on dark tourism experiences and
practical directions for the industryhe following sectionsf this chapter oline the aim of the

thesis andheresearch objectives. Finally, this chagiemmarseseach chapter in this PhD thesis.

1.2 Aim and Objectives

Research Aim
The overall aim of the researchais follows:

To explore the relationship between staging, experiences and outcomes in dark

tourism settings.

This aim exploresthe consumption and delivery of experience in dark tourism settings
regardinghow the experiences are staged and consumed by visitors. irhis aifluenced by
prior researchon dark tourism.First, consumers desire to acquire and consume emotional
experiences that produce negative emotional fee(ldgdrade and Cohen, 200However, the
consequences of these negative responses remairexpideed(Ashworth & Isaac, 2015; Bign
et al., 2005)NonethelessTarlow (2005, p.48)emarksonthe importancef consequens®f such
avisit in his dark tourism definitiarthese arévisitations to places where tragedies or historically
noteworthy death has occurred, and that continue to impact our. Fugghermore Biran and
Hyde (2013)argue thathe relationships betweehe consumption andhe provision of dark
tourism and the consequences of dark experiences are liffiigcholistic view, examining both

demand and supply sideoulddevelop a dark tourism body of knowledge.



Second tourist experience studies typically focus on the consumption of pleasant
diversions in pleasant places, and the evaluation emphasises the positive exparnence
experience failure(e.g.Hosany et al., 2015; Nawijn, 2011; Strange and Kempa, 2B@8)ever,
thecurious connection between negative emotions and their touristic representations has generated
academic debate. Schol&®/e soughtio address how leisure and pleasure are mixed with tragedy
such as atlark tourism sitegRojek, 1993; Tunbridge and Ashworth, 1998hus, negative
feelings coull be relevantfor understanding consumption experiences #ordcapturing the
complexities around dark tourism reseamghich hagpaidlimited attentiorto visitor experiences

and thedesign and marketing of dark tourism siiBsan and Hyde, 2013)

Since experience is at the veryaheof tourism marketing and development, visitors are
perhaps the most important stakehold@aengbuppha, 2009; Rahman, 201%he need to
understand them is fundamentat achieving destination attraction. Howeveikkemaat et al.
(2009)andAstrgm (2017argue that experience staging has been overlooked in tourism literature.
Light (2017) supports this view; specific issues relating to marketing and management require
further investigation. In this senghe ways in whiclvisitor experiences are shaped by marketing
activities are potential areas for future research. Previous stuahvesexploral dark tourism
supply from the perspective of tourism practitioners (€agmaki, 2013)Someresearcherhave
highlighteddimensions of experience offerifg.g. site exhibifs(Daugbjerg, 2011; Jones, 2011)
tour guides(Chronis, 2005, 2012and omsite retailing (Brown, 2013) Therefore this present
research explores how site offerings are stdged visitor perspectiveswhich is influenced by
t hexpefienceec o n o my ' f In atherevardsythistudy explores the staging elements and

how they affecvisitor experiences.

Moreover,Packer and Ballantyne (2016)u gg e st that the connectd.i
immediate responses (experiences) and outcomes such as memories and narratives is an
unexplored issue in tourism studies. This study apples multfaceted model of visitor
experience byacker and Ballantyne (2016yhichis presented in terms of positive or pleasant
experiences. Thus, this research ascestaihetherall the facets of experience should be
considered encapsuldten dark tourism contegtthat predominantly suggest negative emotional

responses.



This research aim leads four research objectivesyvhich arepresented in the following

section.
Research Objectives
Objectivel: To explore dark tourism pw@sionin terms of experience staging.

To capture experience staging, thiist objective focuses on visitor perspective in a
defined setting of experienceBhe objectiveseeks the management ®of experience staging
which are designetb deliver an atmospher&urthermore these staging elemanénhancéehe
likelihood ofmemorable experiences.

Moreover,Pine Il and Gilmore (1999ssert that memorable experiences (goods) can be
staged around tangible offeringsdintangible offerings (services). When these intangible service
offerings are stage in a manner that resultsa the memorable value of the offering being the
immediate experience, service offerings become experience offerings (ibid). Thus, this objective
exploreshowboth tangible and intangible offerings are stageadark burism context to provide

insights into how dark tourism products can be designed.
Objective2: To explore visitor experiences at dark tourism sites.

The tourist experience gefinedasthe momenwhen tourism consumption and tourism
production meefAndersson, 2007)After exploring experience pvision in the first objective,

this objective emphasises the consumpéispecby exploring visitorexperiences.

The content and intensity of visitor experiesieary from one context to another ainom
one person to anothéhho, 2001; Caton andaatos, 2007)This study applies the mutticeted
model of tourist experience Backer and Ballantyne (2018Jhichis guided by hedonic tourism

researchto developanunderstandingf visitor experiencein dark tourisnmsettings.
Objective3: To explore the experience outcome dimensions of dark tourism visitation.

In tourism research generally, positive experiences generate positive consequences, and
many studies have centrazh the interpretation oéxperiences(Tung and Ritchie, 2011)
Relatively less is known about the subsequent@xsérience effects on the visitor in dark tourism
research(Weaver et al., 2017)There is a definite need for this studyexplore the potential

outcones of visiting a site associated with death and suffering.



This objective explors the postvisit outcomesregardinghow visitors interpretthe
meaning attached to sites of death. In terms of consumption perspective, this study £xplore
critical dimensions of outcomes of what makes individual experiences unique, spectacular and
memorable. The findings answer the researcltcgaperning hoveonsequences such as memories

and narratives ar@nunexplored issue in tourism studies and espigdradark tourism research.

Objectived: To explore the relationship between experienceipian (staging) and consumption

(experiences and outcomes).

This final objective answsithe research gap on the relationship between provision and
consumption indark tourism studies. Previous studieave evaluaté the production and
consumption of dark tourism (e.garmaki, 2013)whereby experience productigsconducted
with supplyside stakeholders. Visitors are at the very heart of the tourism ingieseghance
visitor experience, understanding them is critical for destination managerstddysidentifies
how staging enriches visitor experiences and how experiences influence outcomes from the

visitor’'s perspective.

1.3 Thesis Overview

This thesis is presented in six chapt&achof whichis outlined briefly:

Chapter 2 reviewsthe literatureaboutdark tourism Initially, the chapter summariséhe
concept of dark tourismand continuesby discussingdark tourismsugply by introducingsite
classification using various criteriiourismentailspeopletravellingto places outside their usual
environmentDestinations need to construct narratives to attract viskmaever,the marketing
and management of dark tourism studies are limi##es of death othat areassociated with
death and suffering cde stagedstourismproducts to atti@ visitors.In other words, theection
reviews how dark sites are presentethimways thaportraythe site features and enhance visitor

experiences.

Although people are drawn to dark tourism sitégere has beenlack of attention tahe
visitor experience and the impact of such gstiience thefinal part of thischapter reviewshe
scope ofonsumption in dark tourispfocusing on visitor experiences and outconesk tourism
is oftenidentified as the alternae to hedonic tourism. The expences and outcomes dark



tourismencompass unlikely fornthatcanbe compare and contragtd with recent studies ithe

hedonic contexin the following chapter.

Chapter 3 initially reviews the concept of experience. The chapter emphasises the
extraodinary experience of individuals that go beyond the realm of mundanknlifes tourism
context, experience holds special meaning for the visitote of passage or a moment of personal

developmen{Morgan 2009)

The chapter continues wittihhe concept okexperienceeconomy (Pine Il and Gilmore,
1998) This concepts central in service and marketing studies andescribed as distinct
economic offeringthat is different from commodities, goods or servicdhis managerial
perspective emphasises why experience is sagmifi and mowe away from theproduction
perspective. In other words, experiencaneffedive strategyfor obtaininga lasting competitive
advantage in modern markegince experience is at the vergntreof tourism, the literature
review on experience economy and experience stagapurism contexis presented, including

the significalwe of experiential marketing.

Many attempts to characterise different components of the visitor experienueseat
in both visitor studies and the broader leisure and tourism literature. The tourist experience is then
reviewed to understand the visitor experienca iredoniccontext which is applied inthis non

hedonic contexstudy.

Chapter 4 presentsthe researchdesign andmethodology of this study. Initially,
philosophical research paradigms are reviewedustify sdecting a social constructivism
approach in this research. The exploratory qualitative appisactoptedising netnographyrhe

rationalesas towhy TripAdvisorwaschosen to collect the dateom are explained.

The chapter continues with the context of this study, dark conflistasite delineates the
five chosen siteoutlining theimportanceof them as research sitd$ien the chapter gainsthe
metod of data collectioandthe strategies for establishing reliability and validity in the research.
The sampling methodand sample size of this study atkeen describedFinally, the chapter

discusseshematic analysis as a methoch&pinterpretthe data using theoftware NVivol2.

Chapter 5 presents the findings of the studyhis study adoptan integrative approagh

incorporating both the deductive a priori template of codes approach by Crabtree and Miller (1998)



and the datariven inductiveapproach of Boyatzis (1998)he findingscomprise five sections
experience staging, visitor experiences, outcomes, factors infhges@eriences and outcomes,

andaconceptual model of dark experience.

Six elemerg of experience staging are identifiadd categorised into theatrical and
functional tools based on tlegperienceeconomy frameworkSeven forms of visitor exgriences
and three experience outcoraee identified. Temporalityand location authenticity afactors
thatinfluence experience asumption and deliverysinally, the relationship among experience
staging, experiences and outcomes are examined using the matrix query coding yéwoh$.

Chapter 6 synthesises this thesis contribution in terms of theoretical and managerial
implications with suggestioa for future research.The findings enhance the theoretical
underpinning of dark tourism by conceptualising the model of dark experiences by idgrttikyi
relationship between staging and experiences and outcomes. This research also contributes to the
experience economy frameworkby demonstrating how the staging elements are used for
experience engagement and meamraking. The multidimensional vidbr experience
encapsulates both positive and negative valences and can be applied in both hedonie and non
hedonic tourism contegtThis research provides a lens for considering the broaderinvaysch

people engage with sites of dedtmally, some oncluding remarksire made



Chapter 2

Literature Review: Dark Tourism

2.0 Introduction

This chapter reviesdarktourism in academic discoursekitag a holistic perspectivand
assessingooth consumption and deliverythis chapter addressdéBe existing dark tourism
literature and fostenew approacheswardan understanding tfie subjectTo date, dark tourism
research has yéb engagefully with the experiences of touris(Biran et al., 2011; Biran and
Hyde, 2013; Miles, 2014Sharpley, 2012)Furthermore limited attentionhas been paitb the
consequences of these experierféastiworth and Isaac, 2015; Bigné et al., 2005; Biran and Hyde,
2013) Theseissuesremain key omissiain dark tourismresearch an understanding of
experience and outcomes are essefurahe effective mrketing and management of such sites

and to enharevisitor experiences through better design and improved facilities.

This chapter firsbriefly summarsesthe defintion of dark tourism an@onsidershow
scholars classify dark tourism siteBhe chapter continues bgxplaining how dark tourism
destinations are stagéy focusing on theme, site personnel, landscape and settisgeell as
supporting facilities thahfluence potential visitor# well-defined experience stagifggveloped
from a site¢ <ore identity, allows visitors to engagen different types of experences.The
following section presents visitor experiences and outcpmnvbegh leadsto broader torist

experiencein the next chapter.

2.1 Defining Dark Tourism

Visiting places associated with death is not new; it has featured in the touristic landscape
sincethepremodern agéHeuermann and Chhabra, 2014; Roberts and Stone, 2014; Seaton, 2007;
Stone, 2005) Examplesof such tourisminclude visis to churches and shrinethe Roman
Colosseumthe volcanaburied city of Pompeii, former World War Oif&/WI1) battlefields, the
Killing Fields in CambodiaandGround Zero in New York. These phenomena are examples of
wh at i's commonl y Thateimeas first domedkn the articke iyslayand
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Lennon (1996 al | ed * Heart of Dar kn ewsisingthe sitdoedgathd e f i n e

and disasters or sit@gerpretingsuch events for membrance, education or entertainment (ibid).

Darktourism has beeassignedlifferent terminologesand meanings by various scholars.
For instanceSeaton (1996 p.24@uggestshatthe termdefinesthe® ravel to a location wholly,
or partially, motivated by the desire for actual or symbolic encounters with "deash
‘ t han at@herréssanchersave usedalternative termsi ncl udi ng ‘bl ack s
(Rojek, 1991, 1997) mor b i d (Blom,2000)s m’'at r o c (Ashworth anduHartmsam,
2005) * war (Smahyl998sndi’'gr i e f (Ttotau201i3)dlasingle term haget found
wi despread acceptance, and t helighta20l) ‘“dark to

Althoughthe majority of the definitions describe dark tourisvaapecific type of tourism,
few definitions focus on visitors in terms of their motivations and experiences. In this study, the
term ' dar k tsoonsumptiomand dekvercwithindhe broader tourism domalithas
act of travel to sites assated with death, suffering and the seemingly macat8tone, 2006,
p.146)

2.2 Dark Tourism Classification

Scholarshave attemptetb classify dark sites using various criteria; for examplies
(2002)highlights the significant distinction between dark and darker tourism by adopting a space
time framework.Miles' study takes two dark tourism sitébe United StatesUS) Holocaust
Memorial Museum in Washington DC and Auschvtz r k e n a u ) as sit®associaged i m
with death anda place of death, respectively. Locational authenticity affects darker tourism
visitation; it evoke emotions through location (ibid). Beyond being a museum, Auschwitz
Birkenau is also a mass graveyaae to thecrematoriaOn the other handhe US Holocaust
Memorial Museum is noa site of death but converts memorial into vivid meydespite the
superior exhibitory technology of the sithe Museumis less dark than Auschwiirkenau.
Nearness ofvens in timealso distinguisks dark from darker plase This paperoffers the
understanding that dark tourism destinations @ossible to characterise by considering their

contents and distance from the event itseffich represent the tourist attraction basis.

Sharpley (2005%uggests that dark tourismas cont i nuum of pur pose’
tourism using demand and supply as a criterion is more approjporatlecaing particular

10



attradions or experience#n other wordsa darktourism site may be consumed in different ways

by different visitors (demand), and the site purposefully or accidentally serves as a dark tourism

site (supply).Consequently, foushades of dark tourism exiseésFigure 21). The author argues

that pale tourismfocuses on visitorsvith limited interest in deatkwho visit sites or unirended

tourist attractions, for examplegjsits to the tomb and memorial of the late President John F.

Kennedy at Arlington National Cemetery, whimtemotivated byaninterest in his life rather than

his deathVisits to recent mass death sites or accident sites are categowggey esirisndemand

because people are motivated by the death tarsaaexpected dark tourism sit@rey tourism

supplyis exemplifiedby Alcatraz IslandThe exprisonattracts visitors whbavesome, but nca

dominant, interest in death becauke siteis overshdowed by commerand entertainment.

Black tourismis pure dark tourismin which tourists fascinat with deathare satisfied by the

intentional supplyof experiences byleath or deatlassociatedsites A visit to the Flight 93

Memorial in Pennsylvania (tted Airline flight hijacked as part of the September 11 attacks) can

be put ino this quadrant.

Figure 21: Matrix of dark tourism(Sharpley, 2005)

Demand
(palest)

Grey Tourism

Pale Tourism
Supply

Supply

(accidental)

Grey Tourism

Demand Black Tourism

Demand
(darkest)

11

Supply
(purposeful)



Inevitably, the above analysis is open to criticism; the consumption of dark tourism
experiences may varyarticularly in terms of the intensity of interest in or meaning of death
associationsPerhapsgiventhe diversity ofdark tourism attractiongising the sites themselves
(purposefully or not) as a criterion does not inclikde multilayers of dark tourism supply.
Therefore it is prudent to identify dark tourism produdtgat account for multiple shades of
analysis.Stone (2006proposes a dark tourism spectrum using perceived product features within

adarkest i ghtest’ fr améiguel®, of supply (see

Figure 22: Dark tourismspectrum(Stone, 2006)

Site of death and Site associated with
suffering death and suffering
- Darker Dark Light Lighter Lightest
Education orientation Entertainment orientation
History centric Heritage centric
(conservation/ (commercial/
commemorative) romanticism)
Perceived authentic Perceived inauthentic
product interpretation product interpretation
Location authenticity Non-location authenticity
Shorter timescale Longer timescale
to the event to the event
Non-purposefulness Purposefulness
Lower tourism infrastructure Higher tourisminfrastructure
Higher political influence & ideology Lower political influence & ideology

The dark tourism spectrumangesrom darkest to lightest by characteristhgdominating
features such as objectives (education or entertainment orientation), authenticity perceptions,
location,timescale tourism infrastructure and political influess These criteria provide a basis
for locating dark sites othe darkestlightest scale. Drawing upon this spectrustone (2006)
outlines the ‘ ,aLsunemarisedanable2lsuppl i er s’
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Table 21: Seven dark supplie($tone, 2006)

Dark Suppliers

Dark fun factories

Dark exhibitions

Dark dungeon

Dark resting places

Dark shrines

Dark conflict sites

Dark camps of
genocide

Definitions
Attractions sites and tours thatedominantly have a commercial ar
entertainment focus and present real or fictional death or morbid e
Examples: TheMerlin DungeonsUK, Europe, USA
Dracula toursRomania
Sites and exhibition which primarily combine the product degmr

reflect the education and learning opportunities. This type of dark s
revolves around death with an educational and reflective message

Examples: The Body WorldsUK, Europe, USA, Africa
International Slavery MuseunyK
Sites that imolve former jails, prisons and courthouses, typicaltend

of education and entertainmemqossesses high degree of tourisn
infrastructure.

Examples: Robben Island, South Africa
Alcatraz Island, USA

The cemeteries or graveyards typicalgnserve by the landscape an
architecture.

Examples; Skogskyrkogarden, Sweden

Pére Lachaise Cemetelirance

The sites ohrecent death, formallgr informally constructedt or very

close to thelocaion of death as a place for remembrance or pay
respect.

Examples: Ground Zero, USA
2011 Earthquake and tsunami sites, Japan
Sites focugg on war and bilefields and thie commodification ag

potential tourism products. Typicallythe sites are originally nen
purposeful as tourist attractions.

Examples: Gettysburg National Military Park, USA

Omaha Beach, France

Sites thahave genocide as the central thanatological theme.
Examples: AuschwitzBirkenau,Poland

Khmer Rouge Killing FieldsCambodia
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This section construsta framework in which theariousdark tourism sitesanbe located.
The dark tourism spectrum provides a valuable opportunity to advance the knowledge of features
of dark tourism supplyAdditionally, seven dark suppliers allow the dynamic and flhuadureof
dark sitesto be plotted on the dark tourism spectrum. However, dark sites arelayahed and
shift along the spectruaccording talifferent interpretation By registering thexistence of dark
sites and noting the variety of site charactesstiark tourism research can progress by exploring

how dark tourism site is staged as a destination attraction.

2.3 Dark SiteSExperienceStaging

The number of visitors to dark tourissites has been increasitignks ta¢he development
of technology and mediavhich provides people with accesst&evision (TV)series, films and
documentarieshat often present dark tourism destinations, heightening pecpleareness and
intrigue.For example, the TV seri€utlanderportraysCulloden BattlefieldBBC News, 2018a,;
Campsie2019) However, marketing and management have not attracted as much attention as
other topics in dark tourism studi¢sarmaki, 2013) Much of the debate addresses broader
discussions of the supply side, libere have been festudies on frameworks or moded$
marketingdisciplinesfor dark sitegLight, 2017) Tourism involves the movement of people to
places outside their usual environmédstinations need to construct narratives to attiaitbvs.
Sites of death or associated with death and suffering can utilise and etigindecationsas
products to attract visitor&rown et al. (2012 p.198rgue that'dark places must be packaged,
promoted, priced and positioned, just like any other produsmmice’. Lennon and Foley (2000)
suggest that the element of commaodification within the interpretations and thesadshgnsites
introduce ‘dar k tour ineeddobe’' Thesnatad chdrl ky $pstaem et er mi

eventto attract visitors.

Seaton (20095 uggest s t hat the ‘otherness’ of de
tourism from medieval pilgrimages to modeatay ghost tours or dungeon attractions. The
implicationsfor dark tourism are twdold: the need to present ancbfect these sites mway that
orchestratge the site features and shapasitor experiences. Howevedeveloping asite as a
tourism destination raises ethical debate about the commodificatiamplate and its obvious
entertainment valyas well agrofiting from the dead, as scholars have war(@wwn, 2013;
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Lennon and Foley, 1999; Tunbridge and Ashworth, 1986ackley (2001kontends that the
primary challenge is thavea high volume of visitors ant generate income while nrdaining
the historical authenticity @fsite.In other words, sitdevelopments can incredgeetfall but may
degrade the environment and owdilise its resources.

Seaton (2009)dentifies three aspects of dark tourism commodificatiofinancial
transactions in relation to a site, stakeholders and benefgiaand the impact of
commodificationFinancialtransactions include entrancesgeatering outletandsouvenir shog
Charging an admission fee or advance online boaslkangnot only method of funding but also
actto limit demand that might be otherwise overwhelmihbe decision to operate dakkutism
destinations on a commercial, secoimmercial or nosrtommercial basis need not desource of
dispute amongnultiple stakeholdergzinally, the impact of site developmeaffectsvisitors,and
is not mere site exploitatioManagemengenerallyintend to makedark tourism spaces more
accessible and more easily understood to a broader audiéeckanismdgor such accessibility
include interactive displays, usg&rendly signage, visitor pathwagnd welbeingfacilities. These
three aspecistroduceawell-defined story orchestratén sucha wayto benefit stakeholders and
visitors. The quandaryof dark tourism commodification is how to provide visitor exgeces

without diluting historical events and national cultures.

The following sectionsdentify the keystaging éements intended to make dark tourism
spaces more accessible, more easily understood, moriziesdly and more féicient to manage.
Theseelementsare as follows(1) themes, (2) exhibits, activitieand events, (3) personngl4)

landscape and settings, and (5) facilities.

2.3.1 Dark Site Themes

Tourism destinations are marketed and communicated through brochures, advedjsement
travel booksand interne{Young, 1999) Turning a site of deatihto a destiation attraction is not
always as simple a®r othertypesof touri stic pl aces. The term
problematic for concentration camps, pdi&aster areas, or sites of recent death. This section
primarily concernshow dark sitestheme the dominant idea withodamaging the underlying
nature of the sitedn other words, thepecific functions of sites create an experietiee first

attractspotential visitors.
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First, dark tourism sites act as memasialhis notion focuses ongteasremembrance.
Whitmarsh (2001)consides the extent to which museums play a significant role in
commemoration for those who servedvarekilled in war. Thestudydiscussethe representation
of war in two museums: the British Imperial War Muse{iwtM), and the regional In Flanders
Fields (IFF)Museum in Belgium.The IWM focuses on a commemorative tradition; memorials
have often been constructed and integaietith variousmeanings (ibid)The IWM is a national
museum, covering twentiettentury conflicts involving Britain and the Commonwealiinis
commemorative aspecanfocus on individuals or grogpbe they anation or a specific military

unit (ibid). In other words, thsite offers sukihemes relationab the main theme.

The IFF at Ypresin Belgiumis considerably smalleghan the IWM andcemphasises its
locality and a much narrower period/WI on the Western FronT h e  ItherRe facusesn
educatiorfor visitors to learn about the experiences of individual sol@Wtstmarsh, 2001)The
second theme of dark tourism sg@san educational resourcEhe IFFsite constitutes knowledge
and embodies the history WfWI; it captures the personal stor@dhow the war affected the lives
of individuals of many nationalitieg/isit, In Flanders Fields Museur2020. Today, there are
fewer war vet emilamembersrPeoplewhe seekmmemorid fearestherefore,
likely to decrease in numbelnstead, war musens switch toan educational focuaboutpeace
and wartoday Simply put, themuseum and its display intend to communicate with the next

generatiorof visitors rather than with the direct memorial generation

Third, dark tourism sites become tourist attracsiofihis themeconcernsvarious direct
uses, such as establishing a visitor ceariddeveloping theme trailsuch as the Merlin Dungeons
in the UK, Europe, Asia andhe US (Stone, 2009aand ghost tourgFraser, 2005; Thompson,
2008) These examples identify a type of storytelling tradition and represestertaiment
focus. Indirect uses, whereby the site, rather than the hissougedasthe basis of attraction,
could be a recreationalark. For example, Skogskyrkogarden (Woodland Cemetery) in Sweden is
a UNESCO World Heritage site where visitors can find fantastic landseapeartwork in a
parklike setting. The site also houses a visitor cetite¢includes an exhibition about tis#te,
tourist information services, a shop, and a ¢¥fiitors Guide: Skogskyrkogarden, 2018he
cemetery acts asoth a resting place for the deaddaa place of peace and tranquillity for the

living.
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Fourth, the cultural and heritatfgemegenerally entails notions of national and regional
identity. The study at Australian Norfolk Island Bgst (2007oversconvict history and heritage.
The three historic settl ement s,obwhichttheisldndetse t o
are proud of their local heritag€heisland has become a popular tourist attracti@mks tathis
heritage themelLight (2007) suggests that Dracula tourishas created vivid portrayal of
Romanian cul tur al identity. Ttlne distoridaldocatian ofa | Br
Transylvania can be utilisédr branding and marketing the destinatiementhough Dracula may
be an unwelcome stereotype for Romaniadjibirhe Dracula Park project demonstrates the
advantage ofisingthis myth by the Romania@overnment(Ta n a s e s c. WyeralR dak 6 )
tourism sites offer key cultural marker poiritsT a n a s e s anduare warthyob preservation

andmarketing(Muresan and Smith, 1998)

Somesites can be themedith more than one specific functiofror example a studyof
Second World War sites in Singapdqi¢enderson, 2007/ound private and public fundwere
spenenhancing Singapore’ s war t iChmangi Busdumvasbudts her i
as an attraction to tell the story of Japanese occupatiothamehprisonmentof civilians, and
Reflections at Bukit Chandwasrestored as an interpretive centre to recount the histattyeof
Malay Regiment in defending Singapore. thléwar museumsnd memorialén the cityattempt
to usethe account othe war as Singaporean ligge, although each site has a&n specific

theme.

This sectionrevieedhow dar k sites can ‘theme’ their
affect thepotential of tourismincluding cultural significance, the extent of physical remains,
media infllence and the degree and quality of communication. Ideintfy theme is hovasite
attempts o convey the ‘“under | ytocapgvatmtbesnsnahg experienaes t h e
it offers. Experiencestaging consists of more than just a themewever, it should offer a
stimulating experiencéGoulding, 1999)Theme works as form of sensory marketingpgether
with otherstimuli in degrees of subtlene@stram, 2017)In this sensahemedescribes how the
stories, history, physical objects and activities are presentedfollowing sectiongeview he

elements that contribute to experience staging.
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2.3.2 Form of Exhibits, Activities, and Events

Dark tourism destinations can perform as musetimsportray relevanthistories and
cultures In other words, thsitescanfocus on ke public learning role to serve a wide publibe
seltdirected learning format of a museuthifers from the directedformat of the classroom
underlining the significant role of the exhibits (ibid). Artefacts are the principal medium of
presentationArtefactsare‘the props that recreate the past as a lived corfiextner, 1990 p.125)
Displaysare set up for the visitors to sée,learn,to stay longer ando return to the museum.
Visitors must be motivated and engaged by the provided exhibits at the site.

For example,Jones (2011analyse three wasrelated musems inthe CzechRepublig
Hungary and Germany. The findings reveal that the Museum of Communism in ,Prague
representinga series ofscenes from life under state socialjsimcuses on authentic and rare
objects Hohenschénhausen in Germagntainsformer gison buildingsthathave largely been
left as they were found or reconstructed based on eyewitness testimony (ibid). The museum has
no multimedia displays or symbolic representatidrne originalityof the museunmakes the site
a p p e a rfrozenan tiheg making iteasieffor the visitorto empathig with the victims Finally,
The House of Terror in Budapest portrétgsdominant narrativessingmultimediapresentations
such as video interviews with eyewitnesses, telephones through which the visitor can listen to
archive recordings, photographs, and documentary fo@tade The Budapest museucontains
symbolic displays of different aspects of occupapeniods.Ratz (2006 p.247argues thathis
museumis a good il lustration of tdiwhicmhmasgrakuallyd o f
evolved from passive to interactive and from
coll ection to the aut he intthiscegardynoderh visitorseemvta si t or
be lookingfor instant illuminations, fp eventsandblockbuster exhibits rather than meticulous

objects.

KirshenblattGimblett (1998 p.139resumes the widespread msginsoryand interactive

offerings in museums and historical sitede because

AVisitors are no | onger interested in the qui
They want to have an Oexperience. 0 Museums wc
places, as spaces of dedtld e at h ani mal s, dead plants, defun:
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Dark tourism scholars support this presumption, for example, the study at Dybbgl Battlefield
Centre in Southern Denmark Hyaugbjerg (2011) The destinatin manifests mulsiensory
communication, personandinteractive involvement with visitorsleliveringits experiencen
sentimentatather thamational formsln other words, theonventional glassase museum theme
is replaced by the experiential complex. In 1992, the History Centre Dybbgl Banke opened to the
publ i c adlingd ouseor y n dHistokecemar BybhphBanke, 201As such,
centrestaff members explicitly encourage their visitors to reject traditional museum behaviours.
The visitors can immerse themselves physically by smelhiagyunpowder, hearing thundering
guns, feeling the fleas in the héijed reconstructed blockhouse of the Danish 1864 soldieic,

watching a diorama and filer{VisitSonderborg, n.d.)

According to Daugbjerg (201lyisitors have a positive evaluation of the reconstruction and
living-history genre, which provides a better understanding of the context. Not everyone, however,
found the centr e’ dimuatng®ome vsitors dgrad thatthee centeetwhile e s
interesting fails to transmit the horror of war. They found the site to have a general feel of an
adventure playground, rather than a historic battlefidierefore blendinginteractive experience
with living history has both pros and confnteractiveexhibitsmustdemonstrate and represent in
a balancing waythedemonstration of real objects versus playful activisaseededo reduce the
frictions between an experiential approach and a perspéctiveegardslark sitesasvenues for
conscientious and neinvolved contemplatiorinally, overloadingnformation leaving little to
the imaginatiorfor the visitor does not mean an excelbeof exhibits and activities.

Events are a significant motivator of tam andeatureprominently in the marketing plans
of destinationgGetz, 2008)Much of the appeal of events is that they are unique, and visitors have
to be thereto engaget he * never t h elakesandeMcAukew(POtkaesearchdt e .
Australian tourists on a guided bus t@ithe Fromelles Interment 2010 in Fcan This special
service marked 00 years since the Battle of FromeHdgsnown as one of the bloodiest battles in
Australian military history (ITV, 2016) This eventwas a formal funeral service and
commemoratie ceremony that focesl on the Australian role in the battle andtbe Australian
soldies lost (ibid). Since the Intermewasassociaté with nationalism and@onsideredn act of
national significance, it requidgormal networking between multiple agenctesproduce Dark
tourism everan ot o n | gdestinatrombat &lso portray a sybolic meaning that connects

the present with the past throughisatorical eventExhibits, activities and events are gedined
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or' pl anned (Chealand Griff,t2618)imingto assist the vigdr in understanding
and conneang with the site.The exhibits, activities and events are the creation of a new reality.
A site needs to weave these three elements to illuminate the histaoyshidht the visitor along

the way.

2.3.3 Role of Site Personnel

The interpretation o#trocity and death is particularly sensitive and complicated issue
(Ratz, 2006)This actmay contribute to the healimgocess for survivors and their descendants,
andfeaturesin the reconciliatiorprocessbetween communitieandbr nations (ibid)Using the
Gettysburg National Military Park cas€hronis (2012)exploral how the site is presented,
interpreted and coonstruced by multiple narrative agents (e.g. guided tours) through different

media (e.g. cyclorama painting, film).

A this site, Istory is better understood as constructed stories about reality rather than direct
representations of {{Chronis, 2005) This constructed nature is deliverga licenced guides as
‘ st or ywheHavedo asldpt to highly diversified visitors (ibid)he site personnemust
communicate with visitors from different historical backgrounds and intetpeal attituds.
Many visitorshave ancestsmwho participated in thabattle(ibid). Therefore, the connection with
the past involves personal links with family or regions. The tour guideectgithe past with the
present by triggering the association between the family root and the site presdnt@iwonis's
(2005) study, br example, a guide pord out aLouisianamemorial to visitors from Louisiana
during the tour performance. This connection supersedes family and regional definitions by

acquiring an emotional element. This example can explain the critical attribute of experience as

per sonal , n ke in geruicesSite persorine i as/iwldolelin the successful
presentation of the destination attraction. The tourist experdeg@ends orthe performance of

staff, since they can provide visitors with a-depthunderstanding ananelaborate prestation.

2.3.4 The Presentation of Landscape and Destination Settings

Although thehistorical eventis a crucial element ofny dark tourism destination, the
representation of the landscape actively dgdbe nature of visitor engagement with that
landscapdKnox, 2006) Knox uses the example of Glencoe to illustrate how the landscape can

shape visitor experienc¥isitors reporedthat Glencoe is a haung and menacing plac&he site
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is depicedwith dark and shaded mountainsides, abandoned settlements and meiratiesiske
frightening feelings (ibid)The connection between histories and contemporary representations
through promotional media of tlggen suppding the landscappromotesScottish heritage and

tourism.

For destination settings, design and landscapmforce site representation and
communication(Forrest, 2013) Physical or sitereated environmestencompass the land or
buildings, and lighting providea physical sensation and psychologa@entation that impact the
quality of experiencéGoulding, 1999) For instance, specific spots throughout the Gettysburg
National Military Park are appropriately markgchronis, 2012)The site management relies on
archaeologidaand historical findto restore the old buildings in the af€hnronis, 2005)Another
example,Cheal and Griffin's (20133tudy at Gallipolj pays specific attention to the role of
interpretation of the site offering¥he memorials and gravestones are {u@hiberate forra of
communication. Thegssist the visitors in understanding and connecting with the site, though they
arenot erected as a meaaf engaging visitorsln this regard, they seevas one of the critical
elements in eliciting emotional experiencel®wever,the site still needs to plamnd manage to

enhancevisitor experiences

2.3.5 The Importance of Facilities

While the purpose of museums and memorials remains educaifeservation,
commemoration or remembrance, the operationalisation and promotion of activities increasingly
aid the tourism destinatiqiVinter, 2009) Experience stagingpvolvesnot only the activities and
exhibits; several dark tourism sites now incorporate gift shopss oafeenus for hire. The
Fremantle Prison in Australifor example has a mulfacetedrole as a heritage site and tourist
attraction. The site includesnuseum and gallerg café andcawell-stocked gift shofFremantle
Prison, 2019)The siteactively encourages visitors and holds a Gold Award fotu€all Tourism
from the Australian Tourism Awards 20{&ustralian Tourism Industry Council, 2017)

As dark touism sites continue to increasenumbeyr the opportunity toncrease footfall
andcommercial revenues coulet the difference betweesuccess and failu@icKenzie, 2011)
While research is limitedn dark tourism retailingBrown (2013 p.278tontends that shops at

dar k sites dress themselves as necessary ed:
emotional and contentious matter’ . The atten
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souveniramplies asense of nostalgi@Baldwin and Sharpley, 20093 sense of existential loss

(Sturken, 2007pr the formation of political subjectivitgPotts, 2012)Spencer (20103uggests

that souvenirs can be found in theliest forms of religious pilgrimagandi ndi cat e a ‘'t
s t at uase’evidangedof aactual pilgrimageindertaken

Examples of souvenir purchases include books, postcardsandygher items linkedn
some wayo the visit.Souveniramobilise pubic feeling via sentimental objectSouvenirsare an
experience remindeSuchretail productgeflectthe site theme to ensure both higher sales and a
higher public opinion of the overall sitdowever,beyondthe exhibits and events, the attraction

sitehas to offelsupporting facilities fom positivevisitor evaluation of the experience setting.

Experience staging manifests both substantive and communicativé/Amesild et al.,
1998) In dark tourism settings, exhibits, activities and eveants site facilities are substantive
staging. Communicative stagings the lens through whiclthe destination is presented and
interpreted (ibid). In this sensietheme, site personnel and presentatiothefandscape create
transcendental experiencdsr dark destination visitors. X¥perience staging emphasises
authenticity and transmits meanings from destination providers to visitors. The dark site transforms
an empty terrain into an encoded landscape to provide historical significance and profound
meaning for visitors. This transformation stems from the core identity of a particular site.
Experience staging is methodo f persuading the public to ‘ta
destinations through sigpecific characteristics, infrastructure andrist facilities. Experience
staging is comprehensively designed, which involves developing, distributing and promoting in an
efficient and integrated manner to satisfy visitorser&fore it is vital to understand visitor
experiences from these experienstaging dimensions at dark tourism destinatiams] this

perspectivas reviewed in the following section.

2.4 Dark Tourism Experiences

People are drawn to places of death, atrocity and destruction,ebetgbrience people
haveand the impact of sucvisit can often be forgottefstokes, 2013 )L ittle attentionis paidto
visitor perspectives on dark tourigisaac and Cakmak, 2014; Preece and Price, 2005; Stone and
Sharpley, 2008)The understanding of dark tourism experiences can reveal th@eoatnes that
surround dark situations, rather than merely as identifiable attra(Bada and Mcintosh, 2013)
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|l denti fying sar sat eosr ast i 5dnipnd lkmited anderstandingpaf ov i d e
dark tourism consuption. Instead, considering the broader context of the relationship between

sites and visitors, including the consequentm individuals can enhance the theoretical
underpinning of dark tourisigBiran and Hyde, 2013; Walter, 200®shworth and Isaac (2015)

state that the focus on dark tourism research has to shift to the analysis of experiences. Sites
labelled as dark may not alway® lexperienced as dark by every visitbr. other words,

experiences are subjective to individuals.

Many forms of visitor experience have been explorettiéncontext otlark tourismwith
cognitive and emotional experiences ret®vthe most attention(Light, 2017) For visitors
seeking spiritual experiencea visit to a dark tourism destination can be an opportunity for
reflection(Light, 2017; Pharino et al., 2018)pther experiences arelational in natureVisitors
share their experiences and seek to connect with the place, other visitors or engage (bigkials
2017) Finally, in dark tourism settingshere can be occasions whearanormal experiensare
involved (Pharino et al., 2018Fpiritual destinations argites of death are commgnthosen as
placesof paranormalactivity (ibid). This section reviewsfive significant formsof visitor

experiencescognitive, emotionalspiritual,shared and paranormal.

2.4.1 Cognitive Experience

In the context of dark tourism, cognitive experiemas received the most attention.
Cognitive experience refers to the learning, developmemtnderstanding of events. Notably, in
war-related sites such as battlefieldsd genocide camps, knowledge and comprehension are
central to cognitive experiencdgatderive from prior expectations and poaceptionsabout the
locations(e.g. Bigley et al., 2010; Biran et al., 2011; Cohen, 2011; Kamber et al., 2016; Kang et
al., 2012) For example visitors describeé their soughiafter benefit from visiting Auschwitz
Birkenau a enriching their knowledge about the Jewish Holocaust and World \(@ardh et al.,

2011) According to Cohen (2011) tourists perceive Yad Vashem, the Shoah (Holocaust)
memorial museum in Israel, as a legitimate and authentic site for learning about the Holocaust.
Although authenticity of location is one of the critical elements in dark tourism, the emphasis on
the story of the peopli@avolved inthe tragedy makes the experience authextsio(ibid). Cohen
(2011)states that includingn educational dimension helps distinguish dark tourism experiences

from recreational ones.
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Dark tourism has a significant educational role in medicine and sciendalyrintanatomy
andautopsyin which medical studestearn abouthehuman body. For example, Dr Gunther von
Hagens'’ s B o dy ionWdisplaysireal hemah isgecintens, including wholedy
plastinatesndindividual organs, organ configurati®sand tansparent body slicé&orperwelten,
2019) The exhibition airato educate the public about the inner workings of the human body and
revealthe effects of healthy and unhealthy lifestyles (ibithe educatioal form is not only a
cognitive experiencehowever;Body Worlds ha an entertainment function. Like a television
documentarysuch exhibitiors are* e d ut ai n meth of othes i3 hsed tad exl@cate and
entertainthe masses- as seen in 8century pubic executions(Walter, 2009) Cognitive
experience can educate audiestimgembedding forms of entertainment in lessémsther words,
certaincontents intended to teach biitincorporats deliberate entertainment value to attract and

maintain the audience.

2.4.2 Emotional Experience

Tourist experiencethatinvolve emotions are critical determinafas dark sites. Research
into emotional experiencecuses on identifying a range of emotions. For exarBast's (2007)
studyonNorfolk Island in Australia explockthe role of emotions in enhancing visitor experience
and outcomesVisitors participatd in a range of selfuided and organised activities during their
visits. B e s findirgys reveakhat emotions are a significant aspect of dark experiences, and the
combination of positive and negative emotions from the convict sitiehesr the positive,
satisfying and fulfilling visitor experiences (ibid)Furthermore this emotional experience
complements the knowledge gained by the visitors (iRdjotionsintensify cognitive experience
through tangible artefacts and site remainkisTcombination of emotional and cognitive
experience broadsv i s i t o r-action hehaviaurg fibid)n essenceemotionsare influential

in shaping visitor evaluations and viewpoints.

Nawijn et al. (2016¥ocused ona concentration camp memorial site in the Netherlands.
The findings identied three emotional clusters, namely misery, sympathy and positivity (ibid).
The misery cluster holds five negative emotiafsaid, fear, despair, shame and contei@ptthe
other handthe positivity cluster contains gratitude, pride, hope and fascindtlm sympathy
cluster holds emotions of compassion, awe, disgust and sadness. Dark site visitation can generate

a mixed vaence of feelinglt is important to note thatlusteringthe emotions in dark tourism
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settings allowfor a better insight into an emotional experience, which serves as a basis to identify

outcomes.

Unsurprisingly, the most reported emotions are sadness, horror an(Dgimédey et al.,
2011; Kidron, 2013; Nawijn and Fricke, 2015; Zhang et al., 204i8)tors also report feelirspf
disgust(Podoshen et al., 20150kar (Best, 2007)and anger(Mowatt and Chancellor, 2011)
However, positive responses are presergech as restoratigfikang et al., 2012hope(Koleth,
2014)andnational pridg(Cheal and Griffin, 2013)These reported emotions can elicit altruistic
behaviour(Nawijn et al, 2016) Peopleselfexamine their morality and reverence watsense of

commemoration and reminiscence.

2.4.3 Spiritual Experiences

Gatewood and Cameron (20GA)ided visitor expeiences at Gettysburg National Miary
Parkto determinavhethertherewereotherresponses beyorideeducational experience. The site
is not onlyan out-of-classroom history lesspbut also a placevherevisitors seek a sptual
experience (ibid). The descript®mf the experiencesomprisethree dimensionsempathy
reverence and deep engagement (iiohpathy refers to a strong emotional experience to an
earlier event or time in which the individual tries to conjure thoughts, feelings and experiences,
including for the hardships and suffering of the fallé@atewood and Cameron, 2008eep
engagement or transcendence ineshsuch concentration that the individual logessense of
time passing or may have a flow experience oftyipe suggestd by Csikszentmihalyi (1990)
Reverenceor aweinclude the experience of being in the presence of something hbigvorg
spiritual communion with someone or something (ibid). The essence of ensatrutark sites
links intensely profound connectisrnwith the past angersonal meaninga feeling of being
transported, and the tangible and symbolic nature of the obgathsites of extraordinary figures
can stir strong emotions. These three dimensions of spiritual experience reflect the
interrelatioxshipbetweerthe emotional antheexperienceBattlefieldpilgrims, for examplehave

spiritual experiences as they reflect on the site and consider its significance.

The investigation of Australian tounistexperiences ahe Gallipoli Battlefield byCheal
and Griffin (2013Yeveakdthat being Australiaprofoundly impaadtheexperienceandwhether
visitors hadelativeswho served in the campaigmasinsignificant to the feeling connected to the

site. For Australians, no battlefield is more meaningful than the Gallipoli Peninsula in Turkey
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(ibid). Each year on Anzac Day (25 April), vast numbers of Australians and New Zealanders travel
to Gallipoli becase in 1915 soldiers from these two nations landed as a part of the British Empire
forcesduring the First World Wato force the 38nile- (61-km-) longDardanellehannel and to
occupy Constatinople (History.com Editors, 2018)The site settings (e.g. the landscape, the
stories, reading the gravestones) resulted in a sense of connectedness that underpins the Australian
and New Zealand natiah identities. Visitors also describedGallipoli as a sacred place
characterised by spirituality and serer{i@heal and Griffin, 2013)Allowing visitors the freedom

to interpret the site in theawn waysproved importanto the tourist experience. Visitors sought
quiet time by themselves to reflect on what they had learnt and experienced. This profoundly
moving and personal nature of experience lends itself to spiathcémotional engagement.
Nationalisn and emotion play vital rotein activating the spiritual experience. VisitiGgllipoli

on Anzac Daywasidentified asdeeply spirituglin part thanks teéhe dawn servicevhereasat

other timesthe serenity of the locatioitself is moving In otherwords, the same site offers

different experiencethroughdifferent engagemesit

2.4.4 Shared Experiences

Most studieshaverepored the individual experienseof visitors visitor desire to stay
connected witha site andto enjoy moments on their owi®ften, however,interaction among
tourists also significanty impacs the overall experience. The individual site experience
becomesa sense of sharing, especially with thase similar journeys toa place of national
importancg(Cheal and Griffin, 2013) * Tempor ary bonds’ are consid
visitor experiencesRelational experience occurs through the shared values and conrsection

expressdwith other visitors.

Fallon and Robinson (201%)cus on both individual and shared experiences, emphasising
the direct war experienced a veteranThe authors intervieed two family members, a living
veteran and his spwho had been funded blye* Her oes Ret urn’ project to
trips to the places where tli@herserved during the Second World Wa&he authors dew on
material fromtle pr oj ect’ s website t o i dbatafromftwo tripsh e me s

in Australia and Sri Lankavherethe veteran served in the Royal Nawere used

Fallon and Robinson (201 describedwarfare tourism as a etreatedexperience. This

experience results from the interaction of an individual at a specific place and time within the
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context of aparticular act and environme(Binkhorst and Den Dekker, 2009; Prahalad and
Ramaswamy, 2004Fallon and Robinson (2017ipdings concerned a&eteran's experiences as a
navy minelayer, which werboth combat and nocombat related. The veteran recogdisiee
importance of makinghe return trip to remember his time withst colleaguesTo confirm the
pilgrimage status of returning veterans, the bond developed during the conflict is a driver for the
acts of remembrance (ibid). The mixture of good and bad meni®skared with ther veterans

Such memories includeaumatic momentwhile wrokingandhappier momestwhen the veterans

were on leaveThese bittersweet moments are shaisdwith family members.

Fortheveteran, returning to places and reminiscirggeessential motivations for the trip
(Fallon and Robinson, 2017)his reconnecting to the pastedas agenuinenostalgic experience
(ibid). The authorebservelthef at h er enjoythensad this part of the discussion. These
collective experiences heda the partidpantsstrengthen the prexisting bond between family
members, even though only the fathad personaéxperience. For the son, hisfath ° s nost al ¢
momentsverethe memorable part of the tripnd heriedt o put hi msel f i n his
The journeys proviéd the opportunity to learn more about each other argtdw closer both
generally and i n t er mgperientesTheh sgnificaade efr personad  wa r
connection and personal experienceogate and transform individual experience antelational

experience by sharing collective memory.

2.4.5 Paranormal Experience

Paranormal experiengsvolvesbelief systera beyond typical rational views and cannot
be explaired by traditional scientific method$harino et al., 2018Yhompson (2010&xplorel
the performanceof ghost tous, especially the role of the tour guide. Ghost tours purport to bring
tourists intosituations inwhich they may encounter the paranormal experier(dgd). The
findings of the studysuggest that the guides indulige certainselfillusion to engage in their
performancesonvincingly but theymade no effort to hidehis from their audience#lthough
this acionmay seem to under mine the g¢ghosotf tgdwrs'ts '
existenceit typifies the basis otheset our s’ p e Pasanaansal experierees from ghost
tours serve as a playful signifier for the signified ghbsiiefs that underliehem Inglis and
Holmes (2003)eveaédthat ghosts and other paranormal entitiethe Scottish Highlands have

been used thelpcreate Scotland as a prime tourism locatime historyandmysteriousness of
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theHighlandsandt h @elti¢ past result in paranormal experieniedaino et al. (2018assessd

touri sts osataparanermal gitp ie Bali, lmdoresia. Different settiofjgght, smell
and soundht the site construetl unusual sensations amdfecied the tourists' onsite reactions.

The aboveillustrative cases suggestatthose tourists witla moderate and high level of
paranormal interest report more emotions (e.g. fear, sadness and curiosity) and unusual sensations
(e.g. tastesense of fear)For thosewith a low level of paranormal intest the experiense
highlight learning about the topic on site. Simply put, paranormal experienceelateswith

emotional, sensory and cognitive experiences.

2.5 Dark Experience Outcomes

In thebroader tourism literature, the pastperience phasedgntred mainly on evaluation,
satisfactionrepeat visitsand recommendation. These dimensians relevant talark tourism
contexts but often in aommercialparameterwithout representing theleeper meanirsggand
solemn nature ad context(Weaver et al., 2017Cheal and Griffin (2013reamong the very few
to consider the outcomes of dark experiences. The authors suggest a need to look beyond the
conventional parametesdtoward* meani nmé mbr albmlde’ vi s,suthoas cons
selfreflection, personal transformation aadgsense of national identitWisiting dark tourism

destinatoscan transform people’s attitudes, i mpr o

behaviour.

Bittner (2011)evaluatel experience outcomes after visiting dark tourism attractions,
askingwhether these experiences create a need foha@nasit to the same arsimilarly themed
site.Bittner useda semistructured intervievapproaclwith Croatian respondents who have visited
dark attractions in certain parts of the woflltie results indicate thdie visitors better undesid
the evats thematically connected osite whenthey visited without preconception¥he dark
tourism theme is a part of tourist destinations and considered a vital part of cultural or historical
heritage (ibid). To illustratehevisitors agred that memoriakites, cemeteries and buildings relate
to historical figures and eventdistorical ronumensrepresent and influence culture. When asked
whetherthey would return toa destination the visitors reporéd they would, includingo dark
tourism sites because pérsonal interest§.heystated also that theyould return tathosesites

with attractive nondark tourismcontent and werevilling to pay for a reisit or to visit an
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attraction far from thie current residencdf the visitorsexpeced an extraordinary experience

pricewasirrelevant.

Hughes's (2008)esearch at the Genocide Museum in Cambodia red@alt only the
emotional experience of thevistpb ut al so t he outcome of this
Visitors to the museum remaisilent for extended periods of their visityith many feeing
uncomfortable taking photographs or videmsgexpressg shockat whatthe Khmer Rouge did
during that period (ibid). The outcome$ suchemotional and educational experiences be
expressed dsumantarianism. For example, after visiting the Toul Sleng Museum, some visitors
have become more motivated to participate in charities angjom@grnment organisations, while
others donate money, clothes amde to local organisationébid). Thus theoutcomes of visg#
includeraisng thesympatles of the visitor. In such a situatiothe education experience is less
importantthan emotion; the emotional consequences remain ultimately representatidarkn

tourism destination.

2.6 Conclusion

This chapte reviewed academic research into dark tourism by examitkieg theoretical
areasFirst, thedark tourism phenomenomasdescribed in terms of its distinct cheteristics.
Seconddark sitesvere classified using various criteria to advance theskedge ofthe features
of dark tourism supplyThird, the chapter then examith@ow dark destinations are manageal
key staging elementginally, visitor experiences and outconvese reviewed.

Overall dark sites present settings for individuals tooaimterthe settings otleatls of
significant otherstheir personal backgrousdndto interpré andshape dark experiences, rather
than being dundamentatharacteristic of a place. Visitors are engaged, and their visits embrace
different experienced he visitationto a siteallows visitors to select information from a range of
materials, which provides for the articulation of multiple and complex interpretations and

memories.

This chapter provides the foundationcofrent understanding ekperience mvisionand
consumption in dark tourism settinggowever, @rk tourism destinations and their meaningsy
change over time; dark tourism is a dynamic formarthedonictourism.Since dark tourism has
been studied from a tourism perspective daty around two decadeshereremainquestions
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regardingagendas for future studies in terms of experience staging, visitor experiences and
outcomesTherefore the following chaptediscussedroader hedonic experienaegardinghow
experience staging aritle tourist experience in hedonic settings can be applied tdhadanic

settings.
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Chapter 3

Literature Review: Experience, Experience Staging and Tourist

Experiences

3.0 Introduction

Experience is subjective, highly personal andgiang ( @'ell, 2007) In tourism,the
experience is a commodified phenometioat isstaged, produced and consumed in an endless
array of specific place@bid). The ‘tourist experienceis a succinct dscription ofa complex
variety of elements. Researalsing the experiencebased approachimsto develop a better
understanding of the tost experiencewith the experience industryproviding inputs for

experiences that address and fit the needs of the tousiptdiculartime (Andersson, 2007)

To identify the appropriate theoretical approaébr exploring dark experience
consumption and delivery, i$ necessary to review the concept experience and experience
staging in wider academic literature. The central theme in this chapter is experience as the element
connecting povisionand consumption in tourism settingsigthapter reassesses the extant work
on tourist experience in hedic settings since this studpnsiderghe tourist experience in nen

hedonic contest

This chapterbeginswith the definition of experience, emphasisitige extraordinary
experenceof individuak. Then, literature related to the conceptexperienceeconomy and how
experienceis conceptualised anstaged in tourisnsettingsis discussedFinally, the chapter
proposes multi-dimensionalinderstanding dburist experiencethatcan be applietb the study

of dark tourism.

3.1 Defining Experiences

The distinction betweethe noun andheverb*experienceserves as a point of departure in

this chapter
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AEXxperience is both a noun and a verb and it is used variously to convey the process itself,
participating in the activity, the affect or way in which an object, thought or emotion is felt through
the senses or the mind, and even the outcome of an expebemeay of skill or learning for
examplgTynan and McKechnie, 2009 p.503)

The word experienceas a noun has lorgenstudied in many disciplines in social science
(e.g. psychology, antbpology).‘Experienceé a s @efersito annactive self who not only
engages in but shapes an act{iBnuner, 1986) Thus, experiencé a subjective and personal
activity of an individual Experiencealso addresssthe ongoingness of lif(Abrahams, 1986)
represerdd in the mind as informationArnould et al.,, 2004)Experiencestrongly relates to
personal consciousness, often with a variety of crucial emotional signifsciradeccuras a result
of encounteringundergoing or living through thingSchmitt, 2010) Moreover, anexperience
differs from mere individual behaviour because it not only involves a personal feeling that takes
place beyond everyday lifbut also frames an activityithin a describable stor§Bruner,1 9 8 6
Caruand Cov&2 0 Q 3)

From a psychological perspectivihe intensity and the relation&pe of experience
differentiate the concept ahordinary experience fromnextraordinary experiendédrnould and

Price, 1993)An ordinary experience is an occurrertbhatis common, frequersaind within the
realm of daily life It arises directly out of the flow of life, with little aro explicit preparation

(Abrahams, 1986)An extraordinary experieng®n the other hands unconmon, infrequenand
goes beyond the realm of everyday lifBhattacharjee and Mogilner, 2014; Mehmetoglu and
Engen, 2011)Such an experienddiffers from the dayto-day flow of consciousness, eitharits

emotional intensity or its framing in time or spdPacker and Ballantyne, 2016)

The expectation foextraordinary experiences may arise from information soufegs

word-of-mouth, films and promotional materiptsut may provide limited cues faiternatives of
consumption(Arnould and Price, 1993Ppue to the subjective, fluctuating nature of emotion
(Holbrook and Hirschman, 1982nd becausean extraordinary experience emerges from the
dynamic interaction of participan¢drnould and Price, 1993}t is challenging for consumers to
predict their extraordinary experienadsspiteplaming.
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The extraordinary experiences individuals have, and the value attached to those
experiences, give meaning poe o plives (Bsswijk et al., 2007)Peopleexperience the world

by gatheing impressions around them through their sef$esse impressions lead to emotional

responsg and create meaningful experiences (ibiffleaningful experiences are not merely
memorabldut relatealsoto the accumulation of the interactions within theiemment and the

lessons people learn from them durthg process oéxperiencingWhile mundane experiences

help individuals navigate through daily life, extraordinary experiences have significant

consequencefor selfdefinition, wellbeingand life satisfactiofAbrahams, 1986; Zauberman et
al,, 2009). People appreciate unexpected and extraordinary mopaadtshisemotional response

is the major difference between the ttypes ofexperience.

To advance the theoretical understanding of the tourist experience, it is essential to
summarise a range of different categories of experience definitions. There are four main
categories: experience as a flow of consciousness, experience as a subjsptvserdo a
stimulus, experience as a memorable impression, and experience as a stagedftfezirence
as aflowof consciousnesse f er s t o what is recei vadwelzan t he
neverfully knowamt her ' s e x p e r shareitcBrumer, €L988) Experiemae yas a
subjective response to a stimuisassociated witla private event that occurs in response to some
stimulation (Holbrook and Hirschman, 1982; Schmitt, 1998xperience as a memorable
impressions defined in terms of unforgettable impressions that individuals take away with them
which are typically formed by encounters with products and seryBeswijk et al., 2007;
Carbone and Haeckel, 1994 xperience as a staged offerifigcusses on the objective and
extrinsic aspects of experienttetaredesigned to add value to products and ser(iCasu and
Cova, 2003; Pine Il and Gilmore, 1998he following sectiorhighlightsexperience as a staged
offering since tourist experienceiisfluencedby destinatiorexperiencefferings It is, therefore,

reasonable to emphasisxperience staging

3.2Experience Economy and Experience Stagmngourism

The notion of experiends a critical elementor understanding consumer experierared
there has been an increasing recognition amongst academics and practitioners of the need for

marketergo understantiow consumers behayearticularlyregardingactivities and settings. The
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experience serves as a foundation forexyerienceeconomy(Pine Il and Gilmore, 1998)n a
variety of markets and industri¢gsonsumers, service, technology, and industrial), firms have
turned to experiential marketing technigurecausehe concept othe experienceeconomy has
been conceptualised to develop new produotspmmunicate with customens improve sales
relatiors, to select business partnets,design retail environments amnal build websitesThese
experiential conceptsonsider theviews of consumersfrom informationrprocessing to the
appreciation and enjoyment of the offerings beyond the utilitarian fundfiarketers are moving
away fromthetraditional features and benefdémarketing toward creating experiences for their

customers.

This section presents the oapt of theexperienceeconomysince experience can be staged
and choreographeds anoffering. The section continueBy discussingexperience stagingn

tourism to ascertaiwhetherexperiential marketing essential in theurism sector.

3.2.1 Experience Economy

The development ofhe experienceeconomy conceptby Pine 1l and Gilmore (1998)
considers as a manifestation of various shifts in many industrial s¢Btetermans and Van
Cleempoel, 2009)&and broader geographical influencéSerreira and Teixeira, 2013 he
emergence of the experience econam@gnot accidental but an inevitable tre(ghang, 201Q)

The concept has growrecause of the radical changetloé social and economic environment
thanks tahree significant forces: (1) nechnology to enhance innovative experiences, (2) more
demandhg, sophisticated customers, and (3) increasing competitive int¢Kksityson and Beck,
Jeffrey, 2004)People are not only concerned with purchasing goods and sehutedso with

engaging experienceGoodsand services are no longer enough for the consumer.

Pine Il and Gilmore (1998htroduce experience as a fourth economic offering, as distinct
from services as services are from goods. Experiences are not neandwners and practitioners
always include experiences in the service sexgan uneventful activitysuch as telephone service
and distribution (Pine 1l and Gilmore, 2011Experiences need to create new value and occur
whenever a company intentionally uses services as the stage and goods as props to engage an
individual (Pine 1l and Gilmore, 2011)When people buw service, they purchase intangible
activities carried out on theirebalvesHowever,whenpeoplepurchase experiences, they spend
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time enjoying memorable events that a firm stages to engagmtisemerin a personal way.
Peoplewant to experience somethirtbat challenges firms to offer experience&Sonsumers

demand nevaspects of products and servicd$ius,the experience economy is the concept that
businesses must orchestrate memorable experiences for their customers, and those memories

capture their audiences to transform their value propogi@ore Il and Gilmore, 2011n other

words, experiences themselNask tangibility butthevalues of experiences remain.

The experiene economy encapsulates whaine 1l and Gilmore (1998)all the

Progression of economic vakuef each successive offeg - commodities, goods, services and

experiencegseerigure3.1) Each economic offering has a distinct characteristenmodities are
fungible, goods tangible, seces intangible andxperiencememorablgibid). Purchasga good
leavesanindividual with a physical object to keegmdservices leave them with something done
for them or their possessiosn experienceon the other hands a product that does something
to a customer (entertain, educate or engage),lems thatustomerwith the memoryof an

encounter.

Figure 3.1: Theprogression okconomicvalue (Pine Il and Gilmore, 2011 p.34)
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The origin of the experience econorstems fromcustomisationPine Il and Gilmore,
2013) Customisatiorenables offerings to differentiate themselves, fanibfferingis customised
to an individual, it cannot be like every other offering. Commodities, goods, services and
experiences all have a consuroptphaseWhatdifferentiates experiences from other offerings is
that the consumption phase itself is the main prodlstservices, like goods before them,
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increasingly become commoditised, consumers need to find offerings they want. The essence of
an exerience is the occurrence between the customer and the experience prekider

intensifesthe consumption phase. Hence, the value and customisation of each offering increase

Companies stage varieties of experienttest are more relevant to the waramd needs of
consumersAs a resultcompaniesre more easily differentiated fraimeircompetitors and charge

premium prices based on the *‘unique value’ pr

If the business offering is an experience, fishsuld be perceived as if they were theatre,
and every actiothat contributes to the total experience being stageche$mcreate the desired

impressior(Pine Il and Gilmore, 1998yhe authors argue that theatre is not a merely metaphorical
term for staging experiencat is amodel of business succe&isinesseshould not be mere
service providersbut be perceived as the performing venLiBse companyas an experience

stager no longer offers goods or services alpmheit also the resulting experience, rich with

sensations, created within custom@me Il and Gilmore, 2011 this sense, all prior economic

offerings—commodities, goods and serviceare external to the buyer, wisasexperiences are
inherently personal becaugey derive from the interaction of customeasdtheir engagement
depends othec o n s u lbaekgrouad, interpretation and emotigR#e Il and Gilmore, 1999;
Sundbo and Darmer, 20D&xperiences do not concern physical needse same wagoods do
nor do theysolve intellectual problemssuch as services d@Gundbo and Sgrensen, 2013)

Therefore, experiences are manifold, challenging all sedsdwo individuals can have the same

experience even tlugh theymayengage in the same staged event

Experiences, like commodities, goods and services, have their distinct qualities and
characteristics and present thaivn design challenge®ine Il and Gilmore (1998)ropose that
experiences engage guests across two dimensiorsdges.2). The firstdimensioncorresponds
to thelevel of guest participatiothorizontal axis). At one end of the axipessiveparticipation,
in which guests do not directly influence the performgecg. synphonygoers, who experience
the event as observer and listgr{dnid). At the other end of the spectrum lediveparticipation,
in which customergersonallyaffect the performance or event that yields the experiénge
skierg (ibid). The second (vertical) dimension of experience explains the connection between

guests and the event or performance (ibidoAgend of the spectrum liedsorption— meaning
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a per son’ sengading mantally witithe bxperienceAt the other endis immersion—
becoming physically or virtually a part of the experience itself (ibid). For instance, if an individual
watches andeels involved ina TV programme, Hisheabsorbs the experience, tn the other
hand,a guest plays and goes inteidual reality gamen the programmehenshehe is immersed

in the experience.
Figure 3.2: Realms o&xperiencegPine Il and Gilmore, 1998)

Absorption

Entertainment Educational

Passive ‘ Active
Participation - . . Participation

Esthetic Escapist

Immersion

A firm, as an experienestager, can sort experiences into four broad categories according
to where they fall along the spectrum of the two dimensions: entertainment, education, esthetic,
and escapis(Pine 1l and Gilmore, 1998)According toFigure 3.2, in educational experiences
customers or guests absorb the information of the events before they areartse but still
actively participate through interactive engagement (ibid).inform guests or increastheir
knowledge, educational events must actively engage the mind (for intellectual education) or the
body (for physical training). For example, t@is increase their knowledge and skills, either
generdl or specifially, through their experiences at the destination they Usdther wordsa
cognitiveor physical experience occuEntertainment experiencesn the other handccur when
guestspassively observihe activities or performances of others, including reading for pleasure

and listening to music at destinations (ibid).

In escapist experiencesdividuals require greater immersion and participation tban
entertainment and educata experience¢Pine Il and Gilmore, 1998 Consumersequire the

actual performances or events in the real or virtual environment. To emphasise, they are in search
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of authenticityandsatisfying life while experiencing different events. Escapist experience can link
with flow experience in terms of full immersion and focus on the activitthe final typegsthetic
experiencesindividualsareimmersel in an event oenvironment but have little or no effect on
the environment presented to th@Pme Il and Gilmore, 1998Peoplepassively appreciate or are
influenced by the way thdestination appeslto their senses without carirapoutthe level of
authenticity of that destinatioBsthetic experience also relates to the restorative expenenici

is the emotional charge and rerawfthe cognitive process, which resuligpersonal experience.
Guests participatg in an educational experience may want to lgiaran escapist experientteey

want to gg in an entertainment experientteey want to enjoy andthose partakingn an esthetic

experience want to be.

To enhance theanuineness of experiendbe boundaries between the four realms can be
blurred (Pine Il and Gilmore, 2011Many experiences typically engage one of the four realms,
while many offerings mix across the experience boundaries by layering amenities and props in
compelling ways, for instance, edutainment (education + entertainment) by holding attention,
escasthetic (espast + esthetic) by altering the statsd educapist (education + escapist) by
changing contexExperienceorchestratiorns a significantelemenibf doing businessn aproduct
and process desigRine Il and Gilmores (2011)five experiencedesign principlegaretheme the
experience, harmonise impressions with positisues, eliminate negative cues, mix in

memorabilia, and engage all five senses.

The first, crucial step toward staging experience is envisioning adefliedtheme(Pine
Il and Gilmore, 2011)A compelling theme is concis@addrives all the design elements and staged
events of the experience toward a unified storyline that captivates the customers #mal fit
charater of the firm.Pine 1l and Gilmoreemphasise that every experience has a theme; whether
intentionally designear not whetherthoroughlyexecutedor not While the theme forms the
foundation, the experience must renderithgressios (ibid). In othewords, the takeaway of the
experienceaffectsthe individuals and thereby helps fulfil the thermiée dmensions of the
impressionof the experiencean be time (contemporary or futuristic), space (indoor or outdoor
representations), technology (naturaviotual representations), authenticity (original or artefacts),

sophistication (simple or complicated or luxurious) and scale (large or small).
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Ensuring the integrity of the experience requires more than layering positive cues. It is vital
to eliminate ngative cueshatdetract from fulfilling the theméPine Il and Gilmore, 2011pince
people generally buy certain gis to recollect their experiencesix in memorabilias another
principle for deigning experience (ibid)Finally, the sensorystimulants that accompany an
experience should support and enhance the theme (ibid). The more senses an experiegge engag

the more effective and memorable it can be.

The progression of economic value does not stop at experi@pices|l and @more,

2011) Firms store commodities in bulk inventory goods after production, deliver services
according tocustomer demand and reveal experiences over, tiaresformationson the other
hand,sustain through timébid). Memories of experience can fade over time, but transformations
canguidetoward a specific purpose. Experiences set the stage for tedhiogstomer to act,
whereas transformations guide the core activity of the firm. Aspirgogstomers of
transformationp are inspired totry something different and can change their attitudes and
characteristics (ibid)Transformationis the effectual experience outcome, not merdhging

memorable.

Experience creation is supposed to be a soldtipavoidng the commaodity trajfor any
type of business(LaSalle and Britton, 2003y differentiating firms fromcompetitors and
obtaining a premium prigg€aru and Cova, 2014; Pine Il and Gilmore, 19@8nsequentlyfirms
start buildinga set of strategies to move away frimaditional marketingfocusng on features
benefitsand experiential marketingSchmitt, 2010) That is, offeringconsumers meaningful or
extraordinaryencounterdy transforming them througthe unforgettable experiences in which
they are immerse@. Caru and Cova (20143lso emphasise thamotion is central tothe

consumption experienc&xperience creation aims wffer consumers physical and emotional

sensations during their experiences

To create an experienc€aru and Cova (2014 p.98)ggest that firmsas the experiential
platform facilitatorsheed to preide anexperiential contexthat contains three interrelated core
elements- thematised, enclavised and securisedtexts Thematiseadtontexs can be developed
at the point of sale tataact attention to thexperiential contextPine Il and Gilmore, 1999 he
theme is not only the physical spabat also the history, symbols and artefdbtst characterise

that spaceThe context must benclavisedsince this allows consumers to remove and escape
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mundane daily routinéor an enchanted and separate world where all their daily boredom and
anxieties disappeafrhe contexneeds to be engaging tdaal consumers tbeimmersel in that
experience.The concept of the enclavised context has been discussed in tourism studies as
‘“cr eat i (RehardspaadcWilson, 200 nd ‘ t o u (Cohen, 1989%Faallg the
experiential context must lsecurisecand closely monitored. The sense of security is paramount
for focusing attention on the experience and elitmigadistractions from other activities or any
worries customers ay face in everyday life. These three core elementsvhet Hansen and
Mossberg (2013 al | an ‘andihe@eakeyioextraordinary experiencestis regard

peqle are fully absorbed or focused on the activity or the environment; their awareness of other
aspects can be lost. The concept of fil@sikszentmihalyi, 19919nd absorptiofQuarrick, 1989;
Tellegen and Atkinsor,974)are similar to that of immersion.

Thetransition to an economy in which experiences fuel the growth of business begins when

firms give away experiences to sell existing offeririgsother wordsthe experience is infused

into a product andised to enhance service to create a distinct offeAagple readily exchange
valued resources (e.g. time, money) for motivational and emotional experiences staged by firms.
The driving force behind th extensive experience offering is individuateed to createtheir

own identity which can be shapday product and service encounters or vidibeperiencerequire

the involvement of the customers amtjagements suggesdby thefour realms of experience.

The concept of the experience econdmhd experience can be choreographed anoffering.
However, limited attention has been ptidhis aspeah tourism literature. The following section

focuses on experience staging in tourism settings in which visitors can experceece t i nat i on

products and serviceduringtheir visits.

3.2.2 Experience Staging in Tourism

As tourism is typicallya voluntary activity, orientation ithe form ofawakening interest
via adestinationand attraction offerings ia starting pointthatleads to decisions andater, to
tourist experience§Aho, 2001) Over the past decade, tourism has shifted toward experiences
rather than goods and servicegpEriences no longer an optional added value but a mandatory
bendit of any tourism offer(Pikkemaat et al., 2009Experiencds the ultimate output of goods
and servicegAndersson, 2007)The creation of tourist experience is the crux of marketing and
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promotion plangXu and Chan, 2010As such, tourisnproviders need ttshape, package, and
sell experienceqSternberg, 1997 p.954)

The pravision of experiences has been Ww&ludied in tourism literaturétowever what is
not yet clear is the staging of experieridstrgm, 2017) Tourist experiencesarely occurin a
completelyunscriptedmanney destination attractions involve a great de@aplanning( @kll,
2007) Furthermoretourism managerare confronted with the chignges of experience staging
(Pikkemaat et al., 2009F-irst, tourists demahattractions that offer a high experience density
(Andersson, 2007)hrs well asattractions that offer educative and authentic experiefi@agor,
2001; Wang, 1999)Second, tourist experiences vary among individuals and cultures. Hence,

tourism experiencecanbestaged in crossultural contexd.

QuadrtFelitti and Fiore (20123uggest that thexperienceeconomy framework is a viable
model to enhance the understanding of tourist experience in wine tourism. The authors summarise
the 4Es (entertainemt, educational, escapist, esthetic) in the literaffinoen 1997 to 201pon
wine tourists.in the educational aspect, tourists enhance their knowledge and skills by attending
events and seminars such as wis&ingandcraftmaking classes (ibid). Le@ing isessentialn
wine tourism becauseiinbuesvisitors with higher levels of sensatiseeking. Tourists entertain
themselves by engaging performances (ibid). The connectionwihe tomusic, art or cultural
heritage reflects the lifestyle of wintourists. Esthetic tourists are enriched by sensual
environmentsn vineyards and surroundy landscaps, which separate them from mundane life
(ibid). Ultimately, escapists become engrossed by participating in a different time and place (ibid).
Tourists want to do more than visit vineyaatglwineries or tagwine; they want to engage in
novelty and sensgractivities that offer memorable experiences. Thegher the number of
activities offeed,the greater theotential toengross the escapist dimensione Buthorsattempt
to explain the experiential nature of wine tourism by emphasising tourist astiniterms ofthe
level of guest participatioand the connection between guest and the actixityoes not address

other dimensions of experience offesmggardinghow to design and delivamholistic experience.

Mehmetoglu and Engen (2014ls0 apply the concept of the experience economy and the
4Es as well as how t@asses&xperience evaluatioempiricallyin two tourism contextshe Ice
Music Festival (temporary attraction) and the Maihaugen Museum (permanent attraction) in

Norway. The findingsreveal that escapism anthe esthetic dimension affect the level of
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satisfactionin the case ofhe special event, whereas education esttietic provide a substantial

effect on the destination attraction (ibid). The special efeet¢mporary attractiQremphasise

the feeling (esthetic) and the sense of being there (escapism). The permanent attraction museum

employedearning (educationqnd setting (estheticl.he4Es model enhances the understanding
of Vi sitors’
conexts. It is essential thatlestination providers acknowledgehich elements they should

develop.These influential factorare importantor the tourist experience, each factor need to be

integratedn theofferings

Mossberg (2007highlights the concept of experiencescap®©bydl and Billing (2005)
in whichtourist consumption takes place. The aufiroposes factoithatcreate the circumstances
and environment for tourist experiencaamely,physical environment, personnel, other tourists,
products and souvenirgnd theme or story (ibid). The findings suggest thia¢ physical
environmentsuch asvisual signals, soundsnd colours affects tourist behaviouNisitors also
interact with personnel and other tourists (ibfljirchasing a product or a souvenir servea as
tangible way of capturing the experience (ibithheme or story communicates the core values in
an understandable wawhich plays a major role in experience offeringhe implication of this
study isthat,no mattetthe typeof tourism product, touristare influenced by these factashich

ultimately create a positive tourist experience.

Astram (2017)investigate the factors that enhance the visitor experienca amuise
setting the staging componentsf whichare nane, employee interaction, ahghting. The name
of the attractions a crucial step toward staging amperience since it allows guests to know what

to expect(ibid). In other wordsthename r el ates to a guest’ s

interaction, in this studyncludest he empl oyee’
holistic impression (ibid)Frontline employees aearlyas important as any meticulous sensory
engagement when staging an experience (ibid). Empdayieectly play out a theme through
scripted service because cruise shipgpargaularly labaur-intensive experience providers (ibid).
As a stimuluslighting is an integral part of a holistic experience (ibidghting is a necessary
element thatreatesa sensation andn apgaling ambience in an experientsatting.However,

designand music componesdre notcrucial in stagingxperiencs; perhap$ecause of the unique
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setting of cruisescape All these staging elements suggest that staging emergdsuiiti

environmentswhich can be necessary drivéos experiere offering.

Muller et al. (2004-evelomda model of experiencgagingas the marketing tool of the
experience settingp deliver a positive atmosphere to visitors, including theming, concept of
staging, attractions and activities, scengisitor guidance, wellbeing and customéreeming is
an essential tool toohere aroffering (ibid). Themingst r ongly i nfl uences pe
visit a particular attraction. As destinations are complex bundles of tourism products and service,
theyprovide a broad range of themes. Hence, these themes aid in supporting brand strategies and
must be placed iahierarchy linked with the core theme of the destination. The concept of staging
is the planning and coordination tool (ibid). By integratinggnstaging elements within the
experience setting, the offering ses\as a platform to coordinate all actors in the staging of

experience.

Attractions and activities are tools to produce events and happenings to daliver
experience for visitorgMuller et al., 2004) All attractions and activities c@spond with the
themeand thevi si t or s’ e X p e ct aheiowenalisexpariente setiin§cenery,b ut e 1
another aspect of experierstaging is an aesthetic tool and dominatedaly e s t i gnatural o n’
resources (ibid). Landscape influencesiscg asdoesillumination andarchitecture all of which
comprisethe experiencscape for the visitor. Visitor guidance helps to manage \ssitoough
the experience journey (ibidpformation, including signage, is a part of this tool. Desigments
such as gates, resting places and viewing platfoendelp to guideisitors. Wellbeing suppast
visitors’ p saf éxperience sedtinfMilleuet dl. i 2004)An attraction could offer,
for examplecafés, restaurants, restroomasdinformation desksFinally, thevisitors themskes

serve as an evaluation taoidmay evaluate the experience positively or negatively.

Six of theseven toolgomitting thescenery dimensiorgf Muller et al. (2004 areapplied
in the wine tourism studyby Pikkemaat et al. (2009)Thar study was carried out by five
experience tdsrs, not thavinery visitors or destination providerBhe studyinterviewedexperts
regardingwhich factors are keyor success irthe wine business. Expectation adeégree of
satisfactiorwere then assessed in the visitor survide findingsunderlinethe potentl of staging
an experiencan wine tourism by creating an ideal atmosphere, guiding tourists anénmirt

wine and wine production. Despiteesdindings, theres concermabouthow the visitorsegarded
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these staging tools iterms ofenharing their experienced.o optimise the experience staging,

visitor poins of view need to be assessed.
Although the experience industryagpandingtheexperienceeconomy concept dPine Il
and Gilmorg1998)has beemriticised by scholar$ he first concern is #t theapproach relies on
a topdown strategythat execuives anda marketing team design and deploy within companies
(Petermansind Van Cleempoel, 20pth other words, firmsre thought to hold too much power

or to hold aprivilegedpositionover consumersf the staged offerings are not consistently on cue,

customers notice the variation and missdberallidea

Moreover theexperience economy concept is the commercialisation of experiEnoss
& Laing, 2010 440.Central to the experience economyhe idea oftharging for experiences,
the more that is charged, the better the experigsingeldbe This concept sits uncomfortably in a
webcentric eran which thereis muchfree content and plehora ofvirtual experiencedlany
tourist attractions are also free éater Richards(2001) notesthat free events or activities can
create terrific experiencekhus, admission cost cannot imply the worth of such experidtioes

Il and Gilmore (2013yontradictthe firm-centred commercialisation of experience by suggesting
thattheexperience economy halpprms to creae greater economic value for their custom@ise
way to improveeconomic value focustomers is to understand individual customers. As such,

business success and personallvegtigshould not be seen as an eitbetradeoff.

Since experiences are personal and can be affected by the emottmirmadividual,

experienceshould not bescripted angre-packagedFrost & Laing, 2010 d38). This argument
challengesthe experience offering to tousstbecause tourists are heterogenediaged
experiences might be perceived as inauthentic and lacking in personal engaBerkkaotst

(2005) argues that the creation of staged experiences is considered too superficialfiarad arti
and does not alwayattract customersTourists want contextelated, original and authentic
experiences, antheysearch for a balance between the experiémaestagers provide and self
determined activities (ibidRine Il and Gilmore (2013rgue that the experience economy allows
for a vast array of alternative offerings, ranging from the more or less natural/artdicizé

original/imitated, seltcentred/othefocused,and across all dimnsions of space and time. For
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developed economies to remain prosperous, a shift to experiencesméagpen; goods and

services are no longer enougptopelbusinesses.

The experienceeconomy framework offers a firm grouimgy on the importace of tte
experience offeringwhich leads to experience stagirkExperience staging provides the crucial
aspects of tourist consumptioggardinghow the circumstances and environment for tourists can
be developed.Tourism plays an important role in contributirig the tourist experience;
experiences are designed and staged as -ealded package As such, exploringtourist
experiences from the viewpoint of visitors off¢he potential for understanding mdrdly what

visitors want and what they valdaringtheir visits.

3.3 Tourist Experience Dimensions

The tourist experience is when tourism consumption and tourism production meet
(Andersson, 2007) | t is also when *value’ i's created
Experiences are influenced by expectancies and gwmighey remain or are constructed in the
individual s memoryforming the basis fonew preferences and expectan€lessen, 200). The
tourist experience is complex and transitory and can only take shape in the mind of th@_emurist
et al., 1994)Tourist experience emanates from the interplay ofwbvational forces-to escape
from mundane life or stressful environmerasd to seek recreational opportunitipgannell and
Iso-ahola, 1987)From this viewpointtheexperience is frequently described as extraordinary and
meaningful(Mannell, 1996) Though subjectivity of the experientekey, the interaction dhe
individual within the tourism system is fundamenitalthe creation othe tourist experience.
Knutson Beck and Jeffrey (2004)support this view experience requires involvement or
participaion by a person; no matter how people try to visualise the experiehcdkers, they

canna truly understand that moment without experiagadt themselves.

Furthermore, touristexperience the destinati@s a wholeentity rather than the sum of
discrete setof attributes(Vittersg et al., 2000)n this regard, experiences are no longer limited
only to prepurchasd activities nor during the activitiedbut include actions that can influence
consumer decisions and future decisidf@o (2009)supports the argument that experience goes
beyond merely travelling, acting, feeling and evaluatitmurist experience happens to a person

outside thaisual environmerdnd thecontracted timéor which a sequence of the following events
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happens(Volo, 2009 p.119)In other wordsthe experiencés a sequence of occurrendeghe
nortusual environment (outside contracted twiark, committed timéhousehold work and

family care) that involves a personal sensation, perceptidmnderpretation.

From the conceptual developmenit experiences and tourist experiencBscker and
Ballantyne (2016)ropose three key factors associated with visitor experieseesigure 33).

Firsttt ouri st experience, as an individual s r
influence from a range of external elemeiits.clarify, these external elements are ttigkaites

of the activities, events and environments offered to toufi$tsrefore,theseelements define
experiences as offeringSecond,tourist perceptions based on previous experiences, interests,
expectations and motivations shape the internal rsspthrough thoughts and feeling$at is,

an experiences immediateandsubjective, which is the experience essence of individuialgd,

this experience essence is narrated, interpreted and transformed by, Vestting to outcomes

that may be beriieial for the individual.ln other words, theakeaway impressionsuch as stories,

insights and memorieare the remembered experierseexperience isonsideredh product.

Figure 33: Key factors associated with the tourist experience (AdaptedPaxcker and Ballantyne, 2016)

Opportunity for an experience External environments
Perceptions
]
Immediate subjective experience Inte I’nal res ponses
Interpretations
Remembered experience Ta keaway im pressions

Several researcherbave attemped to characterise different types, dimensions or
components of the tourist experienkem and Ritchie (20143uggest that identifyingxperiential
components not only contribtéo an understanding of tourism experiendast also assist

practitioners in their efforts to enhance the tourist experience. Although many of classifications
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overlap the lack ofa universal definition hinderscomparisos between studiesand the
development of unifying conceptual frameworfPacker and Ballantyne, 2016lo illustrate,

Aho (2001)emphasises experience outcome&kereasChang and Horng (201@pcus on the
activity and setting r at her Inadditoom todrist experiemees | st '
are studid in various forms, for examplemotionalinvolvementbased experiendgross and

Brown, 2006) activity-based experienc€Voigt et al., 2010)and sociatinteractionbased
experiencgCiolfi, 2007) Some studiehavefocused on specific types of experience, such as
memorable experienc€kim and Ritchie, 2014)service experiencdZehrer, 2009pr museum

satisfying experienced@ekarik et al., 1999)he variety of previous studies imyas that tourist

experience is multdimensional.

Regardingthe nature and scope of tourist experiences, researchers have emphasised
understanding what the tourist experience is and how it is constiictiedsisiting a destination.
Several researchenaveattempedto characterise dimensions, types or companefithe tourist
experience in both visitor studies and the broader tourism literature to facilitate measurement.
While it is impossible tgrovide exhaustive aspects of experience, it is useful to list the more
general typeswhich aredrawn from hedonitourism settings

Packer and Ballantyne (2016¢velopedthe multfacetedmodel of visitor experienge
which is dram from tourism and leisure literatund focuse®on the positive experience of
visitors.Various forms of isitor experience frorhedoniccontextsare alseevidert in dark tourism
setings (refer to Section 2.4pecausedark tourism (e.g. battlefield tourism) lies within a
dichotomy of pilgrimage and touris(Butler and Suntikul, 2013; Winter, 201T)o have a more
comprehensive understandingtbé experience®f visitors in dark tourism settingghis study
reviews tourist experience according to the model suggestelddaker and Ballantyne (2016)
Selected dimensions common to the literature review on dark expeasreeplainedin Table
3.1
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Table 31: Dimensions ofisitor experiences

Williams and Soutar (2009)

Zatori et al. (2018)

Experience Authors Purpose/Context
Dimensions
Cognitive Lee and Smith (2015) To measure tourist experience in visiting historic sites
museums
Otto and Ritchie (1996) To explore components of service experience in tourism se
(hotels, airlines, tours & attractions)
Pekarik et al. (1999) To explore satisfying experiences in museums
Physical Forrest (2013) To explore the role of the exhibition environment in the vis
experience
Masberg and Silverma| To understand college student visitor experisnite visiting
(1996) heritage site
Pekarik et al. (1999) To explore satisfying experiences in museums
Sensory Agapito et al. (2014) To use the sensory experienflr segmenting and profiling
tourists insouthwest Portugal
Rickly-Boyd and Metre To identify the role of landscapin shaping sensory experien
Roland (2010) in Budapest, Hungary and Spring Mill Pioneer Village, US
Tussyadiah and Zach (2012] To identify the influence of gebased technology on plag
experiences
Relational Jennings and Weiler (2004) | To examine the perspective$ the mediator (broker) on th

quality of tourist experience

To measure visitor value, satisfaction and behavioural inter
in adventure tourism

To investigate how service providers can enhangbentic and
memorable visitor experiens@ sightseeing tours

Introspective

Collins-Kreiner (2010)
Sharpey and Jepson (2011)

Pekarik et al. (1999)

To review the pilgrimage experiencetire tourism context

To explore the spiritual experience in rural tourism (Lz
District)
To explore satisfying experiences in museums

Hedonic

Holbrook and Hirschman
(1982)

Lee et al. (1994)

Otto and Ritchie (1996)

To investigate the experiential consumption of leisuotvities

To explore the recalled experienemd the interpretation
leisure experience

To explore components of service experience in tourism se
(hotels, airlines, tours & attractions)

Restorative

Otto and Ritchie (1996)
Xu and Chan (2010)

Weng and Chiang (2014)

To explore components of service experience in tourism se
(hotels, airlines, tours & attractions)

To explore service experiencestire context ofpackage tours
specifically inbound package tours to China from the US

To explore the result of restorative experience from leis
activities

Emotional

Andrade and Cohen (2007)
Larsen et al. (2001)

Lee (2015)

To assess the intensity of negatfeelings and positive feeling
in the aftermatlof experiences

To explore the caccurrence of positive and negative emotio
experiences

To identify the relationship between personal emotion
memorable experience atculinary attraction (former hedage
site)
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3.3.1 Cognitive Experiences

Tourism researcheravereporedthat individuals wish to learn new things and develop
unigue insighd and skills from their tourist experiencddrf and Ritchie, 2014; Poria et a2006;
Tussyadiah and Zach, 201X®)isitations to historic sitg, heritage sittandmuseumsupportthis
view (e.g.Beeho and Prentice, 199%&e and Smith, 2015; Pekarik et al., 1999, 20x)ividuals
whose experienseare clearly enhanced by contextual presentationshercontents of exhibgt
tend to describe&ognitive experiences as satisfyifigekarik et al., 1999)Tourists find their
primary satisfaction in the interpretive or intellectual aspects of experience (ibid). Gaining
information or knowledgandenrichingo n ecurient understanding are responsethe stimui
thatindividuals interpret and assimilate the cognitive conteft$ung and Ritchie (201pund
that intellectual dewepment is one of the most significant components of memorable experiences.
Chang and Horng (2010@ginforce this view, stating that cognitive learningre dimensiorof

measuring experience quality.

A study byPekarik et al. (2014at Smithsonian Institution museums claims that visitors
are drawn to exhibition elements where they can instinctively stop and pay attention. Then,
conscious decisiorese madgsuch as whether emter a particular exhibiticendhow long to stay
at a particular staprhese decisiongflect visitorengagement atsite (ibid).Touristsareinvolved
in the process during site visit and have a choice in that process. Hemteistshave control
over the outcome aradeinformed and educatedia theirparticular involvementOtto and Ritchie,
1996) The involvement and engagement of individuals are the characteristics of cognitive
experiencewhich mediates bgite options

Grandjean and Peters (201dlpim that novelty processing is an essential ability of
individuals to process new information to increase their knowledge. This mechanism allows
individuals to detect changes in the environment aitth memory processes, to learn invariants
in the envionmentNovelty is not only closely related to surprise, but it also influences emotional
responses (ibid)Novelty is a cognitive appraisal process for several emotions. In the tourism
context, noveltyseeking is another component of subjective tousigegencesanda popular
motivation for an individual to travéKim and Ritchie, 2014)Noveltyis derived from something

new by encountering different styles of tri@nd itis a component o&d memorable tourist
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experiencelntellectuailsm, learning, discovery, novelty, exploration, understanding, involvement

and toices are the elements of cognitive experience.

3.3.2 Physical Experiences

Physical experienas characterised by movement, action, physical stimulaimmyeneral
links with tangible object§Packerand Ballantyne, 20167t the SmithsoniamuseumsPekarik
et al. (1999)accumulatd data from visitors to explore their viewggardinga satisfying
experience. Building from an empirical base of conversations with musgars, the authors
suggesthatthe physical experiends derived fromseeing real artefacendodd and valuable
objectsduring amuseum visitationVisitors can also be moved by the begaaft particular objects
such as paintingsvhich make them think what it would be like to own such thitrgsether words,

iti s an object’ s a wtinulateexperiencetqualitand val ue t hat

Masberg and Silverman (1996)cused on student visitor experience at heritage sites.
Theseexperiences are muitiimensional; the students emphadige activities in which they lla
engaged. Thetudentsnoticad and recakd aspects of the built and natural environment in ways
that strongly suggest that the quality and condition of the pHysimaronmentare crucial
componerg of the site visit experienc€hang and Horng (2018uggest that the atmosphere or
physicalsurroundingare dimensions by whidto measure the experience qualfprrest (2013)
suppots this view; atmospherics and environments can influence visitor behaviour via sensory
and emotional mechanisntisat can be manipulated in tanggbways through design choices.
Therefore, thehysical experience, in terms of surroundings, needs to beilbadesigred and
maintined because this impacts tourist experience, and it should be a critical goal for site
professionals Physical experience then, is activated by tangible objects, activitiaad site

settings

3.3.3 Sensory Experiences

Tourism isassociated with experiences that involve msaltisorydimensions, including
sights motions, sounds, smells and tasf@sissyadiah and Zach, 2018ight has so far
dominated marketing practi¢agapito et al., 2014 Neverthelesghis does not necessarily mean
an ocular predominance in tourism, since cultw@tjal and geographical factors have historically

determined shifts in sensory perception (ibid). The authors reselaehsory impressi@in the
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natural protected area southwest Portugal tmvestigateoverall experience@bid). The findings
confirm that five senses (sight, hearing, taste, smell, touch) are essential to boost tourist
experiences, with sight still attracting tineost responsesin addition tothe emotional and
symbolic dimensions, attempts to communicate memerahlrist experiensemust focus on
sensory elementk the case ahe countryside, tourist experien@shighly based on diversified

natural resources and mature activities offering muksglesory stimuli.

Tussyadiah and Zach (2012) idemtif the role of geebased technology iplace
experiences. Since sensation happens at the phenomenological level whereateuastsre of
the destinationthe interpretation aensation leads the process dearning and transformation
at the cognitive leve{Tussyadiah and Zach, 2012; Volo, 200B)ssyadiah and Zaq2012) s
findingsproposegecbased technologpfluences the travel experienceliigipingtouriststo have
meaningful experiencest the destination. To emphasise sensory experience, visitors recognise
significant sights and attractions at the destination. Hnealso aware dhe different activiges
they can partake iat the destinationMoreover, visitorsassociate certain sights, smells, sounds,
tastes and textures with the destinationother wordssensation and physical activities gaat

of the tourist experience.

Rickly-Boyd and MetreRoland (2010 p.1166fatethat, ‘tourists roam, visually, sensorily
and physicall, in large cities as well as in the most scripted of destinatidhsir research at two
sites (Budapest, Hungary and Spring Mill Pioneer Village in Indiana) Bl\)gests that the
prominence ofplacecan shape tourist experiencdauristsin Budapest rerred to everyday
objects in the city, such as architecture (ibidllthough tourists rarely mentied particular
buildings consistentlythey didrefer tothe overall impression of thenin other words,the
atmosphereSimilarly, touristsat Spring Mill responéd to the landscape elemer(esg. forest,
wildlife, strean) (ibid). Tourists sensorily engage with the landscape, and it is the sensory

experience of place addition tothe visual elements that create theristexperience.

3.3.4 Relational Experience

Since tourists fulfil their expectations by communicating with others, relational or social
experienceoccur at the destinatiq®elstad, 2007)Thesetypes of experience refer to interactions
with others, including travel companions, other tourists, residamdsourism employees at the

destination(Tussyadiah and Zach, 2012) study of satisfying museum experiences Bgkarik
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et al.,1999, 2014 arguesthat visitos selecedinteractiors with other peop assomeof their most

satisfying experienat the museum. The authors highlight spending time with family and friends,
aswellag he satisfaction ofrningadwahngshvdliians ane Sautarc hi | dr
(2009)suggest that interactiotetween peopleroa tour, the relationship among passengers and

the tour guideandthe individual recognition or prestige obtained from undertaking altripeate

social value. This relational experience may be strong in a small group, similar cortimelgitas

and bonding among participants, whishalso highlighted byArnould and Price's (1993)ver

rafting trips.

An illustration of how tourist social interactions make up an overall experience is the
concept of mediation or brokerage in tourism experi¢deanings and Weiler, 20043 broker
or mediator is someone who assisisensema ki ng and in the tourist’s
experienceas well aghe representation of that experience (ibid)e role of the broker is not
limited to tour guides buhcludesnumerous stakeholders wirderact directly and indirectly in
multiple ways and at different stages of the travel experience (ibid). The authors suggest that
stakeholders camaveformal or informal mediating rote Emphasising asite experience, formal
mediators (broker) are tour guides (paid or volunteer), tourism operation staff, local government
tourism staff, staff at tourist information centeegleven concierges in the accommodation sector
(ibid). On the other handyther toursts, local community members, ntourism employeeand

family membersomprisethe informal mediating role (ibid).

An exploratory study byMasberg and Silverman (1996jfers interesting insightsito
relational experiences. The visitors reedltheir visits noting salient aspects, not onbf the
activities hey engage in, the information they leaador culturethey experiencedyut alsotheir
companios and thesite personnel they interact with (ibid). Many respondents cidethe
significance of their companions when describing their visit experiencexias Isenefits. The
authors claim that the personnel at heritage
recollections. Like the physical aspects, interactions with site perseameiecalled when mainly
positive or particularly negativ&iven these findings, the importance of wedlined and friendly

site personnel cannot be overlooked.

Zatori et al. (2018onfirm these findings. The interactions between destination providers
and tourists are relevant at two levels: the elementeotfaitr design, which relates to interaction
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and the performance of the tour guide (ibitlhe performance of the tour guide as a filnat
employee is a determinative factor of tourist experience creation because it defines the quality of
dialogue duringthe consumption process (ibidRelational experience is formed through

interactions, conversations and involvement.

3.3.5 Introspective Experience

Introspective experience occurs when individuals turn inward and spend considerable time
examining theithoughts These experiences are mostly privateusually triggered by the setting
or an objec{Pekarik et al., 1999Gurian (1995, p.33)or example, describes visitors to th& U
Holocaust Memorial Museum as preparing themsekeetmke on the visit as a journey of personal

introspection.

Pekarik et al. (1999uggest thatwhen visiting the destinationn(this case museums),
tourists imagine how it was like during that period from seeing the artefacts hiitiens.
Furthermore, museunmwisitors recall their past experiengssich as previous trips similar to the
currentones, their childhood experiences (e.g. their school classes), or other memories that relate
to the currenwisit (ibid). Individuals reflet on the meaning of what they are looking at (ibid).
Visitorscarefully observe and examine the facts as they are available to them from the environment
and try to understand why things happen in a certain way. As experiences afacatatfithe
authorssuggest that reflecting on the meaning is an introspective experience in a historical

museum, but malge a cognitive experience in an art museum.

Feeling a sense of belonging or connectedisemsother type of introspective experience
for museum visitos (Pekarik et al., 1999 sense of belonginig relatedo nationalism and pride,
which involve concepts of selfespect and dignityBest, 2007) Prominent examplesf these
conceptsare visitor experiences at battlefield sités mentioned previouslfzheal and Griffin
(2013)exploral Australian tourist experiensat Gallipoli battlefieldsto understand how being
Australian influencd their experiences and outcomeéselings of nationalism and an interest in
family history are typical motivations for battlefield visftdyde and Harman, 2011; Slade, 2003)
As pointed out irClarke and McAuley's (2016)udy, the history underscores a meaningful lesson
while the moderrday event acts as national significafaevisitors. In this sense, visitors fel
connection to the siteNationalism is not only the motivation to viskiut also the experience

outcomethat createa sense of connectedness and identity.
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Pekarik et al. (1999ontend that visitors feel a spiritual connection during their museum
visits. In this sense, visitors éédeeplyconnected with the exhibits asthrt lookingoackto before
human existence he physia | el ements provoke a constant i n-
wish to connect theinner process with the external surroundingsrman (2012proposes that
spiritual experience in tourism reselais characterised by a satbnscious project of spiritual
bettermentHowever, althouglspiritual experience and religious experience take place alongside
each other, spiritual experience can be part of contemporary religious practice for a range of
individuals as well adeingpart of nonreligious meaning and identity (ibid).

Sharpley and Jepson's (20Xyal tourismstudy supportsthese nosfreligious spiritual
experiencesa disconneabn between spirituality and religion is prominent. A variety of themes
emerge from the focus group discussion, including the restorative and revitalising qualities of the
areain the studythe feeling of solitude and quietness, the power of natueesense of privilege
to be enjoying it, a sense of connectedness and a seriswof (ibid). Tourists dund the natural
environment of the countryside spiritually uplifting aindquently mentionedhe beauty of the
landscape and its featurd@heexperiencavasenhanced by the actual process of travelling there,
as well asspendingtime there (ibid). Simply put, theextra effortandthe choice to go to the

destinatiorprompt sucHeelings.

Interestingly, thoughunsurprisingly,a sense of place or belonging rettteo i ndi vi dua
pastand/or connecs with the past or history in genal (Sharpley and Jepson, 201Blace
attachmentaninfluence an individuas perceptions and acceptance of a particular area, while
reminders of past experiences, especially childhood memories, can evoke unique feelings and
connections to a plac@Manzo, 2003) A sense of personal history induces amospective
experience. In this context, the natural environment provides a profound connection, such as a
deep sense of belonginga sense of plac@hisintrospective experience also prodsiaestate of
flow, whereby the typical differences between self and object are lost, allowing individuals greater

connectivitythroughimmersion in the surroundings.

Considering, too, thstudy byCollins-Kreiner (2016)the boundary between tourism and
pilgrimage is fadingCollins-Kreiner stateghat both secular and religious pilgrimagequire
spatial movement and involven emotional desire on the part of individudds visit sites

meaningful to themBoth phenomena are motivated by a desire for an experience that will add
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meaning to life.Cheal and Griffin (2013describe a secular pilgrimage as a journey outside of
one’s wusual environment t o a legwésahe eisitavfeelihg s i gn
renewed. The site is often relevant to the vi
transformational (ibid).

In essence, introspectiama deeper and more personal form of reflectitumar, 2009)
Reflection impliesa fixing of thoughts on somethinghereas, withntrospection, the tendency is
to seltevaluate and measure (ibid). Introspectgessociated with the observation or examination
of one’s own ment al a n ¢. Assomh,tintraspective expériantes ar® f  mi

intemrelatedwith emotionaland cognitiveexperiences.

3.3.6 Hedonic Experiences

Hedonic experience refers to exciemy enjoyment, fun and ind@gce (Packer and
Ballantyne, 2016)Such experienceeflects potential entertainment and emotional w@gbin
et al., 1994)Holbrook and Hirschman (1982pntrast the informatieprocessing and experiential
views of consumer behaviolEnvironmental input (e.g. products, communicatia@ontents) and
consumer inputs (e.g. personal resources, preferencesatalskctivites) combine in cognition,
affect and behavioufThe authors argue that the experiential view of consumption involves a
steady flow of fatasies, feelings and fun. This perspective is a subjective state of consciousness
with a variety of symbolic meanings, hedonic responses and aesthetic criteria. From the
informationprocessing perspective, the consequences of consumer aletiggcally viewedin
terms of t he pr oByucontrdstsinthe sxpdriential view, the tonseguences
appear in the fun that a consumer derives from a probtuother words, thenjoyment that the
product offers and the resulting fewli of pleasur¢hatit evokes.This view is supported blyee
et al. (1994)who explorel the elements of hedonic experience. The authors note enjoyment,

relaxation and freedom of choi@sthree salient aspects in defining leisure experience.

Otto and Ritchie (1996argue that tourism is a service industfferefore to translate
consumer experience into managerial action, research into tourist experience from a service
marketing perspective is warrantédd suchtheauthors develoggdand testda scale across three
tourism industries (hotels, airlinesnd toursand attractions) to measure the affective component
of service experience. The findingsveal that hedonic experienciss the most significant

experience in a tourism setting. The visitoterviewedconfirmedthe need to be doing what they
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love or like, tohave their imaginations stirred, and to be thrilled by the activities at the sites. The
findings further suggest this experience aaein-alifetime experiencéhatmakes people want
to share their experiences with othd@rsgetherall these studiesuggesthathedonic experience

comprises positive emotions (e.g. excitement, enjoyment) and cognitive responses.

3.3.7 Restorative Experiences

Restorative experience is characterised by the escape, relaxation, revitalisation, freedom
andsense of harmgnobtainedfrom attractive settings in terms of design and lands¢apet
al., 2014; Packer and Ballantyne, 2Q18)to and Ritchie (199&laimt hat ‘ peace of m
characteristic of restorative experienafich includes both physical and psychological safety and
comfort. This restorative experience offers personal security, relaxation, comfort and privacy.
Involvement seems to have more do with the process of service delivery and cognitive
interpretation than the outcomes. Individuals are active and desire to have choice andasontrol
well asdemandhg to be informed. Finally, individuals require a sense of recognition from the
provides, so theycanfeel important and confident that they are being taken seriouslypidsent
studyrevealsthat tourist experienseembrace affective componerttketc an measur e cust
feelings rather than merely focusing on utilitarian functions.

Xu and Chan (201®upportOtto and Ritchie's (1996ndings. The study explord service
experiences ithe context opackage tours, specifically inbound package tourshioafrom the
US. The findings reaffirm that escapism, peace of mind and relaxation are tourist expéhn@nces
result in satisfaction and behavioural intention. With this in mind, hedonic and restorative
experiences highlight the positive emotional eigrezes in the tourism context. The following

experience dimension emphasises the negative emotional experiences.

3.3.8 Emotional Experiences

Although the common elemeanteported by individuals in leisure experiences are
enjoyment fun and relaxation, egative feelings are also recall@cee et al., 1994)Exhaused
feelings such as tired, draineand worn out, describe the physical efforts in various sporting
events. The authorbighlight that thee feelings are not fromphysical exertion, but are
purposefully achievedioreover,other feelings commonly describebscary, frightening or fear

often happen during adventurous activities (ib&lilarly, nervousness occurs when individuals
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engage in risky activities (ibid). Disappointment also emerges when the event involves direct
competition (ibid). Frustration, like disappointment, is intimately associated with defeat and poor

performance (ibid).

Corsidering the negative emotional experiericasen et al. (200lipvestigatel whether
people can feel happy and sarhultaneouslyAccording to the emotion circoplex model from
Russell (198Q)happiness and sadness are oppegted thus, mutually exclustvCacioppo and
Berntson's (1994valuative space odel suggests that positive and negative emotional responses
are separable, andatmixed feelings of happiness and sadness casccor.Larsen et al. (2001)
replicatel and extenddpast research by highlighting thabmetimespeople feel both happy and
sad. This mixed feeling is also evident in the consumptiamegétive feelings byAndrade and
Cohen (2007) Their study explorel why peoplechoose toexpose themselves to experiences
known to elicit negative feelingandstudiedthe response® such feelingsThe findings reveal
that individuals who pursue such aversive events experience a similar level of negtitigs fes
those who deliberately avoid them (ibiBpsitive and negative feelings-oocurred when people

were exposed to aversigemuli, in this casewatching a horror movie (ibid).

Emotional experience is present in tourist experiences. The essénemotional
experience is the mental impression on the mind of the individual tourist. The strength of emotions
varies due to the immediate reacticasd the duration of that experien¢g@dho, 2001) The
experience is not dnpleasurablebut also stressful and often associated with ter(siea et al.,

1994)

To summarisephysical experienceare associated with movement and actiasimereas
sensory experiencégcus onthe perceptual, object and aesthaspectgPacker and Ballantyne,
2016) However, sensory experiences can be integrated with physical expéréeacse the use
of thefive sensesvith physical surroundings. Similarly, hedonic and restorative experiemees
relatedto the emotional responses of individuals. Hedoragsmcerngositive feelings of pleasure,
fun, excitement and enjoymefitriantafillidou and Siomkos, 2014and restoration enables
positive emotional changes and resetlie cognitive processwhich results in selexperience
(Korpela et al., 2002)
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Tourist experience derivedfrom the meaning of the activity to the individual, not from
the activity itself(AtecaAmestoy et al., 2008)The experience is baseshtirely on personal
perception, including tasteskills and the ability of resource3he burist constructs self
meaningful experience, which includes personal value and emotions from the trip. The trip may
be different things to different people; one activity can be megéuiand unique to one person
but ordinary to anothefhe next section reviews experience outcomes, wdniethe essence of

memorable experiences.

3.4 Experience Outcomes

Tourist experiences begwith the awakening interesh and epectationof what the
destinationoffers Then, the actual visitsicludethe travel and activities at the destinatidhe
process ofvisiting is the arena for absorbing the experiendéd® tourist experiencas not
complete without experience outcomg&his sectionreviews postexperienceswhich are based
on discrete or mukdimensional experienceas explained in the previous sectidhe following
sectionscomprise the outcomes of tourist experiences by reviewing the process of evaluation,
recollection and consequéaity.

3.4.1 Evaluation

Evaluationwhich is theappraisal of the value of visits, in this section refers to satisfaction,
comparison, recommendation and advEx per i ence evaluation is ind
and emotional impressions about tlexperiences based on their interactions with the
communicative elements of experience offerii@®ng and Siu, 2013)That is, afavourable
evaluation of experience should delight tourists by creating memorable feelings and leaving

favourable subjective memories.

Tung and Ritchie (2011goint out that satisfaction is commonly examined as the outcome
of tourism experiences. Satisfactioithie total evaluation of the consumption experigdoanson
et al., 1995) Giese et al. (2016putline three componentsf satisfaction (1) satisfactions a
summary of affective response of varying intensity (emotional response predominating); (2) itis a
time-specific point of determination and limited duration (link to a particular moment); (3) it is

directed toward focal aspects ofoduct acquisition and consumption (identify the focus of
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interest). Undoubtedly, satisfaction plays an essential role in planning tourism products and
services (Yoon and Uysal, 2005Y ourist satisfaction is crucial to successful destination marketing
because it influences the choice of destination, the consumption of products and services, and the
revisit decisionfKozak and Rimmington, 2000)

In tourism literature, assessmenf tourist satisfaibon have promptedvarious theories
and models. Fanstance, there is a broad acceptandhexxpectation and disconfirmation model
(Oliver, 1980; Hui et al., 2007; Tse and Wilton, 200B)is model considers satisfactimbethe
result of a comparison between expectations and the perception of the perfornamd®iduals
feel satisfied whenever the products and service meet thecetiongOliver, 1980) People
develop expectations befotleey purchase products aise the service and then compare actual
performance with those expectations. If the actual performance is better than their expectations,
this results in positive disconfirmatiomhich meanghey are highly satisfiedsimilarly, Chon
(1986) suggests that tours t satisfaction depends wupon the
expectatios about the destination and the perceived evaluative outcome of the experiences at the

destination area.

According tothe perceived performance model Gge and Wilton (1988)consumer
dissatisfaction is only a function of the actual performance, regardless of consumer exysectati
The actual performance and initial expectatioae consideed independently, rather than
comparing performance with past experiences. Thus, tourist evakiatithreir satisfaction with
travel experienceare considered regardless of their expectasi For exampletourists do not
know what they want to enjoy and experience dodnot have any knowledgabout their
destination circumstances, and only their actual experiences are evaluated to assess their

satisfaction.

Yoon and Uysal (2005rgue that satisfactias based orwhetherthe visitwasworth the
time and effort. Peopleary greatly in personal resourcesnd, thus, their abilityo receive
extraordinary experienceé\tecaAmestoy et al. (2008support this statemenfthe authors
confirm that satisfaction captures the valuation of how lgisure need individually satisfe
through the praision and consurmption of experiencesand it isthese personal resourcesat

maxi mi se the individual ' s c-anersigeattivities. Tereforg 1 s m |
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time is an influential factoforan i ndi vi du al ’asexpsrizrice (bifl)assuch,aeo n wi t

worthwhilevisitation based on personal resources leads to satisfaction.

Recommendation anaffering advice to othergs mostlyreferedto asconsumer loyalty
in marketing researcf{¥oon and Uysal, 2005)n the tourism context, travel destinations can be
consideredproducts, and tourists may recommend destinations and iattisatd other potential
tourists such as friends or relativeSatisfactionof experiencdeads to positiveommentsabout
the destination, recommeind the place and encoutiag othes to visit (Bigné et al., 2005;
Hosany and Gilbert, 2010nterestingly, peoplare willing to paymore &en if the price increases

when they revisit oreceiveextra services at the destination.

3.4.2 Recollection

Recollection refers to the efforts made and actions taken by tourists to remember the
experiences antb reflect on the trige.g. tellingstories, showing photos, purchasing souvénirs
(Tung and Ritchie, 2011puring the recollection phase, tourists may intensify their experiences
and renér them more tangibi®ong and Siu, 2013Dnthe-spot behaviousuch as taking photos,
collecting and keeping autographs and purchasing souvenirs and gifts are examples of experience
intensification (ibid). The core idea is that tourists want to intensify and bring a favourable
experience into their real lives; a mqukeasant and meaningful experience boosts a stronger

tendency to intensify.

Moscardo (2010gmphasises the importance of storytelling; tourists create stories during
their experiences and then present these stories s @henemories of their trip. Stories told by
tourists are sources of information that contribute to the destination image thatdoumishave
and this imagés one of the key variables thedestination choiceof others (ibid)Dong and Siu
(2013)confirm that tourists mageek to extend the experience after leaving the destination. This
experience extension is the visitors'™ efforts
from the experience, often by telling other peopereover, storytellingshapes memorgnd
impressions over tim@McGregor and Holmes, 199%jience, storytelling acts to both consolidate
(touchpoint of narratives) and recover experiences from membeyappreciation of stomtiing
provides listeners with a deeper understanding of the -epetific knowledge of the subjective

experience of the storyteller.
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The internet transforms tourist experiences when planning, travelling and remembering
experiencegJansson, 2007; Kimand Fesenmaier, 201 Recentstudieshaveindicatal thatthe
use of social media atwWeb 2.0, such as Twitter, Instagram, Facebook and TripAdysoables
travellers to share knowledge and experierfegs Daunt and Harris, 2018; Okazaki et al., 2017,
Woodside et al., 2007Fharing stories, photos and other social activities previtier travellers
with the chancéo learn about new travel opportunities aoget toknow a destinatiof\Wang et
al., 2012) In this sense, when people share their travel experiences through social media, other
people can see and experience their footsteps without physically being togethbly, ontravel
review sites, tourists post comments to share their travel expesiafier the trip as a way to
recollectactivelytheir experiences with other peogflansson, 2007; Kim and Fesenmaier, 2017)
Therefore, tourists are not passive consumers but information creators, editors and dis#ibutors.
a result, sociahetworking sites and online travel communities represent a new element of

communication, whiclhelps createneaningful tourist experiens€im and Fesenmaier, 2017)

Sharing experience links to weod-mouth communication. Several researchiease
pointedout the impact of experiences on wardmouth communication betweenrgumerge.g.
Grewal et al., 2009; Terblanche, 2009; Triantafillidou and Siomkos, 20¥4yd-of-mouth
communication is the process that allows consumers to share information aimhsoibout
specific products and servewith other peopl€gLitvin et al., 2008) Electronic worédof-mouth
refers to the informal communications directed at consumers thiatgyinetbased technology
regardinghe usage or characteristics of particular goods and services (ibid). Indivaftedtve
elements of pleasure, satisfaction and sadness netieasumers to share (ibid). In adventure
tourism research byVilliams and Soutar (2009) they confirm the consensus in the tourism
industry that positive wordf-mouth recommendations and repeat purchase necessary
stimulants for future businesand that word-of-mouth communications adnsideredeliable

and trustwoltty.

Additionally, tourists want to rexperience by going back and rebuilding the memory if
they think that trips are meaningf{flung and Ritchie, 2011Recollectiorinfluence mediation
exists throughout the experiential process laaqopendefore, during and after the tfpung and
Ritchie, 2011; Tussyadiah and Fesenmaier, 2000 tourism setting, mediation refers to an
individual’s active attempt t o f aaherlinditidaal e and

(Tussyadiah and Fesenmaier, 200®hen individuals recollect their experience through
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storytelling to family and friends, they influea the expectations of those who may be in the
planning process oif they actually revisit the destination with other people, they are likely to be
onsite mediators who directly influence other peodplexperiences. However, the recollection
experience nght not result in a revisit for two reasongTung and Ritchie, 2011)First, a
memorable experience can be a omeelifetime experiencethat is uniqgue and cannobe
replicatel. Second, touristareinteresedin visiting other placeto see other destinatiore/en if

thedestinationsandtypes ofattractionare similar to the previous destination

People like tdoereminded ofspecial moments and gariences, and a souvenir serves as
such a reminder. Souveninavethree common purchase intentioesuvenirs as gifts for others
(Gordon, 1986; Kim and Littrell, 200,1l3ouvenirs as aids in the memory of travel experiences
(Kim and Littrell, 1999; Swanson and Horridge, 2QG#6)d as evidence of travg&ordon, 1986)
Tourists use their souveniishelp define and reminis@bouta transitory experience atalbring
the quality of an extraordinary experience back iah ordinary experieng&ordon, 1986)In
this sense, an actual object concretises or makes tangible what is otherwise only an intangible state.
For Hume (2013)the date of production is relatively unimportant, as the date of purchase takes
prece@ént. The date locks the memory of the collector and the experience of the site; souvenirs
assist in experience recollection (ibid). In this respgsguvenir sernv&as geographical artefact
of where the collector buys iHume (2013ompares a souveniith anartwork; the artwork has
valuein itself, whereast he souvenir’s main value is its abi
Thus, the correct souvenir product assortment (both depth and breadth) influences whether a tourist
purchase a souvenirshaps the souvenir preferences of the tourist ,amntimately, satises a

touri st s desire to take home a recoll ection

Lawson and Bau@ovy (1977, p.10fefine the image dshe expression of all objective
knowledge, impressions, prejudices, imaginations, and emotional thoughts with which a person or
a group judges a pactilar object or placeSpecifically, in tourist experience, travel photos can
be symbolsthat reflect the inner feelings of the photographers and serve as records of travel
experienceg¢Pan et al., 2014Yhe use of photographs is a way of justifying tourists' journeys and
travel experiences through visual authentication (Hillman, 200@yel photographgrovidesthe
travelle and in turn,friendsandrelatives, with the proof of travel to distant and exotic places, and
authentic visual verification that the traveller imdeedpresent at the destinatidn.other words,

photosbring a feeling of authenticity and help to stmict travel memoriefecollection occurs
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when tourists capture moments in the forms of photos or videos, buy products at destsations

as souvenirandbooks and tell storie®n both offine and online channels.

3.4.3 Consequentiality

Consequenmdlity refers tothe perceived importancef the outcome of the trip, such as
enhancing social relationships, developing intellectual ability, discovering self and overcoming
physical challengeg@\ho, 2001; Bosangit et al., 2015; Tung and Ritchie, 2011)

Interaction with other peoplduring the trip can improve friendships and develop new
friendships and increase appreciation of family and relatikegber thanmerely visiting a
destination with family and friendd'ung and Ritchie, 2011 he interaction is the enabler of
social developmentOn a broader level, the contribution of museum visitasida positive
relationsips iscommonly repoed in terms of intergenerational relationshiffzacker, 2008)
Exhibitions provide opportunities for differemgenerations to share experiences in a real and
tangible way. Many visitors consider that a museum visit is worthwhile and feel better about

themselves for having dose (ibid). As suchself-acceptance is an element of Weihg

Intellectual developnré happens when people learn more about the world and expand
their perspectives on liftaanks tdravel experience@ung and Ritchie, 2011These expéences
can be some of the most memorable of a lifetenelmay involve many references, such as local
culture, learning history, and languagrethe museum contexfacker (2008hotesthatpersonal
growth is an aspect of learning. This consequence ingpagde visitors want to learn more and
to be more aware of diffemétopics (ibid). This permanent changfestate of mind or way of life
is whatAho (2001)callsb e i tragsformed For examplgin cultural tourism, touristareinspired

by the artwork. This consequentiality represents the structural changes inp e rlilemmn ' s

personalityas well aeenhanig existing capabilities.

Seltdiscovery represents the permanent changes in the tourist state ofTengdand
Ritchie, 2011) The memory of the experience may not disappear and possibly changes the way of
life. Individuals consider a tourism experience an inner journey of personal growthmatih#re
mere consuming of sights and places. People strive to find meaning in life and search for
meaningful experience within their tourism activitiPeopleseek a sense of physical, emotional

or spiritual fulfilment through tourisprather than pursog mere escapism or a hollow search for
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authenticity is the transformation of the experienddne search for yrpose in life sparks an
interest in understanding the boundaries of existence by connecting people with their background
and their environmentA theoretical approach of psychological vibeling can beapplied to
identify whatpeopletake away with them by building personal meanings that improve quality of
life and enable them to thrive rather than merely surffaeker, 2008)

Travel blogs are powerful sources that reveal conswetric perspectives on tourism
experiencesBosangit et al(2015)examine the experiences of backpackers. The findings reveal
that challenging activitieand nwelty are central to the process of experience consequentiality.
Challenging activitiesare associated with the physical and social conditions at the destination
(Bosangitetal.,,2015) The unexpected el ements of events ¢
of experience offer bloggers the ability to adapt and cope with diversity. Personal goals are
typically set for these challenging activities. Challengi one’ s | imits i s esse
self; it renders the meaningful experience and becomes-alsetity cansequentiality through
travel. Novelty and learning aboulhe people and culturat the destinatioare personalisedia
reference both tthe self and to cultural contexts and social structthrasare the symbalof
familiar social worlds and norm@osangit et al., 2015 Consequentialitys provokedby the
comparison betweewhat touristsencounter and their own experiencBiavelty and learning
about other cultureare experienceshat become a means of selévelopment. Tourists do not
merely seelanexperience of place battransformave and meaningfutxperience of self ithat
place

Consequentiality is sevelatoryexperience outcontbatcan expand the view of the world
or make onethink differently abouto n edwn life. Previous researchas focused on the
importance of evaluation arlderecollection of the experience; the consequentiality of experience
has beempaidlittle attention.People reconstruct their experienaesording tavhat is meaningful
to them; tourism planneraust beencouraged to deliver experiencethatcanproducememorable
outcomes. The is aneed to continue fmventing the destination by promoting experiences that

influence people to visit amatvisitthanks to theitakeaway impressions.
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35Conclusion

Experience is subgtive and highly personal. €hfocus of this chaptewas tourist
experience which is generatedby the consumptionof sets heavily dominated by experience
providers. As such, the experience is viewed as a stage offaspgoposed in the&xperience
economyframework In tourism,the experience is a commodified phenomertat is staged,
produced and consumég touristsin an endless array of specific plac&eurist experience is a
complicated process, providing a complex varietglementsThe praess of tourist experience
is incompkte without experience outcomeBhis chapterdiscussedoutcomes of experience

regardinghow touriss evaluate, recollect and memorise their experiences.

Since thepreviouschapterwasthe literature review of dark tosm, which is generally
described as a ndmedonic context, this chapter provitie broaderview of experience staging,
tourist experiences and ootoesin thehedonic context to consider halark toursinfitsinto the
northedonic contex{This studyexplorestherelationship between the pfision and consumption
of experience by applying the experience staging and tourist experience dimensicisddamic
context. To explore the isssieutlined in this chapter furthethe following chapter discuss
appropriated research dessgwhich canaddresshe research gap amhswer how provision and

consumption of experience in hedonic context be applied in dark tourism.
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Chapter 4

Research Methodology

4.0 Introduction

Following the review of literatureon dark tourism, experience staging and tourist
experienceghis chapter begins with the different philosophical positions underigggesearch
methods and designs. As outlined in the first chapter, researstaathobjectivesnfluence the
research philosophy and strategy. This aede utilisessocial constructivism whichis the notion
of individual experience being dynamic and fluid. Fumthere this research philosophy leads to
the qualitative approach. The chapter cams with the selected metheda netnographic
approach.TripAdvisor, as a data source for netnography, is revievirdaddition to the
justification of the research context and the five chosen sites. Finally, the data collection method,

sampling procedursample size and analysis procedure are outlined and discussed.

4.1 Research Philosophy

The chosenasearch philosophy contains essential assumptions about how individuals
view the world. Although philosophical ideas remain primarily hidden in res¢&ide and
Williams, 1995) they influence research practice and need to be iden{Mi&dnwright and
Forbes, 2000)There are reasons an understanding of philosophy is essential in research. First,
understanding ontology and epistemology allows the researcher to have a clear sense of his/her
reflexive role inthereseach method¢EasterbySmith et al., 2015)heclarity of what constitutes
truth and knowledgkeadsto issues related to the theory of knowledgdhelps tocreate a useful
research contributiorin other words, these i ews gui de t he relesamr cher’

assumptions about the world and society.

Second, philosophy can help to clarify research degMf@snwright and Forbes, 2000)
Philosophical assumptions inevitably shape how the researcher understands their research
guestions, the methods they use, and how they collect the data and interpret their findings.
Philosophyoffersmorecomplete ways to answer the questions being investigated in the research
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(Teddlie and Tashakkori, 2009%rimarily, knowledge of philosophy can help @®hers to
recognise which designs might wokurthermore philosophy can help researchers to identify or
develop designs that may be outside their past experi¢BesserbySmith et al., 2015)The
gualitative, quantitative or mixeshethods methodologicabproaches share similar and different

backgrounds, methodological orientations and research practices.

To choose an appropriateresearch approach, researchers need to consitiat
assumptioa their philosophical worldview will bring to the study. A pbdophical worldview is
a general philosophical orientation about the world and the nature of research that a researcher
brings to a study{Creswell, 2014 p.6)A term often used synonymously with worldviasy
‘ p ar a A parpdigmprovides viewpoints and rules on how to solve the problems in the study.
Argumentsdebates and criticism are central to the progress of philog&aisyerbySmith et al.,
2015) Most of the primary debates among philosophers concern matters of ontology and
epistemology which are often framed in terms of choice between positivist and ireékist

research philosophies or between quantitative and qualitative méSendsders et al., 2012)

4.1.1 Ontology

Ontology relates to the nature of reality and existenceredsepistemologyoncernghe
theory of knowledge and helps researchers understand the methods of @fagieby-Smith et
al., 2015) Natural and social scientists generally doaifferent ontological and epistemological
assumptions when developing their methodologies for conducting resBaitlet al. (2019)
contend that, as social researcher, the fundamanaim is to understand reality; different
ontological assumptions determine wiliats that the researcher seeks to understand through
researchAs a result, theesearcher can desigrnstudyto help capture realityOntologycanbe

separated into twpositions: realism and relativism (s€able 41).

Table 41: Ontology (adapted frorkasterbySmith et al., 2015)

Ontology Realism Relativism

Truth Single truth Many truths

Facts Facts exist and can be revealed | Facts depend on the viewpoint of t
observer
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Realismis the beliefthat thereis a single truthandthat facts existandcan be revealed
(EasterbySmith et al., 2015)This ontology implies that social phenomena Hrar meanings
have an existence that dependent on social acto(€rotty, 1998) In other words,social
phenomenact as external facts beyond our reach or influence. Realism is often taken to imply
objectivism meaning exists in objects independently of any consciousness libadntrast, ira
relativist ontology, there are many trutlad facts depend on the vipaint of the observer
(EasterbySmith et al., 2015)The position of relativism goes a stage further in suggesting that
scientific laws are ndbut theré to be discovered, but that people create them.

Realism has been strongly influenced by the work ladtour and Woolgar (1979)
concerningthe way scientific ideas evolve within research latmias. The autharnotes that
most ofthe debate and discussion exptabserved patterns and phenomértat is, peopléold
different views and their ability to gain acceptance from others may depend on their status and
past reputation. Thus, the truth of a particular idea or theory is reached through discussion and
agreement between the main protagoniBtsthermore, iis accepted in relaist ontology that
society is defined and experienced differently by different people, andighisicantly depend
on the class and race to whalpersorbelong, as well aghe contexandbr county they livein
(EasterbySmith et al., 2015)Thus,there isno single realitghatonecan discoverthere are many
perspectivesAs such, thisassumption of relativism is appropriate for this reséamhms and

objectiveswhich seeko understand staging, experiences and outcomes.

4.1.2 Epistemology

Epistemology is the study athe nature oknowledge and ways of enquiring into the
physical and social world#t is a theory of knowledge that follows logicatiy from ontology
(Bell et al., 2019)In a practical sense, epistemology allows a researcher to answer the question of
how astudyshould be coducted Epistemologyis defined byCrotty (1998 p.8)as‘how we know
what we know. Sincethis studyseeks to make sense of busiredated phenomena by gathering
and analysing data, the desigiinthe study and the employed technique need to generate a sound
basis for making claims aboutattknowledge and informinghe researclpractice(Bell et al.,
2019) Epistemologyontaingwo contrasting viewsegardinghow social science research should

be conducted- objectivismandconstructivem (Crotty, 1998)
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Objectivist epistemology holds that meaning, angstineaningful realityexiss as such
beyondthe operation of any consciousnéSsotty, 1998) Objectivism is suggested in the context
of positivism and pogbsitivism(ibid). Positivism represents the traditional form of research, and
applies more to quantitative analysis than qualitative resea(Cmeswell, 2014) Moreover
positivismholds the realist ontological assumpti@asterbySmith et al., 2015)This worldview

is sometimes called the scientific method, empirical science or doemjifsciresearch.

Another epistemology social constructiem — rejects this view of knowledggCrotty,
1998; Easterbypmith et al., 2015)There is no objective truth waiting for us to discover it. Truth,
or meaning, comes into existertbeoughour engagement with the realities in our world. There is
no meaning without a mind. Meaning is not discovered but constructed. In this understanding of
knowledge, different people may construct meaning in different ways, even about the same
phenomenn. In this view of things, subject and object emerge as partners in the generation of
meaning. Relativist ontology and social constructivist epistemology seek to understand the
different experiences that people make from different situafidrese philosphical assumptions
underpin this study. Théollowing section delineates social constructivism within tourism
research.

4.1.2 Social Constructivism within Tourism Research

Social constructivismholds a different worldviewrom positivism andpostpositivism
(Creswell, 2014)The essence of social construidim isthat* r eal i ty’ i s not obj e
but it is socially constructed and is given meaning by people in their interactions with others
(Crotty, 1998; Easterb$mith et al., 2015)As such, thaask of social scientists should not only
be togather facts and measure the frequency of patterns of social behbautalsao understand
the different constructions and meanings among humans in the role of social(Bagiesby
Smith et al., 2015)Individualsdevelop subjective meanings of thexperiences toward certain
things which arevaried and multipl¢Creswell, 2014)As a result, aeseachersearchegor the

complexity of participants vi ews rather than
The questions become broad and gensodhatthe participants can construct timeaning of the
situation typically forged in discussns or interactions with other persons (ibids such,the
researcher listens carefully to what people say or do in their life settings., Sitgective

meanings are negotiated socially and historic8iych meaningare not imprinted on individuals
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but are formed through interactions with others and through historical and cultural norms that

operate in individual s’ Il i ves.

As the researchers are part of whatb&ing obsened they acknowledge that their
backgrounds shape their interpretat{@umeswell, 2014)They interpret meanings based on their
personal, cultural and historical experiendé®ssarchesintend to make sense of the meanings or
increase understanding by gathering rich dedan which ideas are induceldesearchergenerate
or inductively develop a pattern of meaning. Thus, the unit of analysis may include the complexity
of whole stuations(Crotty, 1998; Easterb$mith et al., 2015)

Similarly, Crotty (1998)identified several assumptions for social constnistn. First,
individuals construct meanings as they eygwith the world they are interpretingecondthey
engage with their world and make sense of it based on their historical and social perspectives.
Third, the primary generation of meaning is always social, arisirgughand out of interaction
with a human community. These three assumptidrsne qualitative research (ibid)The
gualitative researchdends to usepenended questionso thatthe participants can share their
views and seek to understand the setting by visiting the context and gatinéommgation.
Creswell and RIno Clark (2011)suggest that the methodological eggrh in the social
constructivst researclends to worknorefrom the bottoraupperspective usi ng t he part
views to build broader themes atulgenerate a theorhat interconnect the themesCreswell
(2014)agreeghat social constructist research is typicallgonsideredan appoach to qualitative
researchThe social constructist research can be contrasted directly with the features of positivist

research. The comparison is listed éle 42.
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Table 42: Contrastingassumptions of Positivism and Social Constructivi€hmilisa and Kawulich, 2012;
EasterbySmith et al., 2015)

Positivism Social Constructivism
Observer Must be independent Is part of what is being observed
Human interests Should be irrelevant Are the maindrivers of science
Explanations Demonstrate causality Aim to increase understanding of

thesituation

Reason for doing | To discover laws that are To understand and describe hum:
research generalised and govern the nature

universe

Place of values in the | Science is valuéree, and values | Values are an integral part of soci

research have no place except when i f e; no group’
choosing a topic only different

Research progresses Through hypotheses and By gathering rich data from
deductions inducing ideas

Concepts Need to be defined in order to | Should incorporate stakeholder
measure perspectives

Units of analysis Should be reduced to simplest | May include the complexity of the
terms entiresituation

Generalisation Through statisticgbrobability By theoretical abstraction

Sampling requires Large numbers, randomly Small numbers of cases chosen fi
selected specific reasons

Experience stagingndindividual experiences and outcomes are of interest in this study.
There aremultiple truths and reality is not objective instead, thee conceptsare socially
constructed bynumansas they engage with the world they are interpret@igtty, 1998) The
researcher adopts a social constructionism approach to understand the meanings people construct
aroundtheir experiencesn dark tourism settingRecent contributions in tourism research have
generated increasing @gnition of socikconstructivem (e.g. Phillimore and Goodson,0D4).
Given that tourism spaces are sociaftigt physicallyconstructed, it is essential to consider how
the meanings relating to those tourism spaces are constructed, deconstructed and reconstructed
over time(ibid). As tourism is a complex phenomenon based on interrelations and interactions,

with more focus on an approach tltainsiders the ro&individual experiences and perceptions
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play in constructing the tourist, ordeedthe host,andthe experienceequiresmore qualitative

methods of data collection (ibid).

The turn to construatism in tourism research is reported tbatirectly as a meta
theoretical proposition and indirecttiirough the incorporation & range of data sources and
methodgBotterill and Platenkamp, 201Hiollinshead (2006) and Tribe (200Byth emphasise
the implicationsof a turn to social construgtsm in their metaheoretical critiques of tourism
knowledge.Botterill and Platenkamp (2012)n the other handsuggest thatonstructivém in
tourism researcks mainly evidenced in a range of data sources. For exatgleget al. (2007)
studed the interplay between film and tourism developmaritereadDunn (2005)exploral the
social meaning of Venice through a British TV programiinébe' s (2008 r t i cl e on ‘t
t our i s m’thatcangrgceossm san provide a thick artistic description and offer insights
into the issue ofart representationvikono (2012a)employeda netnographic examinatioof
constructive authenticity in restaurant settingaiming that authenticity is a product of social

construction lending itself to subjectivity and negotiability.

Constructivism is a theory of learning asserting that knowledge is not simply transferred
or transmitted but actively constructed by the learner's mind. Knowledge and experience must be
embedded in a social context or community of lear(i2esvey, 1966)Mkono (2012agmployed
a netnographic examination of @ructive authenticity in restaurant settings, claiming that
authenticity is a product of social construction lending itself to subjectivity and negotiability.
Weblogs, or blogs, are Web pages often likened to online personal journals. A weblog is the
unedted voice of a persofWiner, 2003) To emphasise social media, it is often mobile, allowing
for autonomous anytime, anyplace, anywhere connectivity to knowledge. The difference from
other traditional evidenekased resources is that social media is authoredqued@j and
configured by noracademics and academics alike, who construetoostruct and share these
forms of digitally mediated contefiKozinets and Gambetti, 2021h social media interactions,
people construct their individual and social selves online by constantly negotiating social positions
that better fit their fluid and wtable identity (ibid). Thusweblog or social media can be an ideal
forum for social constructivist learning and sharing since it enables users to exchange ideas and

share their experiences.
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Social constructivieY strength isits ability to look atprocessuathangs over time to
understand peopl e’ tsnewnssEesant gnerhing iddashgtesbgSmithretg
al., 2015) Moreover, the conceptccepts the value of multiple data sources. Thereaoourse,
potential criticisns. As a pluraliic method usingdata and research dessgovidesammunition
for critics who question how to judgehether aesearch desigis goodand how contributions to
scientific knowledge can be evaluated. Weak social constructionists argue for demarcation based
on the appropriateness of method, although the difficulty of defining suitability re(Batisrill
and Platenkamp, 20123trong constructigts dismiss the question and reject any demarcation of
science from any other form of knowledge (ibi@asterbySmith et al. (20155uggest that
constructivst research can keevery time and resourceonsuming process, and the analysis and
interpretation may be challenging depending on the tacit knowledge of thectessAs such, it
i's the r es e aroothte justfisation that the assumpsion enkances tleagths in

the research design.

4.2 Research Design

After reviewing the research philosophy abihé nature ofeality and a set of assumptsn
about thanethodf inquiringaboutknowledge, this research philosophy leads to the choice and
application of particular methods. A research problem addresses an issue that comes from a void
in the literature, confligin researchand neglectedopics and so forth. Certain types of social
research problems call for specific approaches.

Creswell (2014)suggests that a concept or phenomenon needs to be explored and
understood because little research has been done anditsomerits a qualitative approach.
Qualitative research aims to develop an understandingeaédhtext in which phenomena take
place, focusing mainly on experiences and emotjdiignay and Paraskevas, 200B)oreover
gualitative methods have gained momentum in tourism studies, espdoralbgpturing the
experiential nature of touris(ételjevic et al., 2007; Jamal and Hollinshead, 2001; Phillimore and
Goodson, 2004 pndthe goal of social science research iariderstand the complexity ofitnan

behaviour and experien¢€ashakkori and Teddlie, 2003)

In dark tourism research, a wide range othodological approaches have been adopted,
usually reflecting the disciplinary background of the researdhghnt (2017)provides evidence
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that he most common research approach involves qualitative metBioditarly, theintegration
of inductive and daductive approachdsas been used earlier worksondark tourism (e.gkoleth,
2014, Liyanage et al., 2015; Mowatt and Chancellor, 2011)

For the above reasonsgygetherwith the exploratory aisiand objectivesa qualitative
methodusing both inductive and deductive approashas employedh this studyThe following
section presents the netnographic appr@actthe procedures, advantages and disadvantages of

this technique.

4.2.1 Netnography

Netnography, or online ethnography, is a qualitative research method that adapts
ethnographic research techniques to study the consumer behaviours of cultures and communities
emerging through computenediated communication&ozinets, 2002) Netnographycan be
defined as awritten account resulting from fieldwork studying thdtures and communities that
emerge from online, computerediated, or interndiased communications, where both the
fieldwork and the textual account are methodologically informed by the traditions and techniques
of cultural anthropology(Kozinets, 1998.366)

In contrast to the qualitative intervieayermore people spontaneousifer their opinions
about brands, products and experiences on the in{f&tedtaeghe et al., 20Q9he rise of review
sites, forums, blogs, social networks and other 2.0 applicapiamnsdes customerswith easily
accessible platformon whichto express their thought§urthermore there isevidence that
individuals may be more open online than they are in regdiddress and Asamen, 1998; Reid,
1996) The main idea ofisingonline platforms is that eesearcher caabtainanswers without
asking questions. Netnography uses itiformationthat ispublicly available on online platforms
as a central source of dafBhe approactdoes not deal merelyith words, butalso photos,
drawings, audio files, visual fileand other digital artefact{Kozinets, 1998) The distinct
characteristics of netnography are the axiology and the source of thdaitzets, 2015) The
axiology means netnography aims to explore, reveal and understand humies réadeds,
decision, behaviours) and social worlds as they change in a coevolutionary process with
technoculture (ibid)For Kozinets, netnography is a form of ethnography because it entails the

researcher’”s i mmer si on i niontMVerbaegbendt al.n(200Ye@ r | d

74



emphasise the power of social media and-gseerategcontentfor listening to consumers rather

than asking them questions or measuring their opinions.

Kozinets (2002)suggeststhe following methodologial procedures for netnographic
studies entrée data collection and analysis, interpretation, and research dfntge means
formulating the research questions and identifying the most appropriate online communities and
learning about thsecommunitiesThe highethetraffic of postingsthe more detailethedata in
an online forum are required toobtain well-supplied andin-depth findings. In this study,
TripAdvisor was chosenas theonline communityfrom whichto collect the dataThe choicds
explained in the following sectioata collection and analysieccur when selecting online
communities. The researcher directly copies the data from the online source and then observes and
analyse the members, interactions and meadomputerassised qualitative study software (in
this study: NVivol2) ighenused to perform the classification and coding analysabtainan
accurateinterpretation For research ethigsthe researchefully discloses the presence and
affiliations of the online comunity members while conducting research. This study also considers
the anonymity and confidentiality of the informants. The reseasdh@rtsa cautious position on
the privateversuspublic medium issue. Howevdranger and Beckman (200&3sert that consent
is unnecessary if analysing data from public forumse @hta in this study are frompablic

website.

Using netnogaphy offers severaldvantags. It provides greater accessibility to a broad
range of respondentXn and Reynolds, 2010) researcher can recruit respondents quickly and
extensively.The approachis simpler andquickerthan traditional qualitative methgdsuch as
interviews and focus groups (Kozinets, 2002). It is a less cumbersome method because
transcription of data is not needédiditionally, in interviews and focus groups, there essential

issuessuch ascultural entry, selpresentation andther esear cher’ s rol e, da:
recording. Furthermore, netnographig more likely to generate honest, candid accounts as
participants join cyberspace of their own free will, anctaduse participants may assume
pseudonymous or anonymous identi(iészinets, 1998; Langer and Beckman, 200&)reover,

the feedback on products and services has not been influemcaay wayby marketers,

eliminating the research@rduced demand effects of personal intendgew focus groups

(Kozinets, 2002)
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The qualitative researcher miagexpose to unfamiliar languages, lorgjstance journeys,
or difficult circumstances that occduringtheir researchn contrast, th@etnographic researcher
can access #ir desirecculture froma computerdownloading the information and analysing the
data.This method is falessobtrusivethan the traditional techniqu&hus, netnographyoffers
greate continuity in researcturthermorenetnography is relatively cestfective because there
are no travel cos and digital dataare easy to acquire, traceable and increasingly cheap.
Netnographyenhances the capacity and flexibility for observation analysis andtherefore,
makes the study more feasible.

Unlike conventional ethnography, netnography researcleleasdifferences in the time
taken to obtain data aride degree of immersiaand participation of the researcher in the online
group understudy (Mkono and Markwell, 2014) Netnography is transforming the virtual
landscape of tourisnfMunar et al., 2013)There has been an increase in the adoption of
netnography among tourism researcherg.Janta et al., 2011; Mkono, 2012a, 2012b; Rageh et
al, 2013; Woodside et al., 2007The usemenerateecontent siteson which travellers can
voluntarily reflecton their trips or seek travel and activity information provide researchers with an
unprecedented opportunity to understand tourist experiefMksno and Markwell, 2014)
Mkono (2012b)onfirms that netnography allows researcher access to highly personal accounts

of travell er’s exper i €nwerimal teddbackusgrieys ofteh offare r e
minimal insights into traveller experiences since they bepmpleed recklessly or misrepresent
the evaluations of experiencéBanyai and Glover, 2012; Mkono, 2012 other words,
travellersneed time to reflect on their experienc&bereforg online reviews are more realistic
representations dfue experiencedzang et al. (20163upport this viewThey statethat online
reviews playan important role in attraction sitbecause reviewers rely orview content more
to relay their experience. Potential visitors read revievasefully to be acquainted with the

attraction sites and to decide whether to go.

To better understand the use of netnography in tourism research, this section exemplifies
the research that adopt netnography as a-stlmé method. For exampho Thanh and Kirova
(2018) explore the wine tourism experience using the experience economy model. The authors
collect 825 original reviews posted on TripAdvisor by tourists who visited Cognac, France. They
argue that tourists increasingly use social networks at various stages tolitist experience,

either to prepare for their trip or to share their impressions during and after their visit (ibid). They
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also emphasise that in the traditional methods (e.g. focus groups or interviews), the researcher's
presence affects and intertsiphe natural and regular practice of everyday life. To understand the
wine tourism experience and answer the exploratory research questions, the qualitative design
using netnography provides them with a more meaningful analysis of all components wfeghe w

tourism experience.

Woodside et al. (2007Iso adopt the netnographic method to probe how visitors report
specific Italian cities asnique brand icons. An individudével netnography using a purposive
sampling of visitors’ journal stories provide
find both positive and negative visitor journal postings of their ongoing experiancefirst
impressions while visiting two Italian cities, Bologna and Florence (ibid). The journal stories
provide the opportunity to collect interpretative data and unobtrusively of the meanings lived by
travellers. The blogs can influence substantial loens of future visitors who go online in search

offrstper son unbiased reports of others experi e

Another consumebased perspective study using only the netnographic method is from
Dwivedi (2009) The author expl@s the online destination image of India through consumer
gueries posted on two travel message boards,
Indiamike.com. Message board data resemble storytelling where tourists share their experiences
within the comnainity; other travellers may benefit from these narratives. Consumers are actively
constructing their own destination image, share via the internet and available to a large audience
through search engines. The study adds support to the call feyarsmat¢d data as an essential

source of destination image.

Mkono et al. (2013employ netnographyotexplores culinary experiences as represented
in tourists’ online reviews of a destination,
demonstrates the potential of interbased, qualitative research methods to illuminate the current
understandig of tourist experience (ibid). The findings clearly illustrate that netnography is an
effective tool for uncovering what tourists value and recall about their experiences. The data are
also representative of actual and situated touristic mindsets.drb&sed research methods like
netnography hold a significant opportunity for expanding knowledge in tourism management

research.
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As with any methods, there may be as many challenges as bemefiteegin with,
netnographyaises questions about the auntiigty of the responden{®un and Reynolds, 2010)
Researcharand practitiones might question how to determine the identity of a member of an
online forum. TripAdvisor, for example, provides demographic details and level of contribution
for each member. However, the difficulty of generalising the results to groups outside the online
community samplés challenging.Due to netnography $ocus on textual dat potentially poor
quality discourse caaccur(Xun and Reynolds, 2010The researcheshouldcarefully interpret
each review and anakythe chronologicabrder of the online discussioRurthermorethe ethical
issues need to beonsideredecause the boundary between public and private may be blurred on
the internet. In this study, the researcher embtirat all the data arpublic. The benefits and

chalenges are summarisedTable 43.

Table 43: Benefits andthallenges ofiethography (adapted froikozinets, 2002; Mkono, 2012b; Xun and Reynolds,
2010)

Benefits Challenges

1 Greater accessibility to a broader cohort of 1 Respondent authenticity and instability of the
respondents user base

Greater continuity in research 9 Difficult to generalise the data

More economically viable and tirrgaving than | § Potentially poor quality of textual discourse

conventional techniques . N
Ethical sensitivity

9 Higher capacity and flexibility for observation
and analysis

 Eliminate the undesirable influence of the
outsider to the group

1 Greater access to highly penal accounts of
traveller’s experienc

Therefore it is appropriate to adopt the netnographic methdtigstudy. The following

section introduces TripAdvisor amdplainswhy this online community is the source of data.
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4.2.2 Website Selection

Several studies have explored the significancéasf online reviewsimpact customer
spending and (ey Ghasead lpewrdtis, 2041l Jarssen, 2010; Miguéns et al.,
2008) These studies reveal not only the popularity of engagimmgline communites, but also
the helpfulness to other users and the economic consequence to firmsthieikéorms of social
media, online consumer reviews can be defined as collaborativegerssnated and rich in
information (Armstrong and Hagel, 1996; Zhang and Vasquez, 208 review platformsre
online venueg whichmembers provide opinions and evaluationsh@products and services of
firms. These siteare valuabldor providinginformation about subjectivelgxperienced intangible

or experience googdsuch as visiting destination or activityZhang and Vasquez, 2014)

Mostly, online reviews are crucial for businestiestdealin high risk and costly services
such as leisure travéZhang and Vasquez, 2014yacations and travel are one of the most
expensive items purchased regularly by individuals globally, and they represent a significant
s a (Bohals bnd baw,d2608)nformation search is an
essential part of the purchase decision process, and potential travellers now have direct access to

proportion of an indiv d u a |

rich information provided by travel agents, tourism organisations ianteasingly by other
travellers(Buhalis and Law, 2008Prospective travellers have become more sophidiicatd
independentusing a wide range of tools to arrange their t(iBghalis, 1998) Online user

generated content is taking on a significant ile onl i ne traveller’s inf
decisionmaking processsby providing a platform to faer communication among travellers and

between travellers and tourism providers in the tourism s@¢tar and Gretzel, 2008; Yoo and

Purifoy, 2007) The i nternet has c¢changed(Milsaadlaw,| er s’

2004)

Withover80 0 mi | I i on reviews and opinions, Trip,
(TripAdvisor, 2019a)TripAdvisoris an American companyhose websiteontairs information
on accommodation, restaurants, attractions, airlines, and other-tedateld contentWith its
mission b help people around the wotlaplan, book and experience the perfect trip, the company
was founded in February 2000. It is a webbised on the idea that most information poged
autonomously generated by its usé@ravellerscanuseo t her t r av e hdlpplansheir r ev i e

trips.
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This study uses data from TripAdvisir four reasons. First, TripAdvisor is the worlg
largest travel sitehelgng 463 million travellers each montfTripAdvisor, 2019a) Travellers
across the globe use the TripAdvisor site to bromsee than 859 milliomeviews and opinions
about8.6 million accommodationsairlines cruises, experiences and restaurdiiisl). These
figures reflect theentréein Ko z i n e t sétnograpyOpbolefluresthe higherthe number of
online reviews, the more detailed dat®in that online forum. Térefore collecting data from

such a popular website facilitates gleaning findings.

Second, TripAdvisor offers filters of types of attractions (sashmuseums, sightand
landmarks, naturandparks, outdoor activitiegnd style (e.g. popular with tourists, good for kids,
good for a rainy dayjn addition toranking top things to dat each destinatiofiTripAdvisor,
2018a) The website also provides the popular keywords relategath attraction site. For
instance for Gettysburgthe Gettysburg National Military Park is #1 of 82 things to do and is
categorised as natueadparks, sightandlandmarks, andbattlefields.The bp three keywords

‘“auto tour’ c Furthetmorgeaayorie cadiilted

thattravellersusea r e “viosi
the reviews by choosing the traveller rating (excellent, very good, average, poor, terrible), traveller

type (families, couples, solo, business, friends), time of the year-khgr JurAug, SepNov,

DecFeb) and review language..all languages, English, German, Frerjcihhekeywordsreveal

what and how visitors do at the sites and their experiences, includindetbiéngs. The rating

score shows the evaluation, which reflects how extraordinary or memesgideences arén

other words, thigating score illustrates the experience outconiégse functions make ¢h

website appropriate for the context of thisdstin terms ofa battlefield as a sighindlandmark,

the visitor centre as a museum, and the most importantsttondo and seat thedestination.
Thesefunctions demonstrate experience stagang visitor experiences and how they evaluate

thoseexperiences.

Third, as a usegenerateecontent website, TripAdvisor reviesmavetwo parts:a star
rating ranging from one to five, and a textual description (200 chasacit@mum). The sitealso
provides informatioraboutthe reviewers (e.gesidentcity), level of their contributions (cities
visited and posted photos) and the number of followers. ilifosmation may reflect wherthe
reviewersarefrom and their nationalitygas well asvhatimpacts their experiences when visiting a
place that rela&s to their background. Level of contribution and star rating can also indicate

comparisos with their previous experiences, which is one of the experience outdaontieis
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study.In other wordsgdetailsof the reviewer$elp tojudge whether the readetsosildconsider a

review,

Finally, TripAdvisor has been used in the academic community as a source of data
collection in different disciplinessuch as tourism, brand management, consumer research and
advertising. Several studies in tourism resedect. fotel, restaurant, attractiothat have used
TripAdvisor as a case study or TripAdvisor reviews as researchtestifing that TripAdvisor
is asuitable asource of datéor this presenstudy(seeTable 44). Althoughthere isaconsiderable
numberof publications within hospitality and tourisithis table does not represeafull picture

of the literaturethe purposads to be illugrative ratler than exhaustive.
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Table 44: Examples ofourismresearch using TripAdvisor (chronological order)

Authors

Aim

Context

Briggs et al. (2007)

Examine service quality delivery across all sizes of
hotels to assess the service quality performance

Hotels in Scotland

Yoo and Purifoy (2007)

Examine the role and impact of travel reviews in the
pleasure trip planning process

Travel planning

Miguéns et b (2008)

Assess the effects of sochhanced recommendatiol

Hotels in Lisbon, Portugal

O’ Connor (2

Explore how hotels are presented on TripAdvisor as
aid to helping managers better understand how they,
can manage their image and positioning on the site

Hotels in London, UK

Au et al. (2009)

Identity ecomplaints and the relationship between e
complaints and hotel class and age-cbeplainants

Hotels in Hong Kong

Tuominen (2011)

Investigate the impact of online word of mouth on
hotel profitability

Hotel in Riyadh (SaudArabia),
Stockholm (Sweden), Copenhagen
(Denmark), Oslo (Norway), Helsinki
(Finland), Tampere (Finland)

Véasquez (2011)

Identify the characteristics of online complaints

Negative hotl reviews

Bjork and Kauppinen
Raisanen (2012)

Explore traveller’s g@an
onlinecommunity

City (Helsinkias a low risk city,
Madrid-as a mediunmisk city, and
Cape Towras a higkrisk city)

Rageh et al. (2013)

Explore theunderlyingdimensions of the tourist
experience

Hotels in Egypt

Filieri (2015)

Test a model of antecedents and consequences of {
for consumemgenerated media

Travel plan and intention to visit a
place

Banerjee and Chua
(2016)

Examinerelationships between geographic region, u
information andating patterns

Hotel in 4 regions (America, Europe
Asia-Pacific, and Middle EasAfrica)

Fang et al(2016)

Dewelop econometric models to examine what drive
perceived helpfulness of reviews

Historical attractions

Filieri (2016)

Assess the trustworthiness and untrustworthiness o
online consumer reviews

Any types of TripAdvisor reviews

Cenni and Goethals
(2017)

Investigate different languages on negative hotel
reviews show similar or divergent characteristics

Negative hotel reviews in English,
Dutch and Italian language

Ganzaroli et al. (2017)

Analyse the impact of TripAdvisor on the quality of
restaurants

Restaurants in Venice, Italy

Raguseo et al. (2017)

Explore the role of infomediaries on how they drive {
value creation and value capture mechanisms

Small hotels in Italy

Azer and Alexander
(2018)

Conceptualise negatively valenced influencing
behaviour

Hotels, restaurants, things-do

Compagnone and
Fiorentino (2018)

Describe thdinguistic behaviour of consumers in the
tourism industry

Hotels in Italy

GalTzur et al. (2018)

Identify the methodology for extracting the informati
required for transpoielated decisions from Q&A
forums

Transportrelated information

HoppeSpiers (2018)

Explain the importance of TripAdvisor on how it helg
the restaurant owners increase the number of dinery

Restaurants

Pearce and W(2018)

Examine visitmdfastorstatx per
influence satisfaction at performanrbased
entertainment

Attraction site in China

TripAdvisor isa suitablesource of data collectidior attraction sites because of itsfti@a
and functionsits contents can answer the research questiothis studyTripAdvisoris gainng
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popularity among tourism scholarghe following section explains the study contextdark

conflict sites.

4.2.3 Study Context: Dark Conflict Sites

Smith (1998 p.2483uggests that gdsedestinatona nd acti vities r el
constitute the | argest cat éogasrofienwehttotoocationdtcs t
watch battles at least as far back as tH& dentury, and sometimes paid the price as casualties
(Butler and Suntikul, 2013)Visitors may be dawn to warrelated site more by the historical
significance 6 the placeor the architectural or scenic interest of the structures (ibidgome
casespeoplemay be more interested in whestherswere killed or perhapsn a movie that
portrayed amassacreratherthanfor expressinga sense of sympathy (ibid). For visitongth a
personal connection to sitekistoric battlefields and burial grounds evoke strong personal
emotions among battle survivors atiee descendants of those who fought afidd at such
locatiors (Butler and Suntikul, 2(8; Gatewood and Cameron, 2004) other words, different

mativations appear tepura wide range of experiences.

The consequences of warfareterms ofsites, artefactandactivities serve as resources
for regional and national tourism and educatiorthe form ofpolitical, military and physical
heritage(Bigley et al., 201Q)Weapons and fortifications become permanent tourist markers and
attractlarge numbers of visitor&e g. the Wars of the Roses in England, WWHDRy Landing
sites in France,the Battle ofHastings,the site of the Norman Invasion of England in 1D66
Althoughwar sites continue to grow as tourist atti@ns, and their battlefields and memorials are
visited by hundreds of thousands of people anniliélg, 2008) the examination of warelated

tourism has not been given due importance in the literature tgRlater and Suntikul, 2013)

Dark conflict site, a form of seven dark tourism suppl{8tene, 2006)is worthy of special
consideration becauselies within a dichotomy of pilgrimage and tourigButler and Suntikul,
2013; Winte, 2011) Peoplevisit battlefields for different purposes (e.g. spiritual pilgrimage,
secular tourism). Therefgrtheir visitations offer distinctive experiences. Today, howevesgthe
former conflicts occupy the furthest edgef living memory andfew veterans surviveDespite
this, battlefield tourism continues to grow in populafithes, 2008)Visits to the locatiosiof war
in the Middle East (e.gpzaryahu, 1993)SouthEast Asia (e.g-denderson, 2000, 200 ast Asia

(e.g.Bigley et al., 2010; Kang et al., 201&)dthe Balkans (e.gCausevic, 2008have widened
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the scope bwhat is now agrowing sector inthe tourism industry. For instanc&ettysburg
Military Park attractedover 900,000 visitors witl65 million USD visitor spending in 2018
(National Park Service, 201%imilarly, annual visitation to Culloden Battlefield in Scotland has
risen every year, withnapproximate 140,000 visitors in 20(Burves, 2019)

Throughout this studyt, he t er m * dar k c desdribeithe activigids bre s ’
sitesassociated with warfarthat constitute a significant component of a broader destination
attraction(Stone, 2006)Dark conflict sites revolve around war and battlefields and their activities
as a potential tourismifering (ibid). This research examines visitor experiencelencontext of

dark conflict sites.

The next sectiomliscusseshe data collection and the criteria for conducting qualitative
researchas well as thesampling method and sample sizeensurethat data are collected in a
standardised manner, resudfin a high-quality studyand thus credible findings.

4.3 Data Collection

Before datearecollected, it is essential wecidehow to choose the sample and wtiet
criteria are to ascertain thathe findings can be trusted. &iefore this section begindy
establishing quality in qualitative reseatbhoughreliability and validity. Without these qualities,
research is worthless and loses its ut{liorse et al., 2002)hen, the sction continuewvith the

sampling method and the sample size.

4.3.1 Establishing Quality Criteria

The use ofeliability and validityis common in quantitative research, ahdy arenow
appled in qualitative stugks also(Golofshani, 2003) Qualitative research uses a naturalistic
approachthat seeks to understand phenomena in corgpgtific settings(Patton, 2002)
Therefore the studynusttake steps tascertain the reliability and validity of the research findings.
Although the tests and measures used to establish the validity and reliability of quantitative
analysis cannot be applied to qualitative research, there are ongoing ébloateshether terms
such as validity, reliability and generalisability are appropriate to evaluate qualitative research
(Golofshani, 2003; Long et al., 2000; Noble and Smith, 2015; Patton,.2002)
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Reliabilityc oncerns a measur ement met horepeatedlyabi | i t
(Stenbacka, 2001lt is the consistency of a measuring instrument. In qualitative res&&oble
and Smith (2015%uggest that reliability is the consistency of the analytical procedures, including
accounting for personal and research method biases that may have influenced the findings. In
guantitative termsyalidity refers tothe degree to which the instrumeran measure what iis
intended to measu(S&tenbacka, 2001furthermore,tiis the precisiorwith which the findings in

the qualitative study accurately reflect thega (Noble and Smith, 2015)

Gubaand Lincoln (1989 uggest the term ‘rigour’'chhas a ¢
and ‘trustwort hi nelsguanttativerresearcijeueuirenterntstd reaehthet udy .
goal of rigour are internal validity, external validity, reliability and objectivity (ibiialqualitative
researchthe authors propose alternatisegminology— credibility, confirmability, dependability
and transferability{Lincoln and Guba, 1985)The definition of each criterion is summarised in

Table 45.

Table 45: Trustworthiness ofjualitativeresearch(Lincoln and Guba, 1985)

Criteria Definition

Credibility Research is carried out according to the principles of ¢

. .- practiceandmeasure what is intended to measure.
(parallel to internal validity)

Transferability Producing a rich accountf the details which refer to as
database for making mdgementabout the transferability o

(parallel to external validity) findings to the other research problems oretéht contexts.

Dependability The replicability of the findings is possible from a logic

I r le, an mented r rch pr .
(parallel toreliability) traceable, and documented research process

Confirmability The interpretations and findings tife study are derived fror
the data, not from personal values. It is established v

(parallel toobjectivity or credibility, transferability and dependability are all achieved

neutrality)

Golofshani (2003)emphasises that reliability and validity anqualitative study are
conceptualised as trustworthiness and rigddorse et al. (2002)agree that rigour and
trustworthiness are supported tgfiability and validity however there has been a tendency for
the qualitative researcher to focus on the tangible outcomes of the research rather than

demonstrating how the verification strategies cahaps and direct the research during its
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development. These strategies of trustworthiness may be useful for evaluating rigour, but they do
not in themselves ensure rigour. Thilgs form ofverificationis used during the research process

to contributancrementallytowardsreliability and validity(Morse et al., 20029nd, thus this study

is rigorous To achievehigh quality in this study the researcher needs to eliminate bias and
increase the truthfulness of a proposition of the social phenomenon by thsirfgllowing

strategiegseeTate 46).

Tabe 46: Strategies foestablishingreliability andvalidity in qualitativeresearch(applied fromMorse et al.,
2002)

Stage Aim Study actions

Methodological | To ensure congruencg The careful design of methodology context of the study|

coherence between the research| netnographic approach, website selection, site selection, the
questions and the analysisprovide practical answers to research questions. The
components of the these components with the data ensthre reliability and validity of]
method the research.

Approprige To ensure the The study thoughtfully considers the recruitment procedutes

sample saturation and earliestreviews are collectetthatcan represent the fresh experien

replication of the data| of visitors

Data collection | To formiterative Using purposive sampling— maximum likelihood consists @

and analyis interaction between | determining in advance the criteria (five sites) to capture a
the data and the range of perspectives (e.g. site offerings, experiences, situatior]
analysis

The hematic analysis is adopted, and the codes are tested by ¢
exercise witheight PhD colleagues &wo nonacademic person
(percentage agreement is over 80%).

Theoretical To verify and This study adopts the integrativepoach incorporating both the
thinking reconfirm the new dat{ deductive a priori template of codes approach by Crabtree and |
(1998) and the datdriven inductive approach of Boyatzis (1998)

The researcher continuously cheelkd recheckby referring tothe
research objectivetheliteratureandlogging all the processes in tk
audit trail.

Together, these strategies incrementally and interactively contribthe teliability and
validity, ensuring rigourln this way rigorous qualitative inquiry can develop theoretical and

practical findings.

In this study, an audit trail is also developed to provide readers with evidence of the
decisions and choices made by the researcher regarding theoretical and methodtiagigas

throughout the studyThis trail alsodocuments the unexpected occurrences or any changes to
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further analysighatled to the findings. To attain the consistency of results across items within a
single study, multiple observemsustagree on what they saed hear. Thiactoris critical when

a researcher plans to study a problem at numerouglsei€smpte and Goetz, 198As a result,

the researcher can describe phenomena in thes saay and achieve a quality conclusion.
Replication requires explicit identification of analytic constructs and preitiisd). Definitions,
methods of data collection and analysis are presented c¢lsathat subsequent researcheemn

reconstructheoriginal analytical strategies.

4.3.2 Sampling Method

This section outlines the masampling methodén qualitative research and whats
adoptedfor this study. Qualitative research usually aims to reflect the diversity withinea
population (Kuzel, 1992) In the past the qualitative researcheiften reliel on convenience
sampling, especially when the group of interest is difficult to ac&edour, 2001)Creswell
(2007)suggests that purposive sampling is usefgjualitative research. That the inquirers use
t heir ‘| seldcting maividtials and sites for the study because they can purposefully
inform an understanding of the research problem and central phenomenon in theTlsisidy.
approactloffers researcheesdegree of controhther than being at the mercy of any selection bias
inherent in the groups. Thiype of samplingconcernsthe selection of unifswhich may be
individuals, organisations, departments, documents, etc., based diic gpagioses associated
with the research questions being ask€dddlie and Tashakkori, 2009)he idea is that the
research questiandicateswhich unts need to be sampled. Hence, purposive sampling is-a non
probability form of samplingBryman (2016)also emphasises that purposive sample is not a
random sample; it is not a convenience sample either. Researchers understand the criteria relevant
to the incluson or exclusion of units of analysis. contrastjn convenience samplinghesample
is selectedby chanceExamples of purposive sampling in qualitative research are summarised in

Table 47.
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Table 47: Examples of prposivesamplingapproachegBryman, 2016)

Sampling Approach Definition

Stratified sampling | Samplingof usually typical cases or individuals within subgroups of inte

Snowball sampling | Initial sampled participants propose other participants who had
experience or characteristics relevant to the research

Opportunistic Capitalising on opportunities to collect data from certain individu
sampling contact withwho is largely unforeseen but who may provide data rele
to the research question

Maximum variation| Sampling to ensure as wide a variation as possible in terms of the dim¢
sampling of interest

In this study, maximum variationasselected to targespecific sites related to the
tourism spectrun{Stone, 2006)Creswell (2007)suggests that maximum variation is a popular
approach in qualitative studies because it consists of detegnini advance criteria that
differentiate the sites (or participants), then selecting sites (or participants) that are diiseeht
on the criteriaBryman (2016)xlso suggestthat conducting a qualitative study in more than one
settingcan help identify th significance of context and how it influences ways of thinking and
behaviour.This approach increases the likelihood that the findings will reflect differences or
different perspectives, which is ideal for qualitative researchréefbre it is justifiade to adopt
site characteristic ithe dark tourism spectrum as a criterion to select more than one study site
from places of death or associated with de@kie.chronological list of selected sites contains the
site name and summary ofhe eventshat happened thete ensure variation in terms of timescale

(see.

Table 48). Furthermorethe number of revieswf each site reflestthe traffic of online postings
The highthenumber of reviewghe more detailethformation abouthe site whichcan ofer rich
andin-depth findings.

4.3.3 Site Selection

The previous section expladwhy dark conflict site werechosemasthe context of the
study and revieed the existing research on dark conflict sites in terms of site offerings, visitor

experiences and outcomdsis section focuses on dark conflicts sitesn different periods
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The Westerrtentric sitesvere chosen because they are we#inaged historic bafields
and ruins preserved as visitor centres, monuments and fars) digldellas vast cemeteriedlore
countries in the Eastern context, and Sdtiist Asiain particular,arealsoturning to war site
tourism (e.g. Cambodia, VietnamBurmon, 2010; Henderson, 200owever, the stage of
development and tourism infrastructure is still challengargithe findingsfrom this studymay
yield unanswered researglestionsOn theTripAdvisor websitethere are significant numbers

of reviews in English tohelp answer the research questionie list of selected sitas in Table

4.38.

Table 48: Chronologicallist of selected Sites (as of 1 February 2018)

Date of the Site Name Significance of the Event Number of
Event Reviews in
English
14 October 1066| 1066 Battle of Battle of Hastings 1431
Hastings, /-\_bbey Battle between the NormaRrench army of William, the
and Battlefield )
Duke of Normandy, and an English army under
Location: Battle, Anglo-Saxon King Harold Godwinson, beginning t
England Norman conquest of England.
22 August1485 | Bosworth Battle of Bosworth Field (Battle of Bosworth) 844
Battllefleld The last significant battle of the Wars of the Roses,
Heritage Centre Vil h f K
& Country Park civil war between the Hous_es of Lancaster and Yor
extenad across England in the latter half of the 1
Location: Sutton | century.
Cheney, England
16 April 1746 Culloden Battle of Culloden 2660
Battlefield ' : N
The final confrontation of the Jacobite rising of 1745,
Location: of a religious civil war in Britain and thiast land battle
Inverness, Scotlang to be fought in the UK.
1-3 July 1863 Gettysburg Battle of Gettysburg 6814
::\,I::LO nal Military The largestattle of the American Civil Wagand the
largestbattle ever fought in North Amerithetween the
Location: Union and Confederate forces.
Gettysburg, USA
6 June 1944 Omaha Beach Battle of Normandy (Operation Neptune, commo 867
Location: Saint known as BDay)
Laurentsur-Mer, The DDay Landings were the most vital part
France Operation Overlord to liberat&urope from years o
German military occupation during WWII.
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The Battle of Hastings, Abbey and Battlefield, Bosworth Battlefield Heritage Centre &
Country Park, and Culloden Battlefieldere choserior this study becauddiles (2013)suggests
that they ar¢hemain managed battlefield sites in Britalilmese three sites also haeereditations
and awardsFor example 1066 Battle Abbey and Battlefield won the Silver Beautiful South
Awards Winnerg1066Country, 2019 andBosworth Battlefield Heritage Centre & Quuy Park
won the Best Small Attraction in Leicestershire and Top Tourism Aagidestershire County
Council, 2016)Culloden Battlefield worive starsas avisitor attractionfrom theScottish Tourist
Board;- the Green Tourism Business Scher@®ld Award(National Trust for Scotland, n.d.)
Therefore,thesethree sites can reveal experience staging (site offerings) such as exgjibition
activities and eventdvioreover, hesethree siteshold important placgein the British national
consciousness as the locati@igmportant evers that brought dramatic chan{diles, 2013)
Thetourist experiences and consequerafébese sites shoul@vealmuchin terms of individual
emotional experience and meaningfulnessth&Battle of Hastings ccurred in the 1 century,

it is a reasonable exampleuse toexplorehow therecency of the event impacts dark experience.

The Battle of Bosworth was believed to have taken place on Ambion Hill, near Sutton
Cheney in Leicestershire. However, in 2009, a study of original documenas arthaeological
survey of the area kia now pinpointed a site in fields more than a mile togbethwest(BBC
News, 2010) As a result, thdocation of the visitor centre (whictvas believed to be tathe
battlefield) is not an actual battle sifBherefore,it is worth exploing the notion of location
authenticityat this siteassuggestd by Stone's (2006Jlark tourism spectrupandhow it affects
the tourist experiencebloreover a new exhibition (Bosworth Field Investigations: BFI) opened
in 2010 to reflect the new battle sitieeicestershire County Council, 201®s a result, staging

experiences need to be explosdsi

Culloden Battlefieldis one of seven historic sites in the Hagids where the Jacobite
uprising ended in defeat and changed the courSeattishhistory(Crow, 2017) Vi si t Scot |
website suggests that a visit to Cullodenps@nant experience; there is no escaping the emotions
Culloden evokegVisitScotland, n.d.)As such, itis justifiable to explore visitor experiences in
terms of emotions and significance thfe history that impacts the outcomésurthermore
Culloden Battlefieldwas recentlya filming location for atelevisionseries based upon Diana
Gabaldon's historical time travel book sefsglander and the site isanked as one of the top ten

filming locations for this serieg@hemes, 2019) Out | a n dignificandlyineréatdevisitor
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numbers (BBC News, 2018h) which reveals different tourist experiences from another

perspective.

Gettysburgs the site of théloodiestiand battle of thémericanCivil War and one of the
most visited places in thgS (Civil War Trust, 2018)Not onlywas itthe largest battle of the Civil
War, it wasalso the largest battle ever fought in North Amerara] itis important in term®f
political significance for théJS (Jones Jr, 2013)r'he battle changed the meaning of why wars
should be undertaken. President Abraham Lincoln explained this statemieis Gettysburg
Address(McNamara, 2019)Gettysburg National Military Park and other watated sites in
Gettysburg have over 15,000 reviews on TripAdvidoipAdvisor, 2019b) The annuahumber
of visitorsto Gettysburg National Military Park is approximatelye million thanks toits rich
Civil War history, breathtaking countryside, outdoor recreation, family fun and nageaats
(Gettysburg Adams Chamber of Commerce, 20G®bey (2017¢laimsthat when most people
think of the American Civil War, they automatically think of GettysblRggardingtourism
providers, Gettysburg is firen thelist of top 10 American Civil War site¢American Sky, 2019)
and the third rarnkg historic site in theJS (Triphistoric, 2019)

As a part of Battlédor Normandy, Omaha Bead$ the site othe largest of the Normandy
landing areasThe beaclwas used by the Allied forces @perationOverlordduringWWII. The
defeat inflicted on the Germans was one of the largeteowar andmpactedworld history
(Keegan, 2018)This evenhappened in the $entury,making itthe most recenif the selected
sites.Nieuwint (2015)suggests that Omaha Beach is onglatonic battlefields of WWIland it
was the most daunting be&sio land on as the Germans overledit andhadfortified the bluff
more than at the oth&-Day beaches. Today, the remains of German bunkers still exist and the
Musée Mémorial d'Omaha Beach documents the invasion. Tatesgalesadopted for each study
site suggest practical findings in terms of timescale, location authenticity, experience stdging an

visitor experienceatthese Westergentric sites.

According to theTripAdvisor website(TripAdvisor, 2018b) there are many sites to visit
in the Gettysburg Military Park aredhe Park is rankedirst, andthe Gettysburg Museum and
Visitor Centersecond n * To p t (bid)nTgesefore the Museum and Visitor Center is
included in the analysis. Ramthreeto six are not included in the study because they are guided
tour companiegshecemetery andhistoric housdibid). However, Little Round Top (Rank @hd
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Devi | ' s Bam in¢luBReal hdcause theare parts of the battlefield (National Military
Parkkand many visitors who reviewed their exper.
page mention these two sites as a part of their Wsthe case of NormandyOmaha Beach is
rankedfirst, followedby the Omaha Beach MemordlripAdvisor, 2018c) Therefore, the beach

itself and the memorial maam are bothncludedin this study. For Culloden Battlefield, 1066

Battle of Hastings, Abbey and Battlefield, and Bosworth Battlefield Heritage Centre & Country
Park, each site has only one page on TripAdvi

dataeachfor these three sites.

The visible physicathangeto thebattlefieldlandscap@ndthe artefact remairfsom each
sitekar e stil |l eygenatatomdhede welmahaget! aitgs cdrelpanswer the research
guestions in terms of staging experiences and outcdrasng finishedthe site selection, the
following sectionconcerniow the datavere sampled.

4.3.4 Data Saturation and Sample size

Duringastudy, the researcher needs to attiaita saturatiofMorse, 1995; Saunders et al.,
2018) by collecting rich (quality) and thick (quantity) dafausch and Ness, 20153atuation
refers t o ‘' diavbhaescaleceng dat anyil ho nawiirdormation is obtair{dtbrse,
1995) In qualitative research, there are no published guidelines, parameters or tests of adequacy
for estimating the sample size required to reach saturationadgpiivto those formulas used in
guantitative researcfBowen, 2008; Guest et al., 2006; Hennink et al., 2017;sMot995)
Instead, the researcher determines the signals of saturation by evaluating the adequacy and the

comprehensiveness of the results.

There are variousypes of saturation (seerable 49), the first of which, theoretical
saturation isrooted in traditional grounded theory for developing categories and emerging themes
in the analysis process as the criterion for additional data collg§Giaser and Strauss, 1967)
Inductive thematic saturationhe second approach, focuses on the identification of new themes
or codes and is based on thembers of such themes and codes rather than the completeness of
existing theoretical categoriéSaunders et al., 2018s such, saturatioappears confined to the
level of analysisandits implication for data collection st kest implicit. Converselywith the
third model,a priori thematic saturationthe datarecollected to exemplify theory, at the level of

lower-order codes or themes, rather than to develop or refine theory (ibiother wordsthe
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predeterminedheordical categories lead the researcher from the inductive logic characteristic of
grounded theoryrinally, data saturatiorrefers tothe degree to which new data repeagat was

expressed in previous data, with no necessary reketertbe linked theoryl§id).

Table 49: Approaches o$aturation and theiiprincipal foci (Saunders et al., 2018)

Approach Description Focus

Theoretical saturation The development of theoretical categori Sampling
related togrounded theory methodology

Inductive thematic saturation | The emergence of new codes and them Analysis

Priori thematic saturation The degree to which identified codes a Sampling
themes are exemplified in the data

Data saturation The degred¢o which new data repeat wh|  Data collection
was expressed in previous data

However, many authorsave suggestd that the combination of two anore types of
saturationincrease coverageFor instanceylorse (1995argues that saturatiomcludesboth data
and theoretical saturatioBimilarly, Drisko (1997)stateghat completeness or saturation refer to
the comprehensiveness§ lwoth the data collection and analydikennink et al. (2017appearo
combine elements of all four models of saturation. They assess saturation, whidivitheinto
code saturation and meaning saturation. Code saturation is thapetmthno additional issues
are identified and the codebostabiliseg(ibid). In this sense, inductive thematic saturation and
data saturation are reached. The authors belletehere is also a need to assess whether code
saturations sufficient to understanfdlly the issues identified. Enefore they evaluate meaning
saturationwhich is the poinait whichthe researchefslly understand issues and when no further
dimensions, nuances or insights of issues can be found (ibid). The authors conclude that code
saturation may be reachadth a small sample, which may be sufficient foistudy aiming to
outline broad thematic issues or to develop scales for a survey instrument, but a largerssample
required if meaning saturation is needed to understand or explain complex phenomina or

develop a theory (ibid).

In this study, the research begins broadly #meh narrowdo particularly interesting
aspeds, and the process of inquiry narrows to a particular topic, as suggedvearss/(1995)Of
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course, anticipating larger sample size is kel to achieve both code and meaning saturation
because this studyonsiderdive sitesfrom different erasThe researcher ceabéata collection

when the datavere sufficientto build comprehensive and convincing findingsturation occued

when the d&a qualitywas‘ t h:iincothér words, newlata repeaid the previous data; the prior
codes and themeger e exempl i fi ed i n the da fTherefore, thib o ut

studyincludesbothdata and thematic saturation.

The data clbection and the analysisere performed in the following orddf:) 1066 Battle
of Hastings, Abbey and Battlefield, (2) Bosworth Battlefield Heritage Centre & Country Park, (3)
Culloden Battlefield, (4) Gettysburg National Military Park, and (5) OmahalBé&semorial
Museum. As language is central in netnographic research, and it is an unobtrusive agpsoach
study onlyusedreviews in English to avoid misinterpieg other languages. The online reviews
werecollected from the most recgmbsts(Decembe017)and therracel back to the first review
on eachTripAdvisor page.Mkono (2012b)suggests that visitors might modify their posts in the
presencef a researcher. Hence, the researcher should remain invisible and not be seen by other
users on the study sites. The majority of the reviews are from @0d8017 toobtain fresh
experiences from visitors. The numbersaimpledrom thefive sites is 2,06 reviewsHowever,
this study also includes revier®m 2010 to 2015 (1,466 reviews) afrom 2002 to 2009 (108

reviews) to identify emerging themesduce the bias of sampling and increase the research rigour.

Regardinghe maximum variation samplirtgchnique suggested iBreswell (2007)the
researcher determidein advance criteria that differentigtéhe responses and then setelct
responsebased on thoseriteria. Special eventssuch asannual remembrance or-emactmerg
on the same date (or week) the battle occurred, increase the number of reviews on TripAdvisor.
Responses during event months are significant to explore how these events impact visitor
experiences compatewith other dag. Therefore the responses in these periods @&repecial

focus.

The battlefield location aheBattle of Bosworth was rediscovered in 20id9vas believed
to have taken place on Ambion Hill, where the visitor cersttecated.However, anew study
using an archaeological survey of the area and original documentadwaplacedthe battle

location more than a mile to tlseuthwestin a field thatbelongs tca private ownerAs a result,
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newsite offerings, including a guided wadindexhibition havebeenadded. However, themae

no revievs prior to 2008 and only one review in 2008.

National Trust for Scotland bui#t new visitor centre for Culloden Battlefield to support
250,000 visitors annually. This new centre &lsitors on an interpretivegurney through the
exhibition culminatingin viewingthe site from the planted roof or enigrthe battlefield and a
viewing amemorial wall for the fallenThe centrevas officially opened to the public on 16 April
2008. The new site offerings refletiet different experiencabatimpact this study. The sample
includes review$rom 2006to 2008 to reflect the experience staging #mglextentto whichthis
staging affects visitor exgriencesalthough there are onli/l reviews (twofrom 2006, twofrom
2007, and sevefitom 2008) on the website.

This study collecd databased onhow much the identified theméboth priori and
inductive) arepresentedn the data. The analysatemptedo find the emergence of new themes
until the new data repesat what was expressed in previous d#ts.a result, thistudy reache
saturation in terms of data collection, sampling and analysis. The nupfb®views sampled

(based on the number of reviean 1 Feb 2018) are summarised in

Table 410: Sample size (*as of 1 February 2018)

Sites *Total reviews, = No. of Sample
(in English)
1 1066 Battle of Hastings, Abbey aBattlefield 1,491(1,431) 650
1 Bosworth Battlefield Heritage Centre & Country 849 (844) 554
Park
1 Culloden Battlefield 2,971 (2,660) 800
Gettysburg Military Park 6,399 (6,814) 620
Gettysburg Military Park Museum and Visitor 4,673 (4,580) 150
Center
9 Little Round Top 313 (310) 130
1 Devils Den 306 (306) 130
9 Omaha Beach 1,634 (867) 460
1 Omaha Beach Memorial Museum 424 (186) 186
Total numbers of reviews 3,680

Table 410: Sample size (*as of 1 February 2018)
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Sites *Total reviews, = No. of Sample

(in English)
1 1066 Battle of Hastings, Abbey aBattlefield 1,491(1,431) 650
1 Bosworth Battlefield Heritage Centre & Country 849 (844) 554
Park
1 Culloden Battlefield 2,971 (2,660) 800
Gettysburg Military Park 6,399 (6,814) 620
Gettysburg Military Park Museum and Visitor 4,673 (4,580) 150
Center
9 Little Round Top 313 (310) 130
1 Devils Den 306 (306) 130
i Omaha Beach 1,634 (867) 460
1 Omaha Beach Memorial Museum 424 (186) 186
Total numbers of reviews 3,680

The reviews fronthefive siteswere collected from TripAdvisor websites, with the criteria
of establishing quality in qualitative research. The next section explains how thesgedata

analysed to reach data saturation tmahswer the research questions.

4.3.5 Reflexivity and Bias

In qualitative research, the researcher must critically reflect on the self as an instrument
because such studies demand that we interrogate ourselves regarding how the research efforts are
shapedLincoln and Guba, 2000The researcher carefully thinks about tihestworthiness of the
data collected and the role of researcher bias. The data are not solely collected from the websites
but recognise that, as a researcher is an integral part of the data collected due to the interaction
between participant and resda@c(Mantzoukas, 2005) This recognition stems from a shared
understanding amongst qualitative researchers that the meaning is socially conéBrattgd
1998) Thus, data collection can never bawdy objective pursuit as the data, as the search for

meaning is a subjective and interpretative process.

Although academic research should be handled objectively, the subjective nature of this
research may make it difficult for the research to be dethcompletely from the datés the
researcher has visited three of the five sample sites and severalated sites across the, the
bias may happen at confirming her personal beliefs and experiences. There are no clear lines

between a researcher and a tourist role. The reflexngtydes acknowledging the possibility of
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bias in the research process, the choices made about the methodology, and the individual

background or dispositional factors relating to the researcher herself.

While completely avoiding bias is impossible, thare several means to reduce it. Most
importantly, the researcher minimises the bias by reflecting upon personal biases and assumptions
that may affect how she has conducted her research, from which the research question was
formulated through concludind-his methodology chapter clearly explains the processes and

rationales.

4.4 Data Analysi$ Thematic Analysis

Thematic analysis is used to interpret the findings in this stlldgmatic analysiss a
process for encoding data into explicit codes fandeporting patterns within the da@oyatzis,
1998; Braun and Clarke, 2006 theme is a pattern found in the information that at minimum
describes and organises the possible obsergatind at maximum interprets aspects of the
phenomenon(Boyatzis, 1998 p.4)n other words, théheme builds otthecodes identified by the
researchensthe basis foia theoretical understanding to make a theoretical contribution to the
resarch focus. Many autholseveusal thematic analysis to assist a researghtr analysis (e.qg.
Boyatzis, 1998; Holloway and Todres, 2008hereasothers, including this study, consider it a
method in its own right (e.dAzer and Alexander, 2018; Braun and Clarke, 2006)

Braun and Clarke (200@ygue that thematic analysis differs from other analytical methods
because it seeks to describe patterns across qualitative data. Rigorous thematic analysis can also
produce trustworthy and rich findings (ibid). Through its theoretical flexibility, tiagod offers
several advantages. First, thematic analysis is a flexible method to use in many studies. It provides
a rich and detailed but complex account of data. As acnamplicated method witbnly a few
procedures, it is accessible to researchdrs arerelatively unfamiliar with qualitative analysis
(Nowell et al., 2017)Moreover,thematic analysiss useful for summarising critical features of
large dataset or full descriptios of the dataset becauseis a well-structured approacfor
handing data(Braun and Clarke, 2006\\s a resultthe approaclktan highlight the similarities
and differences acrossdataset, which can produce a clear and organised r@pmatell et al.,

2017)

97



Admittedly, the weakness of using thematic analysis could be the processThsesife
identification does not produce a unique solutidme lack ofstructural proceduremay cause
novice researcher to feel unsaégardinghow to identify themes from the dagislowell et al.,
2017) The aility to sense themes and develop cockasadversely affecthe findings(Boyatzis,
1998) If the themes are not well identified by the researcher, the entire process could become
pointless As asample embeds particular charactersstibe sampling technique and sample could
affect the analysis and the unit of codiddthough thematic analysis is flexible, this flexibility
can lead to inconsistency when developing themes derived from th@\davell et al., 2017)

The strengtiand weaknessof thematic analysis are summarised in

Table 411: Strength andveakness ahematicanalysis(Boyatzis, 1998; Braun and Clarke, 2006; Nowell et al.,
2017)

Strength Weakness

Flexible and relatively quick method to u 9 Lack of structural procedures on how to

. o identify themes
9 Accessible to researchers with little or na fy

experience of qualitative research 1 The aility of theresearcheto develop

S themes and codes can affect the findings.
1 Can usefullysummarisecritical features of

a large body of data and offer a thick 1 The flexibility can lead to a lack of
description of thelataset coherence when developing themes.

1 Can highlight similarities and differences
across thelataset

1 Can generate unanticipated insights
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Table 411: Strength andveakness ahematicanalysis(Boyatzis, 1998; Braun and Clarke, 2006; Nowell et al.,
2017)

Strength Weakness
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Accessible to researchers with little or na fy

experience of qualitative research 1 The aility of theresearcheto develop

. . themes and codes can affect the findings.
1 Can usefullysummarisecritical features of

a large body of data and offer a thick 1 The flexibility can lead to a lack of
description of thelataset coherence when developing themes.

1 Can highlight similarities and differences
across thelataset

1 Can generate unanticipated insights

To strengthen the advantages and avoid the pitfalls of thematic analysis, it is vital to
immerseoneselfin the datao the extent thahe researcher is familiar with the depth and breadth
of the contentSuch immersiomequiresrepeated readind.he following paragraphsxplain the

emergence of themes atiek process afonductinghethematic analysis.

Themes are construdisatlink not only expressions found in text but atekosefound in
images, sounds and objects that the investigator identifiesgheluring and after analygBraun
and Clarke, 2006; Ryan and Bernard, 20@3(heme can come from the data (inductive approach
—datadriven)or the researchérprior theoretical understanding of the phenomdmeingstuded
(deductive approachtheay-laden). Whendentifyingthemes, the researcher searchepditterns
or topics that recurepeatedly The more the same concept occurs in a text, the more likely it is a
theme. Naturally occurring shifts in the content may be markers of th&heggs thetransitions

between th@aragraphin reviews can indicate shifts in topics.

Similarities and differences across units of date also considesd For example, a
comparative method involves taking pairs of reviews and asking how this expdlikersefrom
or is similar to another. This method can generate theifigsvo reviews express the same
experiencegheresearchelooks for the degree of the experience in which the theme is articulated
in bothreviews That is, the intensity of the thenmay lead to the naming of sttiemesFinally,
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this study seardd for missing data that are hassociated withrey theme. Thisaspectmeans
reading the reviewesepeatedlyOn the first reading, salient themes @earlyvisible and can be
quickly marled. In the next stage, the researcher searches for gherntee data that remain
unmarked.The techniquesisedto identify themes include repetition, transition, similarities and

differences, and missing data.

Using softwarefor data analysis has beerotlght to add rigour to qualitative research
(Richards and Richards, 199NVivol2, a qualitative data analysis computer software package,
wasused to collect, organi se and help anal yse
were gathered andrniportedinto NVivo in text files To establistarigorous thematic analysis, this
study adomdanapproach incorporating both the deductive a priori templateecbdes approach
by Crabtree and Miller (1998) and the ddtaven inductive approach of Boyatzis (1998). This
approach complements the research objectives by allowing social phenomenology to be included
in the process adeductive thematic analysis afwt themes to emergdirectly from the inductive

coding(Fereday and MuiCochrane, 2006)The coding process is summarisefive stages.
Stagel: Develop the code anual and template

The use ofa code manual and templagthe starting point of the process by defining a
template or codes based on theoretical perspectives. This step is vital because it assists in
organising data and provides a clear track for thdilgitdy of the study(Fereday and Muir
Cochrane, 2006)Crabtree and Miller (199&uggest that the prior structure can make it more
challenging to discover new insights. The researalzey aware of thiimitation; therefore, the

themeswere notentirely pre-identified from the literature.

In NVivo, a node is a collection of references about a specific theme orthagtia
researcher gathers referenéesby coding sources to a nod@SR international, 2018Hyde
(2000)suggests that introducing the deducfpivecedure int@ualitative research caapresent an
essential step towards assuringhwaotion in qualitative researchiindings. By focusng on
verifying and elucidating whaappears to emergehe templates of visitor experiencesre
developed based dPacker and Ballantyne's (201®ultifaceted model visitor experiencés a
realt, the codeswere identifiedusing(1) the code label, (2) the definition of the code and (3) a

description of how to know when the theme (code) occurs.
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Stage2: Summarising data and identifying initial themes

This process involves reading and copyihg raw data from TripAdvisor to respond to
the study objectives. The researcher oudlitiee critical points made by visitots each site. The
summary for each site reflects the initial processing of the information by the researcher and
provides the oportunity to identify andhote pot ent i al ’ tThbée 2 providas t h e
an example of the staging experiences and visitor expesiémeathe TripAdvisor websites.

Table 412 Summanof responses from TripAdvisor

Battlefield & Summary of Responses

visitor centre
Culloden Audio guide, four wall movie, interactive displays, moving experience
Battle Audio guide reenactment, information boards, sHortg walk, enjoyable visit
Bosworth Guided walk, reenactment, English history, actual site, country petthalsite
Gettysburg Auto tour, American historyawe-inspiring, hallowed ground, moving experieni
Normandy Personal accounts, small items, documentary film, humbling experi

beautiful beach, German bunkers

Stage3: Applying a template of codes aigentifying new codes

Once the data from all sitegere entered as project documents into the NVivo program
and the code templates developed, these codesentered as nodes. The researcher therdcode
the text by matching the segments of data selected with the codes. The analysis in Was step
guided, but not limited hythe predefined codes. Inductive codese also assigned to segments
of data and described as a new theme observed in the context. Thetevdataodesvere either

separatd from or expanddunder the predetermined codes.

This stagewasrelatal to the process ofliscovering new codes, further connections and
patterns in the datéCrabtree and Miller, 1998)The new codesvere developed as secondary
codes. Similarities and differencé®tweeneach site emeggl at this stag. Moreover, the
researchefoundlinkages amongthe primary codes between the staging experienicesrisitor
experiences and the outcomes of the visit at eachrgitee 41Error! Reference source not
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found. illustrates the example of secondary codes (introspective experience) developed at this

stage.

Figure 41: Example okecondarycodes

% Name
) 1.PHY
i) 2.C0G
O 3.FLW
- ) 4.REL
=) 5.INT

) Feeling a sense of belonging or connectedness
Feeling a spintual connection
Imagining other times or places

Recalling my travels-childhood experiences-other memories

Reflecting on the meaning of what | was locking at

Staged: Testing thecredibility of the code

This essential step determgtbe applicability and compatibility of the code with the raw
information(Boyatzis, 1998)The stegnvolved reviewing and possibly revting the themes and
codes emerging from the first step (ibid). The quotesre selectedor the coding exercisemn
which each exercise compriseodes from all topics. Two selected quotes from each weds
chosen from each attraction site. Hence, theee10 coding exercises fronfive sites. The
researcher invitd eight PhD students from the marketing departmeitathclyde Business
School,andtwo norracademidndividualsto perform the coding exercise. The reason behind this
approachwasto recheck with both marketing researafamiliar with the process afoding and
with thoseuninvolved in marketing research. To achiéwve process afoding and interpretation,

the coding exercis@ascarefully prepared with clear instructions.

To increase the consistency of the coding process, multiple cadisgpplied(Barbour,
2001; Castleberry and Nolen, 2018)his process ensuttethat the coding scheme and
interpretation are illustrative dhe datalntercoder reliability is a measurement of the extent to

which independent researchemake the same coding decisiomben evaluating the data
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(Lombard et al., 2002)The percentage of agreemewias calculatedbased orall the coding
decisions on which the coders agree. This method is simple to calculanacdommodatany
number ofcoders.The methods also commonly used in marketing seslibid). In general,
above80% is acceptable in most stud{éBebert et al., 2003; Lavrekas, 2008he result of the
coding was 83% agreement Furthermore the researcher and the testers disuighe
disagreement. Thexeasno further coding modificatiorAs sud, thecoding schemes are valid as

applied.
Stageb: Corroborating and producing the report

The final step of coding reflects the research questions and objetliness the process
of confirming the findings and writingp the report iraconcise and coheremtanneito convince
the readerBraun and Clarke (2006uggest that the wriep process not only prowd the
information but also extrastand malksan argument about the resdaquestions and objectives.

4.5 Conclusion

This chaptemtroducel social constructiam aghe philosophical assumptisasedin this
study, proposé the research design using a netnographic approach (TripAdvisor) and edggest
dark conflict site as the research context. Then, the chapter delirkdte data collection
includingthe criteriathatmake the study rigous,with the sampling method and sample sipe
five study sitesRegardingthe data analysis methahematic analysis involves the analysis of
data to discover emerging themes a t h e Iinerpretaionc The neseachielentified
codes from visitors’ r e vancethese themes foed pattarpilAd vi s or
terms of meaning to answer the research aim and objectives. This unobtrusive pnetcbe

the findings, which are explained in the following chapter
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Chapter 5

Findings and Discussion

5.0 Introduction

This chapter consists of sbections thapresent the findings of the studihis study
exploresthe relationship between staging, experiences and outcomes in dark tourism Jéténgs.
researchhas four researchobjectives:exploring dark experience staging, visitor experiences,
outcomes and the relatiship between experience prowisi(staging) and consumption (visitor
experiences and outcomedgjirst, the esearch questions aretroduced. The chapterthen
continues with the findings of the experience staging (Sestijnthe visitor experiences (Section
5.2) andthe experience outcomes (Sectmf). Then, the factors that influence the experiences
and outcomes are presented (Secttod). Next, he proposed conceptual model of dark
experiences is developed (Section 5.5). The similarities, differences and embegires tare
discussed in eadection

The research questions a®follows:
1. How are dark experiences staged from visitor pertves?
2. What are the core visitor experiences at dark tourism sites?
3. Whatare the dark experience outcomes Hratdifferent from other hedonic sites?
4. How does experience staging enrich visitor experieatdark tourism sgs?
5. How do experiences infence outcomest dark tourism sgs?

These research questions were devel@mdrding tathe research aimand objectives.
Since the launch ahe experienceeconomy, business has shifted from service delivergeto
repackhige d and pr e s eerperientes éhat create manpmbde’ consumption expesience
(Pine Il and Gilmore, 1998)In the tourism context, tourist experience is proposed as the
connection betwen pravisionand consumptiofAndersson, 2007 herefore this study explores
the views of touriss regardinghow dark sites are staged ahdw this influenced their visit

experienes and their ultimate outcomes ($ggure 51).
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Figure 51 Saging, experiences arautcomes in dark tourism settings
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Thedevelopment of the experience model in dark tourism settings is the key finding of this
study.Any emphass (bold text)in the quotes from TripAdvisor reviews inthe following sections

has beelntentionally added bthe researcher taighlight the identifying themes.

5.1 Experience Staging

This sectionanalyses the experience offering at fivdark conflict sitesgee Appendix B:
Official Website of Battlefield Siteor their official websites The analysis isbased on the
experience staging framework Miller et al. (2004and pevious researchy Pikkemaat et al.
(2009)at wine tourism setting3.he findings preserdix elementof experiege staginghat wee
inductivelyderivedfrom the dataTheelementsare categorised into theatrical dodctional(see

Figure 522).

Figure 52: Experiencestagingelements

105
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5.1.1 Theatrical Elements

Theatrical elements relate to theistic performancef every aspect of the experience

offerings. They consist of theme, staff, and design and landscape.
Theme

The theme is the firstlementthat influencesa potential visitots decision to visit the
destinationMdller et al., 2004)The themas a set of cues intended to create an imaginary journey
to a different place and time. This unifying idea also creates absorbing venues where visitors can
try out offerngs and immerse themselves in the experience. Every single staging elmspleys
consistency under the central theme. Visitors review the overall site offering inside the visitor
centreor at the battlefield, which reflectee coherent featuregtwithin a hierarchy and linketh
the central theme of the destinat{tikkemaatt al., 2009)

For example, the theme of Culloden Battlefield focuses on the emotive and atmospheric
battlefield(National Trust for Scotland, n.cajded bytechnology and artefacts to explain how the

1745 Jaobite Rising came to a tragic end.

AwWhat | | i ked aboutgave htmelve fom bothrside€ & the econflictwa s i
Theaudio visual immersiorwas a great addition, as were thaifacts and volunteers to tell
the stor. Great cafe also!

Thebattlefield is marked in placeby gravestones, a cairn, a cottage, flags and information
markersgiving you an idea of the placement of each force.

Just walking around the battlefield and viewing tiy@ain you are able to get a feeling of what
eachside would be facing before battle commencéd with any battlefield and especially one

as bloody as this one, there is a sense of presence. It is very hard to describe and one can only
reallyfee it by bei ng(Cdlddentlhi s | ocati oneé
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Another eampleis Battle Abbey and Battlefieldfor whichthe visitors detaddthe theme
of the battlefielddifferently. This reviewmentionsthat the site is childriendly, andadults can

losethemselves while walking in the battlefield with an auglinde alonghe wooden sculpture

trail. Visitors learn the beginning of the Norman conquest in Englargl‘af i t f or al |

destination.

AfWe visited recentl y fgoandsoh hged 1D.iWe £xperiencechthe wi t h

facility in a new light. The newxhibitions in the tower are very chifdendly. Our grandson

was given an-pad to enable him to learn more about the items in an interactive manner. He
loved it. Then there was the climbing of the tower to the look out over Battle and the surrounding
countryside. There is a goathild-friendly playground and one can enjoy a nieealk around

the battlefield with an audio guidéalthough one can also read the notice boards whilst going
round, and spot differemtoodensculptures Then walk around thabbey ruins before retiring
tothewelst ocked caf ®, with further e x(Hastingsltl). o n

Another exampleis Omaha Beach Memorial Museurithis museum showcases a
extensie collection of small weapons, personal belogg and uniforms. The museum was
developed from a private collection, and the exhibits are presented in a traditional rstxpdeum

(static displays) instead of interactive displays.

Sp

AThis museum i s small and n ot neofthe trienfphalishe gr a

and glory of some of the more official sites. Instead, it is deeply real and deeply affédsing.

the creation of a man who was five years old orOay and lived through the Battle of
Normandy. He has spent his life gathering menrabilia of the Omaha Beach landing and its
context in world history. He created this museum to provide a setting for all he has collected
There are dioramas that are a little corny, but full of authentic artifacts. What is extraordinarily
powerful, thoughis the weight of firsperson accounts of those who landed on Omaha Beach
on D-Day. There are hundreds of excellent photos and many many informative and touching
personal letters. It takes time to stop and read them all, but it is a fitting tribut@se thho

fought there. The fil m i s(Namasdyll)extr aordi nary.

War i's one of the ,npactnglboth hisgorical andeacial humana g e d i

experiencegBigley et al., 201Q) Visiting war and battlefield sigemay involve a personal

connection or religious, heritage or ethnic ties. Other visitors with no connection with the site may

come for educatio or other motivationsAs such, e crucial role of a theme is to pass on
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information about the destinationthat could be ofvalu€ in attracting visibrs and providing

meaning to visitoexperiencewith different motivations.

Typically, history and diure create the background to theme a battlefieldoamdhr-related
destination. he findings present the overall theme of the battlefield site as the remembrance of
the significant events in history. However, different sites focubediverseheritage and culture
of their nationsIn this contextregardingall battlefieldsites where the battkctuallyhappened,
it is significant that the sitehowcaset h e locatoadnd artefactswhile weavingall the
elements int@ story to attractisitors. A clear andconsigent theme supported by other staging
elements allows visitsito play a desirable reland provides opportunities for them to create their
personalised storie\ successful visitor centre plays a vital role in telling the stonf its
destination.After orchestrating the theme, other staging elementsindegrated which are

explained irthe following sections

Staff

Staging experience can be enhanced through persghstebm, 2017; Pikkemaat et al.,
2009) The omite staff, & experiencestages, should deliver a high level of responsiveness,
courtesy and clarity of communication to visitoFfie following exampledlustrate the role of

staff as storytelles.

fiFor a very long timgel've wanted to visit the Bosworth battlefield site, and this experience did
not disappoint.Our guide was truly excellent, spending lots of time explaining everything,
especially the 'se&h’ for the true site; and describing the battlefield tactics and weaponry in
gloriously gruesome fashionThese are people who know their craftnd I'm now itching to
come back for the 'long walk' experience to the badlikfitself. Thanks and God sk ©
(Bosworth11)

AfWe chose t o -lbutoa We chose aghlde tounwguide drives your vehicle

and explains in great detail ththreeday battle at Gettysburg. The guides must pass a rigorous
test in order to become a guid®ur guide, Rich, was excellekte knew every detail and was

able to answer any question we ha@ur tour cost $75.00 and was well worth it. It was an
incredibly moving experience, and | highly recommend it. The Nat Park Service has done an
incredible jd wi t h (Geltysburglil)t e 0
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The following example frona Culloden Battlefield visitor highlights the role of stagim
charactefor the onduty staff. Thestaffbehave like livinghistory interpreters who play particular
rolesof historical significanceFriendliness of staff is alsessential Visitors can perceive warm
hosptality and find it helpful to receive information from the staff.

ATher e we rmstumédguidesho went through some of the weapons in use at the

time, andthese were very informative and pleased to answer questions and let visitors handle
the items(carefully’)o (Culloden12).

In this sense, the site staff who contribute performances stagen activities and events
are staged performensth predefinedscripts. However, they can also act as improvisational actors

with dynamicscriptsdepending on the circumstan@esd the needs of the visitors.

This second component tifetheatrical elements theinterpersonal performance of hosts
in their interactions with visitors (guest§taff contribute to the overall staging experience in
terms of ability to perform the promised offerings accurately dredr willingness to help visitors
promptlyandin a friendly and politer mannemhetheatrical element is characterisedrbijable

and responsible personmerformanceusingdynamic scripts.

Design and Landscape

This elementrepresents the experiencescape for the vigithiller et al., 2004)and is a
form of interpretive median which the stories areself-guided through visual representation
(Forrest, 2013)The destination orchestrates the central themhéch unfolds the characters and
sets the staging activities through the staff and exhibits but still atl@wisitors to explore and

navigate them as they wish.

Visitors revievwedthe battlefield and thewell-preservedandscaps, which containnatural
resouces, flora and fauna and scenefese appealing and unique landscapmpact visitor
experience in different ways and lead to positive memorable experienddss atmospheric

elementacts asnaesthetic toolhatunderlies the muksiensoryexperiencescape for visitors.

fArchitectureis amazing, and even within theins, we canfind ancient stones almost 1000
years of history! It has walledgarden, ice house, too, built ialater era, and the whole estate
is amazing with a wonderfulesiw  t o t he sad f i el d(Hastingslad. t he
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Design and landscape may alter the site environrsanh as decorations or permanently
alteing the venue with ifrastructure Extending beyond the original function of iatructure,
thisvisualised elementfluencesthevi si t or' s behaviour via sensor
and can be manipulated through various design chfftcgsest, 2013)In other wordsthe visual
elementstimulatss vi si t or s’ I ma g i % thdiriabilitysto aafh plersohatised | i t at
experiencesVisitors mentiordthe interior and exterior desigof the visitor centrat Culloden
The visitor centre represents the memorial wall that passes through the building and out into the
landscape of the battlefield.

The protruding stones on the exterior wall of the visitor centhat illustrate the number of

those killed is apoignant andinnovative way to demonstrate the cost in human lives
(Culloden13).

Design and landscapare elemens that surroundthe experience; the landscape
communicates feelings and creaiepressions whereas design is deliberately and artfully
stronger andbuildsmore impactful connections to the visitoRark tourism settings do not apply
the same techniquess other hedonic or recreational destinationkich generallyfocus on fun
and fantasy. In this sense, the design interprets the overall thengesatssthsremembrance and

historical significance.

Theatricalelementdeature custhat help engagvisitorswith the performance viacentral
themeaided bydesign and landscape and the stagharacter of the staff.nE heme suggests the
experienceoffering platform while staff communicate the theme tangibljhe design and

landscapesupplementhe experience with muiensoryperformance.

5.1.2 Functional Elements

Functional elemestrelate to physical and tangilalspectatasite, includingthe reliability
and performance of the offerings.éBle offeringsnclude activities, exhibitions and events, visitor
guidance and facilitief-unctional elementare alsolinked with convenience, cleanliness and

assortment

Activities, Events and Exhibibns
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Theseare triggering tools thdtelp to produce activities to deliver continually evolving
experiencegMiiller et al., 2004; Pikkmaat et al., 2009)ctivities include permanent and special
exhibitions, special events and battleereactments, and they correspond to the theme. The
following review describes the activities amevent daySpecial everghelp visitors to experiae

the escapism they are involviedas participantandultimately develop memorable experiences.

i We we n t950thogerenadtniest of the Battle of Hastingdt cost £25 for the 3 of us
(including 2 members and one fpltice adult). The event wasld out so we arrived early and

easily found a space in the town centre (£5 all daje did havearchery and my daughter

loved the war gaming taking place near the cryptd everyone was so friendly. At about
midday, we went down tbe main arena to wath the Saxons and the Norman cavalsphow

us their skills. This was followed layfalconry display involving a falcon chasing a remote
control bird which was brilliant. After an hours break, which we spent exploring the
encampments and shops it was timetlie battle. It involved over 1000 men and there was a
commentary explaining the context of the battle and what went on. The whole event was so well
organised and brilliant to watah(Hastings13).

A mix of activities enables a destination to cater tded&nttypes ofvisitors to deliver
personalised experiencebhe activities and exhibitions awdten included in the entrance fee
package, for example
AThe Museum ($9 per adult by itself/$15 in coc
largely stdic, but modern and wetirganized, and offers a good overview of the American Civil
War. TheCyclorama & Film showg45 min. total) focusmoe on t he batNexte of G
you have to decide how you want to tour the Gettysburg battlegradmch indudes the city
and surrounding areas. Our small group had only a-&flernoon at the site, so we elected to

spend$42/person (including the Museum, Film, and Cyclorama packafmr the 2hour bus
tour around the area (Gettysburgl2).

People exchange their valued resources (e.g. time, money) for experiences staged by firms
that havetraditionally been thought of as service firmeffering services, products and
commoditiegPine 1l and Gilmore, 1998)n dark tourism settingshe fee and free parts of the
experience staging result in cherished experiedtdessite chooses which experiences should be
free, and whiclio chargea feefor. The following eviewillustrates the free and fee concepts.

AnOf course | don't | ike paying taxes, but |’
paying for this national park. It is extraordinary. The National Park Service has done a great

111



job of making this arcial Civil War battlefield accessible to visitors while maintaining its
integrity. The battlefield itself is freeput it's worthpaying for admission to the movie +

"Cyclorama" (this is of some art historical interest as it turns outjnaseung | recommend
buying the shorter audio tour, a CD that g
(Gettysburg).

The visitos also revieved attending site during special evestsuch as the renactment
of the battle which makes the experience worthetentrance fee. The following revieuggests

that the exhibitionaloneare not alwaysvorth thefee

AWhile we were there they were putting on a medievaérnactment of an army camp prior
to battle, very interesting to see people in costume and acting.

The museum is OK btry and get there when they have an event; otherwise, you don't get
much foryourmonep ( Bos2iwor t h1l

The following examplelaims thathe experience offerinig not worththe admission fee.
Although the sit¢Hastings)is of national importance, the visitarites thatthere is not much to
see during the visit.
il f y ou ar e i ke me and enj oy hi story, t h
However, | personally feel for what is heard the overall experience on offer ign't worth
the cost of the price of the entrance fee of £Ihere a visitor centre, but it is limited, and the
walks have no relevance to the battle that took place hereuld like to see a more engaging
experience to the history of the site, tellitige story of what happened herkfeel that there

could be more signs, boards and a more hasspproach in describing the experience of
battle at the ti mgHastihgsld)e f or the soldiers etc

The reviewsof activities, events and exhibitions reflect visitor participatisitors can
be highly involved as participanbr simply there as obsergrThe seasonal mix dhactors
especially special events, generates tourism expenditure by influencing news vesiio

encouragingld visitors to revisit the sites.
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Visitor Guidance

This elementattempts to manage visitor floiller et al., 2004)Visitor guidanceaids
in ease of movementa layoutdesign.Particular informationincluding signage, gates, magusd
viewing platforns helpto guide visitors.  Traffic flow concerns the movement of people
throughthe exhibits, display locati@and aisle spase The choiceof space allows visitorso
shortcut theexhibition sequence without missing the guided routes. This element can affect the
extent to which avisitor enjoys the experience sincegtiidesvisitors around the site and
emphasise where they should pause or contindée following exampleseveal thatvisitor

guidance is a form of experience stagimgvhich the site caactas a platform for visors.

fiThe 'one-way tour leads you from the start to finish of the uprising and hits the nail on the
head by balancing detadand brevity, mixed in with enough technology to give real flavour and
bring the battle to lifeMoving outdoors, thewell-laid paths and flags allow you to easily
navigate the moor(think real moor not cricket pitch) and experience things in full scale
(Culloden14).

AThe wal k around the site \dpfulsigripesstnarkenthag nj oy ab
whenwoundupjjgves you more commentary qBoswerthB)t happe

An underlying goal ofvisitor guidances to lead the visitors to their engagemdnis
common tobecomelost in an experidial setting andthus miss the underlying mesga due to
the amount otontent interactionsanddistractionsVisitor guidance mapthe different leves$ of
engagement and provides clarfity the success of the visitor experience.

Facilities

Facilities act as supporting tools to enhance the expmrisetting. Eveat northedonic
attraction sites, visitors want to feel comfortable &asie positive experiencethatimpact the
overall experience of the destination. Tokowing reviewsmentionthe importance of the variety

of food and shop mercharse.

AThe Tithe Barn restauranhad the best ham, egg & chips I've ever s&odd variety of food
and drink, ice creams etdPlenty of space for the kids to play footbatively clean toilets and
baby changing facilitieé (Bosworth1).
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AThe gift shops large and has all kinds of souvenirs/gifts for all tastes from children’s clothes,
to books, to jewellery, to soaphe cafe is just okay, but we were not there for the food. Well
worth the time and the admission piacgettysburg).

Accessibilityto the site is another essential aspect to consider in experience sfaging.

easyto-accessitewith goodpublic transport and @ite parking carincrease footfall

nel visited the cafe afterwards, which was ve
drink your coffee. There is also a little gift shop in the centre. You don't have to pay the entrance

fee to use the shop or cafhere are good transport link with the city centre, with the Croy

bus stopping directly outside the visitor centtéyou're driving, you have to pay ffarking

for a car (or more for other vehicles), unless you have a National Trust sticker on your car, in

which case it's freie(Culloden15).

Visitor also reviewd the importance of facilities in terms of visitaellbeing The site
provides equal opportunities, not only for visitors with disabilities but falsthe elderly and
underserved minoritiegacilities are constructed or alterebe accessible and appropriate to the

destination ad tobenefit visitors of all abilities

AFor wus (with a teenager in tow) this was a
there is an accessible rout®if those in wheelchairs et@and a longer route, round the field

itself, for those more able (this is the route we tooBeautifully carved statues along the way

and boards to stop at explains a bit more about what you're seeing and numbers to key in your
guide telling you how the battle itself panne
look too with a short video show explaining what happened and also an area where you decide
whose side you agree with, i.e. Harold or William, by standingressure pads (good for kids).

Coffee shop on site and picnic area tdeor the three of us just over £32 including £3.50 to

park... We anticipated being here only1.1/2 hours at the end more like83L/2 and well worth

the visit I f you are intersstingld i n the histor

Although facilitiesare notdeliberately designed to biéhe main experience staging
elements, theganprovide a positive experienckie tothe variety and uniquenessrestaurants

and souvenir shops. Wheelchair access, restrooms and picng asee@elevant to visitor
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wellbeing Conveniencesuch assite accessibility or aite car parls, also influences positive

experience evaluation.

Functionalelements are substantive cues that reflect the reliability of physical and tangible
aspectsMultiple choices of activities anelvents help engagyisitors,while visitor guidance aids

ease movemenandfacilities provide convenience and support visitor bestg

5.1.3 Discussion

The povision of experience has been well studied in tourism literatdieevever the
developmentof experience staging has been rather overlooidsiram, 2017) Moreover,
competitionf or t o ur i existan all tgpestoktoutisraadnat all levels, such as between
and within cities, museums and scenic sf@si, 2005) Therefore tourign destinations demand
v i s itime ang énergy as they avéien onlyvisiting for a short periodibid). Similarly, dark
tourism destinati ons nattention. Coaddrésghereseaachgaps, this r e c t
study useshe dramaturgical metaphto suggest that engagiegpeience depends dhe degree

to which peopléenteract with the props and cuatdark tourism destinations.

The findingsfurtherPine Il and Gilmore's (1998gsearchby exploringexperience staging
atdark tourism settigs. Experience staging emphasigesimportanc®f experience as the core
offering of dark tourism destinatiorasproposé in the experienceeconomyframework Pine |l
and Gilmore(1998)argue that experience staging is spreading beyond entertainment kassiness
such as theatseand theme pagk Prior researclon experience staging in tourisnasgenerally
focuseal onthehedonic context (e.dMehmetoglu and Engen, 2011; Oh et al., 2007; Pikkemaat et
al., 2009) In thisstudy,dark tourismprovidersdevelop experience stagitmattempt to influence
visitors imenorable experienseAs such, thistudy contributes to the emerging literatanedark
tourism andthe experience economlpy identifying six typologies of experience staging and

classifies them into theatricahd functional elements.

Theatrical Elements

Based on touristsonline reviews theatrical elementsomprisetheme, staff, and design
and landscape. The crucial step in designing memorable experienceexipghencesconomy is
envisioning a welldefined theméPine 1l and Gilmore, 1998The themas a set of cues intended
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to evoke an imaginary journey to a different place or {{Elks and Rossman, 20Q8JJhis study
makes th@mportantpoint that theme is contexdpecific rather thatound bytime and space.
According to thdindings the theme o battlefield site is the remembrance of significargrés

in history, and different sites focus orhe respectiveheritage and culture of their nations.
Therefore the results support the role of dark tourismssde place for remembrance and
commemoration for those who served in warsasetlucationaleésouces for present generations
as reported bWhitmarsh (2001)

Culloden Battlefield and Gettysburg National Military Park can be interpretbdraage
sites. The following review reflects how the visitor perceivée value of national heritage,

although from the commaodification ahinterpretaton centre.

AThis is our national heritage and park service done right. Everything at the Visitor Center
was wonderful.Only wish the admission fee was @dlkand choose instead of aficlusive
because we wanted to see the cyclorama but didn't havediraeerything else. The grounds
are perfectly maintained and clean. Scenic and beautiful tour road;maked with signage.
Exactly what you would expect from the National Park SebWiGettysburgh).

Commemoration, history and heritage or various combinations of these tresukgrom
the interpretation and representatitmat each site presenihis view reflectsa preserved and
narrated pasin a wellmanaged formwhile the appropriatenessf the narrativeis carefully
consideredThe themeslisplayrespect for the dead and injurétistoric battlefields present death
and tragic stories with an ethicahd contemplative onsi der ati on (e. g. St
you t o tr ea tasignatQuiloteh Battlefislgileeacdantern abodhe use ohistoric
battlefields as tourist attractiaraisesfewer doubtsthan commercialising dilemnsathat other
dark tourism destinationface For examplethe dark camp of genocide (e.glaintenance of
former concentration carmsp reinstallation of Nazi left buildings)or the dark dungeon
(preservation of slavery sitelpve been the subject debate, as they may lensideredhe

‘unacceptable pdst

Tourismis about storytellingBruner, 2004; Chronis, 20053taff at tourism destinatian
areof pivotal significance to the representativeness of the theatrical performanasg-history
presenters, for exampleresstaff who play the rokof particularhistorically significantpeople

and° st ay i n’  twhighis consistenawith tbe tliemes Their scripts and performances
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are dynamic to match the needs amerests of the indivigal visitors and circumstanceStaff

show thereliableperformancebut a dynamic script can engage the visitors.

Interpreting the site is the responsibilityof staff or professionalpark rangers or
organisationsas suggest by Chronis(2012) Chronisunderlinesthe paramounimportanceof
tour guides not only for delivering thehistorical deathbut alsofor construding narrative
imagineering.The ability of staffto weavea narrative that draws togethearious aspects of the
site heightens the importance of theatrical performaiWidlis, 2014). Experienced employees
serve as the primary channel for communication with visittaff characteristics include
assurance (knowledge and ability to convey the offeringsyesmbnsiveness (visitarienated

and prompt service provisignyhich all reflect the communicative staging of the destination.

In dark tourism setting4, is important to note thahe history and the tragic lessarebest
understoodas narrativestFor example, isitors reviewed their experienceof the Omaha Beach
guided tourby usingphrasesuchas br ought t he experience to || if
and® pointing out the t hi nStgfangdotaur gdidsmélptbidge¢he i n t |
distance between historand visitors by making sensén accessible wayspf the staged

environment in which visitors find themselves.

Storytelling can be shaped to the nature of the audien@nigyly askng visitors where
theyare from.Willis's (2014)study ata ViethamWar site suggesthattherole of a guidd tour
is not merelyan information disseminatarbut can also provide a glimpse into the reality of
Vietnamese lifehate x ¢ e e d s formalearrativeMetapboricdly, visitors are motivated by

the ‘beyond the stage of t he phefollowngexamplet o c at

illustrateshow the Gettysburg battlefield guide toigtailoredtothevi si t or ’ s home st &

AOur Gettysburg Battlefield Official Tour Gu
with friends, my husband and two couples yesterday fen@u8 tour.He customized our tour

to include our home stateand picked us up at our B&B where the tougée. George knows

the Battle of Gettysburg and shared his knowledge. Want to learn what happened at Gettysburg?

As k f or (G&tysburgh)e 0

Finally, the identification of dark tourisns accompanied bgxtensive debate aboiis
ethical and moral aspts (Lennon and Foley, 2000; Stone, 2009b; Wight, 2069m such

debatesthe role of staff as the primary communicative channel needsmphasis education,
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remembrance and her it ag,eanedbylfSearpkyandStoned200ek edut .

valid in the sens¢hat dark tourism sitgsresent death argiiffering to visitors.

Landscape, scenery and desigeother essential aspsthat enhancthe experiencescape
for visitors. The findingsdicatethat the landscape of the battlefieohd the architectural desgn
of visitor centrs influence the vidbr experienceKotler's (1973) article on the retail sector
emphasises the importance of the atmospherics. The author argubss tlaatoris the conscious
designing of spad® create specific effects buyers. In the service context, design is a significant
dimension that contributes to a positeféecton the overall qualitpf the destination (Hooper et
al., 2013; Reimer and Kuehn, 2005)

In dark tourismsettings design and landscapg@pear to providéhreesignificantroles.
First, theyserveas an attentiogreating mediunfe.g. the unique design of the visitwentreat
Culloden Battlefieljl Culloden is asite of national significanceand the visitor centre was
designed by setting strict parameters for heights, views and matetaddkinArchitects, 2020)
The building, using locl} sourcel material] wasmoved away from the battlefield lines, ensuring

that it would not disturb the graves and artefacts (ibid).

Second, design and landscegerve as anessage&reating mediunto express various
meanings abouw site(e.g. monuments and memoriaks battlefields as seen at the Memorial
Sundial at Bosworth Battlefield Heritage Centre and Country)Pahis sitetells the story of the
battleasderived fom the chronicle of Polydore Vergil, an Italian at the courtof HenryViiBat t | e
of Boswor t h. Tleimerdumenin questio@r@rks the points of the compass and the
distances to the other battlefields of the Wars of the Roses, with the three names of Richard lll,
Henry Tudor, Earl of Richmond, and Trhas, Lord Stanletibid).

Third, design and landscape seras an emotie medium to the visitor. The empty
battlefield, the monument or the visitor centre building may directly arouse visceral reddtiens.
monumentsrounda battlefieldhelpthe visitor to imagme how the event happenaddmakethe

sitemore atmospherid:or instance,
The beach was completely deserted, which allowed us to visualize better what happened there
and the sacrifices that were made. The Braves monument provigetd French to those US

soldiers who gave their lives and liberated the region, is really powerful and worth seking.
woul dn' {Normandy$2).i t o
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Rickly-Boyd and MetreRoland (2010¥tatethat landscape engages visitors sensorily and
imaginatively Landscape&reates an appropriate atmosphere in which visitors can sense the place
and createa whole experience. Design and atmospheric elenprntsde the perceptions and
mental images that visitors take with them, which influence their revisit or recommer{&atron
et al., 2007) Similarly, a study at the National Septembéef Memorial and Mseum concludes
that design preserves the remaining M@t pri nt
Voutsinas, 2017) Both design and landscape are intentionally andhiomnintentionally

communicative staging elements.

Functiond Elements

The functionhelements of experience stagjragtivities and events, visitor guidance and
facilities correspond to the reliability of the experience offeriigese elementre the ability to
perform the promised experiersodependably and acately. Museumlearning is sekdirected
rather tharguidedby a teacher in the classrogfalk and Dierking, 2011Exhibits substitutéor
the teacher as the central medium of instruction. In this cotlextisitor centre appears to act as
a history museum or a centre of public learnimga heritage centré\ notable example ithe
Omaha Beach Memorial Museum. The museum is based around the thdéraealy lives of
those who died during the-Day Landing. The focus of the museum @ artefacts- with
displays of personal objects, vehicles, uniforms and weapbingse objects artieir arrangement
are put into thematic scenes from the occupation period until the lamdlioging visitors to
immersethemselvesn the pastThe museum demonstrates thas not only modern interactive

displaysthat visitors respond to;sate cartell astory in a simple and straightforwarthnner also

Only havingoriginal artefacs on display wouldhot be sufficient foranexhibition in dak
tourism settinggRatz, 2006) Ratz analysé the exhibitions athe House of TerrorBudapest,
suggesting thatie combinatiorof high-tech methods of narrative with the control of lightargl
sound resu#tin a memorable experience. In this sertbe, evolution from passive objects to
interactive illustratios can paintan emotional picture of the past he vi sitor’ s exp

developed fronthe artefacts and interactive presentation.
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A possible explanation for this mée related to types of visitovisitors can be divided
into two kinds: expert and novicéBoonen et al., 2018EXxpert visitors are knowledgeable in a
particularfield anddevelop more sophisticated ingasandunderstandhe exhibits within their
contexs (ibid). Novice visitors, on the other hand, hditde or no knowledgeof thetopic, and
they may take longeto view or be unable to understand the exhibits (ibid). Motivating and
engaging with different levels afinderstandings challenging.Visitors may arwe without
preconceptionsr with amore indepthknowledge of historyMoreover more recengeneratios
who havenotbeenaffected by wamayneedamore interpretative message. Dark destinations are

doing the difficult taslof presenting the entire stowithin limited spaceand resources.

Battle reenactments remembtire dead and remirekisting generations of the horrors of
war andsubstantialoss of life. All the study sites offer this experience annuatigmely,’ The
Battle of Hastings(Events at 1066 Battle ¢iastings, Abbey anBattlefield 2020) ‘Bosworth
Medieval Festival(Bosworth Medieval Festival: 202@020) ‘ Annual Commemoration Service
Culloden Battlefield (Upcoming Events, 2020)‘Annual Gettysburg Civil War Battle
Reenactmeni2020 Battle of Gettysbur@020) and’ D-Day Festival (D-Day Festival Normandy
202Q 2020) These special everase free (included ithesite admission charge) or have an extra
admission fee. This fee is wh@ilmore and Pinél (2002)emphasise thain a singular placea
businessamust consider how bedb take advantage of the staging experience and design those

experiences worghof an admission fee.

Gettysburg National Military Park is a showcase example of actiptions.The museum
and visitor centre buildingrefree to enterbut there are fees ftine narrated film, Cyclorama
painting and Gettysburg Museum of the Civil War. The site also offers different options oéticen
battlefield guidesa car or bus tourHowever, visitos can also purchasan audio CD from the
visitor centre anatonducttheir own self-paced autdgour. Multiple offering presentreedom of
choice Smith (1994)emphasisethat a destination needs to provide visitarth options for the
experience to be satisfactoijhe degree of freedowf choice varies depending timereason to
visit, age, visitor groupbudget,previousexperienceor a combinatiorof any or all Without
freedom of choice, it may be difficult for visitors to participate wholeheartedly in the activities.
The implication of choice is the potential for spontaneity anaarvelous experience. For

instance,
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i We got tickets tothexMusetino and Cymlama and a park tourThere was a greeter

in the line to explain thepcoming choices and pricemnd answer any questions. We opted for
the in-car ranger tour We had about two hours before our appointment time with ranger so
easily spent it at the movie presentation and Cyclorama. To make it more interesting for my 8
yearold (and really for all of usjve got a Junior Ranger book from the ranger info desk. The
guide is set up to accommodate different ages so you can choose the number of points you
want to achieveyou then get a ranking like private or corporal, a certificate of completion
and a cool patchThe questions are pretty hard and the ranger realtiyIdok them over and

ask a few friendly questions (glad since we worked hard @iGgttysburd.7).

Activities, events and exhibitions are triggering todkst help to engage visitor
participation.Thesetools connect ' t he vilikaatvidual timeanachihesotleex p e r i
past.They are substantive materialghich arenot only ina digital or physical érmat but also
deliver an experienseape that sergethe visitor journey across both physical and digital

environments, using multiple tesiques and devices.

Visitor guidance can manage the flow of visitor traffic, and it also relates to the layout of

the exhibition. This element aids the ease of movement of-tmause displays and exhib{8onn
et al., 2007)Swarbrooke (20023uggests that signs and information boards need to help visitors
decide how to spend their time i@ andto follow routes with minimum effortFurthermore,
Tzortzi (2014)arguesthat movement design is critical to how exhibits are perceived by visitors
through gatial and visual presentatiotiatmediatetheirexperienceCulloden Battlefield visitor
centre showcases an example of hownanage the flow of visitors by créaj a oneway route
from the main entrance until at the end of the exhibition.

A Thi stor esentre imparts all the necessary information about the battle in an

accessiblavay and without dumbing dowiThe timeline leads you through the story as from

the government side and a separate timeline as from the Jacobite aAgier dealing withthe
pre battle buildup, there is a surrounded film on four sides of aereactment of the

battl eéThere is al so a | the ppstions and moxementsafithef | at
armies again very well done. Finallya walk on the battlefield withor without a free
audioguideis your choice. Thisisamugisitif you ar e i n {Chledenl®).ver nes s

In theabove reviewyisitor guidances linkedwith the design ofhelandscapeln addition
to the gate, map and signage aroundiattlefeld, the site offers locationbased audioguide to
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provide visitors with an Hdepth understanding specificspotson the battlefieldDark tourism
destinatios design this functional dimension to make visitors-seliving and autonomouisut
the must be usefriendly. These visitor guidance elemeritelp the visitor t@reate andhavigate
their own experiencesrhis approacltan bedescribechsa seriesomos ai ¢c¢s cr eated |

mindsas a result oequence viewing.

There are differensein visitor guidanceat each dark tousm destinationEach si t e’ s
history characterisas. The findings suggest two ends of a scale, framlativelyindividualised
routeat Battle Abbey and Battlefieltb the structured visitor routes Culloden Battlefield. The
relative uniformity of Culloden Battlefield means that visitogseivea higher orientation of the
exhibit space, as opposed to Battle Abbey and Battlefield, where visitors are more likely to
disorientatd by the sugested rates.Thereforedesigning visitor guidands linkedto visibility,
mearing thatnarratives are constructed as a platfémom whichthevisitor experience the site

Although facilities are not expecteditopactvisitor experiencedirectly, experiences are
perceived only when visitors feel comfortable and their basic needs a(®idler et al., 2004)
Shops, restaurantsarking los andbathroomsalsoaffectvisitor wellbeing Memorabilia refers to
tangible artefacts from the site, which might range from purchased souvenirs or baoks to
signature wrapped paper from a memorable dinner at a restgdi@stand Rossman, 2008)
memorabilia argarticularlypowerfulatenhancingexperience quality when presentad value
added or unexpected wélylatzler et al., 1996)The concept ofdcilities stresssthe importance
of avisitor centre beyond the main exhibition spadeat is facilitiesact as souref preparation
(e.g. cloakroom before and after entering the main exhibhithyoon) and service (e.g. car park,
café). The successful visitor attraction or heritage sisenot base on only the exhibitions,

activities orevents but alsoon sufficiert onsitefacilities.

The following reviewsndicatethat visitorschoose tovisit other sites or complain about
sites becausef the facilities, such ascomplicatedcar parks and the nofvariety of food at the
restaurantThis finding is related toPinell and Gilmore'g1998) experienceeconomy which
states thagxperiences should be wottre admission fee.

flf youuse thecar park, the charge is £4.50andif you pay the very expensive entrance fees

thecar parkcharge only drops by £Dueto the expensive fees we did not enter the attraction
- circa £36 for 3 adults, felt it was a rip dff §Hastings®).
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The exhibition is well done and presents the history of this important site in an accessible,
engaging and informative waly.is a great shame that th&€ithe Barn provides suchacklustre
refreshments. The menu is old fashioned and truly uninspiring. adidreadful sandwiches
which were poorly made with tired and cheap ingrediertds a potentially excellent place to

eat and could add hugely to the visitor experience but is currently letting the whole place down.
Best to bring a picnid (Bosworth®b).

Since battlefield and visitor centres are intentionally created as tourist destisathe
sitesmust' ma n',ahgoagh® subst ant i V& osnma@s tt galtd magstbrm the
‘e mp t yintofan atdaation. When designing staging experigsitsmust beaware thathey
arenot only developing the physical buildings and spagoetalso théangible elementthatcan
shape the intangible visitor experientée offerings need to suppditte central theme and serve
the visitor’ s pdntecoinagde witbtRing b and Gilmeresseg(1998¢xperience
design principles: theme the experience, harmonise impressions with positive cues, eliminate
negative signs, mix in memorabilia, and engage all five selg@gan(2006)reconfirms thatat
the centreof the experience offerings, memorable experiences come from the enjoyment of
choosing from an abundant choice, the discovery of new things and the distiessivafnthe

settings.

All businesses, including dark tourism destinatistege and choreograph experience via
theatricaland functional elemestVisitors‘add the final link andexperience the staged offerings
according to personal choices and situalovariablesDark sites reenchant historieby paying
particular attention to multisensorial stimulation. Layering interaction with physical and digital
offerings transforradark tourism sites into impactful and memorable destinations. Then, the site
history turns into an intrigng narrativethat develops the story and transforms into derivative
products such as souvenirs. Finally, staging actions are undertaken bgmogéacilitatorsand

thesecontactpoints of site personnel or other visitozanguidevisitors through the experience.

In dark tourism settings, the experience staging is interwoven with a dramaturgy: visitors
are drawn into the stories the sites providellustrate the history The dramatic arrangement

influences how powerflyl a sense of emplacement is evoked for visitors: where the battle took
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place, where artefacts are placed for display, the narratttrs fom of atour guide or reenactor,
the architecture and landscape of the dite activities and events visitors airevolved in, the
pathways plotted throughout the space, Hrelfacilities for comfort and safetylhe findings
indicate that integrated feerings strengthen théheme. The theme should beconcise and

compelling andthe combined offerings drive all theaging elements toward the central theme.

These interweaving elemerasm to strengthenthe visitor experiencéy transforming
undifferentiated terain intoasignificantlandscapeThese elementsansmit meaning that contains
tangible proof of the eventi n pl ace’ and provide theThsense ¢
dark tourism destination i s " Wihrthernoreredardisge ol d
experiencestages, showmanship is replacing scholarship in traditional museims. above
discussion and explanatiasupportedby identifying how visitors react to these staged offerings.
Thefollowing sectionconsidersisitor experiencein dark tourism settings terms ofhowthese

elementengage visitors in memorable veay

5.2Visitor Experiences

Visitors come to battlefiekland visitor centrefor different purposeandwith different
preconceptionsExperiences are varied and multmensionaland overlapping. To answer the
research questionhe findings in this sectioareinitially bas& on the multiacetedmodel of
visitor experience byacker and Ballantyne (201@xisting theories and frameworks are not
expected to provide a perfect fit with the study, and neiliesiramework nor the data tajpeority
over the otherln this chapter, he dimension ofexperiencess presented as separate constructs
(one form of experience per sectido)capture the content and intensity across multiple Jitess.
study reveat seven dimensions otisitor experences namely, physical, cognitive, flow,

relational, introspective, emotional, and paranormal experiences.

5.2.1 Physical Experiences

Physical experiencis characterised by movement, action, physical activaresgeneral
links with tangible object§Packer and Ballantyne, 2016; Tussyadiah and Zach, 20isprs
need toknow the different activities they could partakeat the destinationThese provide the

opportunities to attend the site activities, try on the costumes or try out thenseghe sites also
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use differenttypes ofexhibits aided bytechnology to help visitors engage in the experience.

Handson activities are the platform for physical experien€es.instance

The National Trust for Scotland is to be commended for creating a facility that reflects the
importance of the event and tells the often complex story of the events that led up to the battle
well. The interpretation is via many different mediahistorical timelines, audio, traditional

exhibit display,interactivemaps, eavesdropping on deliberations among Jacobites, a short but
evocative 360 degree surround film of the battle, archaeological finds, toursdisplaysby

people in period costume, dressing and all in a welllaid-out route and that's only inside.
Outside are trails round the site of the battle itself and guided waksright wellstocked

shop and excellent cafeteria complete the experience which could easily last half a day or more
for anenthusiast (Culloderl).

i My 4ydanold daughter visited on a Sunday when they were holding a "fight like a knight"
chil dr en' s Mydatghter loveg thed kmighé activities, she got to shoot a bow,
crossbow, ballista and dress up in period ttoee andtry on the armour.There was also a

short demonstration and display by Hawkwise Falconry where we saw a Buzzard and a Harris
Hawk. Great value day out¢Bosworth21).

Visitors have the opportunity to séiee real site of historical everd andreal objects from
the battls preserved in the musesnand visitor centre Visitors associate certain sights and

textures with the destinatioA. visitor to Culloden Battlefieladvrote the following:
AfThe Cull oden Bat t | efngcetland neariinveeness. $he badtlefialdséed i n
itself is largely vacant and has somtryboardsposted to indicate the battle location and
layout. The real treasure is the excellent museum at the site, ednithins manyartefactssuch
as muskets, cannomyniforms, etc. plus a detailed description of the history. There are docents

in period costume who describe and provide details and are a real treat to listen to, especially
for youngsterg (Culloder2?2).

In some reviews, visitorsecall beingmoved by thebeauty and scenery during the

battlefield walk.For example

AMy partner and | visited the battlefield an
and battlefieldWe enjoyed the scenic route around the battlefield really getting into the spirit
of history. The cold and the frost made the walk that little bit more magicétastings21).

Physical experiences focus on visitors using their multiple senses, including seeing,

hearing, buching the objects and scenery.
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5.2.2 Cognitive Experiences

Although physical objectgemain valuableartefactsat battlefields and visitor centres,
visitors primaryexperiencearethe intellectual and interpretive aspects. Cognitive experience
the mental process of knowing, including aspects of perception, regsamterpretation and
judgemen({Tussyadiah and Zach, 201¥)sitors review their visitén terms ofknowledgegained
and discoveng new informationor experiening something they have not seen or known before.
Visiting the battlefields not only enhaggv i s i t o r s ;| butlkalsoansweendestonghey

may have

The cognitive experience varies because each person preftamlearning styles and
techniques Sites shouldoffer visual, auditoryand kinaesthetic style The following reviews

exemplifyauditorycognitive experience from a tour guide and audio guide.

A gui de dbattleieldis induded with@dmission and is well worth taking. The guide
was very good ande learned a lot about the battle that we didn't know befdre.learn about

this place first hand is something everyone interested in the history of Scotland shuld do
(Cullodenz).

i We kaowirom our history lessons at school about the Battle of Hastings in 1066, but to
actually visit Battle Abbey and see the field on which the battle took place was amazing. We had
an audio guide, which was very informative, and we te&a lot about King Harold and King
William, who the battle progressed and why the Norman®\ldastings2).

Another exampleof cognitive experiencethis one from the Omaha Beach Memorial

Museum,is derived from both visual (exhibiggxdfilms) and auditorydudio stations

fThe museum haslot of history to read and understand what the battle was bikel what it
meant. Spend some time to sit and check ouditbet films,  t (Nasndandy21).

For Bosworth Battlefield Heritage Centre and Country Pare visitor reviewed the
cognitive experiencef taking a child to learn the history. This visitor mentions many kinaesthetic

learning activities at the site.

n i t o0%ykaroidpon to Bosworth thelp him with hisschool project. What a fantastic
day we had. There were loads of people in period dress, very knowledgeable and very keen
let my son try out the battlaxes, swords and armouwe then went into the museum which
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was very interesting ash ‘handson’ like a long bow you could try to pull back which
measured the distance an arrow would fly and TV screens behind battle helmet visors so you
could see how much your vision was restricteédbome museums have too many pictures and
too much to rad for kids buthis was full of things you could do or touch etim keep my son
interested. Followed by a good interactive video of the battledt@@tisworth22).

By participating inthe consumption procesat destination settings, visitors obtain the
cognitive experiencd.he reviewsabovereveal thaphysical activities (e.g. kinaesthetic activities,
a guided walk) form direct and indirect cognitive experiendéus, cognitive experienceis
interrelatel with physical experience.

5.2.3 Flow Experiences

Flow is a psychological state described@sikszentmihalyi (1975, 199Rs beingvhen
people act with total involvemerilow is thetype of experience that people are drawmézause
they greaty enjoy the activityand becomebsorbedn the moment and lose tiresense of time
(ibid). At battlefields and visitor centrg visitors immerse themselves in the activities and
exhibitions.Visitors are in control and feel a sense of cordation with their surrounding3.he
most common el ement to emerge from thlenyisitol
absorbd in the activitiesVisitors becomearried awayvith their visit, mentioningtermssuchas
‘“ h o o k eichmersathThese terrasuggest ahabsorbingexperiencé€Tellegen and Atkinson,

1974) The followingreviewsillustrateflow experiences.

AAn i mportant piece of hi sitwould/be sillgnotkogpanca c e at
learn about what happenetihe museum you walkthrough is very informative and intrigding;
immersed myself into the minds of some of the people who played important roles leading up

to the great "Battle of Culloden”, just to get a sense of what must have been lils&s not
disapmwinted (Culloden).

i Eptoring the battlefieldsvas like walking in the footprints of the soldietdat fought and
died there | did not want to leave (Gettysburg20).

During flow experiencestime seems tgass quicklywhen people are engaging in the
activities. Visitors mentionlosing track of time wherthey enjoy their visit. Beyond a distorted

sense of time, visitors describe the moment of realness and temporainly bar self
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consciousnesy/isitors becomeéntensely focused on an activifyatrequires most of their mental
resourcesPeople are motivated by the quality of the experience they have while they are engaging
in the activity. For example,

ifWe deci ded ttoourgan's scisool topiddaving th&ughtbe there for an hou

or so. It turned out to be a full day tripThe guided walk led by Lizzie in costume was brilliant.

Our son completely believed that he had seen the baitid, loved the detailed explanations of

the battle and the alone usethe exhibition at th&isitor centre is extremely well thought out
to engage children and adults alikeupertd (Bosworth23).

Visitors also reviewd anotherdimensionof flow: asa challenging activity that requires
skills. Flow is reported to happen within sequences of activities that require attention, and that
cannotbe done withoutertainskills. Peoplewith experienceof similar activities mayhave a
differentimpression ofhie attractiveness of the destinatibnthisexample, belowthe enjoyable
activity combinegeading a map, listening to an audio guide and hunting stdtouesghallenge of

completingthe huntis stimulating makingthe experiencenjoyable.

i Our drasuwlgobttoelo a topic on the Normans at school, so we thought a trip to Battle
would be helpfulShe was hooked from the moment she walked into the grounds. Normally
she isn't a fan of this sort of day out but the children's audio guide, map and statuging

kept her interest all the way around the battlefielthe visitor's centre is one of the best we've
been to with lots of interactive exhibits. She certainly learnt a lot to¢ldgstings3).

Flow suggests a state of mirthat brings together physical, cognitive and emotional
experiences becausedncernenjoyment duringhoseactivities. The elements that contribute to
flow experience in dark tourism settingemprisechallengingactivities (attractiveness of the
activity) and skill (v i s i khowvledge about the presented tQpiesuling in concentration on a

task, loss of seltonsciousness and transformation of time.

5.2.4 Relational Experiences

While visitors reviewvedindividual experiences, many shdtbeir experiencewithothers
such adravel companiosg staff or other visitors at sites. THam of experience relates to social

interactions, companionship and connectedness among p@&auker and Ballantyne, 2016)
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Personal interaction between visitors and destination prevgissnsidered central the business
andconstitutes visitor experien¢€hang and Horng, 2010y he following revievg suggesthat
the interaction between visitors and destination empkfgges a elational experiencthrough

a guided tour and an site activity.

fiBook a guided tourlt was TOTALLY worth the $75 for our family of five. Make sure the tour

guide is booked through the Gettysburg Foundafidre guide will meet you at the Visitors

Cente and drive with you in your car (or drive your car as ours diajhd take you around the

sites and provide the context of the battle relative to the war, describe all the specifics with how
the battle went down, and show all the key pla@esy cool. Thiswas a hit with our teenage

boys and my wife as the guide made the whol e
guide was Dave and he was awesome. He took some great pictures of us which is another perk

of having a guid@ (Gettysburg?2).

fVery wellpresented display of the background and result of the Battle of CulMteanjoyed
taking part in the Myths and Mysteries sessiesurprised at some of the facts that came out
from this session which wasell presated by a couple of renactorg o(Culloden).

At dark sites, companionship affectise visitor experience.The following reviews
demonstrate that having a great time and getting along with companions are essential relational

aspects of experience quality.

fiReally enjoyed our trip to thideritage centre today The exhibition was informative, with lots

to read and look at. We learnt new things and added information to our existing knowledge of
this period.We particularly enjoyed handling some of the armour and chain maileally

heavy! andlooking at the skeleton of a soldier who was killed in a battle and looking at his
injuries to learn why he had died. It was something our whole family could enjoy, my grandad
(79) my parents (50's) and myself and my sister (20s). After we had lookeahdrihe centre,

we went out onto the walk around the fiel@ leisurely 2km walk that was just right for my
grandad to be able to do without getting tired or h@t was a really sunny day). Would
recommend to people with an interest in medieval histony you don't want to pay for the
centre you can just to walk around the circuit and enjoy the viéBssworth2).

AFor those of you that hanker for a day trip
is the place to gdVhat a great place fahe history buff oa family outing. This place is wide

open so let juniodloose Make sure you pick up an audio guide at the entrance when you pay.

Well worth ib (Hastings2).

As a lo@al persorvisiting the battle sitethe relational experien@@mpriseghe interaction
with other locals and visitorSocialisation is an essential element for many visabenemorial
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service or reenactment dayA sojourn toa battlefield siteor to attenda memorial service with
other visitorawith the samenotivationsencourages social interactiofhe compatibility between

the visitor and other visitorsnhanceshe relational experience quality.

AEvery year around the 6th of June, there's a
Sur Mer sector © commemorate the-Day landings, andeven more so the friendship and

pleasure that we can from lifeThis is really a great experience. Tables are set up on the road

along the beach. You can bring your picnic or buy food at stalls on site. There's roomstbé

period, and sometimes people danteu can see re&nactors and war material from the epoch

It's a great way to meet people, locals and otfeeignersbecause you share your table with

ot her séHope todNosnanely23).ou t her e

AOnN the nearestveekend to the 14th of the month each year the site is generally packed with
spectators, reenactors, staff and traders. People from across the globe come to witness the
spectacle of Normans versus EnglisBnly it is not as simple as that. There wereesaother
nati onal i tThe event thisvyear was dtténded by a-seit audience of perhaps
10,000+ who flocked as families, couples, groups, individuals to witness temaetment on
Caldbec Hill that sealed the fate of Harold and his brothe@yrth and Leofwin For much of

the time they visited the many craft stalls run by traders from across Europe as far afield as the
eastern Baltic and the Atlantic coast of France, and from Poland south to Italy. The men and
women who came in period costutoetake part in the 'battle’ were as varied. There were
musicians, actors and colourful characters by the sedrevas one of the authors who had
written books and gave talks, took part in discussions on both days, Saturday 15th and Sunday
16thé We went to bok around at the spectacle along with everyone els¢he site between 3

4pm. Before the renactors moved off to take their places in the English shieldlweadint
around and between them to take clesps and wide shat Hopefully this will encourage

youé See you there next yea(Hastings®).

iBeing in Gettysburg for the sesquicentenni al
experience6 Thi s was my third visit to the Gettysbu
is bigger and more impreg/e than the old one but conversely there seems to be less to see with

f ewer aThefeding of unsvérsal sorrow from the thousands in the crowds engendered

by evoking the tragedy of the battle was sumi
Water Mark at all the points the Confederate soldiers reached the famous wall. Sincerity and

respect marked the whole occasion | t 6| | never be forgotten by
years | at er(Gditysbut@g®.e mi nut eo

Relational experiencmvolves therefore, social interactions with destination providers,
Vi sitor s’sand othep asitas. Guch experiences sharing mmens of individual

experience.
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5.2.5 Introspective Experiences

Visitsto battlefielkme di at e t he cont empl at i-esaminaién. vi si t
These experiences are mostly privatel triggered by the activities, artefacts or settingsthe
visitor centra (Pekarik et al., 1999)Visitors mentionhow the exhibitiors and landscapshelped
them imagine and visualise what happened in the baffleés experience results from the
authenticity of the activities the visitors partak@ndthe landscape of the battlefigltey exploe.

Several visitors describe th@maginaryexperiencs, asin the following reviews

AfBattle is soaked in historical i nformati on \
great day traipsing around the battlefield, imagining what it would have been like and was

hel ped al ong by s ok\efavousta pait was gettig amormst d and é

walking out onto the field and letting my imagination paint the picture of William conquering

over Harold-some gruesome stories included on the audio goidastings®).

AThe Battle of Cull oden wa surearhisnaanustseeforany ni ng p
history buff. You can easily spend 3 hours exploring the museum and batfléfeslokttle re

enactment movie puts you in the thick of battle and giyes a real sense of not only the Battle

of Cullodenbut also any bat# in that era (Culloden).

Visitors also recall theiprevious experiencesuch aspast trips related to warand
battlefields, their childhood experiences and other memohiésitors compae their battlefield
experienceso the history clagsthey studied at schoolSome visitorsare veteranscomng to
the site to reflecon their personal experienceSthes vi sit the sites for t
reminiscencesrl he following exampledemonstrat®dothindividual and family experiences
i Il set up interesting walk and int@nter If History were like this when | was at school

would probably have learnt mote(Bosworth24).

filI'm a disabled veteran served in the military for the last 30 years, going to Gettysburg was a
good reminder thafreedom isn't free This is one of those places that you should take your
family to pa(Gettyslmuigd). r espect so
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AThi s murmsustsedor WWII hestoriansl have studied BDay, etc. because my father

served in the 4th infantry div. He couldat go back to Normandyl was proud to do it for

him...he survived Utah Beach,Day, Battle oftheBulgeT hi s museum meant a |
wor t h t(Noenartdy23).p 0

Visitors also reflecbn the meaning of what they were looking at during their vi3itse
first example below,impliesthatvisitors can learn abowhy the battle happened at this location
and how the country was formethe second example descriliesv the visitor understood fny

the site had been changed.

ifWe took an audio guide and wal ked the | onger
The guide was very easy to follow and gave us a very interesting insight into the Battle of
Hastingslt really isn't until you see e field from all angles that you understand the problems
experienced by the Normans and realise that history could so easily have changed that day if

only the Saxons had not broken ranks when they thought they were winnivgll worth the

visit- extremey e nj doHhastibgs®. 0

i A nmta show your respect to the thousands who landed and lost their lives. We saw the
stainless steel sculptures on the bedktfirst, we thought the folks and families on the beach

seemed disrespectful, but this is whaetFrench want to see....a retuio normalcy. Bring a
container to gather(Nemandy24)s and for prosperitydc

The describedisitor thoughts are centred on the experience of what life would have been
like during the waand on somef the hardships endured during and after the war. Visitors also
pay respect tthosewho fought in the battle and honaine factthat the site is also a graveyard

for the fallen.lt is a feeling of spiritual connection. For instance

ARThe Batt | e awdaturnihe gointynshe Qivil varwhe Union victory in the summer

of 1863 that ended General Robert E. Lee's second and most ambitious invasion of the North.
Often referred to as the "High Water Mark of the Confederacy", it was the war's bloodiest battl
with 51,000 casualties. It also provided President Abraham Lincoln with the setting for his most
famous addres€£xperience this most sacred and reverent location in American History. |
couldn't help but cry at all the lives lost on this battlefieldGetysburg).

fPeaceful and prayerful service honouring all those who fiellbattle and in current conflicts
around the world today (Bosworth3).
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Feeling a sense of connect ediseecflestediathe a par

introspective exgriencesAll the battlesver e pi vot al events in their <c
the nation’s heritage. For exampl e
Aalf I '"m honest my main reason for going was d

you are you won't be disappointed. But somehow that paled slightly once you get there as there
was such a loss of life... fane,there was a strange and sadlieg, whispers of lives losBut
| left feeling very proud to be Scottish(CullodenZ).

i A p auwrhistasyf a mustsee will make youeel our pasd (GettysburgB).

The sense of connectedness can be triggered by deep engagement activities idiod€xhib

with or without the nati oRoaihstascen, her i tage or

AMy husband is a huge civil war buff... me? No
cd selfguided tour...and by the end of 15 minutess drawn in By the ad of the 2 hr tour it

was "real" to me. | would recommend the cd tour AND the museum. We spent the day and went
back for a second dafven as Canadians we felt the weight of history and the sacrifices those
famiiesmadeGo once i n yosgbutg2h)i f eti meod ( Getty

The introspective experience is the sethmination of feelings and thoughts. It is the
inward mental experiences triggeiby activities and settings. Introspective experience includes
imagining other times and places, recalling past experiences, reflecting on the meaning, feeling a

spiritual connection, and feeling a sense of connectedness.

5.2.6 Emotional Experiences

Emaional impressiosa arefelt and elicited bw i s i sulgectige’ experiences. Visitors
emotional responseseevokedthrough activities and exhibitionas well aghe service settings.
Visitors interact with the service environment, staff and othetovssi Key emotions can be
provoked andbservedy and athese sitesncluding surprise, enjoymenpeacefulness, sadness,
fear andawe. Emotional experiences are categorised into gredpesh allows for patterns to be
identified.

Grief
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Visitors describe feelings of sorrow for the death and sufferamgl beingnoved when
seeing gravesind hearingstories of death andurvival. Regardingheritage and nationalism,
visitors feel both humbled and respectful when considering the importédiribe sits and the
casualtiesassociated wittheir families or nations. However, visitors with connection tasite
also experience a feeling of sorrow. This form of negative emotional expeisememtionedn

many reviewof places where mass death occurréer example

AAfter visiti ngwethbughtweuwsrepepared tor thd exadnience at Omaha.
Nothing could have prepared usiothing! Walking in the German casemates and looking

toward the sea recalling how our troops and Allies set out to achieve an objective beyond one's

imagination,| nearly fell to my kneesThe surrounding area is untouched whéne bombs
dropped. The sand wallely scaled is as prominent today as it must have been then. This is truly
sacred groundWe walked the beach and brought home a shell for our Unelo was part
of the invasion. He broke down in tears when we presented it to him. He had it encased and
was buried with it near his heart Carefully meandering through the cemetery hearing taps

being played added something additional to my soul that will forever change me and proudly

makes me an Mormandy25a n 0O

AThe wal k t hr ough hépeeod. 3heovgaring of the Kilttand ralpgees with
it. The finally the walk in the fieldt gave me a feeling of sorrow, tears and of the brave Scots
who lost their livesAfter seeing all of thatYou would feel the whole lives of the battle field. |
felt sad, heartbroken and my soul cried for the Scdfsyou go to Scotland, don't miss this. It
is all about ScdQulloéend. and the peopl eod

Anger

The second group of emotional experiences relates to anger. Specifically, visitors describe

emotionsncluding fury and displeasure. These emotions are felt towards thes géghke war or
pr i s dreatmend after the war.
ARnAbsol ut el y Illkanedsb muchggoipglarauncthe exhibition. The surround screen
film made a huge impact on me dmdhlighted the senselessness of itlathme away feeling

furious with Prince Charlie for sending all the brave, hungry Highlanders to the slauglater
(Culloden®).

134



AWhat a tragedy occurred at GetHbowcelldanyane or f or
possibly think that slavery was ©&&verysadtoj ust i f
have lost so many brave men, thank goodness for President Lincoln's humble spirit to keep our
nat i on (Getysborgl2@ o

Fear

This feeling produce fright and discomfortwith sites beingdescribed as sobering and
desolateThe feeling offearstemsfrom the stoies toldby orsite staff or interactive exhibits. The

visitor reviews, belowexplain the moment of fear.

AEveryt hi ng maked amsl cecomédela fadl week laterl can't stop thinking

about it. The battlefield had such a distinctive, forlorn atmosphere. | am sure the past speaks to

us here. Thanks for looking after it all so wélhe re-enactment film room wascary and

nearly had me in tears for those despairingsotsou | i ve on (Culloden2l). t houg

NfnOften oisterd olm&tetdl ef i el d wal k Sheseovalkdéare greatd by [
for a morein-depthunderstanding of events anoring home the fear ad courage of althose
that were present Julyl 8 6 (&eéttysburg2).

Although negative emotional experiences are dominant in dark tourism settings, positive
emotional experienseexist alsa The following sectionexplores thesepositive emotional

experiences.

Restoration

Positive emotional experienséncludethe escapism and renewal of individuddgs the
characteristics of battlefield settings and the wedinaged natural environmetiatare essential
for visitors restorative qualitiem the sense dfeing away from daily life. Visitordescribdeeling

peaceful and reladduring their time at the battlefield.

AA nice place t o whHitekoswitohodff feraahide andenjdy thesoundse ws .
of nature.(BosworthZ) . o
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il .This area is sancredibly peaceful and beautifulhat it is just astonishing to imagine all of

the violence and chaos that happened there. But everything is so well put together at the park
that you have all of the information you need to know abbat tvappened right where you are

s andi ng each s(GetpbugllpPng t he wayo

The tranquil andreattiaking moments thathe visitors report describe tHenomentof
e s c ayrieg'their site visitA restorative experience occurs from a harmonious matching of built
heritage and natural beauty. The landscape and natural settings have been obganiid

maintained site management.

Interest

Thistype ofemotional experiends connected to curiosit novelty, wonder anthejoyful
aspects ofhedark tourism experience. The reviews describe feelings of entertainment, thrill, and
general happiness when visiting the sitekareover, visitors are curious about how the site
offerings can maketheir expeiences memorabld=urthermoreyisitors expect to see particular
thingsat asite. In this sense, interest generates a feeling of wanting to explore, become involved
and extend the self by integrating new information. Exploration aims at increasing knowledge and

experiencef the target of interest.

il was somewhat sceptical about whethwe would get much out of ourisit to the site of the

Battle o Hastings- after all, you are essentially just paying to visit a few fields full of sheep

(fields which may not have actually been the ones in which the battle was fought), but English
Herit age have done a fantastic job of bringing
English Heritage for what they have done here. What would otherwise have been a few fields
with sheep and a crumbling ruimere transformed into a very entertainingiorning's Visit,

which inspired and excited my-yearoldo (Hastings3).

il particularly wanted to find the spot where Harold died and was pleased to fnd
commemorati ve st olHastinge®.r ki ng the spoto

Mixed feelings

Visitors describe bittersweet feelinghat seem to contradjpositive and negative

emotions). Thdollowing examplessuggesthat thevisitors felt sad but this feelingis derived
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from a positive momentsuch as pridén their nation or gratitudéo the soldiers who sacrificed
their 1lives. This nationalism,busalsothev i 9Nt gr @’
ancestry. Visitorglescribe aserendeeling during their time at the sgewhile at the same time
feeling sad and depressed.

i S u & feeling ofsadness and pridero know what happened on that beach, the lives lost as

Americans helped the French fight for their
p | a Nermandy26).

AfGoing on the beach and wembthknstognind. lhispradohna,r e br
powerful, and you cannot help butel so much sadness and at the same time,
gratituded (Normandy27).

The findings suggest that emotional experiences at dark sites can be categorised into three
groups: negative, positivend mixed feelingsNegative emotions include anger, graefd fear
Positive emotions consist of happiness, restoration, interest,gitiratitude. Bittersweet and

overwhelming can be described as mixed feelings.

5.2.7 Paranormal Experiences

The final visitor experience described in the battlefield context is the paranormal
experienceThis experience personal and cannbéexplairedratiorally or scientifially (Bader
et al., 2017)Visitors describe unusual encoursteguch as lighg, voices, smelk or thingsgoing
wrong with their cameras or photos. They report strange sersati@xtrasensory perception

during the site visit.

fiWalking about the fields felt like moments from the past would rear up and fade in my mind.
Strangely, as we walked towards what would be soon known to me as 'The Well of th@ypead,’
senses felt corruptedand | was hit by the putd smell of dried blood But then, as we were
walking past the clan gravesites and towards the Scots end of the Ifielehrd some
unintelligible distressed male warning shouts comir&p naturally, | asked Hugh whether there
were speakers placed strategically around the fietdduristic effects. To my shock, there were
no speakers at & (Culloden2.1).

iWe explored the battlefield on the doutleckertou bus t he f i rWealsday we
went and explored the battlefield at dusk. That was a wonderful time to go. It seemed less
crowded and the area was very beautiful. The stories aboutdneera'snot working at Devils

Den are true!Both my digital camera and my video camera wdatywire. Everything was
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blurry and out of focus. My daughters 35mm camera rewound itself in the middle ofrbkkr
of filmo (Gettysburg21).

Although thamainfeature ofthis factoris anunderlying interest in paranormal tourism, in
dark tourismthere may beslements of paranormal experiences involved. The main ideatis
paranormal experience comprises sensory elements and behavioural contpaneicts visitors

respom. Moreover these components can contribute todterallexperience in dierent ways.

Dark experiences are mutiimensional and cahe verycomplicated The variety and
intensity of visitor experiences are subjectiVhe dfferentdimensionf visitor experiences are

summarised iTable 51.

Table 51: Summary ofisitor experiences

Forms of Experience Definition

1.Physical The experience focuses on multiple senses.
1 Attending activities
1 Seeing artefacts

1 Being moved by the scenery

2.Cognitive The mental process of knowing, including aspects of perception, reasoning, interpretat
judgement.

1 Obtaining new knowledge

1  Correcting understanding

3.Flow A psychological statéhatoccurs wha people act with total involvement.
1 Immersbnin activity

1 Altering the sense of time

1 Challenging activity and skill
1

Loss of seHconsciousness

4.Relational The experience associated with social interactions, companionship and connectednes
people.

1 Spending time with travel companions

1 Spending time with staff or other visitors
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5.Introspective Th contempl ati on o fexaminaiont or s’ thoughts
Imagining other times/places

Recalling past experiences

Reflecting on the meaning

Feeling a spiritual connection

= =4 =4 -4 =4 O

Feeling a sense of connectedness

6.Emotional The experience characterised by intense activity and a ceetgine of pleasui@ displeasure|
1 Positivefeelings
1 Negativefeelings

1 Mixed feelings

7.Paranormal Beliefs,practices and experiences not recognised by science and not associated with ma
religion.

5.2.8 Discussion

This studyidentifies visitor experencesandcontributego the empirical research on dark
experience in dark tourism settings. The findiaddresshe gapmentionedy Biran et al. (2011),
Biran and Hydg2013), Miles (2014) an&harpley (2012)This gap meanthat dark tourism
research has ye&b engagefully with the experienceof touriss. Dark tourism destinations over
the past century have become more widespread and varied, including gravegdetsty death
sites,Holocaust sites and waelated sites. As a némedonic tourism context, dark tourism focuses
on a range of commemorational, educational or emotional experi¢éagesBiran et al., 2011,
Dunkley et al., 2011; Isaac and Cakmak, 2014; Seaton, .1B@@k conflict sits in this study
context offer distinctiveexperiencespeople visit battlefield sites for different purpaséem
spiritual pilgrimage to secular tourigfButler and Suntikul, 2013; Winter, 201 Bndthis form of

tourismcontinues to grow in popularifyies, 2008)

As the tourist experiencgenerallyfocuses on the consumption of pleasant diversions in
pleasant placeghe multifaceted model of visitor experience®gcker and Ballantyne (2016)
presented in terms of positive or enjoyable experieddas. studyfinds that tourist experiences
are multidimensionalencapsulatg both positive andegative responses. Thus, the multifaceted
model of tourist experience can be applied in-hedonic contes alsg although the notable

experiences are different.
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Thephysical experience relates to movement and aatiolnsing the seresto respod to
the surroundingsHumans have five basic sengesuch, sight, hearing, smell and tgsfEhese
physical senses provide the data for perceptiormplayn essential role in visitor experience and
product interactiofiDal Palu, De GiorgandLerma, 2018)Thephysical experience is influenced
by the activities and events staged at particular Siteis. experience is in line witfiussyadiah
and Zach (2012whosuggesthatthis dimension of experienégcharacterised by sensation and
physical activities.Schmitt's (1999)experiential marketingstudy suggest that cognitive
consistency and sensory variety are filmedamentalprinciples ofsensory experienc&/isitors
knowthe different activities they can partakeandthedisplaysthey carseeatadestinationThey
cansee real artefactsyear costumes, tryeplicaweapors, watchvideo presentatios listen to
sound stationsyalk on the battlefield with GPS audio devis®r smartphong and smell the
gunfire duringa re-enactmentin otherwords, fourof the five senses are found in dark tourism
settings.In other words, touristsensorily engage with the landscape, and it is the sensory

experience of place addition tothe visual elements that create the physical experience.

The visitorin this next review describesengng the feeling of warthrough the re
enactment activitieghat suppliedmemorable experience3he event captuckt he vi si t or

attention and imaginatioengagng the senses likeever before

fiBoth my husband and | hateeen visiting this battlefield for over 30 year§Ve go to this re
enactment weekend every year and are NEVER disappoirttedorofessionalism of the re
enactors and indeed the whole experience is tremenddtss a wonderful 2 day experience
for anyonewho loves Medieval History and Richard in particddrreturn enchantedthe
soundsthe musicthe clothesthe smell of the cannoffire, and the actual battle reenactment
will all remain with me until next yearlf you can please try to make it next ggau will not
be disappointedl (Boswortt28).

Considering thereviews physical experiences are threefold: ¢Brk tourism attractions
are described as multisensognd manifested not only by visual predominance, but also by
integratedouch, sound ansimelt (2) theomnipresence of technology drivalsysical experience

and (3)physical activities assist cognitive and flow experience

The mental processes of knowikharacterisehe cognitive experience.h& primary
purpose of a museum is oftdre edwation experiencéaplan et al., 1993; Korn, 1992n the

same way, battlefiekland visitor centrgbring history and culture to visitor&/isitors actively
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participate in the activities and the exhibits dbtain new knowledge antb enrich their
understandingThis experience is enhancelrough theirintellectual ability and creativity.
Cognitive experience is in |ine withSdomitte “t hi
(1999)and the educational aspectline experienceeconomy byPine Il and Gilmore (1998)

Visitors write about obtainingew knowledgdrom guided wallng tours at the sits. The
physical experience influences the cognitive experievick. (2009)agrees withthis correlation
explairing that the interpretation afensation lead® the process dearning and transformation
at the cognitive levelPhysicalexperience occurs dhe phenomenological levethen people
perceive and interpréhe incoming informationandthe novelty of thee perceptions drivethe

individual cognitiveexperience.

Flow experience, as developed @yikszentmihalyi (1975, 2008} substatally used in
a variety of settings, including work, leisure and sports @xguj6é and Hein, 2016; Chen et al.,
1999; Jackson and Marsh, 1996; Shernoff et al., 2003; Skadberg and Kimmel, 7i64)
intrinsically enjoyable state can be recognised in the dark tourism caatelxt strongly links to
the physical cognitiveand psitive emotional experiencegisitors identified thedimensions of
flow, including concentration othetask at hand (e.gimmerse myself into the minds of people
who played important roles leading up to the b3ttteansformation of time (e.gday was over
quickly’); challengeskill balance (e.g.interesting things to do to keep attentidnvell thought
out to engage children and adudike’); andsense of control (e.gcompletely believed tit he
had seen the battle The distinct componentsf dlow in this context are concentrah and
transformation of time. These dimemss implythat thevisitors consider flow to be an enjoyable
experience. The result contradicts the flow experien@simort context concentration, control,
and challengeskill balancgJackson and Marsh, 1996)n whichthe enjoyment dimension is less
central than other aspediscause othe nature opors performance.

In dark tourism settinggni ndi vi dual aheightemet arousai ob sensarysand
cognitive curiosityandthei ndi v i d u a IsWwith the presentechactivity prave enjoyable.
The experienceés in line with the escapist in the four realmsgperienceeconomy(Pine Il and
Gilmore, 1998) visitors are the active participants who immerse themselves in the current
activities. Flow experience is situationally evoked and attempts ¢ertesn the quality of the

overall experience&xperience consumpti@omprises succession of intense but short moments
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of immerson, frequently interrupted blessintens activities (Caru and Cova, 2007As such,
this specific flow experience has become the foundation of the experiential approach in dark

tourism marketing

While visitorshavereported individual experiences, many share with othersinasmime
casesthese relational experiences signifidgrimpact their experiences. Visitonsteract with
their friends and family, the staff at sites and other visitors. Relational experiences also include
seeing children learning new thingekarik et al. (1999)n their analysis of museum experiences,
suggest that museum visitanadergosocial experiences by spending time with other people or
watching their children learn to satisfy themselveSheal and Griffin (2013Hiscuss tourist
experience at Gallipoliyith visitors describingnjoyment and perceived valurethe company of

other people.

Other relational experiencese evidentwhen visitors seek to connect witdthers by
engaging in collective ceremonies of remembrance, battEnaetment or commemorative
practice such as placing flowets remember the deatlhis form of experience reflects the sense
of communitas, either at ord#f or regular eventsas assged by Sharpley (2009) visitors
consume dark tourism as a playe death of an individual or grombpeople is the initial driver,
andthecollective experience and remembrance are the dominantsfébidy. In other words, the

aspect of togetherness i nfcteatorsrotegperiencé anothep r s w
sense, the relational experience develtipsughthe secular pgrimage viasocial interaction and
cohesionSingh (2006}tates that the function traditionalpilgrimage is to reinforce or reproduce

social relations among participanisteraction among visitorsreateleasure grin some cases

rapidly bond groups.Thecrowd contributes positively to the overall experience.

As presented in the findings, visitors can imaghmev the battle happened arate
reminced of previousbattle sites they have visite@he journey of personal introspectingss
includesrecallingchildhood experiences, especially when they et history of the battles or
when theyvisited particular battlefield sites. Threflection is another form dhe introspective
experience. \sitors reflect the meaning of what they were lookatgVisitors look inward to
examine their thoughts and emotipmsther unintentionallyvia the triggering of images and
settings or intentionally from pilgrimage. In this sense, dark conflict sitetwviprovide an
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opportunity to contemplate the significance of death, the Rgatoimpactand life. Personal

experiences and observations shape visitor introspection.

Feeling a sense of belonging or connectedisedisked to nationalism and pride. The
findingsclearlyillustrate that visitors travel to sites assoalatgth their family history, personal
memory or heritagdn particular, thos&ho view a place as a part of their past are likely to have
moresignificant enotional experiencethan others. The sense of belonging and connectedness is
in line with the feeling of national pride of visitoat Norfolk Island(Best, 2007)According to
the ideaof ancestral tourisrby Alexander et al. (2017Yisitors have deeply personal experiences
whenattempting to dicover more about their heritadénis notion iscongruent withPoria et al.'s
(2006) heritage tourism gdy. They suggest that tleeis greatwillingness to feel emotionally
connected to heritage visitors perceive as their own. The visit@ sregardasiteaspart of their
heritage, the more they feel connected. In the diveliedsites, Culloden Battlefld hasa high
level of recognitionparticularly among those of the Scottish diaspora, because of the association
with Bonnie Prince Charlie and his subsequent escape aided by Flora MacDaddn et al.'s
(2007)study at Culbden Battlefieldoundthat the filmBraveheartontributes to a Scottish image
of defiance against the EnglisBmphasising the sense of belongings and connectedness.

Dunkley et al. §2011) study at WW1 battlefield sites (Somared Ypre$ and Biran et
al” €011)studyat AuschwitzBirkenauconsidermersonal connection/diaspagia amotivation
to visit. Interestingly, connectedness and sense of belonging can be described as an eaperience
well as amotivation to visita site. The following example erphasises this finding.

nl f 1 ' mymaio reasan for going was due to the fact I'm a massive Outlander &iach

if you are you won't be disappointed. But somehow that paled slightly once you get there as there
was such a loss of life... fang there wa a strange and sad feeling, whispers of lives Bst.

| left feeling very proud to be Scottish(Culloder212).

A sense of spiritual connection is evidencethis study This findingis in line with the

museum visitor’' s exp egaonagurmeypofgetsanal intragpsceomhmh v i S i t ¢
is activatel by the exhibits and settings in a museifekarik et al., 1999Fpiritual experience is

one of the core elements of authenticity in religious pilgrimggedriotis, 2009) Previous
researchhas suggestd that people visit battlefields for commemoration, pilgrimage and
remembrancéCheal and Griffin, 2013; Dunkley et al., 2011) this study, visitors describe the
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connection witlthe sacredandtranscendet andmentionreverence to people whsacrificed their
lives in wars as well ago those whaurvived Thus, dark conflict siterepresent a characteristic
of secular pilgrimagéehat guidesdeeply heldvaluesand meaningful experiencelhe spiritual
characteristics of visitors featus&rongly in their individual experiences.

Interestingly, the oppositional nature of relational and introspective experiences is
recognised. Introspective experiences occur in inner spaceammédnhanced by a quiet
environment, wheeasrelational experietes are triggered by activities and engagement with other
people One vsitor reporsthe relational experience with a tour guide during his visit at Gettysburg
National Military Park with the guide customisg the tour according to the background of the
visitor. Furthermorethe history of the battlandthe landscapallowedthe visitorto imagine what

happened antb evokeanintrospective experience.

AEvery American should visit this National P
waschmged here in only three dayséOur gui de,
knowledgeable about every aspect of the battle. He brought with him a binder of strategic
diagrams and old photos, and when we stopped, he would produce these, explain tha,situat

try to delve into the thoughts of the commanding officers to determine their decisions for what
happened, and focus our attention on the battlefield expafiseguidance and narration

allowed us to easily imagine what a foot soldier would have exgreed, and what a general

would wrestle with, for the entire tour. By the end, when he was describing Pickett's charge, |

had to valk away with tears in my eye®ur guide was also very unbiased as to his opinions on

the War Between the States. He presehagh political views in fair and equal balanéending

out we were from Georgiahe spent about 5 minutes regarding facts specific to the Georgia
regiment. The battlefield itself covers a large expanse, and the hundreds of monuments are
impressiveThis place is hallowed it is not intended for anyone seeking fun or adventure. It
deserves our respar{Gettysburg@l1?).

Sinceemotions play an essential role in how individuals deal with events and issues such
as death and sufferirf@®yan and Deci, 2001gmotional experience is one of the most remarkable
dark experiencegMiles, 2002) Biran et al.'s (2011¥tudy eveakd that visitors are noonly
motivated by a desire for an educational experigmaealsodesireemotional experiensat dark
sites. Itis evidentfrom the findingsthat the inclusion opositive, negative and mixed feelings

adheres to the naturé @ark tourism.

The findings also indicate the emotional experience of anger. Visitors feel angry and

resentful about the way people were treatedlring wartime including convict treatment,
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punishments, lasg battles, and the leader feengthe countryafter the warln Cheal and Griffin's
(2013)study, visitors spoke of frustratioatthe costly mistakes and wrong decisomade during

the Battle of Gallipoli. Weaver et al. (2017also suggest that anger and hateede from a
geopolitical perspective because visitorssperred bya specific antagoniskear is anothetype

of emotional experience found in this study. Visitors feel unease and distevhar they watch

a re-enactment battleideo or hear sobering storiembout whathappened during the event.
Drawing onBest's (2007¥tudy atthe convict site, fear is another emotitoundat dark conflict

sites. Grief and empathwre present, tod/isitors identified the feelirgof regret and sorrow for
thosewho suffered andlied in the battles. They also described feeling moved when hearing
survival stories or when they see monumtseor gravestones. Similarhiles (2002p.1176

claimsthat dark sitesengender a degree empathy between the sightseer and the past victim

Despite the prevalenad negative emotiog) visitors indicated, to a relatively large extent,
that positive emotions occalsa These positive feelingsinclude enjoyment, excitement and
surprise when wgitors attend live presentatgmamescraft workshop, exhibitions, activities and

otherevents Additionally, visitors also enjogdthe guided or selfrail walks.

Novelty and discovery when visiting and learning about the cosiflict evidenin the

reviews Media influenceon visitors to visit the filming locationat Culloden Battlefield (TV

series- Outlande), Omaha Beach (film+ Saving Private RygrandGettysburg National Military

Park (film— Gettysburg is also apparenRelating tothe dark tourism perspective, the medsa

another way of marketintpatcan raise people awareessof what had happeneat those sites

(Busby and Devereux, 2013i this sensehe influene of (1) location where the film was shot,

(2) themain daracterand (3)thestoryline of the film may explain vicarious experiemtéerms

of noveltyseeking.Novelty and discoveryn this contextare also linked to the entert@iment

aspect of the expence. The emotion of discoveseensa pr of ound feeling be

aims—to be there and to see-tre fulfilled during visits.

From a general perspective of tourism, tourist expergeamssociatd with moving from
mundane routine to expiog extraordinary activitiesThe findings demonstrate treesthetic
moment of the visitorsnamely,restorative experienc&/isitors are relaxed and peaceful when
they walk around the battlefieldEheyareimmersedn andmoved by the beauty of naturghat
is, physical experienc&his finding is in line witfKaplan et al.'§1993)argument that educational
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sites also play a restorative raRuchsites create a sense of peace and calm, whichsalisitors
to recover their cognitive and emotional effectivenédsis aspect isalso suggested ithe

“Est het i cofthedxpanenaescononmy frameworKPine Il and Gilmore, 1998)

In ahedonic tourism contextourist experience is typically based on the consumption of
pleasant diversiongndvisitors are drawn to destinations becaokthe positive emotionsuch
placeselicit (Hosany et al., 2015; Mannell and 4abola, 1987; Otto and Ritchie, 1996; Prayag et
al., 2015) Furthermore the evaluation is on positive experience and experience failure (e.qg.
Hosany el al., 2015; Naym, 2011).0n the other handn the dark tourism contextihe expected
negative emotional experience couydovide themotivation to visit and may have different
meaningsfor different visitors (Nawijn et al., 2018) negative emotions are not necessarily
interpretedas negative experiences. This feeling supports the viewpoilasfijn and Fricke
(2015)that negative emotions can have positive ouomes in dark tourisraettings.The following
example portrays a positive evaluation from negative emotional experiences.

fiSpent an afternoon visiting this historic sifgart from rainy weatherthe atmosphere was
completely as | expected it to lmmmbe and sadThere is so much to see and do here: and
an excellent area for children to explore and learn about the past as well as a great play area
under the trees with lots of activities to keep them amugacken in the raipthere were plenty

of kids enpying this play area. We explored the grounds and r@ind it really did bring it all
to life. Wellworh an aft er noon(HastinggdLhyone' s ti me! 0

Furthermore studies on emotionsavetraditionally distinguiskd between negative and
positive emabns (e.gLin et al., 2014)The findingsin this studyalso represent the combination
of positive and negative emotignsuch as haunted and beautiful, amazing but sad, scary but
enjoyable,and sad but proud. These mixed feelings lead to positive emotional exparience
Additionally, this study further contriltes to the consumption of negative impressa@mproposed
by Andrade and Cohen (2007he authors suggest that theamivation of positive and negative
emotions exigwhen peoplechoose taconsume activitieshat offer negative feelings. &/ond

positive and negative emotions, mixed feelings exist in ttanksm settings.

Although the paranormal experience@ very notableat the five sitesn this studyit is

a personal experientkatdoes exist at sigof death.This unexplainable experieneemetimes
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occursduring a ghost touor ritual. The findings suggest that visitors do not intentionally visit
battlefields to egerience paranormal activitiediely accidentally encounténe experiencand
laterrecallit throughstorytelling. Paranormal activitiegelinkedwith a belief inghoss, which
dates from the early settlers to modern d@yseompson, 2010)Such activityis another form of
alternative tourisn{Gentry, 2007; Keller, 2010; Pharino et al., 20H)wever battlefield sites

focus onhistory, not selhg paranormal activities.

The findings portray individual expences as multidimensional and interrelatingf is of
paramount impoance to understand visitor experiente.the following example, igitors to

Gettysburg National Military Park report theinsite family experience

fiHeart-Stopping

We visited on the Fourth of July, an accident in terms of timing, but we had hoped to get to this

spot during some point duriraur family vacation and it was just marvellouBoth our seventh
and ninth graders have studied World War Il history, but thsjust an altogether different
experience... very personal, very meaningfuL e av e at -How éosthe memohah | f
before you head out to the cemetédirgives you a wonderful perspectivAnd if it all possible,
take an English speaking tour (whihfree) of the cemetery itse@®ur tour guide was warm

and approachable and very knowledgeable, and it made for a wonderful overview of the battles

and the memorial and the cemeteryWhen they played our national anthem and taps, |
definitely had a goodcry, so prepare yourself for a [rightfully] emotional journéy
(Gettsburg@13).

This reviewillustrates the relationaxperience sincthis tripwasa family vacation. The
parentgooktheirchildrento learn the history of the battl&s such,cognitive experience occred
during their guided tour and learning from the exhibitions. The visitors emphasistadsroom
learning isvery different from seeing the actual site with their own eyes. This wigg an
extraordinary experience for them. This mwable visit was a meanigful and lifetime
experiencelntrospectiveexperience in terms af sense of belonging and connectedness hapgpen
while listening to the national anthem. National pride, an emotional experigas&rousedlhe
content and intensity o$uch experience vary, but they all have individual andollective

experience Visitor experiences are inherently personal, subjective and multifarious.
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A consumption experiendacludes a series ofactivities— preconsumiion, purchasig
experience, core consumpticand remembered consumption experience, which inflsence
individual s’ d (€ari and Gova,s200&Yisitbrs @evietv expeanienceby reading
TripAdvisor to obtain information and instructian from other visitors (pre-purchasing
experience)choosing optionst destination (purchasing experienajendingonsite activities
and exhibitions (corexperience), and evaluating their viaid offering adviceto prospeadte

visitors (remembered experiencd-or example

fFirst want to thank so manyfripAdvisor reviewers who suggested starting at the Visitor's
Center and paying the $12.50 adult admission fee the 2630 minute Morgan Freedman
orated short video about the battle and the brea#tikéng 360 degree almost life si@merama
painting of the battlscene brought to life with more narration and the small museum with rifles
and artifacts from the battlés for viewing the actual battlefield sight so many had suggested
the Parks rangefled 2 ($65) or 3 ($90) hour your car driven guided tour that wag dst
choice...A third choice is a rangded bus toué We chose the $29.99 3 CD The Gettysburg
Story Battlefield Auto Toursince this package offered three audio optie@shour, 2.5 hour
and 2 hour narrated audidNe were on a tight timeframe, gbe 2hour option was best for
usé | hi ghl y outefthe canp&cturd and viewing stopslowever your Gettysburg
visit will easily move from 2 hours to 4 hours or more hours with this addition.

Hope | have the opportunity to return since a full day at teght with the audio CD's would
provide far more appreciation for althat is avaiable at the many miles that the battlefield
locations and monuments covered. Visited in April and the countryside is just-takiatn
Driving was a very easy highway hroand 20 minutes from Silver Spring, MD, just north of
Washington D.G (Gettysburg24).

Instead of emphasising the experience staging, the emphasis in this semtibousthe
visitors experienak dark sites.The integration okexperience offerigs and visitor experiences
spread over time.Experiential procegsmanifest multisensory, imaginary and emotive aspects.
Visitors do not consume the products or services at the destiratidheyinterpret andconsume
the images and meaning®in thog products and serviceBypically, vsitors are relatively
passive; they engage in experiences staged by the destination providers. In otheistase are

relatively active; they can immerse themselves in their experiehbe&ssuggests a shift itme
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visitor position from observer to actor in dark experienaes staging appears to enact them in

this process.

Every dark tourism destination is thematically predetermined bhistoricalevent and
visitor experiences varyVhat is evident from thistudy isthatbattlefield tourism is distinctive
from other types of dark tourisimtrospective experienseccur, especially when visitors have a
personal or national connection to the sRarticularexamples of the spiritual connection, the
search fo the meaning and remembrance arftuential in this context. A sense of secular
pilgrimage, curiosityaboutwhich stemsfrom the media and filmss recognised in this stud@f
particular importance of the finding ihat dark experiences do not onlyome from the
representation of deatthe experiencesrealsoderived from the site settings, the engagement
among visitorsand selreflection. Consumption of experience includes the outcortest
consumesevaluate and relivey writing online revieve. The next section explores the experience

outcomes

5.3 Experience Outcomes

Crafting the experience outcome is the ultimate aim for destination providers to
differentiate thaer experience(Nieters and GabridPetit, 2015) After the core consumption
process, the value created is both enahled judge by visitors throughout the consumption
experience. In this section, the experience outcomes deductively derive from the service and
tourism literature, forming three formsof outcomes, namelyevaluation recollection and

consequentialityEach sukcategory of outcomes also represented.

5.3.1 Evaluation

Visitors make a judgement by determining the worth and effectiveness of their visits
utilising personal cognitive and emotional impressi@idsng and Siu, 2013)'he evaluation is
basel on their previous visits or earlier experiences at other Stsisors evaluate the site quality
regardingboth functional (e.g. exhibits and displays, guided togusllity andsite settingge.g.
the atmosphere of the site)

Visitors judgeby determining the worth and effectiveness of their vigitsheir revievs,

evaluation relates to the comparisavith previous experiences (e.g. from other battlefield sites
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or heritage museums), satisfacti@vels,the recommendation to other visitors, advising other

visitors and sitef-or example,

AfRExcell entSiteBattl efi el d

We really enjoyed the visit to the Culloden Battlefield Site to learn about the history of the
Jacobite uprisingMuchmoney has been invested in the site to ngdtery come to life with

lots of informative exhibits, models and interactive displayse facilities provided are first
class. We then took one of the guided tours of the Battlefield sites, and this really brought the
experience homeA great site to visit and strongly recomman{Culloden31).

nWel | worth the entrance f ee

We visited this oseum following a visit to the beach itself. We were wepyessed with the
number of exhibitsthey had The short film presentation was well worth sitting through.
enjoyable visit which was enuch better value, | feel, than another museum we visitater
the same day (Normandy31).

AHIi story all around you

The center had all the information you could waoh the battle and what led up to it, during it

and after. Walking the grounds was aimspiring. | have not felt like that since walking

through Getysburg battlefield You felt | i ke history was brus
(Culloden32).

The findingsguide therelevanta s pect s t hat affectesWiistsi t or s

ease of wuse refers t o h o activelys passvalybhe ghragea ge wi
suggests identifying the ease of understanding of the activities and exhibits, the navigation at the
site, the reliability and responsiveness of interactive displays and other technological embedded
facilities. Secondgevaluationcomprises presentation performante. Visitors want v
in terms ofthe aesthetics of the desigBmotional appeal affects the intensity of engagement that

goes beyond the functionaspect.Finally, the6assur ance anddmensiomnmuni c a
concernghe knowledge and courtesy of staff with the willingness to help visitors in time and with

confidence.

Evaluation implies the&xperienceeconomyin which consumers readily exchange their
resources (such as time, morayd psychological afety) for experiences that yield cherished
memoriegPine Il and Gilmore, 1998)n this sense, the destination offers the experience to charge
admissionHence,evaluationcan bedefined as an appraisal of the experience value of the trip
reflected fr om i andeanierexpereehcéabo, 20X YEgatuatiantcan gomsist
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of comparison, satisfaon, recommendationna advice.lts essencdies in both emotional
reactions and utilitarian functions in three form&ase of usepresentatio performance, and

assurance and communication.

5.3.2 Recollection

The formation of experiences is complard the orthe-spot evalations may change over
time (Aho, 2001) Visitors try to recollect their experiences afidd ways to maketheir
experiences concrete and memoralRecollection refers to the efforts and actions made by
individuals to remember the tourism experiences and reflect on their(Tiijpg and Ritchie,
2011)

Visitors mentionthat they collect objectstake photos, record videaand buy souvenirs
fromthesitss Physi cal objects ar extplee i mosMsitossttytomo m gféo
make their experiences more tangible and bring those experietzdleir real livesThe first
example below,tells ofhow the visitor recollestthe experience bgollectingsand from the beach
where the BDay Landings occurredt is a vivid way of remembering because dark tourism
destinatios can remind visitors of their mortalitollecting the sandctsas & mmeentomo r—i °’
remembeng that we all will die(Walter, 2009)

fiTouch the SandKnowingWhat Happened Here Will Change You Forever

We arrived in the morning at |l ow tide. There
tide you could see the enormous distance the American troops had to navigate just to get to the
grassy areainfrontfo t he beachéThese troops were sitti
invasiononBDay, Omaha was the bl oodiest. A great |
loss of life and casualties just to get off the beach and then heavily covered hills watiedsw

through before they could get to anything that resembled cover. And, yet they did break through
and ultimately begin to chase the Germans out of Frahles. is one of those places that will

remain with you long after your visit. | brought some samdme as a fitting memente far

better than something from one of the tourist shap®Normandy32).

In the second example, visitors intensify their experiefmeduying souvens from
Gettysburg. During the American Civil WakK,ankeé was a term used by Southerners to describe
their rivals from theUnion (Evers, 2012) Visitors render this experience throughsib@

purchasing.
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AThis was a trip planned for 2016 butyednade i
the museum & filmThe store had some nice items for sale & my 12 yr old son bought a hat

worn by the YankeesThey say this should be your first stop & we agree. The ladies were so

nice & friendly and very knowledgeable and helpful. Glad we stoppedehe f i r st 0
(Gettysburg31).

Another example of physical storing is photograpghyerpretation anthe visual record
hold pivotal placein dark tourismas evidence of activity and visitatighennon, 2018)In this
technological world, photography or othesual options incorporate satfentity and individuals
interess, which areuploaded to social media or other imtetr platformsThe photograph captures

the experienceandthe camera is the todbr constructingcollective memory.

i The e x cligeks atthedentré amd the information around the park about the Battle help
bring this pivotal moment in British history to life. The site is dog, child and adult friendly and
there is plenty of opportunity for interactive learningthis 60 (going on & yearold tried on

all the helmets and armour which was brilliant and made some great photos for Facebook.
We went as a couple and took a guided walk which for the slightly more serious history buff is a
great way to put the site and the significance ounotext. All the staff were extremely friendly...

A perfect day outo (Bosworth31l).

The storing process candistriggeredpby sosia intardction,n o n e
such as attendingguided tour or physical objects and ambiefdeimpression or affections of
avisit arestored more abstragtlresuling from cognitiveandemotional experiences.
AWe had a private guide who took the time to

from Texas). It was a great touch (Jeff Wajuide).He explained the battle from both sides
and it really created a great visual that | will remember for a long tin@&ettysburg32).

AThis museum | ook e dbusimidd itl wasf paceth to the brim evithtvesryi d e
interesting items and@ries that added to our building knowledge of this important historical
area..l bought a container from the onsite shophich I filled with sand from Omaha Beach

to keep as a reminder of one of the most important areas of modern world history

(Normandy3).

Followingthe experience intensificatipn t he st or i ngx penicesse | eaar

Reflecting onatrip includesstorytelling both online and offlineln the following example, the

152



visitors store their experiences by capturing photos and recaadirtgo, and then sharthese

with their family and friendsThisis the process of experience extension.

AA | ovely place t o s p allgenjoyed theahitorywhertf gou tovee f a mi
hi story you wilimade & ldtle eidded om mg YopTuke charel of our day
(Hastings31).

AWe had two WWII veterans along with us who related thistrhandexperiences on that day.

In all my yearsof study, there was no comparison to actually being there and seeing-it first

hand.| took many still pictures and videos of our trip and actually put together a travelog

video (about 84 minutes long) which | shared with family and friends when we retdriidey

enjoyed the video so much that they convinced me to liseBayfor sale-whi ch | have d
(Normandy34).

Visitors also sha their experiences by writing online reveand attachingpersonal
photos. The following example ia screenshot fnm TripAdvisor (also seeAppendix A:
TripAdvisor Review Examplde illustrate that recollection of experience embeds both

intensification (via photos) arektension (via online review).
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QOOO® reviewsd 2300y 2017 (Bosworth)

activity day

Tick f he f Came t I 0Q¢
First a visit to tt ) olay and muset
resuits o

armies; it's

take a guided walk to the new location
There's a decent cafe on the site which looked like

and theirc

My daughter loved the knight activities, st

period costume and try on armour

There was also a short demonstration and disp ay Dy Hawkw

a Harris Hawk

Great v

aiue aay o

Great activity venue...not to mention the history

Review of Bosworth Battlefleld Heritage Centre and Country Park

My 9 year old daughter visited on a Sunday when they were holding a

ether including the activity.

th west of the

2 it served up a decent reasonably priced breakfast

Ot a bow

fight like a knight” children’s

which has been updated to show the
ield and the position of the three
and

visitor centre it's possible to

, crossbow, ballista and dress upin

ise Falconry where we saw a Buzzard and

Visitors drawconclusionsboutfuture actionsafter they have evaluated their vidihe re

experience intention reflects the recollection of the experiéhageg and Ritchie, 2011VYisitors

mention their reisit experience plag) which relate to the experience of similar sites under the

same destination providerSimply put,re-experience plammplies the value embedded in the

experience that results in visitor loyal§or instance

AQui ck unplanned trip

What an incredible experience on a88 degree overcast December daie

canod6t wai

our kids back in the warmer month§Ve stoppedt the beautiful official visitocentefmuseum.

Because we only had8hours, we bought the

$21.99 sgilfided audio tour in the gift shop

t ot

which was perfect, and the trip would have been as good without it. It takes you to all the stops

andgivesatelig hi story of
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| saw others recommendspend 2 Days to explore, at least. A 1/2 day in the museum and a day

and a half at the battlefield&Ve are bringing our bikes next time and packing #cpico
(Gettysburg3).

fIAmazing place with lots of history and well set out to keep adults and kids happy

Amazing place with lots of history and well set out to keep adults and kids happy, i love historic

places and washdisappointed at alll bought an English Heritage pass after finished
visiting asl had enjoyed it so much and the staff were really helpful and gave me myen
back not just for that dantry but the car park too (Hastings32).

Recollection, thereforeis defined a s  ‘effortseand actions made by individuals to

remember the tourism exper i(ungcand Ritehie,d201lt)ef | e c 1

Recollectionis the man of experience intensification and extensi®he characteristis of

recollection include storing, sharing and future intention.

5.3.3 Consequentiality

Visitors also consider their tourism experiencesiasner journey of seltlevelopment
selfrenewé and meaningfulness rather than the mere consuming of physogalitive and

emotionalaspectsA visit to asite is arevelatorylife experiencesuggestingersonallyperceived

importanceregardingthe outcomes of the trip. The consequentiality of the journey represents the

acquisition of new knowledge and sdiscovery, which may permanently charmg@e etHinking

about the war and battlEor instance

ATotally awesome

This tour is totally awesomé would recommend this to anyone who visits the area. It was so
informative andeally changed my perspective on the wdGettysburg3).

AfAt mosphere and History in One Pl ace

Having visited before the new visitor centre was built and again recentin houch for the
excellent quality of this new centreé For
and understand here about the history of the nations of the world &nd place to reflect on
motives, the value of life and the need fonderstanding different viewpoints, especially
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different religious viewpoints. This is very relevant to our lives tod#&n outstanding
monument and place for thoughd (Culloden33).

nDo the tour

We booked for a guided tour, with Eddie as our guide. Absolutely brilliant. | learned so much
about barbersurgeons, weapons and local history, to mention but a few. It's a lovely walk
around the site, with informative stopping points along the routeptnuguide was funny and
clearly loves his job and the period. It was great to be able to examine replicas of the weapons
and armour of the timé.also came away with a wealth of ideas for future visits and reading.

T h a n k (Bpswarth3).

The consequeidlity process may not arise immediatefigllowing a visit; visitors
contemplate and realise the noteworthiness aftene time Consequentiality implies the
crystallisation of thoughifThe meaningfuiess ofexperience combines with the sharing on social
mediato clarify thoughts Thus, itprovidesstructure and presents the wontdtangible and/or
intangible way. In this context, deeply personal experiences mark the integration of individual
and social conceswith moral instruction anthefuture of humankind.Thesignificance of othey °

deatlsin the pasinediats the modern morality of individual§.or example

APivotal Time in Scottish History

| am not Scottish but | love the Highlantiglid not appreciate the significance of this historic
site until | returned to the United StatesSo, yes, | binged watched Outlander. | am very sad
that the Clans losiThroughout my travels in Scotland | didn't understand the mocking of the
English, now | know. Like Gettysburg, historic battlefields preserve buman history. Thank
youo (Culloden34).

fLest we forget

Seems like a long time agdope the world will never see another world war ever again. Be
atpeace and enjoy lifeOnl y get {(Norméndy85¢. onceo

AfSomet hing to be Remembered

I am definitelynot someone who is interested in man's inhumanity to man historical sites, but
this one did touch my heart to see so few men trying to support what they truly believed in but
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knowing they had little or no chance of accomplishing their géfatsly peopke would look
at the past before trying to fight in the futuée(Culloden35).

Consequentiality can be defined as ‘the pe
the individual meaimaking and seltliscovery, which may not disappear and permanently change
the view of t hi @fkngand Ritahie,0201t1Conséneentiality guggests critical
or higherorder thinkingthat goes beyond cognitive derstanding. Itis sel-knowledge
crystallisedfrom the acquisition oknowledge Selfrenewal is the rediscovery of some sense of
meaningful control over lifeOutcomes have the potentitd improve core experiencesas
presented in the previous sectiamdtherebyg e ner at e meani ngf ul Vi ews

and thus are a vital determinant of the experience quality of destination providers.

5.3.4 Discussion

Consumers desire to consume emotional experiences that produce negative emotional
feelings (Andrade & Cohen, 200Mpwever, little is known about the consequences of these
experiences (Ashworth & Isaac, 2015; Biget al., 2005). This study responds to this gap by
identifying threedimensionf dark experiece outcomes informelly visitor experiences.

Since individuals exchange their resources far #weperiences, they appraise the vaitie
their visits.Valuestemsfrom the evaluation and+evaluation of experiengé\kaka et al., 2015)
The findings indicate that the evaluation processncludes comparison, satisfactiorand
recommendationVisitors comparetheir preeonceptionsand expectations by utilising cognitive
and emotional impression&atisfactionis basedwhether one perceiveeceiving value for
personal resourcesuch as time and efforfourism is one of thenost timeintensive activities;
time is an influential factoregardingan i ndi vi dual ' amexpeaencelAtdca ct i on
Amestoy et al., 2008Fase of use, presentation performarase assurance and communication
are thereforethe criteriafor evaluaing experiences.

Easeofuse s t he degree of an i ndividual’'s beli e
be free from any difficultfAhmad and Khan, 2017Jhis concepts generally used to measure a
websité gqualityregardingonline travel and hospitality servicésg. travel agentotel booking,

Inthedarktourism context, ease of use stavith finding information froma destinatimn website,
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access to the site, navigation throughout the site, and the ease of understanding of the exhibits and

activities. The reliability and resnsivenessf the interactive display lead iaformation quality.

Presentation performanceflects the edainment aspect of the evaluation and visitor
satisfaction. It is the innovativeness and creativity of the experience offénaigxtend beyond
the utilitarian aspect of the destinatiofhis conceptincludes emotional and visual appeal.
Assurance and communicatioon the other handelate tothe customer service of site staff
responsivenesgssurance and empathyand correspod to the dimension othe SERQUAL

model(Berry et al., 1988hatcapturessonsumer expectations and perceptions.

Since experience is subjective and mdithensional, outcomes changehe findings
indicatethat positive satisfactiorresults in reisits to a destination Revisits imply that the same
destination offers abundant experiendkat are the subject of personal interestqus the

possibility of revisiing increags

fiBeen there numerous times, learn something new each trip!

| have visited Gettyshg probably at least 2€imes in my life. We've been goiegery 2 or 3

years (only a zhour drive from home), ande try to do different things each trip believe that

every time we go, we learn something new about the Civil War and the Battle at Gty
particularr Take advantage of t hgetfysbheg8). Ranger t al

Experience outcomearebased orthetheme rather tharthe characteristjoof dark sites.
The experience createa decisionabout future intentios to visit the sameor similar sites
connecting to the current visithe \sitor review, belowmentiors that visting sites related tthe

Battle of Bosworth Fieldan complemerthe battlefield visit

‘N

AWe had a super day out at B o s wexcdlemt. VBhdet t | e f i

being fun and child friendly, it was not dumped down. It was very informative for adults and
made sense of a very complicated period of British history. The Battlefield walk was very
enjoyable and would be a good run round for childi@ry underfoot on wet day&ood idea

to visit Bosworth before the Richard Il museum and cathedral in Leicester. It all fits into
place betted (Bosworth3}).
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Expelience andtheirmeaningshange over timeHence, ndividuals recollect and reflect
ontheir trips through the storing proceString can be tangible or intangibldow dark tourism
appeals to us affexhow we perceive it. Collecting objects, purchasing souvenirs, taking photos
or recording videos are the most common feohintensifyingexperience whichis a mean of

bringing the experience into real life.

The findings indicate the three rolesswmiuvenirsas gifts for others, as menyoaidsand
as evidence of trip. SupportingGordons (1986) view, souvenirs bring theextraordinary
experience back intthe ordinary experiencePhotography and videography reflect the self
identity and iandédre themgansfl constructingcollective snémorylLennon
(2018)claimsthat photography in dark tourisiman infinite extension gfossible meaning3.he
importance of visual storinig to intensifythe experience of the photogteer ando transmitthis
to the viewersPhotographys avisual authenticationf the trip as suggested illman (2007)
All these viewsare in line with the proposition that intensifying experience isssentiapost

experience behaviour the hedonic context (e.dpong and Siu, 2013; Pan et al., 2014)

Experience can be recatked throgh experience sharingither online via social media

or throughfaceto-face storytellingThis extension of experience may influence the expectations
of those who may be in the planning std@ieng and Ritchie, 2011; Wang et al., 20IR)is is
what online review are used for experience sharingiourists are nopassive consumers but
information creators and distributor¥he experience extension comisneith experience
intensificationthrough capturing photos or videos. The findings indicate that visitors generally
capture the landscapetbkbattlefield, theexhibitsor the activities they attend. Social networking
sites and online travel communities represent a new medium of communibzgiding tothe

creation ofmeaningful tourist experiens€Kim and Fesenmaier, 2017)

This study provides empirical suppddr a greater understanding of visitor outcomes.
Visitors realisehe immensity of war, the bravery of people and the consegsiehear. Thus
visiting battlefieldmayt r ans f or m p eaodattitiésas wella® insgirmg rew way
of life. The process of transformation may take tiffiee study of Australiawisitors at Gdlipoli
by Cheal and Griffin(2013) found that transformationis a more profoundiorm of experience
outcomethat encompassea sense of importanceneaningfulness and fulfilmenfho (2001)
suggests that one of the core contents of touristic experiences is traisfariisitors may
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permanently change tinestate of mind or way of liféThis studyfound that visitors havegreater
respectfor and appreciation of liféollowing an experiencesupporting the concept model of
memorable experience byung and Ritchie (2011)which claims that consequentiality
emotionally affectp e o pwag of e and adas a catalyst for change and a transformation in

beliefs.In other wordsgonsequentialitys a sense of great significance or value.

Another point to highlight that contrasts with hedonic tourismis the extentof
meaningfulness. Ithedark tourism context, the meaningfulness of the experience mayismt
from the enjoymentof escaping mundane life through leisure day out. In this respect,
meaningfulness is drawn from the consumption of negé&eings,although it leaveshe visitor
feeling renewed rather than morose. Thitoremphasises #ipositive experience outcomes can

be developed from negative emotional experiences.

Although selfrenewal is generally discussed in volunteer, backpacking, culinary or
religious tourism (e.gKirillova et al., 2017; Noy, 2004)holiday experiencepossess similar
power (e.g.Sthapit and Coudounaris, 2018y this study,physical evidence combidewith
retrospectionis importantfor selfrenewaland life experienceConsistent with the study by
Arnould and Price (1993personal growth and new skills are derived from the engagemitént
the guides anthe activities individuals perform. The consequentiality is the extent of the feeling
of enjoyment developed from escaping daily litgetherwith the benefits of sharinguch
moments with companionslowever, in this studyconsequentiality highlights thelsenoment
of individuals contemplating othersdeatts. Reflection on the value of lifés triggered by the

landscapend the interpretation difistory. For instance

AnCompel |l ing

Only standing looking at this windswept beach could | even begin to appreeiii@ those

young heroedad to face on June 6, 1944. They landed at low tide, so the distance they had to

try to cover was incredible and they had to carry an 80 Ib pack. Many drowned because of the
weight of that packThere is a Monument for the Armynd one for the 101st Airborne who
parachuted in 30 kminland The Ger mans were securely sett/|
territory, and so very many of the Greatest Generation faced those guns, willing to make the
ultimate sacrifice so that others dduive free.The residents of the area have not forgotten,

and we should not either. | brought back a renewed feeling of respect and gratitude for the
courage and sacrifices made so that | could live fr@dank you for your service and your

sacrificed (Normandy36).
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Meaningfulness and selénewalexperience outcomes suggest higbeder visitor effects.
Consequentialitys similar toB | o otaxor®myof educational objectivesigherorderthinking
requires understanding and applying that knowle@eom and Krathwohl, 1956 B1 oo m’ s
taxonomyis applicable irthis study because it is the basis for determirgpgcific meaning in a
particular topicThe approaciacilitates a mean for determining the congruence of lbfectives

to assess the outcomestlod visitor experience.

This introspective process of artiating criteria constitigs a large part of meaning
making for individuals ira dark tourism contexin this sense, the outcome of the experience is
not only the remembering and understanding of the history of the, but@tiso constructing the
meaningdifferently by combining elements in a profound patterrisithg a dark site can
transform peopl aendstatetohmond, gitcangspirea hetv way of dife ecause
it reflects a sense of importanceeaningfulness and fulfilmentheseexperiences are memorable

and portray most of the unique characteristics of dark tourism.

While theexperience$rom thefive sites are performed differently, both in the ways they
are staged antlow visitors experience thenthis next section returns to ¢ghquestion of the
outcomesof dark tourism consumption and askhether and how outcomes$ dark tourismare
relevant for the analysif dark tourismYVisitors evaluate the value aftrip via the consumption
experience; they store the experiences, reftectheir trip and relive their experiences. The

significance of memorable experience com@iseaningfulness and seknewal.

5.4 Factors Influeniag Dark Experience

According toStone's (2006§lark tourism spectrum, dark tourism destinations may offer
experience ranging from‘darkest to ‘lightest, depending upon the site featur&his section
outlines the criterishatmoderatedark tourism consumption amtlivery according to the voices
of the visitors.Based upon the temporal dimension and spatial dimens$ierfindingsprovide

two parametersnamely location auhenticityandtemporality

5.4.1 Location Authenticity

The five chosemites in this study link téocation authenticity. The findings indicate that

visiting these sites impacts visitor experienddferently. The site is the real location where the
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battle happened, supported by the excavation of battle objesiters fed asense of being at the

place and see authentic objeatdich strengthen their experiencéds.the following review, the

visitor questions the authenticity of the location because the battle occurred hundreds of years ago
andthe visitor wantdo see pfsical evidence.

il f's a bit odd thinking all your doing is walking around a field, thére is no evidence to
suggest either for sure so | can't say with 100% accuracy it didn't happen hece!!
(Hastings41).

Similarly, the findings indicate that the aat location of the battle intensifievisitor
experiences. Visitor reviewmention emotional and introspective experiences while visiting
Culloden Battlefieldeventhough the battléook placein the 18" century.In another example,
location authenticity implies the uniquenessagsarticular sight at the destinatisnwith each

offering theirhistory and the reasons behind the battle tactics employed.

AfWe visited on a bl eak, watthettookyplacd,avhichankde the t o t |
experience all thenoremoving as you could really put yourself in the shoes of the thousands

of men drawn up on the moor in 1746We wer e t here not | ong befor
so thebattlefield was almost empty aridis made it very atmospheric..although the pathways

are a boonthere is enough of the original boggy moor left for you to understand the doomed

efforts of the clansmemas they charged the lines of government trodp& low humps of the

burial moundsaround the Victorian monument are very soberiogCulloden41).

AThis cruci al battlefield of the Civil War ¢
distinct encountersThe Round Tops, Devil's Den, and the field of Pickett's Charge are each

unique and offer perspectives of the types of fighting and desperation of sdmeudio tour

for your car as well as the location markers make this high stakes battle more understandable.

The park also has hundreds of unit markers and tablets which enabte snevey the states

involved. There is no "quick tour" of this field. And the lessons learned here are important in

t hi s (Getyspuwgal).

Bosworth Battlefield Heritage Centre & Country Park st#tat the visitor centre is built
where it was initially thought the Battle of Bosworth was fought. However, the recent study of
original documents andn archaeological survey of the areaund thereal battle locatiorto be
more than a mile to the souivest.The following reviewillustrates thatvisitors wantto be at the
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real sitewhere thebattle occurred; the discovery of timew battle location weakens visitor

experiences.

il usually dread visiting places like thi$ feel like I'm on a school triprad might have to write
aboutit afterwards and| really don't like standing about reading loads of boring history stuff.
Having said that | really enjoyed my day at Bosweérthhe only disappointing thing is the fact
that recent research has shown the Hefield to be a few miles away (Bosworth41).

Location authenticity is one of the key features of dark tourism destinalibasspatial
location, rather than the reconstructive contbats been a matter of ambivaleratesomedark
conflict sites.Visitors search forthe authenticity of the sitéhat they consideto be preserved

rather than reconstructed.

5.4.2 Dark Tourism and Temporality

The five study sitewere chosen to expre the aspect of temporali(Battle of Hastings-
1066, Battle oBosworth— 1485, Battle of Culloder 1746, Battle of Gettysburg 1863, and
Battle of Normandy 1944) on dark experience consumptidhe recehnatureof anevent makes
peoplerefer to their own memoriebut othervisitors mentiorin their reviewghatdistanthistory
affects their experiencethe following exampleimply thatvisitors donot completly understand
the battle since theyhappened hundredd years agpand the landscap®f the battlefield are

now empty fields.

ifHad a wal kvhok ofdhe battle ditdhusing the audio. It was a leisurely stroll took
about 40 mins bit hard to imagine now as 900+years of growtiew visitor centre had lots

of information and the café served a nice cup of tea. Good place to take children whstarthey
studying history (Hastings42).

fThere is not much to see as the battlefield is now 500+years old and beneath Heldever,
the visitor centre is with Boswerth42) ng t o see

The findings suggest that tloéder the event, the less danticthe experience. However,
visitors mention thavisitor centre exhibitioa make their experienceome alive through the

staging of experience. The sites connect the past with the present and choreograph the history into

undersandable storiesThe role of the destination provider as an interpretative centre can
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strengthen visitor experiences by creating multiple experience platforms to facilitate experience

creation.

Chronological distancen terms of changsto asite also ifluences visitor experiences.
The following example illustratethat the development cd site diminishes experienceshich
leads to a disappointing outconaespitethe sitebeingthe actual location of the battle.
Al've basical |l y amnaeBeachswmeeil toak angintetest in $VEVE his@iye
vast majority of it is now a resort towift's no doubt an eerie place to be. It was surreal seeing
my daughter run and play on the same beaches that so many gave theirHateseing said,
the resort townfeelsreally took away some of the weight of the moment for. feiaybe my
expectations were too high, but | walked away disappointed, especially compared to Pointe du
hoc, the American Cemetery and Utah Beachhere's nothirg wrong per se but | really

wanted to be transported to what the beach was like in 1944, and | just couldn't gat that
(Normandy41).

However thisis not a case another review from the same location (Omaha Beach, Battle
of Normandy). The visitor was oned by the beauty of the beach (physical experience) where the
D-Day Landing occurred. The distant paist ot affect ths visitor experience because he could
imagine (introspective experience) what the Allferces encountered at this beaatmich made
his moment even more profound and emotional (emotional experiehtaf)the beachhas
changedwas not importantthe experiencef simply beng at Omaha Beackwas much more
critical. This individual experience reinforces the meaningful outcomes fo(rbaullection and
consequentiality).

AThe beach i s sur pri si ngdugan almeoatintagine thé gunfire,t ' s
the screamsl becameajuite emotional just imagining all the dead and dyilhgave men on the

beach, the water streakedtivblood.It is an experience rather than just a place to viditever
forgetdo (Normandy42).

Temporalityinfluences visitor experienc&he distant pastith the aid ofsite offerings
resulsin the change of the site and the creaf interpretativeentes as an experience platform

development.
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5.4.3 Discussion

Based upon the temporal and spatial dimensions, timescale to the event and location
authenticity influence dark experience consumptidie findings indicate that location
authenticity affec visitor experiencs. For Bosworth visitorswrote thatthey would have more
intense experienseéf the sitehad beerthe actual location where the battle occurRebpletend
to perceiveas authentithatwhich retains some original featuréSsilmore and Pine 1, 2007)n
thetourism context, arfacts and settings are the tarlgiftbcus. Tourists quest for uniqgueneass

cultural and historical integritas well asaesthetics and functidilalewood and Hannam, 2001)

There is a consenstlmtthe search foobjectauthenticity in tourisnis mainlymuseum oriertted

or involves heritagedestinationge.g. Andriotis, 2011; Halewood and Hannam, 2001; Reisinger
and Steiner, 2006)According to this school of thoughthe actual location of the site can be
recognised like a labelvhich is often placed on goods to make them seem more authentw and
differentide them from competitors helpng to make explicitthe assurancehat thetourism
product is authenticThis finding coincides with the study dfliles (2002) which claimghat the

site of death evokes more emotions through location.

Commodification is said to destroy the originality or authenticity of the destin@uimen,
1988) It alienaesand disassocias a sitdrom its original meaningWang (1999)argues that
tourism involves existential authenticity rather than object authigntio this study, visitors
mention that the location of the actual site does not impact vistirexperiencesrather the
activities and exhibitions at the site offer intense experierdes. destination appears to be
authentic not because is inherently authentic but becauset is constructed personally and
subjectively (ibid) Visitors feelauthentic, not because thase atthe actual locatiobut because
they are engaging in nesrdinary activitiesoffered by the destinationAuthenticityis actvity -
related instead of objectlated in tourism.

The findings also indicate that timescale from the events affects dark experience
consumptionThe resulthelpus to understand thttedistant past deteriorates the intensity of the
experienceThis finding broadly follows previoustudiesLennon and Foley (200@uggest that
the recency of the event makesp p | e ' s famlenorealive. Miles (2002)also underscores
the significance of the distinction betwedgrk and darker tourisiveingsubject to chronological

distance. The author suggests that dark tourism‘sitest convert the memorial thing into a live
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memory (Miles, 2002p.117§. Thus, theimethat hagpassed sincthe eventook places one of

the challengefor darksites wherthe evenis in the distant pasturthermorein Stone's (2006)
conceptual framewor k entinwhicketde atthor sdggest& that theu r i s n
timescale to the event can explain the extent of darksisswith shorter timescagto the event
areconceivably darkerian thosevith longer timescatke However,the findings of this study do

not support previousmpiricalresearch byittner (2011}, who points ait that visitorspay more

attention to the more distant pasistinatios, providing themwith moreintenseexperiencs. The

explanation for this result thatindividuals have more details and knawere aboutecent everst
thanlong-distart events noof their time.As such, morattention is paid to the longer timescale

of the event.

The findingsreveal thathe experience staging elemeitsms of visitor experiencand the
outcomes with influential factors can reinforce diminish dark experience consumption
According to the dark experieng@ovision andconsumption in this study, dark tourism is
characterised by visitor experience, which is influenced by experience staging. The next section is

the development of dark exjence model.

5.5 Conceptual Model of Dark Experience

The final sectionof this chapteiidentifies the relationships between pision (staging)
and consumption (experiences and outcomes), wiasmot beeextensivelyexplored (Biran &
Hyde, 2013)Furtherinvestigationof the conceptual model of dark experierise&eonducted. The
relationshig betweenexperience staging, experiences and outcomes are examined using the
matrix coding query by NVivol1l2. Matrix coding query enables the reseraicHind the coding
intersections or coccurrence of themes in your project and display this in a rhatrix
(QSRInternational.com, 2018)he approaclffers a view of output with textual data supporting
that frequency, alloimg the presentation of the frequency supporting the strength of the theme
(Sorensen, 2008)The approachs useful forthe conceptual and theoretical developmeit
gualitative datgHutchison et al., 2010)

This method has been used in different research fieldsSergce— Azer and Alexander,
2018 Nursing— Casey et al., 2014; Houghton et al., 20Education- Ishak andBakar, 2012)
Azer and Alexander (2018Jor example, conceptualise the relationship between triggers and
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forms of negativelyvalenced influencing behaviour in an online context. To explore th
experiences and perceptions of healthcare stiadfighton et al(2017) deployed matricesto
identify patterns in the datsuch as crosgeferencing the quality of paper determined by the
critical appraisal process against the framework developed durimbesys Furthermore in
education research bighak and Bakar (2012natrix coding queryasused to examine pattes

of leadership among young student leaders (gender and emotional quotient) in local wsversiti

To answer the research questiegardinghow stagingnfluencesvisitor experiences, the
association between staging andgeriencewas analysed. The six dimensiomnd experience
stagingwere chosen as rows, while seven types of visitor experiaeoe selected as columns.
The analysisconsideed the totalnumberof coded words on each rownd this resuled in a
percentageof datain tems of proportion comparedvith other cells in the same rovithe

relationship iglisplayedn the following table.

Table 52: Matrix codingqueryi row percentage (Staginfj Experiences)

Physical Cognitive Flow Relational Introspective Emotional Paranormal
Theme 4% 12% 10% 15% 0%
Staff 4% 22% 9% 15% 0%
Design & 3% 10% 12% 18% 0%
Landscape
Activities & 3% 13% 10% 15% 0%
Events
Visttor 4% 12% 10% 16% 0%
Guidance
Facilities 2% 13% 10% 16% 0%

Table 52 suggest the relationship between experience staging and visitor experiences. The
table displaysdominant (circled) and lessommon relationships (i.e. not lower than 20%, bold
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only). It is the justification from the data guided Byer and Alexander's (2018)udy. The results
of the codingindicate thatdesign and landscape (30%acilities (30%), activities and events
(30%), visitor guidance (29%}heme (2%) and staff (25%)influence physical experiences

Moreover all six typologies of experience staging affect cognitive experiences.

Design and landscapeith the aid offacilities at the destinationalso enrich physical and
cognitive experiencesas revieved for Battle Abbey and BattlefieldThe visitor narrates the
physical experienceseeing the abbey ruins and battlefield ground along the accessible route.
Cognitive experience in theense is the acquisition of knowledgem the activities and signposts

during the visit.

Al'"m surprised | haven't been here ldwaysore as
thought there was some dispute about where King Harold died, but a @asjates that he

died there on a specific spot and an altar was erected by William to commemorate th&dact

| guess it's true. Most of the buildings are semi ruins, some are a private school, and the gate
house which is intact holds interesting factst at the cost of climbing steep stairs. The view

from the top is worth it if you are abl&here is a disabled route which cuts out the odd slope

and steps so weather permitting you can enjoy the grounds and access to some of the ruins.
There is a tea rom, and picnics can be had in the extensive grounds. We also noted that dogs

were allowedBattle is a typical pretty village with an abundance of tea rooms, so have a mooch
before you make your choice. Worth a visit for its historical significafidastirgs51).

Visitors report that facilities influence their experiences, primarily phydoal also
cognitive.Facilities not onlyhelpa positive evaluation of experiendrit also allow visitors with
difficultiestoep | or e t he de st iaxtbbitsinhe Sasmevay astother visitors® s a n d
site needs an accessible visitor centre that welcomes visitors in terms of laeahmgual, and
hasaccessibility equipmeratthe car parkandmain entranceand for movingaround inside and

outside.

i A sitvto this site and museubrings it very clearly home that the Battle of Culloden is
definitely fact and an important part of Scottish history and not a piece of fiction often
portrayed in literature and filmsThe museum is venyformative and easy tiollow. The Battle
Immersion Film is a must and very emotional and brings home the true horrific experience and
meaning of the battld.am a full-time wheelchair user, andhe visitor and the interactive
exhibition are fully accessible. The paths arounddthrough the battlefield are also easy to
negotiate to be flat but might be muddy in parts at tim¢€ulloden51).
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Another example reveals the theme, activities and ewgitlsyisitor guidancendfacilities
influendng the physical and cognitive egpences. A set of cues that create imaginary journey
to the tragicAmerican Civil War in 1863 influences touriststo visit the Gettysburg National
Military Park At the museum and visitor centre, park rangers provide information about the
exhibits inthe museumwith options for touring the battlefield. The narrated film and cyclorama
painting prepare the visitors before heading to the battlefBlan the circumstancethe theme
influences the visitar ecisions twisit, andthe multisensory exlits help visitors to immerse in

the physical and cognitive experienteoughvisitor guidance.

ifAs soon as we ar wewereithpressed iy theextpriarrofithie new viditar's ,
center and friendly staff. We first viewed a short movierrsged by Morgan Freeman, which

offered a short introduction to the Battle of Gettysburg, and were then treated to the
Cyclorama, which has just been restorethe museum was very well done. We spent at least 1
1/2 hours touring itWe had hired a tour gude who drove our car on the battlefield to(ine

sure to book at least three days in advance). This was the best thing we could have done. He
gave us so much information and answered all of our individual questions. The $55. fee was less
than it would havesost our family of four to ride the tour bus. His knowledge of the events at
Gettysburg was amazin@ur ten and thirteen year old both enjoyed the three hours that we
spent on the tour and learned so mucie went back the next day anevisited some ahe

sights, but the insight thate gained on the individual tour made all the difference in our
understanding and appreciation of the Battle of GettysbuRjan to spend the whole day at

this site- there is a nice restaurant that offers kid friendly tegaalads, burgers etc. as well as

a cof fee bar for a quick snacko (Gettysburgh5l1

Given the lower percentage of flowelational,introspective, emotional and paranormal
experiences, a column percentage matasusedto evaluate althecoded words in each column
andthe cross cells. The column percentage of thieséormsof experience occwiathreestaging
elements Thus, flow experience results from activiteesd events and visitor guidancén the
other handrelational experiences related to site staffntrospective emotionalandparanormal
experience are influencedy activities and eventandthe design and landscape of the ggee
Error! Reference source not found.). The tabledisplaysdominant (circled) and lessommon

relationships (i.e. not lower than 20%, bolaly).
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Table 53: Matrix codingqueryi columnpercentage (Staging) Experiences)

Flow Relational Introspective Emotional Paranormal
Theme 14% 12% 13% 12% 9%
Staff 15% 19% 9% 10% 0%
Design & 20% 19%
Landscape

40%

eNc
®@
»E

Activities &
Events

Visttor 14% 15% 15% 0%
Guidance

Facilities 2% 5% 5% 5% 0%

The following example illustrateBow activities at the site enhance the flosglational,
introspective and emotional experiescéisitors report the attention focus and enjoyment during
the guided tour. This enjoyment of flow experience leads to thesjective experience; visitors

imaginewhatthe battle was likéhanks tahe interesting and inspiring story narrated by the guide.

fnAs a family, we visited the Bosworth Battl ef
were on a Stay Play Explore break in Leicestershire. Great place te emgityed the displays,

the commentary and the setfuided walk. But best of all was visig the display of materials

and weaponry that was put on by the Hospitali¢wghom | understand do battle-emactments

amongst other thingsWe were educated/entertained by "Brother Felix the Chaplain™ who

made the whole place come aliwgth his (ratker gory) descriptions of what each weapon was

for, how it was designed and how it was ugsRdally inspirational ...and great handsn

educatiore really made interesting & alive what might otherwise be a rather mundane
academic subject (Boswortlb1).

This study furtherexploresthe relationship between experiences and outcomeg4siee

5.4). The matrix coding reveals six forms of experience af#featuation and recattion.
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Table 54: Matrix codingqueryi row percentage (Experiencé&sOutcomes)

Evaluation Recollection Consequentiality
Physical 66% 8%
Cognitive 66% 7%
Flow 17% 6%
Relational

66% 5%

Introspective 16%

Emotional 12%

B1o1e1010
9O6

Paranormal 0% 0% 0%

Six forms of visitor experience are linked to evaluatitbow (77%), relational (66%),
cognitive (66%), physical (66%), emotional (59%) and introspective (588s}visit experience
onlinereview websites generally encapsulate the evaluatibguality andvalue for money(Li
et al., 2013) Thus the density of coding of evaluation islatively high comparé with the
recollection and consequentialdymensiors. Paranormal experiencgless evident in the findisg
anddoes not reflect thexperience outcomes.

The following example illustrates that flow experiemseelated toactivities, interaction
with onsite staff (relational experience), new knowledge (cognitive experieactyjties during
the reenactment (physical experienaa) surprisng the visitor (emotional experiencegll of

whichresult in a positive evaluation of the experience.

il went with friends to see the renactment of the batti®etween Henry Tudor and Richard
the Third. What a FANTASTIC daySo much to see yoand the children are occupied every
minute with so much to do for adults and children alikelundreds of authentic dressed people
all very friendly and knowledgeable of the way of life in 1500's facts which surprise. you
Defiantly a mustdo for all the familyo (Bosworth2).

171



Flow is a deep sense of enjoyment that people cherishldmg time (Csikszentmihalyi,
1991) Flow occurs when people are activehyolved in doing somethingn this casethe re
enactment eventdeps the attention of both adults and childEealuationis drawn from a sense
of satisfaction- expectation has been met. Howewerthe previoussxample the visitors hd an

additional unexpected experience in a dimensiondheynot generally drawo; they encountexd

a flip

experi ence thebvarall experidnceimdariatougsmmsetting. ve r a

Similarly, physical, cognitive, relational, introspective and emotional experience influence
the recollection of the experiencdhe vi si t or s *‘ r e ceaslthfoegb storingt hei r
sharing and purchasing perhapswith the intention to revisit Introspective relational and
emotionalexperience influenc9%% of recollection, while physicadnd cognitiveexperience
account for27%. The following review portrays the introspectivemotional andphysical
experiences fronthe selfauto tour;seeing several monuments amtlerstanding the magnitude

of war and feehg a sense of sacrifice of tii@len made this trip memorable.

flt' s difficult to express the feelings of reverance and profound grief that can be felt while
peering over the oncéloody fields of the battlefieldtrying to wrap the mind around 7,000
deaths and 33,000 wounded in the course of three dagspeaceful roling hills, dotted with
monuments and the random farm or stone house, are at odds with the carnage of over 150
years agoRegardless of how you traverse the Park, you may find yourself considering this as

a place of great contradictions- the celebrated etory of the Union, the bitter loss for the
Confederates; the locale of one of Lincoln's greatest operations (a mere 278 words), the
inconceivable death and destruction that inspired it.

The 24 mile auto tourpresents the battle in chronological fightingder, highlighting the
Ridges, Little Roundtop, the Wheatfield, the Highwater Mark, the Cemeteries, and so
f o r Tobriég on your own allows the most flexibility for stopping, lingering, photographing,
contemplating, or moving onThere are pullouts and hiig trails, plus picnic areas and even
restroom availability to permit a long day if desired.

The Park / battlefield is open from sup to surdown, with evening perhaps the most haunting

and personal timelhe more than 1,300 monuments, markers, and negials (many stunning

in their complexity) indicate fighting units' locations and lines, and commemorate those who

fought and those who sacrificed their lives, on both sidedmericans all. Whether you have

one hour, one day, dGettysborghi2)week, thi s i s worth
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Relational and emotional experience can lead to the evaluation and recollection of the
experience. Ogitephysical activitieandfriendly and helpful staff made the visitors want to leave
a review on TripAdvisor to share with otherpmotential visitors Furthermorethe experience is
recollected through photos.
fiGreat day out!..Beautiful area with gorgeous groundd®Vhat made it even better is that dogs

are allowed and so we were abletalk them around the battlefield whelposing with various
carved statuesWell worth the visit and the monetaff were very friendly and helpfukhere
were various walks you could go on, the grounds were well kept, and the site was interesting
andprovided great photo opportunitiesDon't miss out on visiting this little piece of histady

(Hastings52).

Again, the low percentage of consequentiality from visitor experience is further evaluated
by using column percentage. The findings (see 55) indicatethat consequentiality results from
introspective (27%andemotional(26%) The dominant relationships are circled (over 25%)

Table 55: Matrix codingqueryi columnpercentage (ExperiencésOutcomes)

Consequentiality

Physical 229%
Cognitive 18%
Flow 19
Relational 5o,

Introspective
Emotional

Paranormal 0%

Thefollowing reviewindicatesthat consequentialityvasderived from introspectiveand
emotional experiences during visit to Omaha Beach. The triprovided an opportunity to
contemplate death througtpowerful endscap@&nd emotional experience. The visitoentions

‘a -dhdreging experience’; sacrifice and the cr
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AA Sobering Experience

D Day took place before | was born, not by much, but still before my lifetime and no matter how
much one might read or research the history of that day only a visit to this beautiful and, on the
day we were there, very peaceful part of Normandybeang home the immensity of the task,

the bravery of these young people and the tremendous sacrifice made by Tiesnsobering
pilgrimage, for that is what it is, ig life-changing experienceWe were there at low tide on a
glorious May morning so nowfully understand the difficulty of the landing with the tide
coming in and the enemy on the cliffslumanity will alwaywe those who paid the ultimate

price an unpayable debt of gratituddhis is a mustio as is the nearby American Military

Ce me t (Barnyandy3).

The relationship among the constructs frimcoding queryphasesuggests a conceptual
mode] visualisedin Figure 53. This model is an integration d&?ine Il and Gilmore's (1998)
framework ofexperienceeconomy by identifying staginglementqtheatrical and technical) and
their relationships with seven forms of experiendé®sevisitor experiences lead to outconias
which visitors consider the evaluation, recollection and consequentid8ldiid arrows represent

outstanding relationshipghereas dotted arrows portray lessnmon ones.

Figure 53: Dark experiencemodel

Staging Experiences Outcomes

Physical
Theme b4

: Cognitive
Theatricaltools |- Staff
{ Evaluation ‘
Flow
Design &
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Relational { Recollection ‘

Activities &
Events

Functional tools V!Sltor
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Consequentiality ‘

Emotional

Facilities
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The findirgs and the conceptual model repregbetprovision and consumption of dark
tourism which arecomplicatedand interrelated. Althoughisitor experiences are individual and
subjective they can be designed by the dark destination providersansequentlybenefit both
visitor and providerAdditionally, this study suggests twafluential factorsthat impact dark

experience&onsumption and deliveryamely recencyand locatiorauthenticity.

The findings verify that dark experierscare stagedby the destinatiomnd ultimately,
consumed by visitorExperience staging strucesvisitor experiences, Ui allows thosevisitors
to navigate them dbey pleaseThe orsiteexperience is an essential phase in the process of visitor
experience formatignwhich influences the outcome$he availability of experience staging
enablesa visitorto wander, learndiscover, interpret and reinterpret the experience at their own
pace. The next chapter summasiskee study bydiscussingthe theoretical contributionand

managerial implication
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Chapter 6

Conclusion

6.0Introduction

The overall aim of this studyasto explore the relationship between staging, experiences
and outcomes irthe dark tourism corext. This final chaptesummarises thdindings and
highlights the theoretical contributions to dark tourism reseatrohetherwith the managerial
contributions to destination provider§he limitations and directianfor future researclare

provided,in addition toa concluding remark.
The contributionsvere explored in line with the research questittva guided the study:
1. How are dark experiences staged from visitor perspectives?
2. What are the core visitor experiences at dark tourism sites?
3. Whatare the dark experience outconiestare different from other hedonic sites?
4. How does experience staging enrich visitor experieatdark tourism sité&s

5. How do experiences influence outconag¢slark tourism sités

6.1 Summary of th&eyFindings

Research Question 1: How are dark experiences staged from visitor perspectives?

The provision of experience has been well studied indouliterature. However, little is
known about experience stagir{dstrem, 2017; Pikkemaat et al., 200®yevious researchn
experience staging in tourism sieslgenerally focuses atiie hednic context (e.gMehmetoglu
and Engen, 2011; Oh et al., 2007; Pikkemaat et al., 2008ark tourisnstudies the attempts to
categorise dark tourism s#teaise quetsons regarding whether it is helpful for tourism research
and whether it is justifiable to categorise tourist experiences at dark fun factories alongside the

experience at dark camps of genogiBean and Hyde, 2013)lo helpwith this understanding,
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this study considered experiengeovision by exploring the role of such sites using the

dramaturgical metaphor in which visitors interact with the props and cues in dark tourism settings.

The findingsadd toPine Il and Gilmore's (1998fudyby exploring experience stagirzg
five dark conflict sites. Experience staging emphadise importace of experience as the core
offering of dark tourism destinatioj@spropose in the experienceeconomy framework. Within
the study, dark tourism providers developed experience staging to influence individual \gsitor
memorable experienseAs such, tis study contributeto the emerging literatur@ dark tourism
andthe experience economy by identifying six typologies of experience staging andyatagssif

them into theatrical and functional elements.

Theatrical elements comprise theme, staff, andgdesind landscape. These artistic
performances require the appropriateness and illumination of tangible, intangible and interpersonal
cues to immerse guestgthin the central theme. Functional eleméantdudeactivities, events and
exhibitions, visitor gidance and facilitiesThese elementsare technical sets of tangible
characteristicconcerningguest expectations and best practices. They also support a structured

procesghatinvolves safety, convenience and visitor wellbeing.

Using a netnographic apgach from a usegenerated website was a useful and effective
tool for understanding the experience offering in dark tourism settings based on the ways visitors
use them in their reviews. The locus of these elements is how the tourism destinations define,
design and develop platfosor the offerings toengage the interest @fsitors morethanwith
simply products and services. Visitors use experience staging in dark tourism settngs| &sr

experience engagement and meammaking.

Research Question 2: What are the core visitor experiences at dark tourism sites?

Researcton dark tourism has ndully engaged with the experiences of tourists (Biran &
Hyde, 2013; Biran, Poria, Oren, 2011; Miles, 2014; Sharpley, 2012). The finofitigss study
indicate seven forms of experiencesthie non-hedonic contextAlthough the findings portray
tourist experience as muffimensional and interrelating, féne purpose othis study,visitor
experiencewas explained individually. Physical, cognitive anchational experiences were

dominantthis study,asevidencedy theNVivo coding reference

177



Physical experiencs multisensory. It manifesinot only the visual presentatidout also
via integrated touch, sound and smég&le ubiquity of technology dres the physical experience

today Finally, physical activities at the destinateassist the cognitive and flow experieace

The primary purpose of a historical attractigroften defined aseducation experience
(Kaplan et al., 1993; Korn, 1992In the same way, battlefieddnd visitor centrebring history
and culture to visitors. gitors actively participate in the activities and the exhibitsbtain new
knowledge andto enrich their understandinglhe cognilve experience enharcg e op |l e’ s
intellectual ability and creativity whethey perceive and interpret the incoming information. The
physical experience ocauat the phenomenological level, then visitors perceive and interpret the
incoming information,and the novelty of the perceptions ides the individual cognitive

experience.

Thesefindings supporMiles' (2002)argumenthatemotional experience is one of the most
remarkable dark experiences. Visitors desire emotional experjeasewell as educational
experiencesat dark tourism destinatisr(Biran et al., 2011)Including positive, negative and
mixed feelings adhesdo the nature of dark tourismlegative valences, such as grief, faad
anger, were dominant in this conteidbwever positive emotionssuch as enjoyment, excitement
and surprisewere triggered by involvement in activities and eveatslnovelty and discovery
emerged from media influencBattlefield walls introduced the aesthetic momentestorative
experience. Dark conflict seecreate a sense of peace and cahmsuggested ithe* est het i ¢’
dimension otheexperience economy framewdqiRine 1l and Gilmore, 1998)

In the hedonic tourism contexthe evaluation ofourist experiencéocuseson positive
experience and experience failure (e.g. Hosany el al., 2015; Nawijn, 201A¢ dark tourism
context, negative valences are not necessarily interpastezbative experiences. THiading is
in line with Nawijn and Fricke (2015)who statethat negative emotions can have positive
outcomes in dark tourism setting@rthermore, théndings represent the combination of postiv
and negative valencesuch as sad but proud, scary but enjoyable, haunted and beautiful. These
mixed feelings lad to a positive experience. The emergeof mixed feelings in thisesearch
contributes to Andrade and Cohen's (2005tudy, which claimsthat the consumption ofegative

feelings ceactivates positive and negative emotions.
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Flow experience, first developed I§sikszentmihalyi (1975)is considerably used in
leisure and sportdzlow was recognised in a dark tourism contagtbeingstrongly linked to
physical, cognitive and positive emotioredperiences. The distinct components of flow in this
contextare concentration and transformation of time. Flow experience was situationally evoked
and attemp@to ascertain the quality of the overall experiences. The implication is that visitors

considerflow an enjoyable experience.

Relational experience wawidentin this study. Visitorsnteracted withtheir friends and
family, the staff at sites and other visitors. The aspect of commuaitaense of togetherness
was apparenthroughengaging incollective ceremonies of remembrance, battkerractment,
commemorative practice such as placing flowers in the act of remembrance, or secular pilgrimage
produdng social relations among participant€rowd interaction contributes to relational

experiene.

Introspective experience mediatéhe contemplation of visitor thoughts and self
examinationincluding imagining other times or places, recalling past experiences, reflecting on
meaning, feeling a spiritual connection and feeling a sense of connesgelfitors imagined
the moment bthe historic battle remindng them of past experiences. They looked inward and
examined their thoughtsesuling in the underlying meaning of what they were looking at.
Personal experiends related to nationalismand prideandwas another form of introspective
experience. Previous studigsg. Best, 2007; Clarke and McAuley, 20héye demonstrated that
visitors feel connected with history and heritage. Spiritual experienoae of the core elements
of dark tourism. It is the sense of transcendence and reverence to people who sacrificed their lives
in wars and forthe survivorsalsa Dark conflict sits, therefore, represent a characteristic of

secular pilgrimagéhatguides deeply heldraluesandmeaningful experience.

Paranormal experience is a personal experigratean occur aa site of deathHowever,
the findings indicate that paranormal experiersceot the central theme or intention of visitors
coming to battlefiel sites. The findings emphasise that battlefield sites main thsemstory, not

selling paranormal activities.

Research Question 3: What are the dark experience outcomes whacé different from other
hedonic sites?
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In addition tothe growth of darkourism stuées, there is increasing concern over the
outcomes of dark tourism visits (Ashworth & Isaac, 2015; Bagral., 2005). This study identified
three dimensions of dark experience outcomes informed by visitor experi@vedgation,
recollection and consequentiality.

The evaluation procesavolvescomparison, satisfaction and recommendation. Visitors
comparetheir pre&eonceptionsand expectationwith their cognitive and emotional impressions.
Ease of use, presentation performance, and assurance and commuaredhiercriteriausedto
evaluate experience#. positive evaluationof a visit resuls in a return to the destinatioar a
recommendatiorPositive @rk experiencesncourage aimtention tovisit the same or similar sge
to connect to the current visitherefore intentiors arebased on the themmather thanthe

characteristis of the dark site.

Recollection representhe intensification of experience; it is a mean of bringing the
experience into real lifeRecollection addgchness and details to memorafexperience. This
aspects particulaly important in tourism since producing strong memories in the minds of visitors
can transform onéime visitorsinto repeat visitors. Rmllection processes include storing and
sharing. Tangible storingccursthrough collecting objects, purchasing souvenirs and taking
photos or videosSouvenirsare gifts for others, memgraidsand evidence o& trip, whereas
photography and videography reflect sdiéntity andani ndi v i d u a Nisual imagetye r e st
playsa central role in recoll ecti oranmdewt@mthem es of
to revisit ando providereviews. Experience sharifgothonline and offlineimpliesthat visitors

are information creators and distributors, not passive consumers.

Consequentiality isa profound form of experience outcome;cintrass with hedonic
tourismregardingthe meaningful aspect and higkeder thinkng. The meaningfulness of dark
experience desnot arise from the enjoymenaf escaping mundane life big drawn from the
consumption of negativieelings,though it leavewisitors feeling renewed rather than morose.
This consequentiality emphasstbat positive experience outcomeanbe reflexively developed
from negative emotional experiencforeover, consequentialityn this contextemphasisethe
selfmoment of individuals contemplating othedeatts. In other words, iis areflection on the

value of life.
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Research Question 4: How does experience staging enrich visitor experieateark tourism

sites?

All six typologies of experience staging affect physical and cognitive experiences. Design
and landscape, activities andeats aided by facilities influence physical and cognitive
experiences. ladark conflict context, the battlefield is transformed from an empty space into an
encoded landscape by experience staging. In this sense, the museum and the visitor centre provide
historical significance and profound meaning for visitorshie form ofexhibits, activities and
special eventsVisitors cansee the actual location of théstorical eventind the artefacts, which
are well preserved/isitors explorecertain sights and texturasthe destination and acquire new
knowledge from the visits. Thenga set of cues thatreates an imaginary journey, influences
visitors to visit and differentiates particular sites. Guitss, viewing platforns and suggesd
routesguide visitorghroughthe site Guided tousand the staff help visiterto enjoy theijourneys
smoothly. Activities and events also influence flow, relational, introspective, emotional and
paranormal experiences. Visitor guidamo@actsthe fow experienceOn the other handlesign

and landscape suggest introspective, emotional and paranormal experiences.

Research Question 5: How do experiences influence outcona¢slark tourism sites?

Six forms of visitor experience influence experienatcomes. Thearanormal experience
is less evident in the findings and does not reflect the outcomes. Evaluation draws from a sense of
satisfacti on; dafthaseekperierices haavexbpen enat) Simdanysphysical,
cognitive, relational, introspective and emotional experisnoduence the recollection of the
experience.Visitors recollect their experiences through storing, shaand purchasing.
Consequentialitys influenced by introspective, emotional and physical expeegnlt is a sense
of meaningfulness and fulfilmemhat cant r ans f or m p sangihseire sew tvdal u g h t
life. This profound form of experience is triggered by the consumption of negative $e#litigs
sense, dark tourism destinations providae apportunity to contemplate death (introspective)

through the landscape (physical) and emotional experience.

The following sectionsof the chapter summarise the core contributions in terms of

theoretical and managerial implications. Future researchtm#oare also discussed.
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6.2 Contributionl: Conceptual Model of Dark Experience

The first contributions anunderstanding of experience provision and consumption in dark
tourism settings. This study conceptuatishe model of dark experiences by idéntig the
relationship between staging, experiences and outcomes.

As presented irthe dark tourism literatureBiran and Hyde (2013prgue thatthe
relationships betweetihe consumption and provision of dark tourism and the consequences of
dark experiences are underexplorebhlike previous studies of dark tourism, this study prowide
insightsinto visitor interactions with dark tourism destinations when they were engaghd in
consumption of experience. This model indis#ite dimensions of the site offerings and the extent
to which dark tourism sisprepare to enable visitors to engage. These experience staging elements
influence various forms of experience and outcqmigen that dark tourism consumptidepends
s offerings for d@8emegdta. 200@)g vVvi si
argue that many companies fail to understhatexpeience dimensions face business challenges

onthedesti nati on

andthis applies todark tourism destinatiorslsa Crafting dark experience outcomes should be
crystallisedinto memorable visitor experiencdabat arestagedusingt he desti nati on

capabilities.

Visitor experiences are subjective and mulitmensional; one visit can offer various forms
of experiences. The importance of providing forms of experience individually is the association
between the staging and the experiences. Experience staging builds rdfagidnystageting
multiple levels of visitor engagemeritom a historian, battlefield enthusiast student, toa
general touristDestinationsshouldseek to maximise the potential experiences for visitors when
the destinationknow the right elements’his understanding makes it possible to consider the

staging element, and thuexperiences are created.

Generally, activities and events are the main offerings at mussandvisitor centrg
which result in physical and cognitive experien@ssuggestein museum studigg.g. Doering,
1999; Pekarik et al., 2014n dark tourism, the battlefiemhdthe artefacts are categorised as the
main product thatprovide historical significancthroughthe meaning of design and landscape.
Design and landscape imply three crucial roles in dark tourism setigstioncreatingmedia
messagereatingmediaand emotionatreating media. Supporting facilities not only relate

visitor wellbeing, but also enhance the physical and cognitive experieRoesinstance,
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accessibility allows visitors with difficulties to expactivities and exhibits ithe sameletailas
other visitors. Visitors are guided by suggelsbutes or guidemaps, which ar@oolsfor managing
visitor flows, taking thenthroughthe siteand letting them knowvhere they can pause or continue
eitherin anexhibition oronthe battlefield.

Themeis a set of cues thatreats an imaginary journey, influences visitors to visit and
differentiates particular sites. The site can design and build a themed environment, but it takes
people to make that imagiry journey a reality. The prompt assistaof staff helps visitorso
move smoothlyaround the destinatiorStaff also act as storytelgrdeliveing the history with
scriptsthatcan be dynamitor visitors. These rolemeflectthe importance of staff\ctivities and
eventsand design and landscageggest introspective, emotidraand paranormal experiences in

this studywhereasactivities and visitor guidance induce the deep engagement of flow experience.

Despite different experience typologiese timodel reports the relationship between
experiences and outcomes. Experience outcomes include not only the evaluation of the visit and
the recollection of the experiendaut also the higheorder thinking effect. Consequentiality is
derived from physicalintrospective and emotional experiencl constitutes a large part of
meaningmaking for individuals in the dark tourism context. Visiting a dark site can transform

peopl e’ s t h andstdietobmindaand carindpite chewsvay of life becaus it reflects

a sense of importance, meaningfulness and fulfilment. A visitoreg away with a greater
appreciation of life and respdor otherss deatls. In other words, consequentialisyderived from

the consumption of negative feelings and reverence for the feiperiences are memorable and
transformative and portray most of the unique characteristics of dark tourism. This study provides
empirical evidence that physical, introspeet and emotional experiences influence
consequentialityThe sensory activities, reflection and emotional engagement act as csftatyst

change and a transformation in beliefs.

Applying a visitorbased approach is an effective tool for understanéxjgerience
provision and consumption in dark tourism settingsis Btudy emphasises that dark tourism
destinations arestaged environmesit and six elements contribute to visitor experiences.
Experience stagingheatrical and functional elements are lipteted and communicated as a
platformfor the visitors to chooskom and navigate according to their preferené&egeriences
are not produced but performed by adding value for visildrs.orsite experience is an essential
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phase in the process of vimitexperience formatignwhich influences the outcome®ark
experience consumption somplex and personal. hhanifests multisensory, imaginary and
emotive aspectsiot onlyof representatiosiof death but is alsalerived from the site settingsd

the engagement among visitors dhelir self-reflection.

6.3 Contribution 2: Experience Staging in Dark Tourism Settings

The second contribution is that this is one of the first studies to identify experience staging
dimensions in the dark tourism contteRtaging experience implies that a dark tourism destination
‘“intentionally uses services as the stage and
way that cr eat e s(Pina Il amd Gilonore, A99& p.98v esgericé, sellingn

experience is becoming established in dark tourism settings.

This study confirms that the experience economy framewapplicable foascertaining
whether destination objectives are explicitly targeted regarding the provision of experience in the
dark tourism contextSeveral studies on tourism have explored experience provision; however
there remains insufficient infmation on experience stagit§strem, 2017) Similarly, in dark
tourism research, the marketing and management af aiteresearch prioritiggight, 2017)
Tourism is an experiendatense industry; it is critical to understand theatrical metaphors to guide
the direction of performances, the magement of sites and the choreographing of experience

staging elements to improve visitor experiences and, ultimately, to benefit the destination provider.

By exploring staging experiences carefully, the researcher obtained insights into how dark
experieces can be shaped by the offerings andurn, how destinations can be reproduced
through visitor experience. Without tourists, there would be no tourism. They are at the very heart
of the tourism industry. It benefits dark tourism destinations to dekggjr offerings to enhance
visitor experiences by influencing and involving visitors, urging them to engage in experience
creation processekach staging element helps the destination to develop the core competencies

to become a solid attraction thatest an excellent experience as its core product.

The findingscontribute to the emerging literature on dark tourism and the experience
economy by identifying six typologies of experience staging and classifies them into theatrical and
functional elementsTheatrical elements highlight the importance of theme, staff, and design and

landscape. They involve artistic performance, which requires the consistency and appropriateness
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of tangible, intangible and interpersonal cues to influence and immerse gubstseéntral theme.

On the other handhe functional tools entail activities, events and exhibitions, visitor guidance
and facilities. Functional tools are fundamental regarding the extent to which the experience
platforms are staged and executed colyeat terms of guest expectations and best practices.
Moreover, these toolaclude the technical performance set of tangible characteristics that involve

safety, convenience and wellbeiig.other wordsthe reliability of the offerings.

The provision b experience at dark tourism destinations, especially dark conflict sites,
relates to the *‘real’”™ and *‘play’. The *‘real’
of the survivors. The ‘“play’ i mevepakctwmentsof pash e a c't
battles, the stage show, or the immersive cinema or diorama. This study siartgerg's
(2011) argument that a battlefield can embrace experience and living history, in contrast to a
conventionaimuseum exhibitionMoreover, staginglements are, to some extent, similar to the
experience quality dimension 6hang and Horng (2M), which is a measurement for researchers
interested in evaluating customer perspectives of experience quality in service settings. Chang and
Horng' s (2010) study focuses on physical sSur
customers, custom@&ompanions and customers themselves as the dimensions that influence a
customer's entire experience. The staging elements identified in this study res@taahgoand
Horngs (2010)calls that very few studies have investigated customer perceptions of experience

quality.

An underlying goal of experience staging isitwacta visitor to the core content and close
up engagementDifferent levels of visitor engagement (active or passive) can be mapped
t hroughout t h eProviding this darity @atformoalongnthesypath is critical to the
success of an experience offering. However, it is common to become lost in dniercg and
miss the underlying message due to external content and interactions. To stage a cohesive and

navigable experience, every element and layer of experience must reinforce the core. message

6.4 Contribution 3: MultiDimensional Experience in a Ndt#hedonic Context

The third contribution of this study is that the nwdimensional visitor experience

encapsulates both positive and negative valences and can be applied in both hedonie and non
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hedonic tourism contexts. Understanding visitor experiere&emiimportant issue in tourism

research since it investigates those dimensions important to visitors.

The multifaceted tourist experience modelRgcker and Ballantyne (201@rawing on
literature in tourism and leisure research in terms oftipesor pleasant experiences, is a useful
application for developing an understanding of visitor experiences in dark tourism settings. The
findings indicate that the multdimensional nature of visitor experience expands upon what has
been reported in datlurism literature. Seven forms of experignecamely,physical, cognitive,
flow, relational, introspective, emotional and paranormal, are addressed in different contexts in

hedonic tourism literature.

Every dark tourism destination is thematically predained by an evefrom history, and
visitor experiences varyhysical, cognitive and emotional experiences are dominant in the dark
conflict context.The notions of cognitiveand emotional experiences, which have received the
most attention in dark toism researclfLight, 2017) were the features of the empirical findings
(quantity of coding)However, this study also demonstrated that physical experience is important
in the nonhedonic context?hysical experience is multisensory, and technology advances visitor
experiences. More important, physical activities assist cognitive and flow experience.

The intrinsic enjoyable state when people act with total involvement is catied fl
experience in the dark tourism context. The concept of flow is typically used in leisure or sports
activities. Two conditions of flow are reported at the battlefields and visitor centres: visitors
immerse themselves in the activities and exhibitionss Thntinuous focus on the presented
activities produces a distortion of time. Flow is considered an enjoyable experience. The flow state,

a positive experiential state in the Aeadonic tourism, is warranted.

Introspective experience, first introduceejarding satisfying experiences in museums
(Pekarik et al., 1999pccurs in the dark tourism context also. A sense of spiritual connection and
a sense of connectedness are dominant at dark conflicidiiek,are distinct from other types of
dark tourism. People travel to sites associated with their family history, personal memory or
heritage. The characteristics of the sacred, transcendent and reverent are triggered by activities or
events such as Rembmance Day and other memorial services. The sense of connectedness or
belonging is generally linked to nationalism; however, it is possible to activate this sense via deep
engagement with activities and events. Reflection on and the recalling of pasercger
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represent a unique form of experience that occurs mostly privately, and typically during quiet
moments. The introspective experience is significant in the dark tourism context and is related to

the selfexamination of feelings and thoughts.

The findngs reveal not only negativealencege.g. anger, fear, grief), but also positive
ones (e.g. restoration, positive surprise) and mixed feelings (e.g. bittersweet, overwhelming).
These positive experiences and theactivation of positive and negative etional experiences
contribute to our understanding of the consumption of negative feelings. These results confirm the
notion byBest (2007)and Nawijn and Fricke (201%hat negative emotional experiences do not

offer negative experience outcomes.

This research found that a hedebased approads applicable irdark tourism settings.
Dark experienceare broadly consistent witlesearclin hedonic context3.he findings prove that
experiences encapsulate both positive and negative valences. Furthermore, these experiences are
contextspecific; the identification of these experiences is used to characterise the content and
intensity of expdences at different site3his study also identified the experiential dimensions

that are important and specific to visgon the dark tourism context.

6.5Managerial Implications

The notion of experiendeas been centred the field ofconsumption and marketirfgr
over two decaded.he notionhas become a key elemdat understanding consumer behaviour
and a foundation of firmiseconones (Caru and Cova, 2003%elling memorable experiences is
the solution to survive in the everorecompetitive futureManagers need to frame the site story
and transmit the meaning ftourism puposes They do so by orchestrating and imagineering the
experience staging in terms of theatrical and functional tools in dark tourism séttirgggocess
involves providing the right staging platform for visi®to engagewith and immerse in the
offerings, but experience management cannot be built overnight. Capturing the experience from
t he visit or ingedigyempartant and valwable. iManagers have to understand the
visitors’ journeys through intéractiwthatthg desinaopr os s

as well asother relevant stakeholders (e.g. local authorities, residents).

Online revievsare aich source of data tavestigateconsumption experiences and visitor

centric views.This sourcadllustrates the creationf meanings based on todriateractiors with
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site offeringgBanyai and Glover, 2012park tourism destinations, like other tourism attractions
are highinvolvement purchasdbatcannot be evaluatgatior to consumption. Sharing opinions
about tavel experiences providerospeate visitors more information abowt destination.
Therefore,consumers heavily rely on comments posted by other leas@n social media
(Okazaki et al., 2017 his study provides managergiwknowledge of how to analyse the content
of travel reviews formarketing purposesThe unobtrusive nature of netnography provides
destination manageraccess tovisitor experiencesof ther destination. Analysing visitor
experiences and gathering feedbas an important stepoward remainingcompetitive as a
destination attractionDestination managers should emphasise stratel@stimulae visitor

interactions through these online channels.

Experientialising both the tangible and 1in
stems from the core identity of a particular site. Then, there is a need to idgpifypriate
theatrical tools by focusing on the design and landscape and ertbatiay staff stay in character
consistent with the central theme and theatrical form. Staff can play the roles of orientation
(explaining the options), resolution (service support and troubleshooting) and storyteller (quided
tour and workshop). In termaf functional tools, the destination provides the platforms that can
customise the encounter to the individual through activities, special events or exhiSitices.
the heart of the experience is the freedom to choose from abundant offeneg#zedoes not fit
all. Exhibits, activities and events should support visitor interests. The representation of these
substantive elements needs to be novel where visitors instinctively stop and pay atteitiien
authentic artefacts or hypegal experience Furthermore, visitorsnay stop at certain exhibit
space, not only because it is a particular type of exhibit, but also because of the experience it seems
to beat first glance As such,visitor guidance is important for gaining visitor attention. Clea
signage, visual displays and viewing platforms should be available for visitors to extract
information from and to move around the site seamlessly. Appropriate supporting facilities also
influence a positive experience. Only guests who feel comfortalileperceive positive
experiences and experience psychological wellbeing. Every tool needs to link with the core

competency of the destination.

In the digitalised communication era, managers need to employ emerging technology, such
as augmented reality anmtbbile devices. These new ways and forms of interpretative information

will provide new levels of experience. In addition, optimising the coherence of battlefield routes
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and linking them with surrounding areas (e.g. town) through optimal guidance aadesigmer

a unified theme can be an effective strategy. As visitors are now becoming content creators,
managers need to play an active role in social media information exchanges, such as posting
content or reposting visitor experiences. Managers can uacavany insights simply through the

journey document as the visitor describes it on social media or in online communities.

To create the opportunities for an experience to engage the visitor in multiple ways,
experience staging needs to engagearsll human senses; the more senses engaged, the more
memorable an experience. Moreover, the experience can change over time, and the engagement
requires movement and space. The opportunities are limitless to stage the expesenseeral
manner that buildan influential and impactful experience for visitors. The visceral level of
experience, which is the initial I mpression
experience at a behavioural levehat is, theythink about the function and perfoamce of what
the site offers. The outcome of visitor experience is the full impact of thought and reflection,

including the meaning and emotions manifested in that experience.

Visitors construct their own choices of experiences while visiting sites hmasddeir
personal preferences and preconceptions. These experiences are triggered by the onsite staged
environment. Identifying the theatrical and functional dimensions poses significant challenges for
sustaining visitor experience while preserving théanys The findings indicate that the majority
of visitors mentioned their physical, cognitive and emotional experiences. In this sense,
experiential process manifests the multisensory, imaginary and emotive aggestgh,it is
necessary for employeasdcknowledge the variety of experiences that may occur in dark tourism
settings.Then managers should consider how to intensify the recurring dimension of experience
and recheck whether theaee the key experiencesteat c h t h e Msnadereshosld goal s
not only be concerned about the creation of the experience platform, but also develop within the
context offerings that lead to authentic experiences. Lassationed experiences are not
necessarily insignificant. Management should be aware oé tigseriences since visitors may
seek out new experiences. Orientating experience offerings to a visitor provides some measure of

predictability regarding what t hat-dimensoonat or ' s
visitor experience allowssuto understand better the nature of the dark experience and, potentially,

to improve it.
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Special events such as annuakreactments directly influence visitor experience. Another
factor is seasonality, singeaffects the fluctuation in visitor numbers to a destination attraction.
Seasonality causes several issues that require special attention and strategies. Regarding visitors,
it is difficult to receive quality of experience if the site is crowded. Tloeegfcritical capacity

levels in personnel, facilities and infrastructure need to be prepared to avoid negative experiences.

Furthermore dark destination managers need to continue staging adevedoping the
experience offerings for new and returningitars throughout the experience. Visitors can expect,
if they return, new memories to take hommeough the development afew memory points
throughout the experience. It is essential to recognise that a destination cannot solely orchestrate
visitor experences at best,destinations are in charge of management, and marketing can be
influenced by choreographing the settings and the circumstances in which guests can have
experiences. Ultimately, every dark tourism destination needs to define its straygogegaging
its inherited resources into an experience that produces meaningful experience and induees a long
lasting effect on visitors. Understanding the essence of staging, experiences and outcomes could
affect future destination marketing. Dark touamiss becoming a significant part of the tourist
mar ket. This study’s contribution could gener

tourism strategy.

6.6 Limitations and~uture Research

This study has some limitations that ofégportunities for future researdhirst, thestudy
sites concentrate only on historic Western battlefields. It would be useful to see whether the results
of comparable studies from Eastern contexéethe same osimilar to those of this research. An
interesting approador marketing disciplinevould be acultural approackhatcouldproveuseful
for understanding destinations in their contextual completgi@ssaniemi and Kylanen, 2011)
Like other destination attractions, dark tourism sites are globalisechttnadt visitors from
different culturesvho canform different meanings. To develop thehignarketing techniques,

destination managers should understand cultural differences.

Secondthe study context is dark conflict steand the findings cannot be assumed to be
generalsable to other types of dark tourism destinations. The findings ioiéeghts rather than
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generalisation Since experience varies from one context to another, future research may want to

explore other dark suppliers, for instance, dark fun factories, dark dungeons or dark exhibitions.

Third, continued research in the form of a quantitative study on similar site settings is
recommended. A mixethethod approach with structural equation modelling could validate the
relationships between staging, experiences and outcomes. The findings also fRaggest
influencing dark experiences. To complement this stiuatther workis required to establighese

factors within a quantitative model as moderstor

Fourth, he multidimensionaty of dark experiences at particular sites implidferent
content and intensity of experiences. In the current study, the rewewesnot restrictetb specific
types of traveler; experiences may vary among visitor tggdowever, he findings suggest two
types of visitor observers engaglin staged offeringsandactors immersgin the experiences.
Visitors participate in the experience and connect with the site offebogfs passivéy and
activdy. Froma differentperspectivea person who is moid a varietyseeker may be more likely
to choose different staginoptiors, whereasfamiliarity-seekersmay be more inclined tohoose

intense typsof experience. These effects are also worth exploring in future research.

Fifth, battlefields and visitor centre bring history and culture to visitar3 heir primary
purpose is oftertonsidered to beducational experience. In future investigations, it might be
possible tdocus onyounger visitors on compulsory fieldtrgto dark tourism destinations. This

cohortof visitorsmay provide interesting experiersdbat differfrom adult visitors.

Sixth, there is considerable potential for new research involving multiple stakeholders who
may directly orindirectly impacttourism development and planning. For example, national
governments, local governments, locabple, tourism enterprises and destination professionals
play a variety of roles and may, sometimes, have different objectives and concerns. Understanding
the perspective of the wider stakeholders would broaden our knowledge of the effectiveness of
destnda i on mar keting. Within this context, a fur
on visitor experience is suggested to obtain a deeper understanding of whether destination

providers e X pect at iarecossistanhwdtthenisiteribdsedrapp®acip er i e n ¢
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6.7 Reflectiors and Concluding Remask

Life and death are universal phenomena. We, humankind, experience and acknowledge
boththese phenomen¥isiting sites of death and disastléas been an element of tourism longer
than any othr form of tourism.Dark tourism hasong existedThe omnipresence of technology
advancement and media catalyses the popularity of dark tourism as the main attraction or as part
of a recreational tripDark tourismcontributes to economic growth aockates an avenue for the

tourist experience.

Conflict stes of historical and cultural importance may be prone to political influence or

social misunderstandinguch sitescame into existence anglere marked as historical places

through the loss dfves andthe destruction of the landscapBourist experienceareimpossible
without the presence of t he destadrendedighnedmo’ s of
delivera message tsociety. This messagesuggestan effort to preserve thpastby developing

new policies and action plans with multiple stakeholdarsther words, dargites create a context

for likeminded people to consume, interact and share experiences. These expergeticgem

the subjective meaning and interpretations thaitors m&e. Dark tourism makes us better
informed about the pastndthe heritage we have lost or are losidgspite usall waning to

eliminate conflicts and wars.

In the effective management of dark tourism attractions, destination managers face

numerous challenges with the commaodification of death. Continuous development in site offerings
remairs essential to builén understanding of visitor experiences in dark tourism settings. This
study attempted to contribute to this challenge by developingpalof dark tourism consumption
thatembed staging offerings, visitor experiences and outcomes with relationséipgerthem.
This model suggests an important dark tourism research stegmrdinghow visitors consume
the influential conditions that structure how these experiential asjpeotdifferent meanings.
This study refines the understanding of visitors at dark tourism destinatrtbith areconsidered
a northedonic form of tourismindeal, in many waysthe emphasisf these sitesppears tde

different fromhedonic tourisnonly in terms of intensity

AiLi fe and death are inevitably entwined. Fron
While the place we left in this earth is usedrfewborn others, no less true is that sometimes,
death of others help us to interpret the proper (Kerstanje, 201§.11). 0
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Appendix A: TripAdvisor Review Examples

Sitel: Battle Abbey and Battlefield

lan C wrote areview Dec 2017 s
@ London, United Kingdom = 21,217 contributions » 997 helpful votes

00000
A reminder of @ momentous date in English history

A simple inscribed stone slab records the death of King Harold in one of the most important battles in
English history, the Battle of Hastings in 1066, with the story of the battle and the death of 7,000 men told
more fully in the exhibition and video in the Visitor Centre.

William the Conqueror then started to build a Benedictine abbey, to atone for the deaths of so many
men, on the site of the battlefield. The abbey was finished in 1094 after his death, remodelled in the 13th
century and substantially destroyed after the dissolution of the monasteries when Henry Vill gave the
abbey and its lands to Sir Anthony Browne.

The gatehouse remained and the former abbot’s quarters including the abbot’s hall (opened to visitors
in August) were converted into a country house (later to become a school), while the remainder became
a picturesque ruin, from which it is still possible to imagine the scale and majesty of the original building.

Substantial vaulted areas, including the Novices Room and Common Room remain under the dormitory
range (which is the substantial remaining ruin), and there are later additions from its period as a country
house, in particular the ice house and dairy.

The monks’ gatehouse contains exhibitions of items from the different phases of the abbey’s history and
access to the rooftop, from which there are views out across the battlefield and across Battle. Shut your
eyes and imagine the noise and the clamour from the two opposing armies as they fought here for
several house.

The visitor centre contains toilets, café and exhibition space with video.
Read less «

Date of experience: December 2017

Trip type: Travelled as a couple
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Site2: Bosworth Battlefield Heritage Centre and Country Park

Great activity venue...not to mention the history
Review of Bosworth Battlefield Herltage Centre and Country Park
QOO O® Reviewed 23 July 2017

Grrzzz
Leicestershire, United My 9 year old daughter visited on a Sunday when they were holding a “fight like a knight” children’s
Kingdom aa
activity day.
[@ns (h40

Tickets for the two of us came to just under 20 pounds altogether including the activity.

First a visit to the small but well appointed display and museum - which has been updated to show the
resuits of the recent studies to better locate the actual battlefield and the position of the three
armies; it's been located some 3km further to the south west of the visitor centre and it's possible to
take a guided walk to the new location.

There's a decent cafe on the site which looked like it served up a decent reasonably priced breakfast
and their coffee was good and strong.

My daughter loved the knight activities, she got to shoot a bow, crossbow, ballista and dress up in
period costume and try on armour.

There was also a short demonstration and display by Hawkwise Falconry where we saw a Buzzard and
a Harris Hawk.

Great value day out!

Date of experience: July 2017

— -
Pt e 3

Ask Grrzzz about Bosworth Battlefield Heritage Centre and Country Park
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Site3: Culloden Battlefield

Auldbuff wrote a review Apr 2013 “es

Q@ Dundee, Scotland - 14 contributions « & helpful votes

Culloden........ an emotional place

Culloden, or Drumossie Moor as it is sometime called, lies to the north east of Inverness. It is the site of the
last full-scale battle to take place on British scil, and the last stand of an ancient royal dynasty, the
Stewarts (Stuarts) which traced its ancestry back to the Dark Age Gaelic Kingdom of Dal Riata. It is also
the place where the Highland clan culture of Scotland was decimated.

The Battle of Culloden in 1746 meant, quite simply, the end of an era for Scotland.

The Battle was fought on April 16, 1746. It was the last of the great Jacobite risings - popular attempts to
reinstate a Stuart monarch on the throne of Britain - and was led by Charles Edward Stuart, also known
as Bonnie Prince Charlie or the Young Pretender. Charles was the son of the Old Pretender, James
Francis Edward Stuart, and grandson of the deposed James Il of England. He landed on the shores of
Scotland in July 1745 in an attempt to oust King George Il and his Hanoverian line from the throne, which
had become the birthright of his family in 1603 when King James VI of Scotland had travelled south to
become King James | of England and Ireland.

All the information regarding the battle is available in the National Trust for Scotland Visitor Centre. The
Centre houses a shop and café along with a museum which shows an audio visual. There is a charge for
the museum part.

There is no charge to visit the actual battlefield. Some visitors including myself vary their times i.e.in the
morning or just before dusk as the mist or eerie silence is quite thought provoking as you wander round
thinking of all these brave ordinary men who gave the supreme sacrifice.

Every year on the nearest Saturday to the date of 16th April the Gaelic Society of Inverness hold a short
memorial service which starts at Tlam.Attending the service are members of various Clan and Scottish
Societies with a sprinkling of overseas visitors from Alliance groups. Most of the attendees wear
traditional clothing. Members of the public are encouraged to attend

Read less a

Date of experience: September 2012

Trip type: Travelled with friends
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Sited: Gettysburg National Military Park

4.1 Gettysburg National Military Park

‘\ EximiousTraveller wrote a review Jun 2014 “ee
- Q@ Leicester, United Kingdom » 2,425 contributions « 388 helpful votes

00000
Powerful reminder of the horror of war In the American Civil War...

Being in Gettysburg for the sesquicentennial commemoration was one of life's most moving experiences
and this review is rather late, I'm afraid. The walk up Pickstt’s Charge at 3 o'clock with thousands of
Confederate supporters to be greeted in friendship by the Union officers and many more thousands of
spectators is something that will remain with me for the rest of my life. This was my third visit to the
Gettysburg National Park. The “new’ visitors' centre is bigger and more impressive than the old one but
conversely there seems to be less to see with fewer artefacts. | may be wrong but perhaps the new
building just swallows them up in the larger space. It is nevertheless an absolute must for anyone
interested in the American Civil War. Impressive films and the highest quality displays are everywhere one
looks and the whole three days are dealt with chronologically. If anything, we found the display of the
famous cyclorama to be still rather muddled with people moving haphazardly to try and capture the
story with lights and laser pointers trying to explain the history as clearly as possible. | have mentioned it
twice before to staff at the Park but | do wish they’d learned from the quite brilliant way that the Atlanta
Cyclorama is displayed in Georgia. Admittedly they don't have the visitor numbers of Gettysburg
especially on July 3rd 2013 but it could have been so much better.

The whole site is full of some imposing and some modest memorials all of which are labelled very clearly.
The magnificent statue of Robert E Lee at the bottom of Pickett’'s Charge is one of the best but it has
normally taken us many hours to do a motor tour of the battlefield although that proved impossible on
the sesquicentennial... The feeling of universal sorrow from the thousands in the crowds engendered by
evoking the tragedy of the battle was summed up in the playing of ‘Taps’ along the High Water Mark at
all the points the Confederate soldiers reached the famous wall. Sincerity and respect marked the whole
occasion. It'll never be forgotten by all who were there exactly 150 years later to the minute.

Read less «

Date of experience: July 2013

Trip type: Travelled with family
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4.2 Little Round Top

BradJill wrote a review Aug 2016 Yy
Q Hong Kong. China « 126,541 contributions « 21,136 helpful votes

00000
Neat area of the battlefield to visit at Gettysburg

Little Round Top is a key battle site within the Gettysburg National Military Park. It is located in the south
of the battlefield and is one of two rocky hillsides, along with Big Round Top, that made up the left flank of
the Union position at Gettysburg.

This was important high ground and a location that saw much action early in the battle of Gettysburg. It
was bravely defended by Union regiments and soldiers whose defence of Little Round Top has been
memorialised today by various monuments and statues located along the ridge overlooking the grounds
below at Little Round Top.

The monuments that | found most interesting are the Castle structures; 12th & 44th New York Infantry and
the 91st Pennsylvania as well as statue of Brigadier General Gouverneur Kemble Warren, who is shown
staying upon the ridge surveying the land below.

Tip: There is a parking lot back on Sykes Avenue for those driving and doing a self-guided tour of the
Gettysburg Battlefield. You can exit your vehicle and walk over to Little Round Top from here.

Tip: From the ridge viewpoints at Little Round Top, if you look down the field to your left, you will see the
famous Devil's Den. This is a collection of large boulders where Confederate sharpshooters took position
and regularly shoot at Union officers at Little Round Top.

Read less a

Date of experience: May 2016

Trip type: Travelled with friends
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4.3 Devils Den

FredPurdue wrote a review Nov 2016 eoe
4 Q Seattle, Washington « 1,904 contributions « 541 helpful votes

00000
Critical location in the fight for Gettysburg

The Devil's Den was a critical location in the battle between the Union and Rebels in the first week of July,
1863. It can be seen from Warfield Ridge, that is, from the site where the Confederates launched their
attack. This is one of the stops on the auto tour through the battlefield. Photographers: a DSLR with zoom
lens is useful here since you are taking pictures near and far. After you visit here at Warfield Ridge drive
to Devil's Den. What will surprise you is how close the two forces were to each other.

Read less a

Date of experience: April 2016

Trip type: Travelled solo

4.4 Gettysburg National Military Park Museum & Visitor Center

: LuluBelle wrote a review Apr 2015 eoe
ﬁ Q Philadelphia, Pennsylvania - 21 contributions - 12 helpful votes

00000
Fantastic informative museum - make this your first stop!

This all-encompassing museum, built in 2008, was the perfect Gettysburg resource. The museum itself is
absolutely beautiful and is both informative & interesting. The display starts with an explanation of the
history of slavery and the impetus for the civil war, and leads up to the Battle of Gettysburg and then to
the long-lasting effects and legacy of the war on America. It's very well put-together, the short films
throughout the exhibit really help bring the information to life, and the displays include a great
arrangement of artifacts from the war. The rest of the building includes a film & the Cyclorama (which
we did not get to see, but what | understand to be a very large 360 degree mural), a bookstore,
giftshop, dining room / cafeteria, and multiple help & information desks on other things to do in the
areaq.

Read less a

Date of experience: March 2015

Trip type: Travelled as a couple
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Site5: Omaha Beach

5.1 Omaha Beach

Q Richmond Hill, Georgia « 179 contributions » 23 helpful votes

' Patches O wrote a review Jun 2017 -

(It el
A must visit

Bucket list item-«

The beaches are a must see and so is the museums. Omaha Beach is just part of a 5 beach invasion site.
The French people of the area are amazingly nice and very accommodating to us US folks who don't
speak a lot of French (why | have never learned, | will never know). | digress, all of the beaches are
beautiful and worth researching the historical significance of the entire World War campaign. | suggest
giving yourself a few hours per beachhead to walk around and visit the museums to fully understand
each Beaches part in Operation Overlord. After that, head in to the surrounding towns to see what they
have to offer.

Read less a

Date of experience: June 2017

Trip type: Travelled with friends

5.2 Omaha Beach Memorial Museum

besttom wrote a review May 2016 sss
> QNaples, Italy » 245 contributions « 173 helpful votes

00000

Good Museum with Displays and a Movie

Qur family of four visited in April 2016. We paid a reasonable price for 2 adults and our two young (<6)
kids were free.

The museum was good. It had a lot of artifacts from the War, and good static displays of the beach, some
"pbattle rattle” and equipment used in the D-Day invasion. While there is a lot to see, the entire display
area is relatively small - and definitely manageable

There's a movie at the end which alternates between English and French (I think that's it). It was good. It
didn't show too much "gore" or dead bodies, which | appreciated w/ the two young cnes.

In the end, | think | would've enjoyed this if | didn't have two young kids(!), which | could say about many of
our stops...

Read less a

Date of experience: April 2016
Trip type: Travelled with family
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Appendix B: Official Website of Battlefield Sites

Sitel: Battle Abbey and Battlefield
https://www.engliskheritage.orqg.uk/visit/places/10@&ttle of-hastingsabbeyandbattlefield/

£ 1066 Battle of Hastings, Abbey = X~ =
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Site2: Bosworth Battlefield Heritage Centre and Country Park

https://www.bosworthbattlefield.org.uk/

#. Bosworth Battlefield Heritage Ce X + - a q

<« C 0 & bosworthbattlefield.org.uk * 0 @UARBRTE @ i

County Council

ﬁ Email: bosworth@leics.gov.uk | Telephone: 01455 290429 H Leicestershire

_oy
BOSWORTH Visit Us What's On Learning at Bosworth Venue Getting Involved Contact
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experience
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Site3: Culloden Battlefield

https://www.nts.org.uk/visit/places/culloden

% Culloden | National Trust for S’ X =+ -
< C (O @ ntsorg.uk/visit/places/culloden * 0 @UEARBRGEBE @ [ai
o
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Sited: Gettysburg National Military Park

https://www.nps.gov/gett/index.htm

© Gettysburg National Military Par X +

<« C ( @& npsgov/gett/indexhtm * R0 4dAR

® National Park Service Q. SEARCH =MENU
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ALERTS CALENDAR RESERVE
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A New Birth of Freedom

The Battle of Gettysburg was a turning point in the Civil War, the Union victory that ended General Robert E. Lee's second and most

a
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Basic Information Places To Go
Operating hours, fees & passes, permits & How to get to the park and transportation The Visitor Center, McMillan Woods
reservations, and pet information. within the park. Campground, David Wills House, and the
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Things To Do Calendar
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Site5: Omaha Beach Museum

http://www.museememorialomaha.com/en/

@ Home - Musée Mémorial d'Oma X + = (u] X
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