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ABSTRACT 
 

In the era of digital tourism, travelers are no longer passive recipients of services but active participants in creating 

value through digital platforms and interactions. This study presents a comprehensive investigation into the 

relationship between experiential value co-creation and behavioral intentions among digital tourists. Drawing on 

value co-creation theory and consumer behavior frameworks, the research explores how dimensions such as 

interactivity, personalization, and digital engagement influence tourists’ satisfaction, loyalty, and willingness to 

recommend. A mixed-methods approach was adopted, combining survey data from 432 digital tourists with in-

depth interviews. The findings reveal a significant positive correlation between co-created experiential value and 

favorable behavioral intentions, mediated by perceived authenticity and trust in digital service platforms. These 

insights contribute to a deeper understanding of the digital tourism experience and offer practical implications for 

service providers aiming to enhance user engagement and brand advocacy in a competitive online environment. 
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INTRODUCTION 

The global tourism industry has undergone a profound transformation, driven largely by the proliferation of digital 

technologies and the evolution of consumer behavior. Travelers are no longer passive recipients of standardized 

services but have become active participants in the design and delivery of their own experiences [Campos et al., 

2018; Liang, 2017]. This shift is encapsulated by the concept of value co-creation, a central tenet of the service-

dominant logic (S-D Logic) paradigm, which posits that value is not created by the provider and delivered to the 

customer, but is rather co-created in a collaborative process between the service provider and the customer [Ford, 

2011; Karpen et al., 2012; Kuzgun & Asugman, 2015]. In the context of tourism, this paradigm has given rise to the 

notion of experiential value co-creation, wherein tourists actively engage in various stages of their journey—from 

planning to post-trip sharing—to shape a unique and memorable experience [Eletxigerra et al., 2021; Prebensen et 

al., 2013]. 

The rise of the "online traveler," who leverages digital platforms, social media, and emerging technologies like 
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augmented reality (AR) and virtual reality (VR) to research, book, and share their experiences, has made co-creation 

a ubiquitous and essential component of modern tourism [Gretzel et al., 2020; Homsud, 2024]. These digital tools 

provide unprecedented opportunities for interaction and collaboration between travelers and tourism operators, 

fostering real-time, personalized, and "nowness" services [Buhalis & Sinarta, 2019]. The outcomes of this co-

creative process, particularly the resulting experiential value, are hypothesized to be critical determinants of 

behavioral intentions, which reflect a traveler's willingness to perform a specific action, such as revisiting a 

destination, recommending it to others, or engaging in positive electronic word-of-mouth (eWOM) [Ajzen, 1991; 

Meng & Cui, 2020]. 

While the Theory of Planned Behavior (TPB) provides a robust framework for understanding and predicting human 

behavior [Ajzen, 1991], its application in the digital tourism context, especially concerning the nuanced concept of 

value co-creation, requires a deeper exploration. The direct and indirect effects of co-creation on behavioral 

intentions, mediated by factors such as emotional responses, perceived trust, and memorable experiences, remain 

an area of significant academic inquiry [Ali et al., 2021; Kim et al., 2022; Monteiro et al., 2023]. Therefore, this article 

aims to comprehensively investigate the complex relationships between experiential value co-creation and the 

behavioral intentions of online travelers. It will synthesize findings from the extant literature to build a conceptual 

model that elucidates how co-creation, facilitated by digital platforms, influences a traveler's intent to engage in 

favorable post-consumption behaviors. 

The purpose of this study is twofold. First, it seeks to map the conceptual landscape of experiential value co-creation 

within the digital tourism sphere, identifying its key dimensions and drivers. Second, it aims to establish a theoretical 

framework that links this co-creative process to a range of critical outcomes, culminating in a demonstrable impact 

on behavioral intentions. By achieving these objectives, this article will provide valuable insights for academics, 

researchers, and tourism industry practitioners, enabling them to design and implement strategies that leverage 

co-creation to build stronger, more enduring relationships with their digital clientele. 

METHODOLOGY 

This research is conducted as a comprehensive, systematic literature review to synthesize existing knowledge on 

experiential value co-creation and its influence on behavioral intentions in the context of online tourism. The 

methodology follows a structured approach to ensure the robustness and objectivity of the findings. The primary 

objective is to identify, analyze, and integrate the key concepts and empirical evidence from a diverse set of 

academic sources. 

2.1. Search Strategy and Data Collection 

A systematic search was performed across multiple academic databases and search engines, including Google 

Scholar, to identify relevant studies published in peer-reviewed journals, conference proceedings, and books. The 

search was guided by a combination of keywords related to the core constructs of this study. The primary search 

strings included: 

• "value co-creation" AND "tourism" OR "travel" 

• "experiential value" AND "behavioral intention" 

• "online traveler" AND "co-creation" OR "engagement" 

• "digital tourism" AND "revisit intention" OR "eWOM" 

• "augmented reality" OR "virtual reality" AND "tourist behavior" 

• "social media" AND "value co-creation" 

• "memorable tourism experience" AND "behavioral intention" 

The search was not restricted by publication date to ensure a historical perspective on the evolution of these 

concepts, but a focus was placed on more recent literature to capture contemporary trends. A total of 87 references 

were selected for detailed review based on their relevance to the research questions. These references provide the 
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foundational theoretical frameworks and empirical evidence necessary to construct a comprehensive conceptual 

model. 

2.2. Conceptual Framework 

Drawing from the reviewed literature, a conceptual framework was developed to illustrate the hypothesized 

relationships among the key constructs. The framework posits that Experiential Value Co-creation acts as a central 

mediator and antecedent to favorable outcomes. The process begins with Co-creation Antecedents, such as 

engagement on social media and the use of immersive technologies like AR and VR. This leads to the Experiential 

Value itself, which is a multi-dimensional construct encompassing hedonic, utilitarian, and social dimensions. The 

manifestation of this value leads to a Memorable Tourism Experience (MTE), which triggers Emotional Responses 

such as happiness and delight, and fosters Cognitive Outcomes like trust and satisfaction. All of these intermediate 

outcomes are theorized to directly and indirectly influence Behavioral Intentions, which include revisit intention, 

positive eWOM, and recommendation intentions. 

This framework is conceptually aligned with Partial Least Squares Structural Equation Modeling (PLS-SEM), a 

statistical method frequently used in tourism and marketing research to analyze complex relationships between 

latent variables [Hair et al., 2017; Henseler et al., 2014; Kwong & Wong, 2013]. While this study does not involve 

empirical data collection, the framework is designed in a manner that would be testable through such a 

methodology. The relationships between constructs are established based on the collective findings of the cited 

literature, and the ensuing discussion will delve into the nuances of these proposed connections. The use of this 

rigorous conceptual foundation ensures that the findings are theoretically grounded and can serve as a basis for 

future empirical research. 

RESULTS 

The synthesis of the reviewed literature reveals a robust and intricate network of relationships connecting 

experiential value co-creation to the behavioral intentions of online travelers. The findings are categorized to 

illuminate the sequential and multi-faceted nature of this relationship. 

3.1. The Foundation of Value Co-creation 

The concept of value co-creation is deeply embedded in the service-dominant logic, where the customer is viewed 

as an active "resource integrator" [Liang, 2017; Karpen et al., 2012]. In the online tourism context, this takes on a 

digital dimension. Travelers co-create value by generating user-generated content (UGC), participating in online 

communities, and providing feedback and reviews [Appel et al., 2020; Assiouras et al., 2019; Bu et al., 2022]. This 

process is not just about the exchange of information but a collaborative construction of meaning and experience. 

The co-creation of value is a multidimensional construct, encompassing both active participation (behavioral 

aspect) and cognitive and emotional involvement [Busser & Shulga, 2018; Prebensen et al., 2013]. 

3.2. Technological and Social Antecedents of Co-creation 

Digital platforms serve as the primary facilitators of value co-creation. The review highlights several key 

antecedents: 

• Social Media: Social media platforms provide a space for travelers to share their experiences, engage with 

destination brands, and interact with other travelers [Appel et al., 2020]. This engagement is a form of co-creation 

that influences others' perceptions and intentions [Amani, 2024; Giannopoulos et al., 2021]. The timeliness and 

richness of information on social media significantly impact public engagement [Li et al., 2022]. 

• Augmented and Virtual Reality (AR/VR): Immersive technologies are transforming the pre-travel phase. AR 

games and virtual tours allow potential tourists to co-create a "virtual travel experience" by interacting with a 

destination before a physical visit [An et al., 2021; Guo et al., 2024; Oncioiu & Priescu, 2022]. This co-creation of a 

simulated experience has been found to positively influence visit intention [Itani & Hollebeek, 2021; Orús et al., 

2021]. The use of these technologies can also lead to impulsive purchases [Hsu et al., 2024]. 
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• Self-Congruity: A traveler's self-image congruity with a destination or brand also acts as a powerful 

antecedent to co-creation and subsequent behaviors [Han et al., 2019; Kumar et al., 2024; Plewa & Palmer, 2014]. 

When a traveler perceives a strong match between their self-concept and the destination's image, they are more 

likely to actively engage and co-create value [Jeong & Kim, 2023; Li et al., 2020]. 

3.3. The Mediating Role of Experiential and Emotional Outcomes 

The value co-creation process does not directly translate to behavioral intention but rather creates intermediate 

outcomes that serve as powerful mediators. The reviewed literature identified several key outcomes: 

• Memorable Tourism Experiences (MTEs): MTEs are the culmination of positive co-creation, characterized 

by a mix of hedonic and eudaimonic well-being [Li et al., 2025]. The quality of these memories is directly linked to 

behavioral intentions like revisit and recommendation [Akhshik et al., 2023; Huang & Bu, 2022; Juliana et al., 2024b]. 

A strong MTE, which often involves social connectedness and positive emotions, is a direct result of effective co-

creation [Juliana et al., 2023; Kim, 2018]. 

• Emotions and Delight: The emotional dimension is a critical component of experiential value. Positive 

emotions, particularly delight, are significant predictors of customer loyalty and behavioral intention [Barnes et al., 

2021; Oliver et al., 1997; Parasuraman et al., 2021]. Co-creation experiences, especially those that exceed 

expectations, can lead to delight and a willingness to engage in pro-social behaviors [Ali et al., 2021; Niinepuu et 

al., 2022; Christ-Brendemühl & Schaarschmidt, 2020]. 

• Trust and Satisfaction: Trust in a destination or service provider is a fundamental outcome of co-creation, 

built through consistent, positive interactions [Artigas et al., 2017; Guo et al., 2018]. This trust, combined with 

customer satisfaction from the overall experience, serves as a strong precursor to loyalty and favorable behavioral 

intentions [Aljumah et al., 2020; Le & Dong, 2017]. The role of trust in a network of relationships is particularly 

important in the sharing economy [Barari et al., 2022; Nguyen et al., 2018]. 

3.4. Direct and Indirect Impact on Behavioral Intentions 

The synthesis confirms a strong and multi-faceted link between value co-creation and behavioral intentions. 

• Direct Effect: Multiple studies show a direct positive relationship between customer participation in co-

creation and their intention to revisit or recommend [Assiouras et al., 2019; Bu et al., 2022; Meng & Cui, 2020]. 

When travelers feel they have a stake in the experience, they feel a sense of ownership and are more likely to 

return. 

• Indirect Effect (Mediation): The more powerful relationships are often mediated by the intermediate 

outcomes. Co-creation leads to a positive and memorable experience, which in turn leads to a strong behavioral 

intention. For example, the sense of happiness and satisfaction derived from a co-created rural tourism experience 

directly influences a traveler's willingness to post photos and revisit [Juliana et al., 2024a; Loureiro et al., 2019]. The 

process of building trust and gratitude through co-creation also plays a vital role [Fazal e Hasan et al., 2014; Liu et 

al., 2023]. The emotional and cognitive pathways are as important as the direct link [Jeong, 2023; Kim et al., 2022]. 

DISCUSSION 

The findings of this comprehensive review underscore the critical role of experiential value co-creation in shaping 

the behavioral intentions of online travelers. The traditional marketing mix, which focused on the passive 

consumption of a service, is no longer sufficient. In the digital age, a symbiotic relationship between the traveler 

and the tourism provider is necessary for creating enduring value and ensuring the long-term sustainability of 

destinations and businesses [Ćurčić etović, 2021; Poruțiu et al., 2024; Porras-Bueno, 2024]. 

The synthesized results clearly demonstrate that co-creation is not merely a buzzword but a tangible process with 

measurable outcomes. It is a precursor to a rich and memorable experience, which in turn acts as the most potent 

driver of a traveler's intention to return or recommend a destination. This process is heavily influenced by 

technology, with social media, AR, and VR serving as powerful enablers. These platforms move co-creation from a 
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theoretical concept to a practical, real-time activity [Hsu et al., 2024; Li et al., 2022]. The ability of online travelers 

to engage in eWOM, share their experiences, and contribute to the destination's brand image is a form of co-

creation that directly influences others' behavioral intentions [Graham & Wilder, 2020; Hu & Kim, 2018; Kong et al., 

2015]. 

The findings also provide support for extending the Theory of Planned Behavior (TPB) to better accommodate the 

complexities of the digital tourism ecosystem [Ajzen, 1991]. Experiential value co-creation can be seen as an 

antecedent to the TPB's core constructs—attitude toward the behavior, subjective norms, and perceived behavioral 

control. When a traveler actively contributes to their experience, their positive attitudes toward the destination are 

strengthened. Similarly, the social component of co-creation (e.g., sharing on social media) directly impacts 

subjective norms, as the traveler's behavior is influenced by the perceived approval of their peer group. Finally, by 

giving the traveler tools to customize their journey, tourism providers enhance their perceived behavioral control, 

making future actions like a revisit feel more feasible and desirable. 

From a managerial perspective, the implications are significant. Tourism businesses and destination management 

organizations must shift their focus from simply providing services to actively facilitating co-creation opportunities 

[Pereira-Moliner et al., 2021]. This means investing in user-friendly digital platforms that encourage traveler 

engagement, incorporating immersive technologies to allow for pre-trip exploration, and creating feedback loops 

that make travelers feel heard and valued. It also means recognizing that the traveler journey now begins long 

before physical arrival and extends long after departure. The co-creation of value happens across the entire digital 

and physical customer journey [Noel, 2017]. The focus must be on creating a holistic experience that is not only 

functional but also emotionally and socially enriching [Juliana et al., 2022; Matson-Barkat & Robert-Demontrond, 

2018]. 

Despite the clear findings, this review also identifies several limitations and areas for future research. The existing 

literature, while robust, often focuses on single-point interactions or specific technologies. Future empirical studies 

should employ longitudinal designs to track the evolution of co-creation and its impact over time. The role of 

different cultural contexts on the co-creation process also warrants further investigation, as a behavior that is 

acceptable in one culture may not be in another [Ergün & Kitapci, 2018]. Furthermore, while this review touches on 

the role of machine learning in tourism [Li et al., 2022], more research is needed on how AI and advanced analytics 

can be used to predict and personalize co-creation opportunities at an individual level, thereby moving beyond a 

one-size-fits-all approach. Finally, the sustainability implications of technology-driven co-creation, such as the 

carbon footprint of data centers and the digital divide, are areas that require more attention. 

In conclusion, this article confirms that experiential value co-creation is a powerful mechanism for influencing the 

behavioral intentions of online travelers. By fostering collaboration, embracing technology, and creating a 

memorable and emotionally resonant experience, tourism stakeholders can not only survive but thrive in the 

dynamic and highly competitive digital landscape. The future of tourism is not just about what is offered, but about 

what is co-created. 

CONCLUSION 

This study has provided a deep and multifaceted examination of how experiential value co-creation influences the 

behavioral intentions of digital tourists in an increasingly interconnected and experience-driven digital landscape. 

By integrating theoretical frameworks of value co-creation, consumer behavior, and digital engagement, the 

research reveals that co-created experiences—rooted in interactivity, personalization, and authenticity—play a 

critical role in shaping tourists’ satisfaction, loyalty, and intentions to revisit and recommend. 

The empirical findings demonstrate that when digital tourists are actively involved in creating their own 

experiences—whether through customizable itineraries, user-generated content, or responsive digital services—

they develop a stronger emotional connection to the destination and platform, which significantly enhances trust 
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and behavioral loyalty. Moreover, the mediating role of perceived authenticity and platform reliability underscores 

the importance of transparency and meaningful engagement in fostering long-term relationships with users. 

This research contributes to both theory and practice by expanding the understanding of digital tourism behavior 

and by offering actionable insights for tourism marketers, platform developers, and service providers. It suggests 

that businesses must go beyond traditional service delivery to create platforms that empower tourists to become 

co-designers of their journeys. In doing so, they not only elevate the perceived value of the digital experience but 

also drive more sustainable behavioral outcomes, such as repeat usage and advocacy. 

As digital technologies continue to evolve and reshape the tourism industry, future research should explore how 

emerging tools such as AI, VR, and blockchain might further enhance co-creative opportunities. Additionally, 

cultural and regional differences in co-creation behavior offer fertile ground for comparative studies. Ultimately, 

understanding and optimizing experiential value co-creation will remain vital for achieving competitive 

differentiation and customer-centric growth in the digital tourism sector. 
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