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Abstract 

The general aim of this thesis was to seek alternative approaches to understand tourism 

experiences while profound changes are seen in societies. A review of the literature identified 

that the co-creation approach to tourism experiences has received considerable attention, 

from both tourists’ and operators’ perspectives. However, gaps remain in current knowledge. 

How tourism experiences are created has not been fully considered within current theoretical 

frameworks. Existing theories related to the co-creation of tourism experiences neither 

adequately explain the process of mediated experiences, nor provide consideration of the 

distractions that can interfere with tourism experiences. There is also a need to develop a 

more comprehensive understanding of how socio-cultural background of tourists shape and 

influence the creation of tourism experiences. 

There is perhaps no better example to do this than to study outbound Chinese tourist 

experiences, because as has been documented, the past four decades have seen enormous 

changes taking place in China. Academic research into the tourism experience and co-creation 

has not captured these changing and diverse economic, social and political circumstances. 

The review found stereotypes, over-generalisation and over-simplification in the literature on 

Chinese culture and tourists’ behaviour and experiences. On the other hand, the profound 

and rapid changes that this culture has undergone has exposed weaknesses in traditional 

theoretical concepts and generalisations which are unable to explain Chinese tourists’ 

experiences.  

To achieve the research aim, this thesis specifically examined tourism experiences based on 

Chinese tourists visiting Port Arthur Historic Site, Tasmania, Australia. The fieldwork 

undertaken for this research took place between December 2016 to February 2017. Semi-

structured interviews facilitated by participant observation were the main methods of data 

collection. Reflecting on the fieldwork that were marked by multiple challenges, particularly, 

but not exclusively on the limited time of Chinese travellers in Tasmania; this thesis 

contributes to tourism methodology by critically assessing the potential use of a Chinese 

social media app - WeChat for qualitative data collection. It critically discusses the advantages, 

limitations and concerns of using WeChat as a data collection method.  
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The data resulting from these methods were used to build understanding of how Chinese 

tourism experiences are created and what factors affect the creation process. Drawing upon 

the findings, this thesis sheds light on the impact that significant changes undergoing in China 

have had upon the experiences of Chinese tourists when they travel to the Port Arthur Historic 

Site. The results illustrate that distractions and mediators influence the joint creation of 

Chinese tourists’ experiences. Within the discussion of distractions, ‘tourist anxiety’, a 

neglected concept, was highlighted as a lens through which to view the outcomes of social, 

economic and political changes that impact on tourism experiences. The data also 

summarised three characteristics of Chinese tourists. They are semi-independent as well as 

heterogeneous, and their experiences are mediated, which form the co-creative Chinese 

tourists. 

The findings provide an enhanced and holistic understanding of the co-creation of tourism 

experiences, highlighting the socio-cultural changes that have taken place in a society. This 

thesis argues that both mediators and distractions are joint creators of tourism experiences 

– contribute to the co-created experiences. Building on this conceptual understanding, a

framework of the creation of tourism experiences that considers mediators, distractions and

socio-cultural background of tourists is developed. This may be used as a planning tool by

tourism operators and destinations to guide the strategic design and provision of tourism

experiences.
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CHAPTER 1 Introduction 

1.1 Chinese outbound tourism and co-creation 

From the buzzing shopping districts of Manhattan to the romantic promenades along Seine 

river in Paris; from the remote and picturesque Pacific Islands to the exotic East African 

savannahs; and from the well-known Fuji Mountain in Japan to niche cultural heritage sites in 

Tasmania - Chinese tourists can now be found everywhere. This booming phenomenon of 

Chinese travelling overseas is driven by a growth of national economic power and a 

subsequent rise in the country’s household disposable income. The desire to see the world is 

intensifying, and a greater number of Chinese people now have money and time to visit other 

countries and experience exotic cultures and natural environments. The relaxation of travel 

restrictions and the opening-up of China, along with increasing accessibility to tourist visas, 

have been instrumental in leading to the increasing number of Chinese outbound tourists.  

The level of Chinese outbound tourism has drawn both global and regional attention (Dai et 

al. 2017; UNWTO 2013). Chinese tourism generates economic value and employment 

opportunities for travel destinations. Consequently, many operators attempt to capture this 

market in order to earn profit. However, not every destination is prepared for this tourist 

influx. Chinese culture is diverse and complex. Inadequate cultural understanding of the 

market has been observed among many tourism operators. Stereotypes, over-generalisation 

and over-simplification of Chinese culture, tourist behaviour and their needs and wants harm 

the creation of a positive tourism experience. For operators who come from different cultural 

backgrounds to succeed in providing a positive tourist experience, the factors impacting on 

this experience need to be explored.  

In tourism, experience is very personalised (Volo 2009). Tourism is centred on consuming 

experiences and the consumption process varies from person to person and case to case. 

Within the tourism literature, travel experiences are explained as being created using the 

theory of co-creation (Campos et al. 2015; Prebensen et al. 2017). The ‘co-’ elements 

represent multiple players’ communal roles in the experiential creation process. Co-creation 

represents a convergence of the roles of production and consumption in the development of 
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experiences (Prahalad & Ramaswamy 2004a). The tourism experience is not a one-way 

transfer of products, but a mutual and complex relationship during the creation process. 

Tourism experiences are not simply provided by operators but are co-created and co-

produced by both tourists, operators and mediators. In essence, communication, interaction, 

engagement and participation are formative constructs of experiential co-creation. The 

theory of co-creation offers a targeted approach to tackle these complex experiential creation 

issues.  

Previous literature on tourism co-creation has explored both the physical and psychological 

aspects. Physical involvement such as participation and interaction constitutes the 

antecedents of experience creation. Consumers’ psychological participation can be more 

important than physical participation in determining their value perception, which includes 

memorability, attention and emotions. Besides this, research into the outcomes of co-

creation of the tourism experience has been explored from a mainly positive angle. 

However, despite the potential that co-creation offers as a means through which experiences 

can be created, the literature review in this thesis identified some significant research gaps: 

1. Cross-cultural issues such as tourist’s socio-cultural background have been largely 

neglected in research pertaining to co-creation of the tourism experience, leaving 

questions about how to facilitate the co-creation unanswered; and 

2. Ignored contributors to co-creation such as distractions, and potentially negative co-

created experiences have been overlooked in the literature. 

 

1.2 Research question and aims 

To address research gaps within the extant literature, as well as to meet the demand from 

the tourism industry more broadly, the central questions posed by this research are: 

1. What are the factors affecting Chinese tourists’ co-created experiences at Port 

Arthur Historic Site?  

2. What characteristics of the Chinese tourists should be considered when co-creating 

experiences? 
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3. What should be considered when exploring tourism experiences, given the societal 

changes of China?   

 

This research aims to explore co-creation and tourism from the perspective of Chinese 

tourists. Specifically, it aims to investigate Chinese tourists experiences at Port Arthur Historic 

Site, a UNESCO World Heritage-listed Australian Convict Site, located in Tasmania. This 

colonial prison heritage site is one of the most popular cultural attractions in Tasmania and 

attracts a large number of Chinese tourists each year. Given the explorative and explanatory 

nature of this study, semi-structured interviews with open-ended questions, as well as 

participant observations were employed as the main qualitative data collection tools.  

This thesis advances the understanding of the tourist experience for researchers and 

practitioners engaged in Chinese outbound tourism. By responding to the research questions, 

the thesis not only provides a theoretical contribution to co-creation theory through enriching 

it and by providing a more holistic framework consisting of the major elements – mediators, 

distractions and tourists’ socio-cultural background – of experiential creation; it also provides 

a deeper understanding of the way we see Chinese culture and Chinese tourists’ behaviour.  

 

1.3 Thesis format  

The preparation of this PhD has been a learning, reflexive, and ongoing process. This thesis 

further develops the theory of co-creation within the tourism literature. The published 

research papers making up this thesis contribute to the understanding of Chinese culture and 

tourist behaviour, the application of social media in data collection, and the cross-cultural 

issues related to co-creation of the tourism experience. Peer review, revision, rejection and 

acceptance of the papers have all been experienced in the process of developing this thesis.  

It should be acknowledged that suggestions and feedback provided by the peer-reviewers 

played a helpful role in the preparation of the three published chapters. The research scale 

and some terms and concepts used at the early stage may differ from later publications.  

In the course of editing these chapters into a manuscript, varying citation systems have been 

harmonised to the Harvard style modified by the University of Tasmania, but the publication 
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texts appear otherwise unchanged. Additionally, some textual information recurs between 

chapters such as the introduction to the research methods, and some chapters cite one 

another. Moreover, minor stylistic nuances may occur between chapters, for example, the 

use of an active and collective writing voice – I, we, this paper, etc. Like traditional theses, the 

reference lists remain at the end of the thesis.  

This thesis comprises eight chapters. The purposes, aims and objectives, and key outcomes 

of each chapter are presented in Table 1.  

Chapter 1 is an introduction to this thesis. It introduces the research objective and aims, and 

the significance of the research. Due to the features of PhD by publication, the format of the 

thesis and the structure are explained to clarify the story line.  

Chapter 2 reviews the literature. It introduces the important theoretical background and 

specific rationale for this thesis. The chapter briefly reviews the conceptual meaning of the 

tourist experience, the concept of co-creation, the application of co-creation to the tourism 

experience, related cross-cultural issues as well as theory critiques. Through the literature 

review, significant research gaps are identified.  

Chapters 3 introduces the development and trend of the emerging Chinese outbound tourism, 

Australia’s Chinese inbound tourism, as well as Tasmania and its Chinese market. Research 

into the Chinese outbound tourism is assessed and critiqued. A review of the literature on the 

cultural aspects of Chinese tourists contributes to a more nuanced understanding of the 

context of this research. Finally, the chapter reviews existing studies on Chinese tourism to 

Australia, and specifies the gaps existing with regard to Chinese visitation to regional areas of 

Australia.  

Chapter 4 explores the methodological underpinnings informing this research. This chapter 

provides justifications for why interviewing and participant observation are appropriate for 

this research. The chapter also introduces the case – the Port Arthur Historic Site.  

Chapter 5 has been published by a peer-reviewed journal (Journal of China Tourism Research). 

The chapter is a paper that I wrote after conducting my fieldwork. WeChat turns out to be an 

informative, effective and useful tool to use during the interview phase of the research. The 

article is a reflection on how to apply WeChat in different stages of fieldwork, with particular 

emphasis on its use in interviewing. Advantages and disadvantages are outlined and explained.  
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Chapter 6 and Chapter 7 present the results and discussions of my research. Chapter 6 has 

been published in a peer-reviewed book and Chapter 7 is ready to submit to a journal. Chapter 

6 discusses the changing Chinese culture, its complexity and uniqueness. It argues that certain 

ways of viewing culture are over-simplified and over-generalised. It also identifies a variety of 

causes of travel anxieties as distractions among Chinese tourists to Port Arthur Historic Sites. 

Chapter 7 proposes a framework for the tourism experience in a Chinese context. Two new 

factors: mediators and distractions are introduced to the co-creation process. It also argues 

that the socio-cultural background of tourists should be considered for the creation of tourism 

experiences.  

Chapter 8 represents the final part of the thesis, and as such it summarises the theoretical 

discussion of my research and presents answers to the research questions.  Implications and 

limitations of the research are discussed. The chapter also proposes directions for future 

research. 
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Table 1: Purposes, aims, objective and key outcomes of each chapter. 

 
CHAPTER TWO CHAPTER THREE CHAPTER FOUR CHAPTER FIVE CHAPTER SIX CHAPTER SEVEN 

CHAPTER 
EIGHT 

PURPOSE 
OF 

CHAPTER 

Comprehensive 
Literature 

review  

Introducing the 
tourism 
environment 

Methods 
explanation 

Reflecting on 
using WeChat 

during fieldwork 

Findings and 
discussion 

Findings and 
discussion 

Discussion and 
conclusion 

AIMS AND 
OBJECTIVES 

Reviews the 
concept of 

tourism 
experiences, 
co-creation, 

and its 
application. 

Explores the 
tourism 

environment, 
Chinese tourist 
behaviour, and 

the needs of study 
this topic. 

Presents the 
rationale for the 

chosen 
methods. 

Assesses  
advantages and 
disadvantages of 

using WeChat 
for data 

collection. 

Explores tourist 
anxieties and 

Chinese 
culture.  

Rethinking co-
creation of 

tourism 
experience. 

Summarises 
key arguments 

and discuss 
the findings, 
implications 

and 
contribution.  

KEY 
OUTCOME 

Identified main 
research gaps.  

Identified Chinese 
outbound tourism 
development; 
found Chinese 
tourist experience 
in Australia 
regional areas is 
overlooked. 

Explained why 
interview and 

participant 
observation are 

the two main 
qualitative data 

collection 
methods for this 

study. 

Reflexivity in 
qualitative data 

collection.  
Provided 

guidelines for 
using the tool-

WeChat. 

Chinese 
cultural 

changes, and 
tourists 

experience 
anxieties 

during travel. 
Co-creation 

becomes 
difficult. 

Factors affecting 
co-creation of 

the tourism 
experience from 
the perspective 

of Chinese 
tourists. 

Created a new 
framework. 

Epilogue of the 
thesis. 

Answered 
research 

questions. 
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1.4 Summary 

Chapter 1 has briefly introduced the research context – Chinese outbound tourism, as well as 

the key concept of the thesis – co-creation. It revealed two major literature gaps and 

consequently asked three research questions. The significance of the research was also 

discussed, before concluding with a detailed thesis format including purposes, aims and 

outcomes of each upcoming chapter. The next chapter is a literature review on co-creation 

theory and its use in researching tourism experiences. 
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CHAPTER 2 Theoretical Development of co-creation in 
tourism 

Chapter 2 aims to critically review the conceptual development of co-creation theory in the 

context of the tourism experience. The chapter focuses on the co-creation of tourism 

experiences and critically reviews the theory’s use in the literature. In the tourism context, 

given the experience economy (Pine & Gilmore 1998, 1999, 2011), ‘experience’ is the most 

important element; therefore, firstly this chapter briefly reviews how tourism experiences are 

created (see Section 2.1). Then, the concept of co-creation is introduced (see Section 2.2) and 

followed by a detailed discussion in Section 2.3 of the application and theoretical 

development of co-creation of the tourism experience. Distracted and mediated process in 

the experiential creation processes are introduced in Section 2.3.2 and 2.3.3 in order to 

further enhance the understanding of how tourism experiences are created.  

The resulting discussion in Section 2.4 contributes to the critical analysis of co-creation in 

cross-cultural tourism and enables the identification of research gaps and additionally 

proposes future agendas. Critiques of the co-creation theory are briefly discussed in Section 

2.5. The review concludes with a summary of the research gaps (see Section 2.6).  

 

2.1 Tourism experiences 

Literature on the tourist experience creation can be divided into three streams: firstly, the 

experience is a product attribute or a complete product (Adhikari & Bhattacharya 2015). 

According to a definition provided by Smith (1994), tourism products are fundamentally 

experiences. Consequently, creating the product inherently creates an experience for a 

tourist, or vice versa. Secondly, the tourist experience is created due to customer interaction 

with the physical environment or other people (Adhikari & Bhattacharya 2015; Ek et al. 2008; 

Kastenholz et al. 2015). Therefore, tourists have a participative role in the creation of their 

own experience. Thirdly, cognitive psychology of tourists’ perceptions affect tourist 

experiences (Adhikari & Bhattacharya 2015; Larsen 2007; Ooi 2005), which means that apart 
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from physical interaction and participation, mental and spiritual engagement are necessary 

in experience creation. This stream has been increasingly popular in tourism research. With 

regards to tourism production of experiences, Smith (1994) acknowledges the role of human 

experiences in the tourism product, while also addressing that the experience is the final 

output of the tourism production process, which is intangible but highly valued. Similarly, 

Selstad (2007, p. 19) concludes that ‘providing experiences is a central concern in the 

development of tourism’.  

Tourist experience creation can also be understood from different angles (Andersson 2007; 

Larsen 2007; Mossberg 2007; Uriely 2005). In marketing, experiences are seen as a response, 

measurable in customer satisfaction (Prebensen et al. 2015; Prebensen & Xie 2017), and their 

willingness or intention to repeat the experience. Consequently, tourist organisations create 

the circumstances and environments where tourists can have a positive experience, and 

tourists are seen as co-builders of this experience environment. This is a congruence of the 

co-creation definition, as stated in the earlier section (also see Section 2.2). In economics, the 

tourist experience can be defined as the moment when tourism consumption and tourism 

production meet; it is also the moment encountered when value is created and resources (e.g. 

include time, skills, own goods and services) are consumed. Selstad (2007) takes a social 

anthropological perspective and explains that tourists play a middle role in the creative and 

experience-seeking activities. Their role plays closely with operators and host populations 

within the social setting. Moreover, recently, the tourists’ participatory nature widely 

corresponds with co-creation studies (Cabiddu et al. 2013; Payne et al. 2008; Penaloza & Mish 

2011; Prahalad & Ramaswamy 2004a; Prebensen et al. 2015; Prebensen et al. 2013; Vargo & 

Lusch 2004).  

Further, an examination of the tourism literature reveals that theories of tourist experiences 

have been applied to many contexts and variables. Examples include: destination image, 

quality and satisfaction (Cole & Scott 2004; del Bosque & Martín 2008; Gallarza & Gil Saura 

2006; Graefe & Vaske 1987; Stylidis et al. 2015; Vittersø et al. 2000), authenticity (Pearce, 

Chen, et al. 2013; Pearce & Moscardo 1986; Yang & Wall 2009), destination knowledge (Volo 

2009), motivation (Iversen et al. 2015), food consumption (Quan & Wang 2004), events (Lee 

& Min 2015), information and communication technologies (ICT) and online blogging 

(Dickinson et al. 2014; Neuhofer et al. 2014, 2015; Pudliner 2007; Stamboulis & Skayannis 
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2003; Wu & Pearce 2013; Zehrer et al. 2011), and smartphone uses (Dickinson et al. 2014; 

Kounavis et al. 2012; Wang & Fesenmaier 2013; Wang et al. 2011b; Wang et al. 2014). It is 

now commonly argued that travel blogging and other styles of online communication have 

become an important part of the tourist experience (Mkono 2012; Pearce et al. 2015; Wu & 

Pearce 2013).  

On the other hand, the literature argues that touristic experiences can be viewed in contrast 

to daily routine experiences. Urry’s tourist gaze has been influential in portraying the tourist 

experience as a visual experience. He suggests that people travel to destinations which are 

visually striking and outstanding (Crang 1997; Urry 1990, 1992). Further, in addition to Urry’s 

theory, the ‘performance turn’ in tourism studies argues that tourists’ experiences are multi-

sensuous and can involve touching, smelling, hearing and more bodily sensations. Moreover, 

the ‘performance turn’ mentions the significance of others such as families and friends in 

shaping the experiences (Ek et al. 2008; Perkins & Thorns 2001). Interestingly, the 

‘performance turn’ highlights how tourists not only consume experiences but also co-produce, 

co-design, and co-exhibit them (Ek et al. 2008). 

This section addressed the importance of ‘experiences’ in tourism, and the literature revealed 

that the experience can be created differently from different perspectives. Section 2.3.2 and 

2.3.3 elaborate on the experiential creation processes in detail that potentially exist in the co-

creation of the tourism experience. Now the chapter will introduce the concept of co-creation, 

the logic behind it, and how it has been applied in tourism research.  

 

2.2 The concept of co-creation 

Emergent trends in the last few decades, such as globalisation, deregulation, outsourcing, and 

the convergence of industries and technologies have meant that it is difficult for managers to 

differentiate offerings (Prahalad & Ramaswamy 2004a). In this situation, consumers’ roles 

have been shifting from ‘sources of money’ (Saarijärvi 2012, p. 381) to ‘new sources of 

competence for the corporation’ (Prahalad & Ramaswamy 2000, p. 79). Accordingly, 

consumers are viewed as bringing knowledge and skills to companies and have been 
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documented to be willing to learn, experiment and engage in conversations with businesses. 

Co-creation recognises the converging roles of production and consumption. A marketing-

oriented definition, which is widely accepted in business journals, defines co-creation as: 

…. joint creation of value by the company and the customer. It is not the firm trying to 

please the customer… Allowing customer to co-construct the service experience to suit 

her context…Co-creation is joint problem definition and problem solving. (Prahalad & 

Ramaswamy 2004a, p. 8) 

 

This concept is supported and similarly defined by other authors (Alves et al. 2016; Campos 

et al. 2015; Grissemann & Stokburger-Sauer 2012; Lugosi 2014; Neuhofer et al. 2013; 

Prebensen et al. 2015; Saarijärvi 2012; Sanders & Stappers 2008). Spurred on by increased 

market competition, many businesses now attempt to give consumers more than tangible 

experiences, by allowing them to feel a sense of empowerment and connection with the 

business. This is achieved through techniques such as actively involving consumers in the 

creation of products and experiences (Prahalad & Ramaswamy 2004a, 2004b). Therefore, co-

creation is strongly connected to the experience economy (Pine & Gilmore 1998, 1999, 2011).  

The development of co-creation theory in the early 2000s challenged some of the most 

important pillars of capitalist economies where value is usually determined when a market 

exchange takes place (Galvagno & Dalli 2014). Traditionally, the concept of a market is 

company-centric and the market is a place for the exchange of value. However, informed, 

connected, empowered and active consumers are increasingly learning that they too can 

extract value at the traditional point of exchange (Prahalad & Ramaswamy 2004a). 

Accordingly, value becomes the result of an implicit negotiation between the individual 

consumer and the firm. In this century, industry needs to be prepared for the change. Further, 

rather than arguing that it is essential that businesses should design products to suit 

consumers’ needs, co-creation suggests products should be designed by consumers who have 

the ability to personalise their own experiences and as such, ‘co-create’ the context of their 

experiences (Prahalad & Ramaswamy 2000, 2004a; Volo 2009). In essence, co-creation 

embraces the nature of the collaborative and cooperative marketing and management 

process. The experiences that customers create are valuable for the company. A study reveals 

the significance of co-creation is that consumers will show great interest in spreading word of 
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mouth and willingness to pay for their self-designed products or services if they are involved 

positively in the co-creation process (Gebauer et al. 2013).  

Knowing how co-creation forms is important, in order to investigate tourists’ role in the 

experiential-creation process. The literature shows that co-creation contains two core 

elements. The first and most essential element is customer participation (Cabiddu et al. 2013; 

Dong et al. 2008; Payne et al. 2008). This has been defined as the degree to which a customer 

is involved in producing and delivering a service (Dabholkar 1990). Four components of 

customer participation behaviour have been identified as existing within co-creation, namely: 

information seeking, information sharing, responsible behaviour, and personal interaction (Yi 

& Gong 2013). It has been suggested that co-creation can result in increased revenues 

because a high degree of customer participation can enhance their degree of satisfaction and 

ultimately their expenditure (Bertella 2014; Grissemann & Stokburger-Sauer 2012). Co-

creation presents an opportunity to sensitively bridge this gap as the creation of service 

offerings have been democratised; and it is achieved by empowering customers to get 

actively involved in co-creation activities (Fuchs & Schreier 2011; Grissemann & Stokburger-

Sauer 2012). Consequently, customer empowerment strategies incorporate active 

communications (Auh et al. 2007). Therefore, it is important to carefully manage the co-

creation process and how customers participate in the process. 

The second core element of co-creation is interaction, which is commonly regarded as the 

basis of high quality consumer experiences. Eventually the interaction facilitates the parties 

of interests to co-create the value and extract profit (Echeverri & Skålén 2011; Galvagno & 

Dalli 2014; Sfandla & Björk 2013). The need for interaction between the company and the 

customer is supported by Service-Dominant (S-D) logic which argues that value occurs in the 

interaction process itself rather than exclusively in the provision of service (Lusch & Vargo 

2006; Vargo & Lusch 2008). Interaction has been conceptualised as involving four aspects 

including: dialog; access; risk-benefits; and transparency (DART) (Prahalad & Ramaswamy 

2004a). Furthermore, in terms of interaction, the role of the company in facilitating the co-

creation process is a delicate one (Fuchs & Schreier 2011; Grissemann & Stokburger-Sauer 

2012), even when co-creation activities fail (Dong et al. 2008; Heidenreich et al. 2014). In 

addition, during the intimate co-creative encounter, employees’ knowledge and close 
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listening are combined to ensure they are able to record and adjust products according to 

customer needs (Gjerald & Lyngstad 2015; Yi & Gong 2013). 

 

There are examples of co-creation in the service industry. ‘Swarovski Enlightened’ is a 

campaign which invited designers and creative consumers to engage in a ‘jewellery design 

competition’ community (Füller et al. 2011). Through the campaign, Swarovski got insights 

into trends and innovative ideas. Meanwhile, the provocative co-creation not only enables 

Swarovski to create brand awareness and communicate to customers, but also gains an 

opportunity to position itself as a customer-oriented and innovative company.  

The case of ‘SPAR Bag Design Contest’ is another example of co-creation in the online 

innovation community (Gebauer et al. 2013). Members could contribute freely-created bags; 

participants were further invited to vote on the bag designs and comment on the designs of 

fellow participants. However, some dysfunctional behaviour surfaced in the online innovation 

communities after the winning announcement, through negative comments and unpleasant 

attitudes on the contest website. Fortunately, the online community management acted 

quickly to clarify disagreement with the numerous participants by opting for two public 

actions. Firstly, participants received the terms and conditions of the contest for review. 

Secondly, the community management decided to clarify matters by both explaining their 

reasons to choose the winning design and articulating some participants’ suspicions; through 

which, the transparency and understanding were reinforced. This case explains that carefully 

managed co-creation processes are critical.  

Moreover, research shows that companies who engage users may be generally perceived as 

powerful and wealthy, so their commercial interests behind any co-creation activity may 

provoke mistrust. Therefore, it is of particular importance for companies to act with 

transparency and fairness when engaging consumers in co-creation (Gebauer et al. 2013; 

Prahalad & Ramaswamy 2004a). The study of Gebauer et al. (2013) especially sheds lights on 

the importance of procedural and interactional justice.  

When the co-creation experience is characterised by autonomy, task enjoyment and 

competence, consumers are more likely to contribute personal creativity and commitment, 

according to the study (Füller et al. 2011). Consequently, companies need to avoid excessive 
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control and guidance as it may reduce perceived freedom. It is suggested that companies 

should provide experiences that allow participants to gain a sense of self-efficacy and mastery. 

Therefore, the compelling co-creation experiences will positively affect their contribution 

content and quantity.  

Research has also examined what operators may do in the case of failed co-creation. If a 

customer co-created the service failure, then allowing the customer to participate in the 

recovery process results in greater satisfaction. Consequently, this results in a higher 

intention to co-create in the future (Dong et al. 2008). When the company becomes aware of 

failed co-creation, it is recommended that a matching strategy is employed, by which the level 

of customer participation in service recovery is matched to the level of co-creation during the 

service delivery. The possible explanation of the strategy is that customers who are 

unsatisfied with the service have already been actively involved in the co-creation process, 

and the involvement enables customers to develop clear expectations of what the outcome 

should be; then, when expectations are under-fulfilled, the negative feeling will be 

emphasised (Gebauer et al. 2013). Therefore, it is suggested that operators should hold a 

degree of customer co-creation constant during the process (Heidenreich et al. 2014).   

The literature discussion so far emphasised the engaging roles of consumers. Since tourists 

are consumers of experiences, for tourism operators, maximising tourist experiences means 

creating opportunities and an environment that encourages tourists to participate and 

interact. Tourists’ engagement is central throughout their experiences. Therefore, tourism 

experiences cannot only be delivered by operators, but co-created by tourists and operators.  

 

2.3 Co-creation & tourism experiences 

In the last two decades, co-creation has become increasingly important in discussions 

pertaining to the experience creation, particularly in tourism (Campos et al. 2015; Neuhofer 

et al. 2014; Prebensen et al. 2017). Tourism is a suitable example of an industry in which 

consumers have the potential to create their personal travel experiences. As aforementioned, 

the industry is built on the delivery of largely intangible services that are often consumed by 
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tourists. Selstad (2007, p. 19) argues that ‘providing experiences is a central concern in the 

development of tourism’. Tourism operators create the circumstances and environments 

where tourists can have positive experiences; consequently, tourists may be seen as co-

builders of the experience environment (Mossberg 2007). Moreover, through a psychological 

lens, Campos et al. (2015) proposed that co-creation is a strategy to generate experience 

memorability. Their research showed that both mentally and physically active participation 

and interaction are important for the creation of experiences. 

Further, more and more people travel independently, with rapid growth occurring in 

emerging tourism source markets such as China (Arlt 2013; Cai 2016; Dai et al. 2017). The 

phenomenon of the rise of independent travellers can provide opportunities to co-creation 

of the tourist experience, because it is believed that most independent travellers are 

relatively more engaged due to their flexibility of time and itineraries; although independent 

travellers’ experiences can however be engineered and mediated (Ma et al. 2018).  

On the other hand, culture of a destination has become an essential element of the tourism 

system in the post-industrial economy (Richards & Wilson 2006), and an important source to 

distinguish destinations by showcasing a destination’s uniqueness to prevent the world from 

merging into a ‘global village’, according to Binkhorst and Den Dekker (2009). Consequently, 

it is argued that in order to achieve innovation and creativity in tourism offerings, with co-

creation being one of the means, unique local culture is a facilitator. This is because nowadays 

tourists creatively shape their own experiences other than buy the packaged excursion, and 

these experiences usually stem from active involvement in local culture instead of global 

culture (Richards 2011). As a result, destination culture is important for co-creation because 

it directly influences the customer’s provision of input into the process (Grissemann & 

Stokburger-Sauer 2012).  

Tourism preferences for destination activities have been evolving towards more participative 

behaviour (Prebensen et al. 2015), which has many synergies with the potential application 

of co-creation. The landscape of tourism is changing rapidly (Kozak & Martin 2012; McKercher 

2005), so in order to ensure the provision of satisfactory tourist experiences, co-creation 

deserves much attention (Sfandla & Björk 2013).  
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Overall, the delivery of maximum consumption utility of a service to all tourists has been 

recognised as a difficult and crucial issue for most operators (Ooi 2005). Within the 

discussions of co-creation, Zouni and Kouremenos (2008) suggest that assessing the gap 

between operators’ provision and tourists’ experiences helps managers to obtain clear and 

nuanced perceptions of how to improve business performance and ultimately co-create. 

Additionally, literature shows that managing the cultural gaps between the two parties and 

examining different cultural contexts would contribute to the nuance perception, and 

develop the experience creation process in a more sensitive manner (Azevedo 2009; Lee & 

Prebensen 2014; Yi & Gong 2013). Therefore, this thesis argues it is possible that the cultural 

differences between tourism operators and tourists may affect the smooth delivery of 

tourism experiences, in other words, products and services.  

 

The worldwide tourism industry has widely embraced the logic of co-creation in their 

marketing and experience design. Queensland, Australia, may be viewed as an example of 

how a market can introduce co-creative experiences to tourists. It employs a ‘consumer-led, 

experience-focused, destination delivered’ tourism model (Destination Think 2016), and 

consequently provides distinctive memorable experiences of Queensland’s diversity such as 

reefs, islands, and iconic events for tourists; and increases the value of the destination and 

for each operator involved in the process. On the official website of Queensland Australia 

(Tourism and Events Queensland 2017), there is a ‘Be inspired’ section where tourists can 

borrow ideas to design their own travel experience. For instance, if a tourist is interested in 

Australia's Aboriginal and Torres Strait Islander culture, then the icon of ‘indigenous culture’ 

serves as a convenient gateway to start exploring. A list of suggested adventures combined 

with the business website, costs and available times are presented that can be tailored to 

their own itineraries and interests including the arts, events, or indigenous cultural tours. To 

explain this in a co-creation logic - operators provide comprehensive business services and 

information, and customers design their own itineraries and routes based on their 

preferences and tastes. The website is an integrated platform serving the need of creating 

tourist experiences.  

 

Research has explored the impacts emergent information and communication technologies 

(ICT) have had on the co-creation in tourism (Cabiddu et al. 2013; Oliveira & Panyik 2015). 
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Technologies smooth the path of the experience co-creation, and open a door to real-time 

information access for tourists (Buhalis & Foerste 2015; Buonincontri et al. 2017; Neuhofer et 

al. 2013, 2014), which enable great convenience and enhance experiences. For example, 

research has explored how value is co-created in the context of Airbnb in the sharing economy 

(Camilleri & Neuhofer 2017; Johnson & Neuhofer 2017; Smaliukiene et al. 2015). The online 

platform integrates supply and demand, and increases efficiency and effectiveness while 

increasing tourists’ experiences (Dougali et al. 2015; Marques & Borba 2017). ICT has 

transformed the structure of the tourism distribution system into a multi-channel network 

that raises new challenges for both tourists and tourism operators (Grissemann & Stokburger-

Sauer 2012). Furthermore, the mobile (smart) phone is one of the particularly significant tools 

(Carlsson & Walden 2010; Wang et al. 2013). Applications on smartphones have emerged as 

a handy new tool helping tourists to co-create the experience (Wang et al. 2013; Wang et al. 

2011a, 2011b); for example, the ‘Nanjing Tour Assistant’ which is a mobile application 

program of the city of Nanjing, China. It provides instant location-based services and 

information about local attractions, as well as coupons from merchants and restaurants in 

the surrounding area. Moreover, the connection of this application to ‘Sina Weibo’ which is 

one of the most commonly used social media platforms in China enables tourists to share 

stories, pictures, and exchange travel reflections (Wang et al. 2013). Such tools not only 

involve tourists in the experience creation, but most importantly also involves operators.  

 

The literature shows that co-creation benefits tourism in many ways. Research shows that co-

creation can increase tourist expenditure and loyalty (Buonincontri et al. 2017), and these are 

moderated by the customers’ satisfaction with their own co-creation performance 

(Grissemann & Stokburger-Sauer 2012). Importantly, co-creation facilitates innovation 

through both customers’ and employees’ participation in the innovation processes (Chen et 

al. 2017; Lu et al. 2015; Santos-Vijande et al. 2012). And it can also improve job satisfaction. 

For example if tour guides are involved in the experience co-creation process, the guides are 

more satisfied with their job (Awuor et al. 2015). Additionally, other travellers benefit from 

the value, which in this context is experience, created by highly communicative, engaging and 

skilled travellers through social interactions (Pera 2017; Reichenberger 2017). These merits 

acquired by travellers are foundations to co-creation to some degree. However, research has 

neglected situations that may affect their ability to co-create during travel regardless of their 
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ability as human beings. For instance, some travellers might encounter language barriers 

which hinder effective communication, some might be inexperienced at travelling overseas, 

and others may not use modern applications such as TripAdvisor to inform themselves about 

their travel destinations and offered experiences. In such circumstances, it is difficult for them 

to engage with locals, with tourism operators and mediators, and with other travellers 

because the chain of communication is broken.  

 

 

2.3.1 Analysis of co-creation of the tourism experience  

The previous section explored the perspectives within co-creation literature in tourism; while 

this section critically analyses the literature development around this topic.  

The systematic literature review was conducted in the English language, using four of the 

largest online data-base and search engines (Ip et al. 2011)- Scopus; Google Scholar; 

EBSCOhost; and Science Direct- in order to explore how the concept of co-creation has been 

developed in tourism experience studies. A variety of synonymous search terms were used, 

including ‘co-creation’, co-create’, ‘co-creator’, and ‘cocreation’. These terms were also 

combined with ‘tourism’, ‘tourist experience’ or ‘tourism experience’. Articles published in 

refereed academic journals were reviewed; a few conference papers that were strongly 

related to co-creation and were not published in journals or books were also reviewed, as 

some of them were pioneers in this field.  

Co-creation’s use in the marketing literature emerged in the 2000s (Kambil et al. 1999; 

Prahalad & Ramaswamy 2000). It was first discussed within tourism literature in 2003, when 

Haahti outlined a marketing management model for tourism enterprises adopting co-creation 

of value as a sub-model pertaining to the experience economy (Pine & Gilmore 1999). 

Following this, the seminal work by Binkhorst and Dekker (2009) was published as an Agenda 

for Co-creation tourism experience research. It is acknowledged that Nina K. Prebensen and 

her colleagues, as currently one of the lead authors, have published a book Creating 

Experience Value in Tourism (Prebensen et al. 2014), as well as Co-creation in Tourist 

Experiences (Prebensen et al. 2017) which contribute significantly to the theoretical 

development of the co-creation theory and practices. Several authors recently support their 
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work (Buonincontri et al. 2017; Campos et al. 2016; Fu & Lehto 2018; Malone et al. 2017; 

Mathis et al. 2016; Reichenberger 2017; Thyne & Hede 2016).  

In order to provide a longitudinal and thematic analysis, it is possible to assess the theoretical 

constructs explored within tourism co-creation over the past ten years. Table 2 demonstrates 

the theoretical development of the tourism experience co-creation by grouping them 

according to their antecedents and consequences, as well as what other concepts or contexts 

associate with the tourism experience co-creation.  
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Table 2: Components of the tourism experience co-creation uncovered by scholars 

Components Theoretical constructs Examples 

Antecedents of 

experiential co-

creation 

Interaction (guest-host), 

active participation, 

customer engagement 

Chathoth et al. (2016); Buonincontri et 

al. (2017) 

Psychological 

involvement; mental and 

physical participation 

Campos et al. (2015); Prebensen and Xie 

(2017). 

Place attachment Suntikul and Jachna (2016) 

Tourist resources Prebensen et al. (2013). 

Company’s support Grissemann and Stokburger-Sauer 

(2012). 

Consequences of 

experiential co-

creation 

Expenditure, 

satisfaction, happiness; 

customer loyalty 

Grissemann and Stokburger-Sauer 

(2012); Prebensen et al. (2015); Mathis 

et al. (2016); Buonincontri et al. (2017) 

Experience 

memorability; attention 

Azevedo (2009); Campos et al. (2016); 

Campos et al. (2015) 

Psychological 

behaviour 

Emotions Tourists’ emotion as a resource for 

customer value creation, co-creation, 

and destruction (Malone et al. 2017) 

Hospitality Intelligence Competencies required by frontline 

employee (Bharwani & Jauhari 2013) 

Storytelling Proposal on the investigations of how 

storytelling is a powerful co-creative 

behaviour in tourism (Pera 2017). 
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Coping Coping and co-creating in tourist 

experiences (Prebensen & Foss 2011) 

Sharing economy Resource integration 

(host-guest) 

Airbnb industry in Jamaica (Johnson & 

Neuhofer 2017) 

Animal-human 

encounters 

 Domesticated animals tourism activities 

(Bertella 2014) 

Tour Guide  Tour guide is changing from one-way 

communicator to choreographer to co-

creator of the tourist experience (Weiler 

& Black 2015, 2016) 

C2C Customer to customer 

co-creation 

Tourists social experiences co-creation 

(Rihova et al. 2013, 2015) 

C2C value co-creation through social 

interactions (Reichenberger 2017) 

Authenticity  Managing co-production for the co-

creation of value in a museum setting: 

when authenticity matters (Thyne & 

Hede 2016) 

Touristic authenticity is enhanced in 

local wineries through the application of 

value co-creation (Cubillas et al. 2017) 

Technology Technology-enhanced 

experiences 

Relationship between co-creation and 

online repurchasing intention (Razak et 

al. 2013). 

ICT enhance co-created experiences 

(Neuhofer et al. 2014). 
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As shown in the table, previous literature has explored both the physical and psychological 

aspects of co-creation. Physical involvement constitutes many antecedents and literature has 

discussed them from the following aspects. Experiencing the physical tourism site is a 

fundamental dimension of the tourism experience (Suntikul & Jachna 2016) and physical 

interaction and participation are necessary. Secondly, tourist resources such as engagement, 

time, and effort, are important inputs to overall experiences (Prebensen et al. 2013). Thirdly, 

companies’ support for customers significantly affects the degree of customer co-creation 

and it can be both mental and physical (Grissemann & Stokburger-Sauer 2012).  

 

In terms of psychological aspects, the table illustrates that psychological factors have received 

much attention within the tourism co-creation literature. It has been argued that consumers’ 

psychological participation can be more important than physical participation in determining 

their value perception. Further, in adventure tourism, spiritual or psychosocial value is more 

important than the conventional economic value and functional value for tourists (Prebensen 

2017). Moreover, memorability and happiness are psychological responses derived from co-

created experiences. As aforementioned, the experience economy embraces these 

psychological responses (Pine & Gilmore 1999). Other conceptual themes that relate to 

psychology include attention, storytelling and emotions as well as coping strategies.  

 

Miscellaneous Identity and inducement 

of hospitality experience 

The management and operation of the 

commercial hospitality space -‘The 

church’ (Lugosi 2014) 

Creating servicescape Dark tourism sites heritage 

management (Magee & Gilmore 2015) 

Tourism Experience 

Network (TEN) 

Facilitators, consumers and other actors 

appear in this TEN, which explores co-

creation of the experience (Sfandla & 

Björk 2013). 



23 
 

There are some noteworthy results pertaining to the psychological aspects of the experiential 

co-creation within the literature. Tourists’ psychological states and processes such as 

sensations, attention, thoughts, perceptions, feelings, and emotions are considered in a 

psychology-focused definition of on-site co-creation of tourism experiences (Campos et al. 

2015). Moreover, designing unique and memorable experiences and creating a “surprise” 

factor serve to form competitive advantages and differentiate the operator from others 

(Azevedo 2009). Additionally, from the supplier’s perspective, ‘hospitality intelligence’ has 

been recognised as a requirement for frontline employees during the tourist experience co-

creation. Furthermore, it has been suggested that when the co-creation experience gives 

customers a sense of autonomy and enjoyment, customers are more likely to be committed 

to the process (Füller et al. 2011).  

 

To sum, the thematic analysis shown in Table 2 illustrated that research into co-creation of 

the tourism experience has explored its outcomes; and the outcomes that have been explored 

by scholars are mainly positive. For tourists, co-creation provides the opportunity to make 

tourists feel that the activities are meaningful, and so more memorable (Campos et al. 2016); 

consequently achieving higher satisfaction and happiness (Buonincontri et al. 2017). 

However, the process of ‘experiential creation’ which is supposed to be fundamental to co-

creation, has largely failed to be addressed in most studies (as shown in the table above). 

Also, there exists a research emphasis on ‘pleasant and positive’ co-created tourism 

experiences, such as in value creation (Navarro et al. 2014), wellbeing (Correia et al. 2017; 

Mathis et al. 2016), attention enhancing and memorability (Bharwani & Jauhari 2013; Campos 

et al. 2016), satisfaction (Grissemann & Stokburger-Sauer 2012; Prebensen & Xie 2017), life 

satisfaction (Lin et al. 2017) and happiness (Buonincontri et al. 2017); as well as multiple 

components of antecedents  and consequences (Azevedo 2009; Campos et al. 2015; Chathoth 

et al. 2016; Suntikul & Jachna 2016) of co-creation.  

 

There is a shortage of literature on the co-creation of tourism experiences exploring the 

undeniable role of distractions and barriers to experiences. Do all tourists have positive 

experiences over the co-creation process? Are there any negative outcomes generating from 

experiential creation? During the creation of tourism experiences, are there any factors 

affecting the co-creation process? The answers to these questions remain unclear at this 
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stage. The next two sections will explore alternative approaches to experience creation, and 

argue that mediators and distractions are extremely difficult to be ignored in the experience 

creation process.  

 

2.3.2 Distracted experiential creation 

Just like annoying and noisy patrons in a cinema, it is argued that distractions may be seen as 

barriers to tourists enjoying their travel experiences. Distractions might include stunning 

landscapes, gloomy atmosphere, foreign language, contradicting cultural manifestation and 

cultural taboos (Axtell 2007; Linh & Bouchon 2013); all of these factors can distract tourists’ 

attention from the designed experiences and generate travel anxieties. The distractions 

stated above are mostly from operators’ viewpoint. Distraction in this case may be an element 

that distracts tourists from participating and engaging in co-creation activities. However, 

while for some people, the elements that distract them are seen as negative, for others the 

elements are attractive and stimulating. The boundary between distraction and attraction is 

subjective; it may be likened to a discussion of the beauty or ugliness of a piece of art. 

Furthermore, research argues that the identification and management of attention attractors 

and distractors are inherent in the tourism experience (Campos et al. 2016; Ooi 2005). 

Importantly, the influence of distractions on co-creation has been much neglected in research.  

Although in an ideal scenario when people go on holiday, they should be able to enjoy 

themselves, the reality is that people may carry fears, anxieties and cultural taboos. For 

instance, a foreign tourist might feel overwhelmed by the Great Wall Museum because the 

person does not have the linguistic and cultural skills to navigate through the limited English-

language guidance provided by the museum. As pointed out earlier,  tourists inevitably deal 

with a new environment with their own cultural background and understanding (Zhang & Cai 

2017).  

 

In the age of the experience economy, human emotions are appropriated in the value 

creation process. A friendly and pleasant atmosphere is deliberately cultivated by tourism 

businesses to draw out positive responses from visitors (Ooi & Ek 2010). However, research 

shows that tourists also experience anxieties which are created by various distractors (Chang 

2013; Jin et al. 2016; Ma et al. 2018).. When tourists encounter emotional distraction, 
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misalignment might occur between co-creators – tourists and operators. For example, many 

Chinese find visiting graveyards and prisons taboo because it is considered inauspicious; 

consequently, when Chinese tourists travel to some UNESCO cultural heritage such as 

Australian convict sites, they are hesitant to enter those sites and may refuse entering entirely 

(Ma et al. 2018). Therefore, tourist anxieties generated by the gloomy and inauspicious 

convict prison and cemetery may affect the efficacy of experience-co-creation, regardless of 

the cultural assets conveyed by these heritage sites which should be valued by tourists (du 

Cros & McKercher 2014).   

 

Given the documented existence of anxieties existing amongst tourists, the question for 

researchers is to understand how experience creation can mitigate these feelings. With this 

in mind, the following section explores how the mediated experience creation process may 

play a potential role in this space. 

 

2.3.3 Mediated experiential creation  

Research has broadly examined tourism mediators who strategically manage the tourist 

experience and direct tourists’ attention, and defined them as ‘those whose actions further 

the development of the tourist industry and/or shape tourist experiences. This includes 

government officials, tourism planners, travel agents, tour guides, and travel writers (Werner, 

2003 p.145). This definition not only indicates that mediators influence tourists’ experiences 

and even intentionally shape their experiences, but also alludes to the role mediators play in 

shaping industry development. Ooi (2005) suggests that tourism operators, tourism 

promotional authorities, tourism agencies, tour guides, reviewers and other informative 

propagandist sources such as online information, brochures, guidebooks, locals, friends and 

relatives act as tourism mediators. Additionally, the term mediator is also used 

interchangeably with broker (Jennings & Weiler 2006) and intermediaries (Nätti et al. 2014) 

in the literature. 

Arguably, tourism products are interpreted by mediators and operators, since they serve the 

function of managing tourist behaviour by offering them an appropriate environment. 

Mediators act as facilitators who direct tourists’ consumption of tourism products in a 

desirable fashion. The ways of mediating experiences have to be cognitive, affective and 



26 
 

emotive, as well as physically accessible in order to connect tourists to the host culture (Ooi 

2002). Moreover, mediators’ roles appeal to tourists’ emotions by directing attention to 

certain cultural sights (Ooi 2002). Mediation is necessary because most tourists lack local 

knowledge, have limited time and want to enjoy themselves. Mediation is a short cut for them 

to access the host culture due to the role of interpretation.  

For example, regarding the tour guide as a class of mediators; the unused prison ruins at the 

Port Arthur Historic Site, Tasmania, Australia might only be a physical building for tourists and 

itself is meaningless, but if a well-trained tour guide explains the history, stories, connection 

with other things that the tourist can associate with, this may act as an educational means 

through which cultural gaps between the tourist and the attraction are bridged. However, the 

tour guide would only offer a certain gaze of the attraction based on his or her personal way 

of interpretation. There might be other aspects of the prison that the guide did not cover. 

Consequently, the experience of visiting an attraction is a mediated one. Weiler and Yu (2007) 

found that the quality of in-depth knowledge about the attractions, communication skills and 

interpretation techniques is central for tour guiding. In particular, when employed guides are 

originally from outside of the host community, the interpretation of the attraction would 

inevitably become more challenging because the guide might not have adequate authentic 

knowledge; so in this circumstance, acquiring related knowledge and presenting it in a 

culturally sensitive manner is essential. 

Tussyadiah and Fesenmaier (2009) found that shared online travel videos are another type of 

mediation, but one that is technologically assisted. Travel videos weave images of foreign 

landscapes with stories that stimulate imagination, fantasies and pleasure, relating to  travel 

memories. These processes build preconceptions in potential visitors. These preconceptions 

will affect the tourist experience when they visit the destination.  

The efforts of mediators can contribute either positively, negatively, or neutrally to tourist 

experiences because individuals make their own decision on how to evaluate the experience 

(Jennings & Weiler 2006). These are value-laden. Tourists have their own values, and their 

value judgement shapes their experiences. For instance, in the Chinese town of Yulin, locals 

celebrate a traditional dog meat festival which has come under attack in recent years. For 
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some people, visiting the festival is acceptable, but for others, it is seen as extremely 

confronting (Ma et al. 2018).  

The travel experience can be mediated by a number of culturally unique factors; here, the 

section uses Chinese tourists as an example to illustrate these. On the one hand, during travel 

they can relate to traditional beliefs and moralities, classical poetry, famous historic figures, 

and religious teaching from China. Xu et al. (2013) discovered that guided tours using well-

known stories, art and poetry to emotionally connect Chinese tourists to the landscape are 

effective. The study shows that several approaches can mediate the aesthetic experience 

differently. Furthermore, ancient literature and poems may shape the Chinese gaze as many 

Chinese tourists interpret their new experiences of a place through the values celebrated in 

classical Chinese literature (Yu & Xu 2016, 2018). Sun et al. (2015) found that the image of 

‘snow covered mountains reflected in lake waters’ to be the most appealing to Chinese 

tourists to New Zealand; and the authors assert that the image ties to the traditional Chinese 

yin and yang view. In addition to yin yang harmony, the study uncovered that traffic 

congestion and air pollution in modern Chinese cities increase appreciation for peaceful and 

unpolluted destinations. Pristine nature is contrastingly attractive. On the other hand, other 

resources that mediators can use to relate to Chinse visitors are contemporary evolved 

lifestyles, modern beliefs and political propaganda. Since many Chinese tourists were 

educated in China, they hold values and opinions based on the official views of the Chinese 

government. For example, many Chinese tourists travel internationally and domestically to 

landmarks and monuments to experience important historic communist sites and ‘red’ 

tourism attractions, such as the birth town of Karl Marx, Trier (Fugmann & Aceves 2013).  

In summary, there are a variety of inherent background factors that shape the travel 

experience. Mediators must account for the cultural differences of diverse tourists, if they are 

to tap into the backgrounds of tourists. This means that for tourists with different 

backgrounds, the mediator has to pay attention to different aspects of a destination or an 

attraction. Much research on the tourism experience has underestimated the role of 

mediators (Cole & Scott 2004; Jennings & Weiler 2006; Tussyadiah & Fesenmaier 2009). In 

the co-creation process, it seems that tourists co-create mediated experiences. Therefore, 

apart from understanding relations between tourism businesses and visitors, mediators 

should be regarded as significant agents or brokers of the tourism experience. The discussion 
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so far has concentrated on preconceived ideas of tourists, and how they would affirm those 

ideas (McIntosh & Prentice 1999; Prentice 2001). On the other side of the coin, there are also 

distractions that generate anxieties. They can create unexpected and even negative tourism 

experiences.  

To conclude, the tourism experience is created through a distracting dynamic process of what 

attracts and distracts tourists. Mediation is central in managing the experience, even though 

it is co-created by tourists and operators. In the process, cultural background matters, and 

next section will elaborated upon this.   

 

2.4 Discussion of cross-culture in co-creation of the tourism 
experience 

The preceding discussion reviewed current definitions of co-creation and a range of tourism 

experiences, as well as theoretical constructs explored within the studies of co-creation of the 

tourism experience, highlighting the deficiencies of understanding the distractions and 

barriers to experiences and the mediated experiences for cross-cultural tourists. To further 

understand the literature development and especially around the cross-cultural issues, the 

following section presents a geographical analysis. The purpose of this analysis is to assess 

where the data collection occurred and to identify and critique understudied cross-cultural 

issues in the existing literature. Figure 1 illustrates an indicative map of the data collection 

origins. It is visually obvious that the published studies on tourism co-creation are western-

centric, and research gaps exist in Asia, Africa and South America. Scholarship will be 

strengthened if a broader geographical perspective is taken.  
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Figure 1: Indicative empirical co-creation of tourism experiences studies written in English 

 

Western 
Europe 

Spain (Prebensen & Foss 2011) 

 Austria/Germany/Poland (Magee & Gilmore 2015) 

Italy (Buonincontri et al. 2017) 

Portugal (Azevedo 2009; Campos et al. 2016) 

Austria  (Grissemann & Stokburger-Sauer 2012) 

UK (Lugosi 2014; Malone et al. 2017; Neuhofer et 
al. 2014; Pera 2017) 

Nordic 
Countries  

Norway (Bertella 2014; Prebensen et al. 2015; 
Prebensen et al. 2013; Prebensen & Xie 2017) 

Australasia  New Zealand (Reichenberger 2017; Thyne & Hede 2016) 

North 
America  

US (Cubillas et al. 2017; Mathis et al. 2016) 

 Jamaica (Johnson & Neuhofer 2017) 

Asia Macau (Suntikul & Jachna 2016) 

 

Among these studies, only a small amount of research included participants who were 

inbound tourists from regions other than the data collection region, that is the cross-national 
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cases (Buonincontri et al. 2017; Campos et al. 2016; Prebensen et al. 2013). The remaining 

studies were collected from domestic tourists, and the vast majority of research has not 

involved cross-cultural discussions in their studies of the tourism experience co-creation. 

Consequently, how tourists from emerging markets or exotic markets co-create, and whether 

there are any differences in the co-creation process involving tourists and operators from 

different cultural backgrounds remain to be explored. Therefore, this section introduces a 

new potential perspective which has been overlooked in literature; that is, co-creation of the 

tourism experience in a cross-cultural context (Azevedo 2009; Lee & Prebensen 2014; Yi & 

Gong 2013). Understanding the cross-cultural issues behind the tourism experiences will 

potentially enhance the theoretical development of the concept of co-creation because, as 

aforementioned, the experiential creation - including the distracted and mediated process - 

is highly cultural sensitive.   

 

In tourism, participative experiences are ways through which tourists can materialise their 

creative potential and achieve life goals using personal resources such as skills, technology 

competence, culture or knowledge (Campos et al. 2015). Tourists’ personal resources (skills, 

tools, knowledge or know-how) can determine whether a more or less participatory role in 

co-creation practices is adopted (Rihova et al. 2015). This means that the co-creation process 

may vary between each person. Research has uncovered that culture can affect tourist travel 

behaviour, and consequently affects their experience creation. For example, Weiermair (2000) 

describes the importance of cultural values as well as its impacts on tourists’ expectations and 

perceptions of received service quality. Moreover, Chan et al. (2010) argue that the extent of 

value creation depends on the interaction between customer participation and each partner’s 

cultural value orientation. They found that matching customers and employees by cultural 

value orientations maximises the benefits and minimises the cost of customer participation. 

Additionally, literature illustrates that many Chinese tourists originate from a society that 

places great importance on hierarchical social status; so if a customer’s status is higher than 

the service employee’s, a relationship may hardly develop (Tsang & Ap 2007).   

Furthermore, one of the outcomes of co-creation is to handle risk because tourists must take 

some responsibility for the risks they consciously accept (Prahalad & Ramaswamy 2004a). 

Perceptions of risks need to be taken into account during the co-creation process, and trust 
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is an essential element of co-creation (Ferguson et al. 2010). However, Hofstede’s cultural 

dimension (Hofstede 1983, 2006) as well as GLOBE’s (House et al. 2004) have defined 

uncertainty avoidance as the extent to which people from different cultural background 

tolerate risks. For example, Chinese tourists have been documented as having relatively low 

levels of risk-taking (Bowden 2006; Hu & Weber 2014; Meng 2010; Ng et al. 2007; Shi & Wang 

2011; Soares et al. 2007; Tung & Verbeke 2010). Arguably, it is plausible that they may 

participate to a lesser or different extent in co-creation. Although the above ways of grouping 

culture is essentialist, cross-cultural differences under individuals’ personal background 

indeed pose challenges to tourism operators, particularly in inbound destinations, to engage 

in the co-creation process. This requires further research to broaden the understanding on 

the cross-cultural issues and how operators involve themselves in the co-creation process.  

It is noteworthy, though, that when we discuss the cross-cultural differences in the tourism 

experience co-creation, it is important not to apply generalised views onto individuals. 

Although the above stated studies have involved many important aspects of tourists’ 

behavioural impact on co-creation due to cultural differences, the most significant challenge 

to accept the above literature is their positivist method towards Chinese culture (Ooi 2007; 

Zhang & Cai 2017). Positivist tradition of packaging culture marginalises changes, diversities 

and heterogeneities within a society and culture (Ooi 2007). The over-generalisation on 

Chinese culture, such as using Hofstede’s cultural dimension to claim the collectivism-

individualism arguments and so forth, in many studies are problematic. This issue will be 

addressed in the next chapter, as well as in Chapter 6: Chinese travelling overseas and their 

anxieties. By all means, ‘being respectful of cultural differences and avoiding 

misunderstandings are crucial’ (Ooi 2015, p. 12) in terms of the experience co-creation 

spanning different parties. In the co-creation process, tourism operators, the tourist, other 

tourists, agents, tourism employees, tour guides should all be mindful of cultural differences. 

Regardless, it is suggested that further study of Chinese tourists’ specific preferences and 

needs, in addition to their changing lifestyles and values, can help the tourism industry to 

serve the market more effectively (Chow & Murphy 2011). It will also help to understand how 

culture manifests in co-creation of the tourism experience.  

Furthermore, the tourist experience has been described as being shaped from objects to 

subjects’ centrality (Uriely 2005; Volo 2009), and from ‘a movement from contradictory and 
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decisive academic discourse, which conceptualises the experience in terms of absolute truths, 

towards relative and complementary interpretations’ (Uriely 2005, p.200). Volo (2009, p. 121) 

argues that ‘a number of predictions can be made and hypotheses advanced as to how 

different cultural groups would be expected to construct and report their common ‘tourist 

experiences’ if the conclusions put forth in the present study have validity’. For example, 

‘pleasant’ may be defined differently by western cultures and eastern cultures.  

Accordingly, the displayed objects provided by the industry have been increasingly replaced 

by the tourists’ subjective negotiation of meanings in order to determine the experiences. 

The processes of negotiations of meanings are regarded as mental recognition processes 

which are influenced by many factors, such as personal characteristics, educational intake, 

and cultural background. For instance, people view Tiananmen Square as the geographical 

centre of modern Beijing; its meaning to people from different generations can differ 

according to various educational backgrounds and upbringings. It can be perceived as glorious, 

heroic, remarkable, evangelical, or even scary. Their interpretations can also be shaped by 

propaganda coming from different perspectives. Since co-creation embraces the feature of 

subjectivity of tourists’ experiences (Cabiddu et al. 2013; Campos et al. 2015; Galvagno & Dalli 

2014; Prebensen et al. 2013; Sfandla & Björk 2013), it is important to review what Ryan (2010) 

argued – that it is necessary to study individual stories (human behaviour: psychology, 

anthropology, philosophy, etc.) when studying tourism experiences. This aspect echoes the 

perspectives that co-creation should be treated as a process requiring both mental, emotional 

(Malone et al. 2017) and physical participation in tourist experiences (Bertella 2014; 

Prebensen et al. 2015), because these factors are strongly connected to one’s culture.  

Apart from that, a comprehensive literature framework proposed by Adhikari and 

Bhattacharya (2015) further claims that tourists’ input in co-creation of experiences are 

critical. They suggest tourism experiences are moderated by tourists’ self-characteristics (who 

they are: emotional quotient, product knowledge and demography), tourists’ group 

characteristics (who they interact with: suppliers, and other customers) and prior experiences 

(what their previous experiences with the tourism  market are: previous brand, product, price 

and promotion experiences). More specifically, Adhikari and Bhattacharya’s framework 

advocates that cultural and cross-cultural aspects are imperative to the experience creation, 

because ‘traveller heterogeneity with regards to gender, socioeconomic and ethnic 
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background, culture and other key demographics impact the way a traveller frames and 

interprets a consumption experience’ (Adhikari & Bhattacharya, p. 14).  

A few studies suggest that future research must validate the scale of co-creation behaviour 

across distinct cultures, because exploring the influence of culture on customer value co-

creation behaviour is a result of the increasing globalisation of customer markets (Yi & Gong 

2013). The scale of the behaviour has been outlined as comprising participation and 

interaction, accordingly. Similarly, it is suggested that further research needs to determine 

whether different segments of tourists display differing tourists' willingness to be involved in 

the co-creation process (Campos et al. 2015, p. 26). This is highly relevant because it would 

allow firms to provide better and more personalised co-creation opportunities. Thus, further 

research is needed to examine whether this may affect different cultural segments’ 

propensity to become involved in co-creation opportunities.  

Ultimately, the engagement of consumers leads to a greater interest in spreading word of 

mouth and willingness to pay for their self-designed products (Gebauer et al. 2013). Arguably, 

if the aforementioned components of co-creation are managed well, namely customer 

participation and sensitively-designed company-facilitated interaction, then it is likely that 

the outcomes and value of co-creation will be maximised. However, under the discussion of 

globalisation, although the world is getting more and more accessible and tourists possess 

more knowledge; various cultural backgrounds in diverse contexts make them behave, decide 

and perceive differently (Correia et al. 2011; Kozak et al. 2007). As a result, tourists manifest 

a different level and extent to participation and interaction when they co-create.  

Fundamentally, Prahalad and Ramaswamy (2004a, p. 9), stated that ‘what we need to create 

is an experience environment within which individuals can create their own unique 

personalised experience, thus, products can be commoditised but co-creation experiences 

cannot be’. This leads to an interesting question regarding the co-creation process: is there 

anything operators need to take into account when creating the environment? What if 

operators and tourists have different cultural backgrounds, which is a highly possible situation. 

The literature on co-creation of the tourism experience would have been more relevant and 

comprehensive if the cross-cultural issues had been explored. 



2.5 Critiques of co-creation theory and practices 

The establishment and application of co-creation have not been without critiques. For 

instance, co-creation’s involvement of customers in the value creation process has been 

criticised as a form of exploitation by businesses. Cova and Dalli (2009) are concerned that 

the working consumers who, add cultural and affective value to marketing offerings through 

their immaterial labour, may not be adequately compensated. Therefore, the authors indicate 

that it is unfair if companies treat consumers as producers, but do not pay for these labours. 

Similarly, literature critiques that considering and employing customers as partners is a way 

to manipulate them (Bonsu & Darmody 2008; Zwick et al. 2008).  

Since services are of intangibility, dependence on human performance, and the inseparability 

of service provision and consumption, they are generally susceptible to failures. Heidenreich 

et al. (2014) examined service failure case and, through their experimental studies, show that 

services high on co-creation result in a higher negative disconfirmation with the expected 

service outcome than a service low on co-creation.  

On the other hand, Chan et al. (2010) argue that even though customer’s economic value 

attainment and the relational bond between customers and employees could be enhanced, 

customer participation, which is an important component of co-creation, increases 

employee’s job stress and impedes their job satisfaction. Additionally, when companies 

attempt to engage customers in the process of value creation, there is a high probability of 

misbehaviour of customers, especially those irresponsible customers who share few genuine 

ideas (Verhoef et al. 2013). Consequently, achieving a positive co-creation outcome is more 

difficult.  

Christian Grönroos is probably the best known critic of the co-creation theory, especially 

through critiquing the Service-Dominant Logic (Grönroos 2008, 2011; Grönroos & Ravald 2011; 

Grönroos & Voima 2013) which is an important school of thought in co-creation theory. He 

argues that ‘the unique contribution of a service perspective on business (service logic) is not 

that customers always are co-creators of value, but rather that under certain circumstances 

the service provider gets opportunities to co-create value together with its customers’ 

(Grönroos 2011, p. 279). Hence, the concepts of value creation as well as the nature of 
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interaction constructs have to be unambiguously and correctly understood. However, such 

studies on value creation are beyond the scope of the present research. On the other hand, 

he also advocates that the total process includes design, development, production and 

delivery phase should be encouraged to be studied as separate parts of the co-creation 

process (Grönroos 2011).  

Despite the critiques, tourism is one of the industries that engages in selling and consuming 

experiences (Adhikari & Bhattacharya 2015; Ooi 2005). Many suppliers dedicate effort to gain 

customers’ attention by distinguishing themselves. In the experience economy (Pine & 

Gilmore 1998), the ascendant value of customers generates economic value which is 

ultimately from memorable, existential and engaging experiences that customers perceived. 

In such a dynamic tourism landscape, co-creation has been regarded as a complementary 

theory in tourism, especially concerning tourism experiences (Campos et al. 2015).  

 

2.6 Summary 

This chapter uncovered a growing body of work on co-creation of the tourism experience. 

The relevant concepts discussed in this literature review are visualised in Figure 2. However, 

to date this review has identified several research gaps, including: 

• Cross-cultural issues have been largely neglected in research pertaining to co-

creation of the tourism experience; especially, when tourism operators and 

tourists are from different cultural backgrounds, leaving questions about how 

to facilitate co-creation unanswered.  

• Considering the experiential creation process, factors such as barriers to co-

creation have been overlooked. 

 

To sum, this chapter reviewed the literature on tourism experiences, the concept of co-

creation and its theoretical development. It analysed the constructs of tourism experience co-

creation and the two highly related approaches to experiential creation: distracted process 

and mediated process. Critiques of co-creation theory were also briefly examined. 
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Considering the complexity of the experience creation, which has been introduced in the 

above sections, the association between cross-cultural differences and experiential co-

creation is a major research gap. The idea of co-creation, even though being developed as a 

marketing theory, is not isolated from the socio-cultural perspective.  

The next section will review Chinese outbound tourism, Chinese tourist behaviour and their 

culture, as well as the case of Australia and Tasmania in order to support the points made so 

far upon the complexity and diversity of tourists and their experiences.  

 

Figure 2 Theoretical development of key concepts in tourism and co-creation 

 

 



CHAPTER 3 Chinese Outbound Tourism and the case of 
Australia and Tasmania 

The purpose of this chapter is to present the context of this study. Firstly, tourism industry 

facts pertaining to Chinese outbound tourism, Australia inbound tourism, as well as 

Tasmanian tourism regarding the growing Chinese market will be examined. The review also 

investigates Chinese tourists’ behaviour when they are overseas. Then, the chapter will 

discuss the overview of the research on the Australian tourism for the Chinese market, in 

order to give a bird’s eye view of the industry’s ability to cater to the Chinese market at the 

current stage. This thesis stands firmly on the ground of transformative and dynamic 

manifestations of the tourism landscape other than seeing the environment as changeless 

and static. In this sense, co-creation is a method by which the tourist experience can be 

catered to in a sensitive manner as products or destinations mature and evolve, because it 

not only considers the creation of experience from supply sides, but also the important 

creator – the demand sides – the tourists.  

 

Since the pathways to making memorable experiences during travel differ between 

individuals and within cultural groups, the literature review argues that it has little 

contribution to apply a generalised view to a much more diverse reality. Important insights 

and findings are revealed throughout the review which would not only enable a better 

understanding of the tourism market and co-creation of tourism experiences for Chinese 

tourists, but also open up research opportunities for this thesis. The chapter builds upon the 

literature review by examining recent tourism journals, statistics, reports and news. 

 

3.1 Development of Chinese outbound tourism  

Tourism has become one of the world’s major significant industries since World War II 

(Murphy 2013). International tourist arrivals from the emerging economies, such as China play 

an increasingly important role in the international economic development (UNWTO 2013, 

2015). Chinese outbound tourism has emerged dramatically in the recent twenty years, 
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propelling China to become one of the largest tourists’ source markets (Fugmann & Aceves 

2013). The economic contribution made by Chinese outbound tourism is significant. In 2016, 

Chinese travellers spent US$261 billion overseas (UNTWO 2017) (note: this figure include 

Hong Kong, Macau and Taiwan). Mainland Chinese made 127 million overseas trips in 2017, 

ranking China the first in the world. In terms of spending, this equates to a 350 per cent 

increase from US$73 billion recorded in 2011 (CNN 2013). It is expected that by 2020 over 200 

million Chinese will travel overseas, which will double the number of 2013 (Lui et al. 2012; 

Ryan 2014). 

 

There are a number of forces shaping China’s outbound tourism, which may be summarised 

according to cultural, demographical, economic, political, and technological perspectives. 

Firstly, from a cultural perspective, the notion of travel is widely presented in Chinese 

historical literature, Confucianism, poems, myths and idioms that express value of travel (Mok 

& Defranco 2000; Tse & Hobson 2008). Travel for ‘broadening views’ is valued in both history 

and today. Now, more and more Chinese people seek opportunities to go abroad which is also 

a result of the increased levels of disposable income that can be transferred into leisure 

activities (Mok & DeFranco 1999). This means not every tourist travels for learning or 

broadening their views; it could simply be using spare money for leisure and fun.  

 

Secondly, the national GDP and household consumption level have strongly and steadily 

increased since late 1970s (Tse 2015). The rapid rate of urbanisation, vastness of China’s 

population, the growing middle-class income, and dynamics of outbound tourism have all 

developed concurrently (Bowerman 2014). These economic forces encourage outbound 

tourism, although there is still a tremendous difference between the rich and the poor. 

Population and wealth is concentrated in a few urban regions including Shanghai, Beijing, 

Zhejiang, Guangdong, Tianjin, Fujian, Jiangsu, Shandong, Chongqing, and Hunan (Tse & 

Hobson 2008). Correspondingly, these cities are also the top tourist source markets for 

Australia. 

 

Thirdly, the development of Chinese outbound tourism has been guided by government 

policies. China is one of the few major countries with an explicit outbound tourism policy 

which has obvious implications for its outbound tourist flow (Tse 2015). The most significant 
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of these events was the decision to grant countries with an Approved Destination Status (ADS), 

which regulates Chinese tourists’ access to visas to visit countries with tour groups that have 

an ADS approval by the Chinese government (Australian Trade Commision 2015; Chow & 

Murphy 2006, 2008; Guo et al. 2007; Herrmann & Dang 2009; Tse & Hobson 2008). Foreign 

governments who signed up to receive ADS groups became able to promote their country 

within China as a tourism destination but were required to only liaise with approved travel 

agencies and tourism authorities (Bowerman 2014; King et al. 2006).  

 

Moreover, China’s New Tourism Law came into effect on 1st October 2013, containing a 

number of provisions aimed at protecting tourism consumers, in particular regulating 

malpractices such as coercive shopping, low prices, and poor quality tours. The legislation 

applies to both domestic and international itineraries and is enforced by the China National 

Tourism Administration (Ma et al. 2015). Transparency ought to be seen in travel agencies’ 

marketing and promotion, and outbound tour guides are required to hold certification 

(Bowerman 2014). The Tourism Law has the potential to deliver benefits to overseas inbound 

tourism industries in the medium and long term, resulting in improvements in experience 

quality for Chinese travellers and higher yields per visitor since low price and poor quality 

tours diminish (ORC International 2014). Moreover, as Chinese group tourists reconsider the 

value of packaged tour products, the price differentiation between group and FIT will be 

diminished (Bowerman 2014).  

 

Fourthly, the rise of social media has played an important role as a platform where tourists 

can source travel information. Recent research illustrates that social media makes up a 

substantial part of travel information seeking (Kambele et al. 2015; Leung et al. 2013; Wu & 

Pearce 2014). On various online platforms, people get involved with searching for information, 

sharing information, and encouraging each other to explore new pursuits (Wu & Pearce 2014). 

In addition, social media constitutes an important motivator for Chinese outbound tourists 

(Chen et al. 2015; Confente 2014; Huang et al. 2015; Shu & Scott 2014; Wu & Pearce 2014). It 

is believed that cross-cultural differences are reflected in the online information-seeking 

behaviour. Compared to American travellers, Chinese travellers rely more on Word of Mouth 

(WOM) more than the internet (Kambele et al. 2015). However, social media provides a 

convenient platform for Chinese to spread an eWOM to families, colleagues and friends while 
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travelling (Chen et al. 2015).   

 

One way to categorise Chinese outbound tourism is through analysing the destinations and 

their chronological sequences. The first stage started in 1983 when Hong Kong (Heung 2000; 

Huang & Hsu 2005; Lam 2004; Zhang & Lam 1999) and Macau (Bowerman 2014; Ong & du 

Cros 2012) initially became destinations for visiting friends and relatives; the second stage 

began in 1990 when Southeast Asian countries such as Singapore (Kau & Lim 2005), Malaysia 

and Thailand (Cai et al. 1999) became destinations, and the third stage commenced in 1999 

with the recognition of ADS destinations, which included some non-Asian countries such as 

Europe (Andreu et al. 2013; Prayag et al. 2015) including Germany  (Fugmann & Aceves 2013; 

Yang et al. 2011), Italy (Corigliano 2011), the U.S. (Cai et al. 2000; Doran 2002; Kambele et al. 

2015; Li, X et al. 2011), Korea (Kim & Prideaux 2005; Lee et al. 2011), Jordan (Tawil & Tamimi 

2013), Vietnam (Truong & King 2009), Australia (see above section) and New Zealand (Ryan & 

Mo 2001; Sun et al. 2015). Tourism research has engaged with these stages (Tse 2015).  

 

3.1.2 Review of Chinese outbound tourism and tourist culture 

The objectives of this section are to demonstrate the existing literature on Chinese outbound 

tourism and its development over time. The section summarises key themes of current 

research, including behaviours of Chinese outbound tourists illustrated in the literature. At 

this point, it is constructive to know that previous research shows that usually a minimum of 

7-10 countries should be examined in order to have a comprehensive understanding of 

international business (Franke & Richey 2010; Tung & Verbeke 2010). Therefore, to improve 

the understanding about Chinese outbound tourism perspectives and cross-cultural issues, 

this thesis has initially reviewed the literature according to broader geographical destinations 

that Chinese tourists have visited, other than only concentrating on the literature about 

Australia. The reviewed studies presented here serve to illustrate what has been done 

regarding Chinese outbound tourism and what seems insufficient within the literature. 

Additionally, along with the literature review, this section critiques the over-generalised and 

over-simplified ways of evaluating Chinese tourists. The culture of Chinese outbound tourists 

is also reflected through reviewing the literature. Travel behaviour is a direct manifestation of 

the culture where they are rooted (Reisinger & Turner 2002).  
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Literature has reviewed the trend of Chinese outbound tourism over the years (Cai et al. 2008; 

Cai et al. 1999; Dai et al. 2017; Huang et al. 2015; Jin & Wang 2016; Keating & Kriz 2008; 

Keating et al. 2015; Tse 2015; Zhong et al. 2015). Overall, in line with the growth of Chinese 

outbound tourism in the last two decades, the academic studies have evolved from scarce and 

rough to numerous. It is noteworthy that so far, much research particularly investigated the 

motivation of Chinese tourists to visit foreign destinations (Andreu et al. 2013; Hsu et al. 2009; 

Huang & Hsu 2005; Kau & Lim 2005; Kim et al. 2005; Kim & Prideaux 2005; Lam 2004; Lu et al. 

2016; Pearce, Wu, et al. 2013; Tawil & Tamimi 2013; Wen et al. 2018; Zhang & Lam 1999). In 

detail, a study applied push and pull factors and found that Chinese tourists making travel 

decisions are firstly pushed by, ‘to travel to a country that I have not visited before’, secondly, 

‘to see something different that I don’t normally see’, thirdly, ‘to experience cultures that are 

different from mine’, while factors including safety, security, weather, cultural and historical 

places pulled them to the destination (Tawil & Tamimi 2013). Literature has also explored 

Chinese outbound tourists’ expectations of their experiences. Some studies examined what 

those outbound tourists expect from travel products including accommodation, food and 

restaurants, tour guides and itineraries, entertainment and activities, and transportation in 

great detail (Hsu et al. 2009; Lee et al. 2011; Li, X et al. 2011).  

 

Multiple gaps within this topic have emerged as a part of the literature review. A fair amount 

of existing research and thought is inherently western centric and overlooks the underlying 

values and philosophy of Chinese cultural, social, historical and political contexts, which are 

critical issues in Chinese outbound tourism research (Jin & Wang 2016; Ooi 2007). Therefore, 

future studies of Chinese tourists behaviour at home and during travel need to be conducted 

and evaluated in context. According to Jin and Wang (2016), the Chinese market is increasingly 

sophisticated and diverse, and Chinese outbound tourists are becoming more experience-

seeking. Considering the heterogeneity feature of the market, the authors suggest that more 

research is needed to address the questions ‘Do Chinese tourists appreciate the same core 

and peripheral experiences as tourists from other countries? Do Chinese tourists interpret 

interactions in a similar way? What triggers their deep experiences and interactions, resulting 

in behaviours desired by the tourist experience designers?’ (p. 450). These questions are 

highly relevant to the core of my thesis. Moreover, through meta-analysis, Zhong, Wu and 

Morrison (2015) point out that compared to tourism research worldwide, the research into 
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Chinese tourists’ consumer behaviour appears insufficient. 

 

On a superficial level and as many studies assert, Chinese outbound tourist behaviour may 

differ from that of Western cultures (Moscardo 2004; Pizam & Sussmann 1995). The 

motivations for gaining knowledge, prestige and the desire to build one’s status, and 

enhancing human relationship (Zhang & Lam 1999) are repeatedly identified as influencers of 

Chinese residents’ outbound travel (Cai et al. 2008; Guo et al. 2007; Kwek & Lee 2015). The 

literature claims that these features may distinguish Chinese tourists from western tourists 

who mostly aim to escape from everyday life and to experience natural landscape overseas 

(Huang & Hsu 2005; Pearce, Wu, et al. 2013). In addition to that, there are some notable 

characteristics generating from Confucianism (Kwek & Lee 2010; Ong & du Cros 2012), 

Communism (Fugmann & Aceves 2013; Weaver et al. 2015) and the rising Capitalism (Ong & 

du Cros 2012) that make Chinese tourists unique (Pearce, Wu, et al. 2013). However, these 

schools of thought over-generalise and over-simplify culture and its associated tourist 

behaviours. Chapter 6 will explain this aspect in more detail.  

 

Although one should be careful to apply a positivist view to assess Chinese culture and tourist 

behaviour, Chinese outbound tourism comes with some identifiable conventions and culture. 

The following is a brief explanation of Chinese tourist behaviour based on the literature. Firstly, 

food consumption, as a sensory and social experience is very important for Chinese tourists 

throughout their overseas travel (Chang et al. 2010). Although many Chinese tourists would 

like to try local cuisines, a number of them have expressed that Chinese food should be made 

available to them daily (Li, X et al. 2011; Pearce, Wu, et al. 2013). Secondly, natural landscapes, 

wildlife, clean air and less polluted environmental systems are appreciated by Chinese tourists 

since some parts of China are terribly polluted and food quality is inferior (Kwek & Lee 2013; 

Sun et al. 2015; Truong & King 2009). Thirdly, when Chinese tourists decide to visit 

destinations, aesthetic value in itself is less important than the links between folklore and 

natural or physical locations (Andreu et al. 2013; Fugmann & Aceves 2013; Yu & Xu 2016). For 

instance, a wilderness national park with pure nature might not be as attractive as a mountain 

with historical stories and famous myths associated with it. In addition, some Chinese tourists 

tend to educate themselves politically and their travel can be constrained by nationalism 

(Andreu et al. 2013; Cheng et al. 2016; Fugmann & Aceves 2013; Zuo et al. 2016). Fourthly, 
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Pearce, Wu, et al. (2013) found the lack of outdoor skills and cross-border travel experiences 

keep many travellers away from sporting activities such as surfing, kayaking and parachute 

jumping; while dining, sightseeing, shopping and enjoying spas and massages are well-

accepted.  

 

Research can be constrained in presentation, but experiences and behaviours can be highly 

diverse; thus, it is important to examine the above stated arguments with more context. 

Moreover, a study shows that intra-cultural variances also influence tourists’ destination 

image perception (Chow & Murphy 2008). For example, north-eastern Chinese, Cantonese, 

ethnic minority Chinese, south-eastern Asian Chinese and overseas immigrant Chinese can be 

different in terms of travel behaviour. This was illustrated through a case of Chinese and 

Singaporean tourists (Kwek & Lee 2008), which means that although the tourists’ identities 

are Chinese, their behaviour, experience, cultural background and language can be very 

different.  

 

In terms of establishing and maintaining relationship, ‘guanxi’ and ‘face’ are two concepts in 

literature for investigating the interaction between overseas businesses and Chinese tourists 

(Gilbert & Tsao 2000; Kwek & Lee 2015; Pan et al. 2006; Pan et al. 2007). Building ‘Guanxi’ 

represents a social networking activity. ‘Guanxi’ has been recognised as a mutually obligatory 

part of social and business etiquette. It can be simply translated into the intangible 

relationship and network. ‘Face’ reflects how individuals and others view themselves. It 

reflects social psychological processes in Chinese society, and it is associated with social status 

and expectations (Gao et al. 2017; Kwek & Lee 2015; Kwek & Lee 2013). Accordingly, in 

particular the high-context and collectivistic culture of China reinforces these two concepts 

(Kwek & Lee 2015). However, Ooi (2007) argues that ‘guanxi’ and ‘face’ are concepts that many 

academics have made the ‘Chinese-ness’ to the best from a stereotypical perspective. The 

institution of the cultural, social, political, historical, religious and economic system should be 

what shapes tourists’ relationships, other than the imagined generalised labels – ‘guanxi’ and 

‘face’.   

 

In the past, research showed that most Chinese tourists prefer travelling in groups to overseas 

destinations (Fugmann & Aceves 2013; Prayag et al. 2015; Yu & Weiler 2001) and they act in 
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a societal order, forming a clear hierarchy within a group (Fugmann & Aceves 2013). However, 

according to Tse (2015), research findings about a destination may change quickly over time, 

and any destination-related tourism research has the limitation of being circumstantial and 

time specific. For instance, Reisinger and Turner’s research (1998) about cultural differences 

between Mandarin-speaking tourists and Australian hosts discussed that Mandarin-speaking 

tourists prefer being dependent and avoiding risk; however, more recent research shows that 

independent travel (Prayag et al. 2015) and backpacking (Ong & du Cros 2012) have found 

more and more acceptance by Chinese tourists (Ma et al. 2015). These examples showcase 

that travel behaviour is responsive to and is a result of social cultural change. 

 

Nonetheless, much research is limited to tour groups (Andreu et al. 2013; Fugmann & Aceves 

2013; Kim et al. 2005) as a result of the relative ease it was for group travellers to apply for an 

ADS Scheme visa compared to an individual tourist visa in the past. It is convenient for 

researchers to examine the group tour market and get access to the data. Further, many 

positivist researchers argue that Chinese tourists have a high level of emphasis on collectivism, 

and they stress the value of family or related groups. However, apart from some culturally 

embedded values and norms, there are other practical reasons for travelling in groups, such 

as inexperience with travelling overseas. People participate in groups to encounter fewer 

cultural and language barriers, and it is also cheaper and more convenient (Li, X et al. 2011; 

Ma et al. 2018). 

 

In contrast to the aforementioned ideas concerning Chinese tourists’ behaviour, literature has 

largely neglected the experience provision by tourism operators who are from a different 

cultural background. This aspect requires further exploration (Corigliano 2011; Jin & Sparks 

2017; Li, X et al. 2011; Lu et al. 2016). This includes an understanding of how local tourism 

operators may co-create with their guests to adjust their products and services in order to 

improve the Chinese tourist experience. The study of Huang et al. (2015) concludes this 

argument well: ‘Most tourism industry practitioners in Western countries would find it 

challenging to receive tourists and provide services to tourists from a cultural background with 

which they lack familiarity.’(p. 155). 
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3.2 Australian tourism and the Chinese market 

In Australia, tourism is the largest service export industry and it is growing continuously. In 

2014 (the year before I started this project), the statistics show that tourism directly 

contributed more than AUD$42.3 billion to Australia's Gross Domestic Product (GDP), which 

accounts for 2.8% of the total GDP in 2014, and international visitors' spending contributed 

$30.1 billion to the GDP (Tourism Research Australia 2014). In 2018, tourism contribution 

increased to AUD$57.3 billion, and tourism GDP grew 7% which was three times the national 

GDP growth of 2.3% (Tourism Australia 2018).  

 

The International Visitor Survey conducted by Tourism Research Australia showed that 

international visitation to Australia continued its recent trend of strong growth, which has 

been supported by the leisure market (Tourism Research Australia 2017b). International 

visitors to Australia (9.3 million arrivals) spent a record $44.6 billion in the year to June 2019, 

up 5% (Tourism Australia 2019). International tourists have brought crucial economic benefits 

to Australia, and relevant employment in hospitality and tourism industries would be 

facilitated positively. 

 

As of the year ending June 2019, China was the largest source market with 1.432million 

visitors (a 1% increase from 2018). However, this is a small portion of Chinese tourists by global 

numbers. International inbound tourism generates great economic profits. Chinese visitors’ 

total trip expenditure ranked first ($12 billion, up 6 per cent), followed by the USA ($4 billion, 

up 9 per cent), UK ($3.4 billion, down 3 per cent), New Zealand ($2.6 billion, up 1 per cent). 

The total visitor numbers of some of the important source markets from 2011 to 2018 are 

shown in the Figure 3. It demonstrates that Chinese inbound tourism is rapidly growing 

compared to traditional source markets such as New Zealand, Japan, UK and the U.S over most 

of the last decade.  
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Figure 3: Visitors to Australia from Japan, China, New Zealand, UK, USA and Hong Kong, 

from 2011 to 2018 (Year ending December) 

 
 (Sources: International Visitor Arrivals in Australia, 2011-2018, Tourism Australia)  

 

Today, the Australian tourism industry faces an increasing number of inbound travellers with 

different cultural backgrounds. Asian tourists, particularly mainland Chinese inbound 

travellers to Australia constitute a major component  (refer to Figure 3). Chinese tourism to 

Australia has experienced a boom over the past ten years. Following Chinese President Xi 

Jinping’s visit to Australia in 2014, several economic cooperation agreements were signed 

between the two countries, allowing a large number of inbound Chinese tourists to boost 

Australian tourism to a higher level. Table 4 (in section 3.3) illustrates some of the agreements 

between the two governments.  

 

However, in 2018, the top 10 destinations for Chinese travellers were Thailand, Japan, 

Vietnam, Singapore, Indonesia, Malaysia, the United States, Cambodia, Russia, and the 

Philippines (Si 2019). Australia, due to a variety of reasons, was not the most popular 

destination for Chinese tourists.  

 

 

2011 2012 2013 2014 2015 2016 2017 2018
Japan 332,300 352,400 330,600 333,800 342,000 417,900 434,600 433,649
China 540,500 628,200 720,700 850,900 1,031,900 1,208,300 1,355,500 1,322,046
New Zealand 1,166,700 1,193,000 1,201,400 1,244,600 1,312,000 1,345,200 1,356,400 1,233,000
UK 637,400 626,000 668,300 657,100 688,300 715,700 731,900 688,000
USA 469,300 500,500 516,200 561,600 618,600 716,600 781,000 744,072
Hong Kong 154,200 162,700 182,900 201,400 218,000 247,900 282,100 279,542
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3.2.1 Australia as a destination for Chinese tourists 

The literature reveals some features that make Australia an attractive place for Chinese 

tourists. First of all, Australia is a ‘developed’ country, and the tourist products such as iconic 

attractions, world class beauty and nature, good food and wine and beautiful beaches are 

considered to be of good and stable quality (Hughes et al. 2015; Lin et al. 2015). In detail, the 

coastline, wildlife, natural scenery, climate, lifestyle, safety and overall environment have been 

identified accordantly by research as Australia’s advantage to draw in Chinese tourists over 

the last decades (Breakey et al. 2008; Chow & Murphy 2008, 2011; Li & Carr 2004; Packer et 

al. 2014; Pan & Laws 2003; Pearce, Chen, et al. 2013; Peng 2013; Sparks & Pan 2009; Wang & 

Davidson 2008, 2010; Ye 2012; Yu & Weiler 2001; Zhang & Peng 2014). All types of visitors are 

willing to visit and enjoy those key features including students (Chen et al. 2015; Hughes 2016; 

Hughes et al. 2015; King & Gardiner 2015; Wang & Davidson 2008) as well as corporate 

tourists (Kwek & Lee 2015; Kwek & Lee 2013). Australian lifestyle and experiences can be 

highlighted including pet culture, driving culture, living costs, well-being as well as the cheerful 

image of Australian kids playing outdoors (Pearce, Chen, et al. 2013). Images of Australia from 

literature include kangaroos and koalas, natural environment, Sydney Opera House and the 

Great Barrier Reef, Harbour bridge and the vastness of land (Huang & Gross 2010). 

 

Secondly, Australia is located in the southern hemisphere and is one of the long haul travel 

destinations. Further, because the seasons in Australia run opposite to China, many people 

travel to enjoy sunshine and warm austral summer weather while it is winter in China, 

especially during the Chinese Spring Festival – the annual Golden Week holidays (the largest 

and most culturally important holiday of the year, which is around January to February 

according to the Lunar calendar) (Bowerman 2014). 

 

Thirdly, a visa to Australia for Chinese tourists is easier to be approved than before. The easier 

visa application notably incentivises potential tourists to travel (Pearce et al. 2015; Sparks & 

Pan 2009). The tourist Visa (subclass 600) contains four streams: Sponsored family (sponsored 

by Australia citizen or permanent resident), ADS (apply through a tourist agent of China), 

tourist (recreation and visiting family and friend) and business visitor, according to 

Department of Immigration and Border Protection (2015b). These visas allow tourists up to 
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three, six or twelve months’ stay in Australia. Moreover, the Australian Work and Holiday visa 

(Subclass 462) launched in China and commenced on 21 September 2015 (Department of 

Immigration and Border Protection 2015c), is supposed to bring more Chinese to Australia. 

However, the increased Australian visa fee may cause economic loss in the long run because 

the Chinese market is highly price sensitive (Pham et al. 2018). Additionally, aviation 

agreements and budget airline price negotiated between the two countries are also seen as 

an accelerator of the Chinese inbound tourism boom (King et al. 2006; Pearce et al. 2015; 

Prideaux et al. 2012; Wu & Pearce 2014). These above features have made Australia one of 

the fastest expanding destinations in the world for Chinese tourists.  

 

However, despite the fairly optimistic macro-tourism environment existing between Australia 

and China, it is noticeable that a gap exists between Chinese tourists’ aspiration and actual 

visitation (Li, M et al. 2011; Mao & Zhang 2014; Sparks & Pan 2009). A China Market Profile 

reported by Tourism Research Australia (2015, p.4.) stated that: 

‘For aspiration, awareness and intention to visit Australia rank ahead of any other country for 

the Chinese traveller. However, when it comes to converting this into actual visitation, 

Australia falls to 10th place – behind competitors such as Thailand, France and the USA.’  

 

The gap highlights the presence of barriers to Chinese tourist experiences. There are several 

possible reasons why tourists may end up visiting countries other than Australia. Structural, 

cultural, information and knowledge constraints experienced by Chinese tourists have been 

identified (Li, M et al. 2011). Specifically, time and money are significant factors determining 

whether they will visit the target destination (Sparks & Pan 2009), particularly for long 

distance travellers. Furthermore, research shows that income level and the cost of stay are 

two factors affecting Chinese tourists’ travelling abroad, while additionally, Chinese tourists 

are highly sensitive to the price changes (Lin et al. 2015; Pham et al. 2018). Lastly, research 

has identified several ubiquitous drawbacks of Australia as a destination, such as access to 

Chinese food, inadequate shopping and entertainment areas and museums (Li & Carr 2004; 

Pan & Laws 2003; Peng 2013; Wang & Davidson 2008, 2009, 2010; Yu & Weiler 2001; Zhang 

& Peng 2014). Chapter 6 explains that some tourist anxieties during travel in Tasmania, 

Australia generate from some of the above reasons.  
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3.2.2.1  Review of Chinese inbound tourism to Australia 

The preceding discussion briefly introduced some distinct features of why Australia attracts 

Chinese tourists, as well as barriers to Chinese tourist experiences. To further understand this 

market, this section reviews current studies of the Chinese tourism in Australia and examines 

the Chinese visitation to regional economies (areas) of Australia. 

 

Chinese inbound tourism to Australia has drawn much research attention from the academic 

community. Firstly, research has comprehensively investigated tourists coming to Australia in 

the form of group tours (Herrmann & Dang 2009; Keating 2009; King et al. 2006; Meng 2010; 

Pan & Laws 2003; Wang & Davidson 2010; Weiler & Yu 2008; Yu & Weiler 2001). However, the 

ADS tour market is fading, while Free Independent Travel (FIT) and semi FIT are growing at a 

faster rate (Breakey et al. 2008; Chow & Murphy 2011; Prideaux et al. 2012; Tourism Australia 

2014, 2015). Even so, most of these researchers who studied FIT have mentioned ADS 

schemes in their background sections, because ADS was the original way of leisure travel to 

overseas by Chinese.  

 

Satisfaction as a single variable has been focused on in many studies (Li & Carr 2004; Peng 

2013), while other studies have examined different variables interacting with satisfaction. For 

example, recommendation behaviour was used as a tool to research satisfaction of Chinese 

university students living in Australia (Hughes et al. 2015), and whether they will promote 

Australia as a destination (Chen et al. 2015). The relationship between destination preference, 

destination satisfaction and loyalty of the Chinese market in Australia has been discussed by 

Mao and Zhang (2014), and this relationship was discovered as a model to create and retain 

destination loyalty. In the early stage, Yu and Weiler (2001) suggested that 84.1 per cent of 

the Chinese pleasure travellers to Australia they studied showed a high level of satisfaction, 

indicating that they would recommend the tours to others - which was a very positive figure. 

However, research shows that Chinese tourists to Australia find that service standards and 

facilities of local hotels are not as good compared to what they previously experienced in 

China and other Asian destinations (Ma et al. 2016).  
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As a result of Chinese tourists’ decision-making being largely reliant upon personal sources as 

well as word of mouth (WOM), in order to retain customer loyalty and obtain WOM 

recommendations, businesses must ensure that tourists are satisfied with their experiences 

(Chen et al. 2015; Confente 2014; Mao & Zhang 2014; Pan et al. 2007; Shu & Scott 2014; 

Sparks & Pan 2009). For the Chinese market in Australia, tourists’ experiences have played an 

increasingly important role in determining tourists’ satisfaction. In order to explore tourists’ 

experiences, mundane authenticity in social media culture (Pearce, Chen, et al. 2013) and 

netnography method (Wu & Pearce 2014) have been applied to the study of the Chinese 

market in Australia. Research also compared the different attitudes of the Chinese and 

Australians towards nature-based tourism, and found different experiences about nature, 

animals and environmental issues (Packer et al. 2014). Moreover, in terms of the gap between 

experts’ views and Chinese tourists’ needs in Australia, there are a couple of interesting 

discrepancies on tourists’ travel activity preferences including shopping, and dining or eating 

behaviours (Chow & Murphy 2008; Osmond et al. 2015). For example, tourism experts rank 

sightseeing and shopping as the top two, and the least is dining/eating; by contrast, Chinese 

tourists firstly prefer dining/eating and then sightseeing, with shopping ranking lowest (Chow 

& Murphy 2008). Research has also discussed Chinese tourists’ travel motivation to Australia 

(Wu & Pearce 2014; Zhang & Peng 2014). It has revealed that high income groups have a 

greater interest in engaging in ‘various activities for fun’, and are more likely to have abundant 

travel experiences related to self-development through host-site involvement and nature 

seeking.  

 

Additionally, early stage research has reviewed the social-demographic profile, destination 

snapshot and marketing opportunities for Australia in China, which were useful for market 

targeting and further inbound tourism improvement (Pan & Laws 2001; Yu & Weiler 2001). 

The emerging Chinese inbound tourism was compared to the Japanese tourist boom of the 

late-1980s from the industry’s view point by Breakey et al. (2008). Moreover, Reisinger and 

Turner (2002) systematically compared the cultural differences between Australian hosts and 

Chinese tourists. According to this highly cited article, self-actualisation, responsiveness and 

courtesy, understanding the tourists, interaction, display of feelings and social obligation were 

major differences between Australian hosts and Mandarin-speaking tourists. In detail, 

Chinese tourists perceive age and position as important; in contrast, Australian operators 
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perceive that accomplishment is important. Chinese tourists seek relationships but Australian 

hosts seek agreement; additionally, Chinese tourists focus on being together, whereas 

Australian hosts focus on being independent. Therefore, given the differences between 

Australian operators and Chinese tourists, how tourism experiences are being created is a 

question worth exploring. However, the study was conducted twenty years ago; and China has 

since undergone dramatic changes socially, culturally, politically and economically. Besides 

this, rejection of essentialist approaches towards cultural differences should also be 

incorporated, as stated above. Therefore, there is a research need to re-examine the operator-

tourist difference between Australian tourism operators and Chinese tourists.  

 

In addition to the above, the business-to-business relationship between Chinese and 

Australian has been studied, and unethical industry and marketing practices were examined 

(Keating 2009; King et al. 2006; March 2008; Pan et al. 2007). These reveal that the network 

relationships with other stakeholders in the Chinese inbound tourism market are critical to 

the success for Australian tourism businesses, as well as critical to Chinese tourists 

experiences, and further to satisfaction and WOM. In recent years, Chinese investors have 

started entering the Australian tourism market, such as buying hotels, resorts, retail shops and 

cafés (Mercury 2017; Smyth 2017). Additionally, as it was discussed in the above section, 

mediators such as tour guides and travel agents are critical for the tourist experience; the 

relationships between Australian operators and these mediators are consequently becoming 

critical.  

 

Further, in the first instance, although studies are often designed to cover all of Australia as a 

tourist destination, they are biased towards popular places to collect data and neglect regional 

areas. There is a need for research to be undertaken in regional areas of Australia. Previous 

research about Chinese inbound tourism in Australia has been limited to only few popular 

cities and states, particularly the data-collection is restricted to these sites. Little research has 

been done on Chinese inbound tourism in regional economies of Australia. The popular areas 

include coastal resorts or tourism icons, such as Queensland, Sydney and Melbourne. Table 3 

illustrates the cluster of Chinese inbound tourism research destinations.  
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Regional Australia has been defined by the Australian Government. It is designed to promote 

some areas of the country, especially for immigration purposes. The definition addresses the 

special circumstances of rural and regional Australia which cover all of Australia except the 

greater Brisbane, Sydney, the Central Coast, the Gold Coast, Newcastle, Perth and 

surrounding areas, Wollongong and Melbourne metropolitan area (Department of 

Immigration and Border Protection 2015a). Regional Australia offers opportunities in terms 

of research, planning and investment (Regional Australia Institute 2015). Tourism in regional 

areas is growing. In 2017 to 2018, 43 per cent of tourism dollars were spent in regional 

destinations (Tourism Australia 2018).  

Table 3: Indicative research cluster of the Chinese inbound tourism in Australia 

Tourism research 

destinations 

Authors & Years 

Gold Coast Kwek and Lee (2013), Kwek and Lee (2015), March (2008), (Li & 

Carr 2004), Pan and Laws (2003), Reisinger and Turner (1998), 

Reisinger and Turner (2002), Wang and Davidson (2008)  

Brisbane Wang and Davidson (2009), Wang and Davidson (2010), Hughes 

et al. (2015), Jin et al. (2016), Packer et al. (2014) 

Sydney Chen et al. (2015), March (2008), Chang et al. (2011), Gao et al. 

(2017) 

Melbourne including 

Great Ocean Road & 

Bendigo 

Laing et al. (2014), Pearce et al. (2015), Weiler and Yu (2008),Wu 

and Pearce (2014) 

Cairns Peng (2013), Prideaux et al. (2012), Zhang and Peng (2014) 

 

There are few published studies investigating the relatively underdeveloped regional 

destinations for Chinese tourism. A case study of Chinese tourism to the Goldfields region of 

Victoria (Zhang & Murphy 2009) explored cooperation and strategic consistency in the supply 

chain; however, the study was not conducted from the perspective of tourist experiences. 
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Overall, research makes little attempt to give sufficient consideration to the peripheral nature 

of regional economies and offers an inadequate explanation for Chinese inbound tourism to 

these areas. Consequently, the advantages of regional economies are underexplored. 

However, tourism is an important sector of the economy in regional areas of Australia (Tovar 

& Lockwood 2008), and the number of inbound Chinese tourists to regional areas is increasing. 

Therefore, a significant research gap of Chinese inbound tourists to Australian regional 

economies has been raised. It is worth noting that this dearth in research applies to markets 

beyond the Chinese market; studies in regard to international inbound tourism in regional 

Australia are also limited (Mohsin & Ryan 1999; Ryan & Huyton 2000).  

 

3.3 Tasmania and the Chinese market 

Tasmania as a destination for Chinese tourists is rarely presented in the extant literature. The 

island of Tasmania is Australia’s smallest and least populous island state. Being the only island 

State, located 240 km from the country’s south eastern tip. Stretching 517 km from north to 

south and 400 km east to west, Tasmania has a population of just over half a million (Hardy et 

al. 2017). The Tasmanian economy has performed strongly over the last few years. During 

2018-2019, there was an increase of 3.3 per cent in gross state product compared to the 

previous year. Major industries of Tasmania include agriculture, forestry, mining, aquaculture 

and tourism. Business investment has been supported in part by strong growth in tourism 

over recent years that has driven a number of tourism-related developments around the state, 

particularly hotels (Department of Treasury and Finance 2019).  

 

Global travel authority Lonely Planet (2015) named Tasmania as one of the world’s top ten 

regions to visit in 2015. Tasmania has been positioned as an eco-tourist destination by local 

tourism authorities advocating its offering of the unique wilderness experiences, art, culture, 

food and wine (State of Tasmania 2015). Tourism is one of the fastest growing sectors. For 

year ending June 2019, total visitors to Tasmania was 1.32 million and total expenditure by 

visitors was 2.5 billion. According to Tourism Tasmania (2018), the total international visitors’ 

expenditure in Tasmania was $552 million and total visitor number was 307,000. For 
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Tasmania’s five largest source markets, the percentage and number of visitors to the State was 

recorded as: China, United Kingdom, the USA, New Zealand, and Hong Kong. Figure 4 

illustrates these five largest market, as well as Japan for the purpose of comparison. Japan 

was an important international market in the 1980s and 1990s before China’s economic boom 

(Clarke 2018).  

 

Nevertheless, by analysing the statistics, one can find that Australia receives only a small 

proportion (1.5 per cent) of total Chinese outbound tourists worldwide, and Tasmania only 

captures a very small percentage of the total inbound Chinese tourists to Australia. While 

Australia records a total of 1,322,046  Chinese tourists for late 2018, at the same time only a 

small fraction of these visitors (52,500 in total or about 4 per cent) chose to travel south to 

Tasmania. This means from the economic point of view, Tasmania has great potential to gain 

benefit from the growing Chinese market.  

Figure 4: Visitors to Tasmania from Japan, China, New Zealand, UK, USA and Hong Kong, 

from 2011 to 2018   

 

 
(Source: Tasmanian Tourism Snapshot, 2011-2018, Tourism Tasmania) 

 

In the past, there were some important stand-out events and activities marking the growth of 

Chinese tourism in Tasmania. Firstly, an increasing number of well-known celebrities such as 

2011 2012 2013 2014 2015 2016 2017 2018
Japan 4900 3400 5500 6200 6200 6400 8200 9000
China 8000 11300 14100 24300 29000 24700 34600 52500
New Zealand 13900 12500 18100 14600 15000 14200 17600 21400
UK 22300 15500 18800 20000 25400 23900 26000 24700
USA 17800 17200 19600 20200 24000 31800 39900 43900
Hong Kong 10500 11300 14500 18600 15600 21100 27900 24700

0

10000

20000

30000

40000

50000

60000

Vi
sit

or
 N

um
be

rs

Japan China New Zealand UK USA Hong Kong



 

55 
 

Chinese model Zhang Xinyu have visited the state and popularised Tasmanian lavender bears 

among Chinese visitors. And well-known pop-star Eason Chan has left his marks on a mural in 

the Tasmanian town of Sheffield. Chinese president Xi Jinping and his wife Peng Liyuan also 

visited Tasmania (ABC News 2014a; Mather 2014) and this was regarded as a further stimulus 

to potential demand and awareness. Additionally, as Hobart becomes an increasingly 

important gateway to Antarctica for scientific purposes, the Chinese polar resupply vessel Xue 

Long of the Chinese National Antarctic Research Expedition uses Hobart to resupply and refuel 

regularly in this decade (Hua et al. 2014).  

 

Secondly, and more interestingly, an image-rich, narrative film has offered marketing rewards 

to Australian tourism. In 2013, a romantic micro film- Heartbeat Love (再一次心跳) was 

produced by Australian Tourism and Tourism Victoria, the movie starring Taiwanese singer and 

actor Show Luo and actress Yang Cheng Lin. Parts of the film were shot in Tasmania including 

Tahune Air Walk. Many Taiwanese films and TV series are popular among mainland Chinese, 

and this one has been watched by many. Before that, Hong Kong megastar Eason Chan filmed 

a travel show in Tasmania. In the latest years, Chef Nic (十二道锋味) in 2014 particularly 

featured Tasmanian food produce; and City to City (城市 1 对 1) made by CCTV in 2018 

characterised Tasmania as a niche and unique travel destination.  

 

Thirdly, the development has been facilitated and supported by an array of policies and 

agendas. Between 2011 to 2018, many different policies and plans were devised serving to 

stimulate the tourism development between Australia/Tasmania and China. Table 4 shows 

some examples of the key items. These policies apply to many stakeholders and benefit 

bilateral tourism development economically, politically and socially.  
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Table 4: Key policies, plans and events stimulating the bilateral development between 

Australia/Tasmania and China (2011-2018)  

Policy/Event Date Benefits Main content Applies to 

Tourism 2020/ 

Tourism Australia’s 
China 2020 Strategic 

Plan 

6 Dec 
2011 

$7-9 billion spend 
by 860,000 

potential Chinese 
visitors 

1. Know the customer; 
2. Geographic 

strategy; 3.Quality 
Australian 

experiences; 4. 
Aviation development; 

5. Partnerships 

Federal, State 
and Territory 

tourism 
government 
and industry 

China Tourism Law 25 
Apr2013 

Better quality and 
better experience 

of travel; 

higher yield per 
visitor 

Address practices such 
as coercive shopping 
measures, low price 

and low quality tours. 

All tourism 
operators in 

China for 
domestic and 
international 

travel 

The Belt and Road 
Initiative (South road) 

Sep & 
Oct 2013 

Platform for 
connectivity and 

cooperation. 

‘Silk Road Economic 
Belt’ and 

’21st Century Maritime 
Silk Road’ 

Asia 

Europe, 

Oceania 

East Africa. 

Tasmania Getting 
China Ready Program 

(Department of State 
Growth) 

11 Aug 
2014 

Organic growth for 
the state 

Tasmanian Hotels 
Association Practical 
Guide to providing 
service to Chinese 

guests 

Hospitality 
and tourism 

workers 
across the 

state 

G20 First East-West 
Dialogue on Tourism 

and the Chinese Dream 

(Conference organised 
jointly by Griffith 

University) 

13-17 
Nov 
2014 

Enhance mutual 
understanding 

between Australia 
and China; build 

synergies in tourism 
development. 

1.Clarification of the 
‘Chinese Dream’; 2. 

Connections between 
the Dream, tourism 
and consumers; 3. 

Geopolitical 
considerations; 4. 

Conventional Triple 
Bottom Line 
sustainability 

considerations; 5. 
Tourism and non-

tourism systems as 

Australia and 
Chinese 
tourism, 
industry, 

policymakers 
and scholars 
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open states; 6. Hybrid 
research perspectives. 

Bilateral Memorandum 
of 

Understanding(MoU) 
of Antarctica and 
Southern Ocean 

Cooperation 

 

18th 
Nov2014 

Strengthen the 
cooperation; 

Bring more 
visitors/scientists. 

Collaboration in 
Antarctic diplomacy, 
science, logistics and 

operations 

Australia’s 
Antarctic 
Program, 
Chinese 

Antarctic 
study, and 

visitors 

China-Australia Air 
Service Agreement 

(expended) 
Jan 2015 Direct services; 

convenience 

Allow more direct 
charter flights, routes 
and supplementary 

services. 

Chinese and 
Australian 

carriers 

China-Australia Free 
Trade Agreement 

(ChAFTA) 

Signed: 

17 Jun 
2015 

Effect: 
2016 

Boost trade & 
create jobs 

Removes barriers to 
the trade of goods and 

services and 
investment flows: 
agriculture, foods, 
resources, energy, 

manufacturing, 
services, etc. 

Everyone 

China-Australia Year of 
Tourism 2017 

Bring Australia and 
China closer 

together 

A number of events 
were held during the 

Year in China and 
Australia. 

Tourism, 
economy, 

academics, 
etc. 

Australia-China 
Tourism Forum 

(biennial) 

2016, 
2018 

 

Promotes cultural 
exchanges and 

mutual 
understanding 

between the two 
countries through 

tourism 

Provide a platform for 
government, industry 

and academia to 
communicate and 

corporate. 

People of 
Australia and 

China 

 

There is a limited amount of research about Tasmania from tourists’ perspectives. A case study 

about community involvement in tourism infrastructure using the Strahan Visitor Centre of 

Tasmania as an example found that visitors to this island state seek natural places, culture and 

interactions with people (Fallon & Kriwoken 2003). The state’s natural environment includes 

‘an abundance of inland waterways, immense forests, extensive mountain ranges, clean 
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beaches and rugged coastlines’ (Hanson & Walker 1997, p. 3). However, both studies are out 

of date because the destination is also evolving.  

 

Additionally, with respect to Chinese tourism, Bowerman (2014) in his book The New Chinese 

Traveller briefly mentions that Tasmania’s seafood such as abalone, oyster and lobster 

enhances Chinese tourists’ experiences, and the experiences can be highlighted through 

activities such as gathering and fishing. A recent study on travel patterns and preferences of 

Chinese university students living in Australia uncovered that iconic species, landscapes and 

experiences play a pivotal role in Chinese travel decisions, and that Chinese tourists welcome 

natural-based experiences (Hughes et al. 2015). As such, Tasmania has been regarded as a 

potential growing destination for the Chinese market. Nevertheless, there are numerous 

‘unknown’ attractions that Chinese tourists enjoy in Tasmania which have not been 

investigated in research. Studying them will enhance the body of knowledge for Australian 

regional economies and simultaneously improve the understanding of co-creation of Chinese 

tourism experiences to large extent.   

 

3.4 Summary 

This chapter has introduced the study context and literature on Chinese outbound tourist 

behaviours, culture, satisfactions and motivations and the Australian market. The chapter 

outlined that Chinese outbound tourism has recently seen rapid growth. However, so far, only 

a tiny proportion of Chinese outbound tourists travels to Australia compared to other 

destinations, while Tasmania captures a much smaller proportion of the overall inbound 

Chinese tourists to Australia. This provides significant and broad research opportunities 

regarding the development and catering potential of Tasmania for Chinese tourists. 

Additionally, literature on this topic is very limited in its ability to characterise the Chinese 

tourists’ experience – a key piece of knowledge to develop the theory of co-creation in regard 

to cross-cultural travel experiences, and the related mediators and distractions. Especially 

when one attempts to avoid applying essentialist culture to the understanding of Chinese 

tourists, it becomes pertinent for researchers and industry practitioners to know how tourist 
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experiences are created. The subsequent chapters will comprehensively elaborate on these 

research needs and will firstly introduce the research methodology.  

 



CHAPTER 4 Research Methodology 

Since the thesis aims to understand processes of co-creation of the tourism experience in the 

Chinese context, this chapter attempts to discuss the methodology that was used to gain the 

knowledge. As was explained in Chapter 3, the Chinese market is sophisticated and diverse, 

and Chinese culture is changing. Considering market heterogeneity as well as the complexity 

of the tourism experiential creation process (see Chapter 2), there are drawbacks adopting 

the traditional co-creation model to explain Chinese tourists’ experiences. This necessitates a 

new framework of co-creation to explore the tourism experience from the perspective of 

Chinese tourists. To leverage this research opportunity, this study is situated in a popular 

tourist site in Tasmania, Australia among Chinese tourists – the Port Arthur Historic Site. 

Particular attention is given to the co-creators of the Port Arthur experience who are Chinese 

visitors, and their interactions with attraction’s managerial team, frontline staff and travel 

agents. 

Specifically, the chapter outlines the design and methodological framework underpinning this 

research. The first section of this chapter conveys the merits and appropriateness of using 

qualitative research for the study. The second section describes the research methods 

employed for this project, including semi-structured interviews and participant observation. 

The section introduces the rationale for the data collection methods and details about 

interview questions, participant selection criteria and the participant recruitment process. 

The third section describes the study area, the Port Arthur Historic Site (referred to as ‘Port 

Arthur’ for the rest of the thesis). The chapter concludes with a discussion of the ethical 

considerations required to conduct this research. To ensure the quality of this study, the 

trustworthiness and rigour of qualitative research are considered in the methodological 

discussion, which is presented along with introducing my research methods below.  
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4.1 Qualitative research  

Qualitative research is grounded in a philosophical position which is broadly interpretivist. It 

concerns how the social world is interpreted, understood, experienced, produced or 

constituted (Mason 2002). Generally, biographically situated researchers, who speak from a 

particular class, gender, racial, cultural and ethnic community perspective, stand behind the 

research process. These researchers approach the world with a set of ideas and a theoretical 

or philosophical framework specifying a set of research inquiries which they examine in 

specific ways (Denzin & Lincoln 2005). Consequently, qualitative researchers deploy a wide 

range of interconnected interpretive methods to make their studied subjects more 

understandable.  

This study attempts to deepen the understanding of Chinese outbound tourist experiences, 

which is highly subjective. The tourist experience is personalised and the provision of the 

experience has been increasingly individualised. What makes it memorable for one person 

differs from another. Additionally, the outcome of this study is to build a broader picture 

which depicts Chinese tourists co-creative experiences, including contributive factors and the 

creation process.  

Ontologically, the position of my research suggests that Chinese tourists’ knowledge, views, 

understandings, interpretations, interactions, and especially experiences and perceptions 

about the study area are key constructs of the overall social reality. These constructs 

constitute what my thesis is designed to explore. Additionally, the epistemological position of 

my research allows to generate the knowledge by observing, experiencing, talking, asking 

questions and listening to participants. Consequently, some unknown situational, contextual 

and interactional constructs or components of co-creation of Chinese tourist experiences can 

be identified by analysing their construction of discourse (Mason 2002). 

My study moves from the concept of co-creation and its theoretical constructs to the 

discovery of how Chinese tourists experience the tourist site, and tries to gain a broader 

understanding of their rich co-creative behaviours. It aims to relatively and subjectively 

interpret the phenomenon of Chinese travelling to the study area. Through deep 

conversations and observations, individuals’ point of view can be captured. More importantly, 
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qualitative research provides a platform to confront the constraints of the everyday social 

world, and this is pertinent for gaining the knowledge of Chinese tourists’ experience. As 

mentioned in Chapter 2, not all tourist experiences are simply happy and positive. There are 

undeniable distractions and barriers to tourist experiences, among which, cultural 

background mediates their experiences. As such, the social world becomes complex and 

layered which requires rich descriptions from multiple co-creators involved in the context.  

In this case, credibility can be enhanced by providing details of the data collection stage, such 

as presenting participants’ basic information, specifying interview questions, being self-

reflective towards fieldwork processes, and noting down issues that emerged at the field 

(Decrop 2004). Various triangulation approaches are also used in order to limit bias from the 

researcher and from methodology.  

 

4.2 Method: ‘data generation techniques’ 

This section discusses the selection of the methods used for my study. Qualitative research is 

based on methods of data generation which are both flexible and sensitive to the social 

context in which data are produced (Mason 2002), rather than strictly standardised and 

structured to match fixed real-life contexts. There are a variety of methods available to 

qualitative researchers such as interviews, participant observations and focus groups. This 

study used interviews as the main technique and was supported by participant observation. 

In the data generation process and as part of knowledge production, my role as a Chinese 

researcher and a site-visit tourist is highlighted in this qualitative research setting. I 

acknowledge that my background influences my interpretation of this project. I grew up in 

north-eastern China and went to a Chinese public school before entering into university to 

study marketing in Shanghai. My academic background and Chinese language have been 

helpful for bridging the communication gap with Chinese tourists and helped me to realise 

what Chinese tourists were experiencing in the field.  
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4.2.1 Interviews 

 

Interviewing is primarily located within the qualitative epistemology of research methods, 

particularly the critical and interpretive paradigms (Mason 2002; McGehee 2012). Interview 

techniques have been commonly applied in tourism research. McGehee (2012) positively 

justifies that in many ways, the tourism experience embraces opportunities for using 

interviews. For instance, she asserts that actively engaged tourists are often in a position to 

discuss their travel experiences with researchers given their unrestricted time. However, this 

opinion is challenged in Chapter 5 of the thesis. On the other hand, although suppliers of 

tourism are busy people, they also have an active interest in being involved in the interview 

process as research may help them to adjust and improve their products. Therefore, it is 

expected that industry suppliers are eager to share their thoughts during interviews (Jensen 

2009; McGehee 2012).   

For the purposes of my study, a semi-structured interview with open-ended questions was 

designed as a core data collection technique. Given the qualitative nature of this study, this 

technique aims to help construct a deeper and more detailed understanding to answer the 

research question (Boyce & Neale 2006). This technique involves an interaction ‘in which the 

interviewer has a general plan of inquiry but not a specific set of questions that must be asked 

with particular words and in a particular order’ (Babbie 2004, p. 300). The use of a semi-

structured format ensures that key topics of interest are covered, and allows for cross-

individual comparisons during the analysis stage (Bryman & Bell 2015). Moreover, validity and 

reliability of research depend on questions with equivalent meaning to be asked to 

respondents in an interview. Further, the flexibility of the semi-structured interview method 

ensures that through careful use of words, valid and reliable data can be obtained (Barriball 

& While 1994) and additional question could be added if required.  

In order to ensure the quality and completeness of the results, interviewers’ skills and a quest 

for experiences of participants which are true and honest within the context, are two 

important aspects (Barriball & While 1994). Therefore, consideration need to be given to the 

overall design, and efforts need to be made to minimise potential disadvantages. The detailed 

procedures will now be discussed.  
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4.2.1.1 Drafting interview questions 

Since Chinese tourists and tourism operators were not expected to have an understanding of 

co-creation theory, it was important for me to use carefully worded vocabulary and to provide 

detailed information to avoid confusion or answers that may be irrelevant. As such, 

components of the co-creation process were addressed in the questions without using 

academic jargon. The interviews with Chinese tourists were conducted in Chinese language, 

and the interviews with the tourism operators were in English. For both instances, questions 

such as ‘what are your thoughts on the level of feedback that Chinese tourists give to you?’ 

(interview question for tourism operators) or ‘what are your thoughts on the level of feedback 

you provide to them?’ (interview question for Chinese tourists) were asked. These two 

questions reflect on feedback, information sharing, interaction, transparency and dialogue, 

which are critical components of co-creation (Prahalad & Ramaswamy 2004a; Yi & Gong 2013). 

Additionally, ‘how do you think your Chinese tourists relate to Australian customs and 

practices?’ (interview question for tourism operators) or ‘how do you think you relate to 

Australian customs and practices?’ (interview question for Chinese tourists) investigated 

responsible behaviour of tourists, cultural differences, personal interactions and tolerance 

(Hsiao et al. 2015; Yi & Gong 2013). Consequently, the above components of co-creation 

derived from previous literature enabled the study to answer the first research question, 

which is: What are the factors that affect co-creation of the tourism experience in Chinese 

tourism?  

Ideally, the researcher seeks to give interviewees enough space and time to represent their 

perspectives fully and fairly. One way of doing it is through the use of probes. These are 

valuable tools for ensuring data reliability, according to Barriball and While (1994). Freedom 

to probe all unclear or ambiguous words and phrases clarify inconsistencies and relevant 

issues raised by respondents. They can provide opportunities for participants to recall 

information more easily. The probes I used during interview included phrases such as ‘is there 

anything more you would like to add?’, ‘would you please give me an example?’, ‘can you 

describe that idea?’ and ‘would you explain that further?’.  

Appendix 2 shows the interview questions that I asked tourism operators. Appendix 6 shows 

interview questions I asked Chinese tourists (bilingual versions are attached). Table 5 below 
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illustrates the operationalisation of the key concepts to be applied to this study. It shows how 

each interview question connected to the constructs that I wished to examine and the 

methods that can be used to explore those constructs. This process formed a crucial part of 

the interview question selection process. 

In order to improve the trustworthiness of the semi-structured interview, the questions were 

triangulated during the interview conversations. This was a way of cross-referencing data 

through asking the same questions from different ways of phrasing them, as well as asking 

these phrased questions in the different stages of the interview. Furthermore, during and 

immediately after each interview, fieldwork diaries were used to record supplementary 

information that could be useful for investigating the study area (Decrop 1999). For example, 

certain non-verbal behaviours, body gestures or facial expressions of participants were 

recorded. Elements of the environment and some initial thoughts which came to my mind 

after interviews were recorded as well, shedding light on clues of certain insights related to 

the research questions (Muzaini 2006). These processes give perspectives to elaborate and 

illuminate the research problem. 



Table 5: Operationalisation of the key concepts 

Concepts to 
explore 

Issues to consider and literature 
indication Methods Interview Questions/observation items : 

Tourist 
experiences 

Experience economy 

Memorable experiences 

Preconception 

 

Interview tourists 

How was your overall experience? 

Before visiting Port Arthur, what was the 
image/imagination/preconception in your mind? 

What services/products/activities did you experience? Did you 
go to the Island of the Dead, Boy’s prison? What was your route 
in Port Arthur? 

What is most memorable about Port Arthur? What did you like 
and dislike? Did your travel companion(s) have similar feelings 
with you? 

Changing 
tourism 
landscape 

Evolution/Life cycle of tourism 
destinations and products. 

Tourism operators shall integrate 
the idea of ‘ongoing change’ into the 
development of tourism products. 

Interview 
operators; 

Participant 
observation 

Can you tell me about the products or services you provide to 
your visitors? 

After you began to attract Chinese tourists, did you modify or 
change the experience that you offered at all? 

Prompt: What specific products do you sell or services do you 
provide to the Chinese market? 
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Transformation of the tourist 
experience. 

Did you change the way that you marketed your business to the 
Chinese market? How do you do marketing? 
Why did you decide to do this? 

Co-creation 
environment
/scenarios 

Operators build upon scenarios 
where consumers have the ability to 
personalise their own experiences. 

Allowing customers to co-construct 
the service experience to suit their 
context. 

Joint problem definition and 
problem solving. 

Participant 
observation 

Photographic/con
tent analysis: Port 
Arthur website or 
social media, etc. 

Through observation and analysing website and materials, to 
understand how Port Arthur and Chinese tourists interact with 
each other. 

Tourist 
participation 

Customers are involved in producing 
and delivering the service. 

Customers provide or share 
information, make suggestions, and 
become involved in decision-making 
during the service co-creation and 
delivery process. 

Consumer’s physical participation 
and their mental and emotional 
connection with the experience. 

Information seeking 

Responsible behaviour 

Participant 
observation 

Interview 
operators & 

Interview tourists 

Did you self-drive, or travel with tour? If you travel with tour, 
how many people were roughly in your group? How long did 
you spend in Port Arthur? Was the time enough? 

Did you participate in any interaction activities? 

How did you search for Port Arthur before arriving in Tasmania, 
Australia? How did you get access to information? Was your 
method similar or different from how you search for tourism 
businesses in China? 
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Interaction 

Dialog, access, risk-benefits, and 
transparency (DART) are considered 
as building blocks of interaction. 

Value occurs in the interaction 
process. 

Employee’s knowledge and close 
listening are combined to ensure 
they are able to record and adjust 
products according to customer 
needs. 

Companies should be responsible in 
addressing motivations for 
customer's willingness to co-create 
and engage. 

Personal interaction 

Feedback 

Participant 
observation 

Interview 
operators 

Interview tourists 

 

 

Could you describe how you communicate with Chinese 
tourists?  (your experiences/challenges of communication with 
Chinese) 

What are your thoughts on the level of feedback that Chinese 
tourists give to you? (Promotes: upfront, verbally, online, etc.) 

Can you describe to me the thoughts that came to your mind 
about the experience you had communicating with the 
business/employer?  What was your approach towards 
communicating with them? 

Did you provide any feedback or suggestions to Port Arthur? If 
possible, what would you suggest? What aspects in your mind 
could be better? 

Satisfaction/
Word of 
Mouth 

Co-creation plays a significant role in 
enhancing tourist satisfaction. 

Customer’s assessment of their own 
input influences their assessment of 
overall satisfaction with the service 
company. 

Interview 
operators 

 

Interview tourists 

What about Word of Mouth in general among Chinese tourists? 
Do you have any idea about how they share their experiences or 
recommendations? 

Why did you/what motivated you to visit Port Arthur Historic 
Sites? 
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The gap between tourist experiences 
and tourism operators’ estimations 
of the tourists’ evaluations. 

Do you evaluate the business using the same standard with 
what you would do in China? Do you have higher or lower 
expectations when you were travelling here? 

What did you like and dislike? 

Information 
and 
communicati
on 
technology 
(ICT) 

Co-creation of the tourist experience 
has been enhanced by Internet and 
information technology through 
which tourist knowledge has 
significantly changed. 

Interview 

Observation 

 

The number of ‘likes’ Port Arthur’s official WeChat, Weibo 
received on each posts. 

How many online comments talk about Port Arthur. 

How do participants use ICT during travel. 

How did you search for Port Arthur before arriving in Tasmania, 
Australia? How did you get access to information? 

Cultural 
differences 

Culture as a personal resource. 

Tourists’ personal resources (skills, 
tools, knowledge or know-how) can 
determine whether a more or less 
participatory role in co-creation 
practices is adopted. 

Cultural nuances between operators 
and tourists. 

Handling risks 

Interview 
operators; 

Interview 
tourists; 

Participant 
observation 

Before arriving at Port Arthur, did you know any history about 
it? Are you personally interested? 

How do you think you relate to Australian customs and 
practices? how do you feel about reacting to Australian rules 
and regulations? 

How do you think your Chinese tourists relate to Australian 
customs and practices? or how do you feel about Chinese 
reacting to Australian rules and regulations? 

Do you believe there are differences between Chinese and other 
cultural of groups of tourists in terms of their behaviour? 

Destination 
culture 

Culture has become an important 
source to distinguish destinations by 
showcasing a destination’s 

Interview tourists 
What are your thoughts on how Tasmania as a destination 
differs from other destinations like Queensland, Sydney, 
Melbourne of Australia? 
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 uniqueness to prevent the world 
from merging into a ‘global village’. 

Culture is a facilitator in order to 
achieve innovation and creativity in 
tourism offerings. 

Tasmania as a destination for 
Chinese tourists. 

Interview 
operators 

Participant 
observation 

In your mind, why does Tasmania attract Chinese visitors? 
Looking into the future, what approach do you think the tourism 
industry in Tasmania should take when developing products for 
Chinese tourists? 
 
How would you introduce/recommend Tasmania to your friends 
and relatives? 

Did anyone recommend you to visit Tasmania? How was the 
Word of Mouth? 



4.2.1.2 Participant selection and recruitment  

Interviews were firstly undertaken with people from Port Arthur. Participants were invited to 

be interviewed if they were involved in either managerial positions, ticketing, guiding, or 

positions where it was required to interact with Chinese tourists.  

In addition to the Port Arthur operators, most interviews were conducted with Chinese 

tourists from mainland China excluding those from Hong Kong, Taiwan and Macau, and 

Chinese from south-eastern Asia. I targeted both free and independent Chinese tourists (FIT) 

or tour-group tourists who had recently visited the study area. Chinese international students 

and graduates from Australian tertiary institutions, and their families or relatives who were 

visiting from China for holiday/leisure purposes were also considered as tourists in this study, 

because these groups of people constitute a significant proportion of total Chinese visitors to 

Port Arthur. Potential participants were over 18 years old.  

The recruitment process had two phases. First, I recruited participants from Port Arthur as 

operators. I firstly emailed (see Appendix 1) a manager of Port Arthur, and invited him/her to 

take part in a semi-structured interview. An information sheet was attached to the email 

(Appendix 3). After the participant agreed to take part in the interview, a time and place was 

discussed, and I also sent him/her a consent form (Appendix 4) to sign. I obtained consent from 

the manager to interview their Chinese guests. 

Following the interview with a manager of Port Arthur, I contacted a Mandarin speaking tour 

guide who had been employed by Port Arthur, a former café waiter/waitress who was originally 

from China and a Chinese staff member who had been involved in both guiding and marketing.  

After interviewing operators, I recruited Chinese tourists through mainly three means: 

1. I placed an invitation to participate (Appendix 5) and an information sheet (Appendix 7) 

in a shop where I worked part-time with the employer’s consent. The shop was located 

in a popular tourism area of Hobart, Tasmania, which had a high number of Chinese 

visitors. Interested tourists were directed via the invitation to participate through either 

email, a phone number, or WeChat.  

2. I used my personal Wechat network to promote the study via a small advertisement 

(which is similar to the invitation letter) posted to my Moment (news feed, status sharing 

space). The advertisement provided an email link and WeChat ID of myself. I also asked 
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many acquaintances to share my posts, and the advertisement was sent to some local 

community group chats asking if anyone has relatives or friends visiting Port Arthur lately. 

Once I got a connection to any interested individuals, a time and place was arranged. 

3. An invitation to participate was also placed at Port Arthur reception. Additionally, Port 

Arthur helped me by posting my recruitment advertisement to the official Weibo and 

WeChat in Chinese language.  

 

Such multiple sources of recruiting interviewees were employed as a way to minimize selection 

bias. This research did not use third parties who were outside of the investigation team to collect 

data. I myself, a native Mandarin Chinese speaker, firstly designed the interview questions as 

well as information sheet and consent form in English, and then translated them from English 

to Chinese. Following that, back-translation (from Chinese version to English version) was 

employed by a Chinese bilingual person with a Ph.D. Eventually, the original and back-translated 

items were compared and examined in order to acquire identical meaning before the 

conduction of the interviews. This procedure has been used to adapt a large number of English 

research into other languages, which can improve the research’s dependability across different 

languages (Cha et al. 2007; Chen & Boore 2010; Sperber 2004).  

 

In total 26 individuals were interviewed, including Chinese tourists, a Port Arthur employee in a 

management role, Mandarin speaking tour guides, café staff employed by Port Arthur; as well 

as with a manager of a travel company (agent), a bus driver, and a tour organiser. Some 

interviewees had more than one role involved in the study context. For instance, a Mandarin 

speaking tour guide of Port Arthur also worked in a travel agent as tour organiser. Participants’ 

information of this study are shown in Table 6 and 7. Although the sample size was relatively 

small, the data quality was credible because the total number of Chinese visitors to Port Arthur 

is small compared to those who visit popular Australian landmarks, such as Cairns and Sydney. 

The techniques adopted were a mix of snowball sampling and convenience sampling. The 

primary aim of the sampling was trying to present a working picture of the broader social 

structure from which the observations are drawn (Veal 2006). Chapter 5 will illustrate the 

detailed interview process and discuss how Chinese social media – WeChat- turned out to be a 

useful tool during data collection.  



Table 6: Tourist participants information 

Participant 
Code  

Name Basic Information Occupation Recruitment 
method 

T1  

 

Sabrina and her 
mom (interview 
accompany) 

She is from Sydney and has lived in Australia for nearly 10 years. 
She studied in Canberra and moved to Sydney 2 years ago.  

Her mom came from mainland China, Hei Long Jiang province.  

They travelled with a bus tour. 

Chinese media CEO 
 
 

Method 1. 

T2 

 

Shuo Shuo is from Beijing, and has lived in Hobart for nearly half a year 
as a student. She has been to many places in Europe and the 
Pacific Ocean area.  

She visited Port Arthur with a tour company with about 50 
people on the bus. 

International 
Student 

Method 2. 

T3  

 

Niu and her 
husband 
(interview 
accompany) 

The couple are from Beijing.  

They are in their late 50s. 
Travelled in Tasmania with a tour company. 

Unknown Method 1.  

T4 Mia Mia has lived in Australia for nearly 3 years now, was a student of 
UQ.  

She recently moved to Hobart for immigration purpose. She is 
originally from Hebei.  

She visited Port Arthur with another three friends from Brisbane, 
all Chinese students. 

Graduate Method 2. 
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T5 Zhang A late second year PhD student in Launceston. Visited PA with 
her parents. She’s from Yunnan.  Her dad spent 13 days in 
Tasmania. Her mom stayed longer. They travelled 10 days 
together. 

PhD student Method 2. 

T6 Xu He visited Tasmania with his mom.  

Xu is from Yun Nan province, and he is a very experienced 
traveller.  

He is a Masters student in Melbourne. He has lived in Australia 
for more than 1.5 years. 

International 
student 

Method 2.  

T7 Yang Yang visited Tasmania with one of his friends (a guy from same 
hometown with him, also a student). They are both from Tai 
Yuan, Shanxi province. 

Yang was a postgraduate student at University of Queensland, 
and he has lived in Australia for 2.5 years. 

Graduate Method 2. 

 

T8 Shenke She’s travelling alone and came to Australia by herself. But some 
of her itinerary was booked with a tour company.  

Shenke has visited many cities in Australia, and many famous 
attractions in the world. She lives in Shenzhen. 

Travel consultant Method 1. 

 

T9 & T10 Mia Zhang and 
Mia’s dad 

Mia was from Shen Yang, Liaoning province. She married a Dutch 
man three years ago, and moved from China to Tasmania.  

Mia’s parents were here for about three months to look after 
their granddaughter. This was their first time to Tasmania.  

Full-time 
housewife 
 
Retiree 

Method 2. 
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T11,  
T12,  
T13,  
T14,  
T15. 

Susie  

Lue 

Esa 

Lue’s mom 

Lue’s Dad 

Susie was my classmate from China, Lue was my schoolmate as 
well, Esa is their classmate in UQ.  

Susie is from Shanghai/ChongQing, Lue and her parents are from 
Chongqing.  

Esa is an Italian Chinese, grow up in Italy, but has been to China 
over many school holidays to study Chinese.  

Lue’s parents and uncle were here for her graduation. Therefore, 
they decided to travel as a group of six.  

Lue’s dad is from government, formal, and her mom works for 
some department as well. They are in their early 50s.  

Graduates 
 
Graduates 
 
Graduates 
 
Government 
employee 
 
Government 
employee 

Method 2.  

T16 & T17 Pan (A1) 

and  Big 
Handsome (A2)  

Pan is a student at UTAS, and has lived in Tasmania for about 2 
years.  

Big handsome is a Master’s student at ANU, and is in Hobart for a 
summer internship program. He went on a road-trip around 
Tasmania with 8 people in a group. He is from Heilongjiang 
province. He has lived in Australia for half a year.  

International 
students  

Method 2. 

(Below are tourists with other roles) 
R1 David David is from Beijing. Prior to Hobart, he studied shortly in 

Melbourne. He has lived in Hobart for one year, doing MBA. 
David visited Port Arthur historic sites three times; the first time 
was with friends and the last two times in the role of a ‘tour 

International 
student, tour 
guide/bus driver. 

Method 2. 
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guide’. David is 33, was a doctor in China until 5 years ago, and 
changed career to sales in a pharmacy company. 

R2 Fish Fish visited Port Arthur as an industry partner invited by Port 
Arthur management team. Previously, Fish also visited Port 
Arthur with her mom during her visit to Tasmania.  
She graduated more than one year ago from UTAS. 

Travel 
consultant/booking 
coordinator 

Method 2. 

R3 Noah Noah worked for Port Arthur as a food and beverage attendant in 
the café over the summer tourist season. 
Noah visited Port Arthur three times as a tourist; the first two 
times was with friends, the third time was with his parents.  
Noah is a UTAS graduate, majoring in accounting.  
Before working for Port Arthur, Noah worked at an Asian noodle 
take away .  

Graduate, 
accountant, waiter. 

Method 2. 

R4 & 
R5 

Jiang and Amy 
(interview 
accompany) 

Jiang is an editor of a local news magazine, her family moved to 
Tasmania 20 years ago. Jiang visited PA almost 20 years ago, and 
recently visited twice taking Chinese cultural exchange group 
tours to Port Arthur.  
Amy works for Jiang’s magazine.  

Magazine editor 
Author  
 

Method 2. 
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Table 7 Operator participants information 

Participant 
Code 

Roles Other information 

O1 Port Arthur Manager  

O2 Port Arthur Mandarin speaking tour 
guide. Travel consultant/booking 
coordinator of a local Chinese travel 
agent.  

UTAS graduate from 
accounting and tourism. 

O3 Port Arthur Mandarin speaking tour 
guide; marketing officer. 

UTAS graduate; holds 
degree of hospitality, 
tourism and sports 
management from China.  

O4 Chinese travel agent entrepreneur/co-
founder 

Interested in travel and 
started up the business 
with a friend. 

 

 



Audio tapes were used in interviews after obtaining respondents’ permission. Audio recording 

helps to validate the accuracy and completeness of information collected (Barriball & While 

1994), which simultaneously provides detailed insight into the performance of both the 

interviewer and the respondent. After interviewing, digital recordings were transcribed 

immediately.  

 

4.2.1.3 Interview data analysis 

According to Burnard (1991), researchers should be very familiar with the data and “become 

‘immersed’ in the data” (p. 462) before analysing them. Therefore, I transcribed all the 

interview recordings into individual manuscripts by myself without using any personal or 

digital assistant. All the interview transcriptions were in English; this way, my supervisors (co-

authors of the published papers) who do not read simplified Chinese were able to provide 

feedback and suggestions. This process was helpful to assess confirmability of this research. I 

created individual folders for each participant, which include the recruitment method, 

interview method, participant’s basic background information, interview transcripts and 

notes. Therefore, my raw data includes interview transcripts, fieldwork reflexive diary, photos 

and related brochures, and observation notes.  

Following this, I read the reflexive fieldwork diary and notes, and transcripts several times 

before turning these rough transcripts and notes into more coherent data. Then, I made a 

table and allocated answers from all the participants to each interview question. A 

preliminary summary and my initial thoughts were recorded and constituted one column of 

the table. This interpretation was essential in order to transfer answers of participants into 

presentable arguments.  

Different colours were applied in manuscripts to highlight different themes. For instance, the 

yellow highlight represented mediator’s influences; the grey highlight represented personal 

feelings; the blue highlight was about other tourist sites that participants referred to during 

interview conversations; and the green highlight was related to perceptions of Tasmania as a 

holiday destination. Categorisation of materials was essential in order to conduct a better 

analysis of how the data relates to key concepts and issues indicated in literature. 
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It is worth noting that in the results chapters, quotes from participants have been lightly 

edited for grammar, but their meaning has not been altered. Overall, the flexibility of 

adopting WeChat, the use of multiple research techniques, and asking for other opinions in 

data interpretations were methods adopted to improve research dependability (Decrop 

2004).  

 

4.2.2 Participant Observation  

Another method, participant observation, is commonly used as a means to ensure the validity 

and trustworthiness of qualitative research data (Bowen 2002). Participant observation refers 

to methods of ‘generating data which entail the researcher immersing herself or himself in a 

research “setting” so that they can experience and observe at first hand a range of dimensions 

in and of that setting. These might include: social actions, behaviour, interactions, 

relationships, events, as well as spatial, locational and temporal dimensions.’ (Mason 2002, p. 

84). Accordingly, this methodological approach complementing interviews is a well-suited 

tool for any researcher wanting to learn about the experience, perceptions, and 

understandings of a particular phenomenon. Considering the embodied, communicational, 

context-specific and participatory nature of co-creation, interviews can provide some, but not 

enough, information on this practice (Mack et al. 2005).  

The ontological perspective which sees Chinese tourists’ interactions, actions and behaviours 

and the way they interpret the tourism experiences are central to my study. The 

epistemological position of the study suggests that knowledge or evidence of the social world 

can be generated by observing and participating, and experiencing the ‘real’ tourist 

experiences and the interactive, co-creative situation. Participant observation method helped 

me to know what the experience of the social setting felt like, that is, how the tourism 

experiences were provided in the study area (Mason 2002). This supporting technique 

enhances the understanding of the research context and the spectrum of engagement that 

Port Arthur provides to Chinese tourists. In the knowledge production process, some of the 

contextual and abstract background information of tourist experiences is difficult to be 

acquired from interview conversations alone. 
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The observational method excels ‘in the possibility of gaining an in-depth understanding of a 

situation in its natural or usual social context, and especially by providing a sense of what has 

been called an ‘insider’s view’ of that situation and context’ (Decrop 2004, p. 277). 

Researchers therefore immerse themselves in the research site and are active members in 

the social process being studied (Kalof et al. 2008). Consequently, the ‘participant observation’ 

method helps to document what takes place in the actual practices of ‘co-creation’ as a 

complement to interviews; and in doing so, it adds depth and richness to the insights 

regarding the processes of co-creation of the tourism experience. The method adds data to 

the study, and meanwhile conceptualise myself as active and reflexive in the research process 

(Mason 2002). 

However, there are disadvantages of using participant observation method, according to 

Mack et al. (2005). One of the criticisms of the method is its difficulty of documenting the 

data while observing. Researchers need to write down and expand the observation notes as 

soon as the observation sessions are completed. Memories fade quickly and there is a risk of 

losing or mis-recording data. Secondly, subjectivity can influence the interpretation of the 

study setting. To improve data reliability, it is suggested to report or describe what has been 

observed, other than trying to interpret and impose a judgement on what has been seen. 

During my fieldwork, in order to avoid the above criticisms, I brought a fieldwork diary and 

noted down key points that were related to my investigation as I experienced the study area. 

Immediately after the participant observation session ended, I expanded the notes based on 

what had happened while experiencing the destination. The last disadvantage of participant 

observation is that it can be time-consuming. However, my study only required a basic 

experience of the study area, to gauge what a ‘real’ Chinese tourist would experience in one 

day.  

Additionally, brochures, related websites, and promotional materials and photographs of the 

study area were collected before and after participant observation, in order to know how the 

operator provided tourism experiences to Chinese tourists. This assisted me to gain a better 

understanding of the main data collected from the interviews and participant observation. 

More importantly, as proposed by Tracy (2010), high-quality qualitative research requires rich 

rigour. All the above steps including using various means of data collection and triangulation 

of this study followed a rigorous lens. The quality in qualitative research which requires 
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flexibility, will be presented in Chapter 5 when I discuss how WeChat was recognised as a 

useful tool in the field.  

 

4.3 The study area - Port Arthur Historic Site 

The previous sections introduced the rationale of the research methods. This section 

discusses how the study area – Port Arthur was selected, and introduces Chinese tourist 

experiences at the site. My research was designed to select a business which involved in at 

least basic co-creative elements. The logic of this sampling is in accord with purposive 

sampling approach that is based on knowledge and observation about the Tasmanian tourism 

industry (Babbie 2004).  

The criteria below allows the study area to relate to Chinese tourists and the Chinese market.  

• The operator is listed on Tourism Tasmania (local tourism government body)’s 

official Chinese website page. 

• The operator is involved in an international travel trade which promotes and sells 

Tasmanian tourism products to China. Refer to the website: 

http://www.tassietrade.com.au/events/trade/ate-2016. 

• The operator has a Chinese website or brochures in Chinese.  

• The operator employs Chinese tour guides/assistants.  

 

According to these criteria, Port Arthur was selected for my PhD research. Port Arthur is a 

Tasmanian State Government owned attraction and is listed as one of the 11 places that make 

up the UNESCO World Heritage-listed Australian Convict Sites. Besides this, another rationale 

for selecting this study area was that compared to many tourism attractions in Tasmania 

which are driven by nature heritage, Port Arthur is one of the few cultural heritage attractions 

where tourists are able to participate in many activities. Port Arthur hosts a variety of events 

and programs all year round and caters to school holidays and family activities. At the time of 

conducting this research, participative activities included finding ‘your own convict past’ using 

a poker card received at the reception to let the convicts’ stories become your stories, 

http://www.tassietrade.com.au/events/trade/ate-2016
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attending a live theatre performance, making traditional handicrafts with children, 

discovering archaeological displays and so forth. 

Port Arthur offers ‘unique, emotional, fascinating and unforgettable’ experiences as shown 

on its website. The business positions itself as  

‘Tasmania’s internationally-significant convict heritage site, connecting visitors with 

Australia’s history and heritage through amazing stories and encounters, guided tours, 

harbour cruise, and more. A visit to Port Arthur is an introduction to the place, its 

people and the past. A ‘must-see’ on any visit to Tasmania.’ (Port Arthur Historic Site 

2017) 

Additionally, Tourism Tasmania’s official website for tourists – Discover Tasmania (2017) 

introduces tips for travelling to Port Arthur as: 

‘The Historic Site has over 30 buildings, ruins and restored period homes set in 40 

hectares of landscaped grounds. Allow plenty of time to fully experience all that Port 

Arthur has to offer. Site entry tickets are valid for two consecutive days and include an 

Introductory Guided Walking Tour, Harbour Cruise, access to Museum, Convict Study 

Centre and Interpretation Gallery and the site of the Dockyard. For a small additional 

fee you can also cruise to the Isle of the Dead and join a guided tour of Port Arthur's 

island cemetery or take a tour of Point Puer Boys Prison, the first reformatory in the 

British Empire built exclusively for juvenile male convicts.  

Spending a night or two in the area will allow time to fully explore Port Arthur and the 

fascinating region around it. Pre-visit bookings, travel advice and information on 

accommodation are available from the Port Arthur Booking Office at the Brooke Street 

Pier in Hobart. Tickets also available on arrival and via the website.’ 

The picture below is a map showing the location of Port Arthur. It takes around 1.5 hours to 

drive from Hobart city centre and is located on the Tasman Peninsula in south-eastern 

Tasmania. 
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(Source: Port Arthur Historic Site - travel trade summary sheet, 2018) 

Figure 5 illustrates the international visitor numbers over the past three years. China 

contributes the highest number of international visitors to Port Arthur. The content is 

provided by Port Arthur managerial team and suggests that its marketing to Chinese tourists 

is significant. 
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Figure 5: Port Arthur international visitor numbers (2015-2018).   

 

 

 2015-
2016 

2016-2017 2017-2018 Latest Growth 
Percentage 

Indonesia 139 341 543 59.2% 

Japan 656 858 1185 38.1% 

Malaysia 577 1108 1225 10.6% 

France 1333 1487 1855 24.7% 

New Zealand 1784 1944 2464 26.7% 

Germany 1924 1953 2482 27.1% 

Singapore 2142 2410 3228 33.9% 

Hong Kong 2333 2751 3923 42.6% 

North America 2978 4498 6729 49.6% 

United 
Kingdom 

4677 5388 6629 23.0% 

China 11846 23564 37740 60.2% 

 

The way Port Arthur markets itself can be found in its yearly travel trade summary sheet 

(2017-2018 is in the image below). The Chinese version is directly translated from English and 

conveys the same meanings.  
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(English travel summary sheet-online brochure 2017-2018, Port Arthur Historic Site) 
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(Chinese travel summary sheet-online brochure 2017-2018, Port Arthur Historic Site) 

 

Additionally, Port Arthur operates an active WeChat official platform (微信公众平台) and a 

Weibo official account (微博公众号) which are the two mainstream social media platforms 

in China (Port Arthur Historic Site 2018). WeChat is called Weixin (微信) in China which is 

owned by Tencent company, and is currently the largest social media platform with more 

than one billion monthly active users. The official platform offers a space for individuals, 
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businesses and organisations to publicly post articles and pictures to broader audiences. It 

also supports messages and comments from WeChat users to Port Arthur. Its Weibo account 

functions similarly, but it is operated by SINA.  

Mandarin speaking tour guides, brochures and signage in simplified Chinese language, 

seasonal ticketing assistants and café staff who are Chinese nationals are available at the site. 

Port Arthur is recognised by CHINA READY & ACCREDITED® (China Ready & Accredited 2018) 

the Global Quality Service Certification Program. The program is presented to help Chinese 

travellers identify products and services they can trust when travelling overseas. The image 

below is shown on Port Arthur’s official webpage as a way to present its experience in 

engaging with the Chinese market. All of these above facts reveal that Port Arthur is highly 

Chinese market centric in its international travellers’ marketing.  

 

Port Arthur is centred around British convict colonial history and heritage as well as Australian 

customs and practices; it represents an opportunity to study tourist experiences in relation 

to the cross-cultural issues. Chinese tourists are from a dynamic and complex eastern cultural 

background who might generally possess less knowledge of British colonial history, compared 

to European or local tourists. From a co-creation perspective, Chinese tourists might reaffirm 

their expectations differently from some Australian tourists who want to trace their roots; 

and their level of engagement at Port Arthur might be different as well. Consequently, people 

with different socio-cultural backgrounds experience a same attraction in various ways. 

Therefore, Port Arthur was a suitable choice for this thesis to uncover the Chinese tourist 

experience co-creation. This context involves rounded and contextual understandings on the 

basis of complex, rich, nuanced and detailed data. In the next section, types of tourism 

opportunities that exist at Port Arthur for Chinese tourists will be discussed from my 

participant observation experiences as a researcher.  
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4.3.1 Participating and observing at Port Arthur 

As was discussed in 4.2.2, participant observation was chosen as a complementary method 

to interviews to generate data. This section records the procedures of my observation at Port 

Arthur from a Chinese tourist’s perspective. The section articulates what I encountered and 

experienced as a daily Chinese tourist step by step. The participant observation was designed 

to observe the premises, signage, Chinese components of the site, how Port Arthur has 

designed products for Chinese tourists, what activities and experiences were provided, and 

how the landscape and surroundings looked like. Pictures were also planned to be taken while 

‘travelling’ at Port Arthur as a ‘tourist’.  

 

Upon contacting the manager of Port Arthur through the email invitation, I asked for 

permission to conduct participant observation at the site. The observation was permitted. As 

I am from mainland China, travelling to Port Arthur and experiencing the same as normal 

Chinese tourists would assisted me to understand what the overall tourist experiences and 

potential co-creation processes looked like in this business for the mass Chinese tourists. My 

research assistant drove me to Port Arthur. I spent around seven hours at the site, which was 

much longer than most Chinese tourists who spend on average three to four hours.   

 

Upon arrival after parking and entering through reception, I firstly went downstairs and 

explored the gallery on the lower level of the visitor centre, and participated in the interactive 

displays, such as using the poker card received at the reception to match with a convict’s past 

and read the stories. Information on Port Arthur’s extraordinary evolution from a humble 

timber yard, to one of the country’s most feared penal settlements was also introduced in 

this gallery to visitors.  

 

Afterwards, I joined a Mandarin speaking tour for around one hour, and walked around a few 

main sites with the group. The guided tour group had around 20 Chinese-looking visitors. 

Then, I followed the main crowds of Chinese tourists to observe them and got on to a harbour 

cruise. The cruise stopped at two locations: the Isle of the Dead (Port Arthur's island cemetery) 

and the Point Puer Boys Prison (the first reformatory in the British Empire built exclusively for 

juvenile male convicts). Although visiting these two attractions were not popular among 
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Chinese, for the purpose of understanding products and experiences Port Arthur offers to 

visitors, I joined guided tours to both sites which required extra entrance fees. It was 

interesting to find that in both tours, I was the only Asian-looking person in the group. The 

groups comprised people in different ages, genders, and a few families. These two tours were 

in English.  

 

After the tours, I bought snacks at the museum café. My trip ended up with visiting the 

souvenir shops inside the visitor centre. The shop was selling a range of products include gift 

items made in Tasmania, postcards, books, DVDs, clothing, jewellery and artwork. I also saw 

dried candy abalone, and Tasmanian lavender bears being sold here. These particular two 

products have Chinese signage and information attached to them (See images below).  

 

(Image 1: lavender bears with a picture showing the Chinese President holding it) 

       

(Image 2 & 3: Tasmanian dried abalone with Chinese translations attached to the products) 
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4.4 Ethical considerations 

The research was conducted with the approval of the Human Research Ethics Committee of 

the University of Tasmania (approval number: H0015990) and abided by Australian National 

Statement on Ethical Conduct in Human Research (NHMRC 2018). To fulfil the considerations 

of ethical approval, the data collection invited voluntary participation. Prior to each interview, 

an information sheet and a consent form were provided to potential participants to explain 

the purpose of the study, and to address issues relating to anonymity and confidentiality 

(Dowling 2000;  Babbie 2004). Participants could choose to withdraw from the study any time. 

Interview transcripts were returned to participants for approval prior to data analysis. The 

transcribed interviews were anonymised, and pseudonyms or vaguer descriptors were used 

to deal with any problematic identifying information (Dowling 2000; UK Data Service 2016). 

The employer of the local shop where an invitation was placed (as mentioned in section 

4.2.1.2) was also adequately informed about this research out of ethical consideration.  

Additionally, data in this research is non-identifiable. The research does not label any data 

with individual identifiers; instead other means were used to anonymise the participants, 

particularly in the case where individuals’ private information was singled out in the data 

analysis. Consequently, as McGehee (2012) appraised, an ethical research program which 

assures respect towards both researchers and informants, as well as the confidentiality of 

informants, are prerequisites for a successful interview.  

In detail, abiding by Chapter 2.3 of the National Statement, this project firstly sought informed 

consent for participant observation to be undertaken at Port Arthur from the manager. This 

application received a waiver of consent from Chinese tourists who would be observed, 

because the risk generated by research activities was extremely low as stipulated in National 

Statement 2.3.10 (a,b). It is impracticable to ask every tourist for consent due to the large 

numbers involved (National Statement 2.3.10 (c)) and because tourists may change their 

behaviour if they are made aware that they are being observed (DeWalt & DeWalt 2011). 

There was sufficient protection of their privacy as the research did not record any people’s 

personal details and the observation date (2.3.10 (e)). Data collected through the observation 

method was not identifiable. The behaviour of an individual was described and noted down 
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in a field work diary confidentially and anonymously (2.3.10 (e,f)). There was no commercial 

exploitation of derivatives of data related to this project (2.3.10 (h)).  



4.5 Summary 

This chapter outlined the rationale of the selected methodology to conduct this research. The 

qualitative nature of the research was discussed. Justifications of using interview and 

participant observation to collect data were provided. The chapter also introduced the study 

area – Port Arthur and its suitability given the research context.  

The role of this chapter is to provide a bridge between the literature review chapters and 

Chapter 5 – ‘Researching Chinese tourists on the move’ (a journal article that is in press). 

Taking an ethnographic approach, Chapter 5 examines the use of the social media app 

WeChat for mitigating the time pressures faced by researchers and tourists as subjects. 

Chapter 5 also functions as a methods chapter.  

 



CHAPTER 5 Researching Chinese Tourists on the Move 

This chapter has been published as follows: 

Ma Yue, Hardy A, Ooi CS, 2019 ‘Researching Chinese Tourists on the Move’, Journal of China 

Tourism Research, p. 1-16.  

 

Abstract 

Time is scarce for most tourists. This posts challenges for fieldworkers when conducting face-

to-face interviews with them. This is particularly pertinent with Chinese tourists. This paper 

explores the use of the social media app WeChat for mitigating the time pressures faced by 

researchers and tourists as subjects. Hugely popular in China, WeChat has rarely been 

explored within the literature as a tool for data collection. This paper addresses this dearth 

by taking an ethnographic approach and using our experiences and reflections on the multiple 

challenges we faced, particularly, but not exclusively on the limited time of Chinese travelers 

in Tasmania, Australia. This paper contributes to tourism methodology by critically assessing 

the potential use of WeChat for researchers. It extends the understanding of using social 

media as tools for qualitative data collection, and simultaneously considers the enhancement 

of the researcher’s wellbeing.  

Keywords: WeChat, Chinese tourists, data collection, qualitative research, reflexivity.   

 

5.1 Introduction  

Researchers who want to talk to tourists have a daunting task. Tourists are not always 

receptive to cooperating because they do not want to be disturbed or they prefer to spend 

their leisure time doing something else. This is understandable as time for travel is limited. 

Additionally, people prefer to spend their leisure time on private affairs. As such, any behavior 

infringing on their space or private time can be considered inappropriate. And consequently, 
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data collection issues of how to recruit a sufficient number of travelers, how to capture 

travelers’ opinions adequately and effectively while ensuring the samples are reliable and 

valid, are practical and logistical questions that need to be integrated into the research design 

and during data collection.  

 

Research shows that travel itself may generate anxiety for tourists. For example, Chinese 

travelers to Australia worry about travel arrangements and logistics, such as reservations and 

getting tickets (Jin et al. 2016).They also experience anxiety over other issues, including a lack 

of thorough planning and destination knowledge; limited travel time; a desire for value for 

money; taboos; cultural clashes; language barriers and food choices (Ma et al. 2018).  

 

The emerging Chinese outbound tourism market has grown to the world’s largest and its rapid 

growth has attracted substantial attention from destination management and marketing 

organizations (Arlt 2013; Huang et al. 2015). Subsequently, the desire to survey this growing 

group of travelers has increased (Tse 2015). However, while on the road, tourists’ are focused 

on experiencing the new and strange place, and not on entertaining questions from 

researchers. Chinese travelers have been found to be skeptical of research, and survey 

recruiters are required to emphasize under whose authority they are conducting their 

research (Hardy et al. 2017). Consequently, research seeking to elicit quality data from this 

cohort of travelers must be undertaken in an even more sensitive manner.  

 

This paper suggests that WeChat may offer a practical platform to respond to the challenges 

of surveying Chinese outbound travelers. WeChat was launched in 2011 by the Tencent 

Company. It is now the most popular Chinese social media app, as well as an important 

platform in enterprise publicity (Jin et al. 2015). A recent report shows that WeChat has 

almost one billion monthly active users; and nearly a third of time spent on mobile apps in 

China is spent on WeChat (Meeker 2017). This has profoundly altered the ways internet users 

communicate with one another and also changed their lifestyles. Surprisingly, while many 

research articles have touched on the use of social media apps such as Facebook, Instagram 

and Weibo as tools to collect data (Liu et al. 2017; Wolfe et al. 2014), very few discuss the use 

of WeChat. As a result, there is a lack of discussion in the tourism literature  on WeChat’s 

potential for surveying time-poor travelers. 
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In response to this, our paper begins by introducing WeChat, its relevance in Chinese 

travelers’ activities and its usefulness for data collection. Then, taking on the “reflexive turn”, 

this paper discusses the first author’s fieldwork experience with the recruitment of 

interviewees, and lessons learned from reflections using WeChat for interviews with Chinese 

tourists in Tasmania, Australia. It illustrates how WeChat can be a tool to circumvent time 

problems during fieldwork. The paper critically discusses the advantages, limitations and 

concerns of using WeChat as a data collection method at the end.  

 

5.2 WeChat and its use in tourism 

WeChat is the social media app of choice for many Chinese (Harwit 2017; Xu et al. 2015). 

WeChat’s Chinese name is Weixin (微信) which literally means “Micro Letter” or “Mini 

Message”, and it was developed as a mobile text and voice message communication service 

(Lien & Cao 2014; Wang et al. 2015). WeChat is used for person-to-person and person-to-

small-closed-group communication, which makes it different from public online activities 

such as Weibo (Microblog) or LinkedIn.  

 

WeChat has evolved. It has gradually integrated messaging, voice and video chatting, real-

time cashless payment, picture posting and sharing in the “Moment” feature, business 

booking, doctor appointment booking, e-document delivery, article sharing and others (The 

Economist 2016). However, unlike Weibo, all users receiving the Moments posts need to be 

personally accepted by the senders (Harwit 2017).  

 

Research indicates that WeChat’s design speaks to Chinese collectivistic cultural aspects and 

its digital and real-world interaction, such as keqi, respect for authority and guanxi 

(Vodanovich et al. 2017). On the other hand, some WeChat features such as Go Dutch (for 

splitting bills) illustrate how China is changing, and that the Chinese are discovering new ways 

to maintain guanxi (Ma et al. 2018; Ooi 2015): traditionally splitting bills is an uncommon 

practice in China. Additionally, WeChat has many non-Chinese users and the app supports 
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multiple languages. Many social media including Facebook are restricted in China (Lien & Cao 

2014), and WeChat has become the major and the most popular one in China. This popularity 

provides research potential in tourism.  

 

5.2.1 WeChat and Chinese travel 

The rise of social media in China has played an important role for Chinese people to search 

for and share travel information, and encourages them to explore new pursuits (Chen et al. 

2015; Wu & Pearce 2014). With the integration of WeChat into people’s daily lives, it has also 

become a tool for Chinese travelers.  

 

Data from the use of WeChat by travelers reveal travel patterns from China. For example, 

during China’s National Day Holiday period (1st October - 8th October, 2017), 1st October had 

the peak number of travelers going abroad with nearly 700,000 WeChat users. Throughout 

the eight days, Southeast Asia received the most Chinese travelers, followed by East Asia 

(WeChat 2017a). Moreover, during the holiday, 52% of payments abroad were made with 

cashless QR code scanning – WeChat Pay was spent on duty-free shops (WeChat 2017a). 

WeChat is not just used to access travel information and for maintaining contact with family 

and friends , it has become the electronic wallet for many Chinese tourists (The Economist 

2018; WeChat 2017b).  

 

In addition, many tourism operators and government organizations have explored the use of 

WeChat. For instance, Tourism Australia used it for marketing and for mining tourism big data. 

Tourism Australia launched its official WeChat account in Mandarin Chinese in 2013, which 

featured online marketing campaigns, destination information and travel tips. Furthermore, 

it developed a channel for industry players on using social media to determine how WeChat 

can benefit the Australian tourism industry and how big data from WeChat users can relate 

to other travel data (Tourism Australia 2017).  

 

While tourism businesses are exploiting the benefits of being connected to WeChat, the app 

can also be a useful tool for communicating with tourists, and collecting data from them. 

While businesses tap into emerging channels of communication with tourists, researchers 
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must do likewise. Fieldworkers must be cognizant and willing to use new tools that are 

relevant to their participants. 

 

5.2.2 WeChat for data collection 

Despite the emergence of social media and the enormous popularity of WeChat among the 

Chinese at home and during travel, few studies have explored the potential use of WeChat as 

a tool for assisting data collection (Zhang 2015), including in the field of tourism (Gou et al. 

2016; Huang et al. 2017). As an example, the research team of Gou et al. (2016) used WeChat 

to collect travel experiences of one traveler to investigate space-time behavior. The study 

analyzed the informant’s WeChat Moments and daily posts including footprints, photos and 

moods. It concluded that collecting data through social media platforms yields meaningful 

outcomes. Additionally, a PhD project by Cai  (Cai 2016) used WeChat to understand Chinese 

travelers’ experiences in Europe through group chats and WeChat Moments.  

 

Surprisingly, there is still  little research that has comprehensively explored the possible use 

of social media platforms like WeChat to collect research data from time-poor travelers. Since 

social media has now become part of people’s daily lives and an important tool for improving 

travelers’ experiences, there is a need for research to examine advantages and limitations of 

adopting these tools.  

5.3 Data collection involving WeChat  

5.3.1 Setting the scene – the time problem 

This section shows how we have recognized WeChat as a practical tool to assist data 

collection. The main study aims to develop a comprehensive understanding of how tourists’ 

socio-cultural backgrounds shape and influence tourism experiences of Chinese tourists. To 

answer this question, data were collected by observing, mingling, talking, asking and listening 

to participants (Mason 2002). In order to achieve this research aim, semi-structured 

interviews with open-ended questions were conducted. Observations was documented and 

they complemented the interview data. Port Arthur, a famous UNESCO World Heritage site 
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in Tasmania, Australia was the chosen field site. The research was led by the primary author 

who speaks Mandarin and grew up in China. The field work was conducted in summer 2017. 

McGehee (2012) argues that actively engaged tourists are willing to share their time and 

would be eager to discuss travel experiences with researchers. However, this is more an 

exception than the norm for the huge majority of Chinese tourists. After the first few 

attempts, we found that travelers lacked the time for an in-depth interview (30 minutes - 1 

hour) and were reticent towards such a request. Furthermore, it was not appropriate and 

feasible for us to interview travelers at the heritage site, given their limited time there. Initial 

pilot tests of the research revealed that for many potential participants, even ten minutes 

was considered too time-consuming. Many preferred to spend their time on sightseeing, 

shopping or resting instead of talking to us. The interviewees were impatient and were visibly 

distracted.  

 

Limited time and the resulting travel anxiety among Chinese travelers have been explored 

previously (Jin et al. 2016; Ma et al. 2018; Rolls 2017). The reluctance to cooperate must be 

understood in a Chinese context. For instance, annual leave in China is short and some do not 

have paid holidays. For many, a long-national holiday plus annual leave adds up to 10-15 days, 

which is considered an ideal time for overseas travel. For the purpose of leisure holidays that 

travelers spent in Australia (Tourism Research Australia 2017a), the Chinese spent the least 

amount of time in the country compared to Germans, Japanese, British and Americans over 

the last five years (Table 1).  

 

Table 8 (In publication - Table 1):  Average holiday nights spent by visitors between 2013-
2017 

Country 

Year 

2013 

Year 

2014 

Year 

2015 

Year 

2016 

Year 

2017 

China 9 9 9 10 12 

Germany 55 51 51 47 44 

Japan 23 21 19 18 22 

UK 47 46 46 40 37 

USA 19 16 18 18 16 
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(Source: International Visitor Survey, year ending December, Tourism Research Australia 

2017) 

Generally, two days are used for travelling to and from Australia, one week is spent in 

mainland Australian cities, they usually spend fewer than five days in Tasmania. Data show 

that Chinese leisure travelers spend 4 days on average in Tasmania, which is considered a long 

time from a Chinese point of view (ABC 2016). They tend to visit more than ten tourist 

attractions, no matter whether they travel independently, or in a tour package. Our pilot 

study also revealed that some travelers were on the road for over 12 hours a day.  

 

When we approached rushed Chinese travelers during their trip, displeasure inevitably 

resulted. Therefore, the conundrum of recruiting a reliable sample of Chinese visitors for data 

collection is a major challenge that requires a new approach. 

 

5.3.2 The discovery of WeChat as a tool: research diary reflections 

In order to explore strategies overcoming time and anxiety barriers, and to critically assess 

the use of this relatively unreported data collection platform, a diary was kept during the data 

collection stage, which allowed for assessments of the process to be made, along with 

assessments of the social context and our roles in the process (Burgess 1981; Dowling 2000; 

Koning & Ooi 2013). Table 2 illustrates the application of WeChat during each stage; some 

quotes from the research diary are given as examples for the analytical reflection process. 

The recording process was undertaken to ensure reflexivity (Fleming & Fullagar 2007). 

According to Mason’s (2002) definition, it refers to “thinking critically about what you are 

doing and why, confronting and often challenging your own assumptions, and recognizing the 

extent to which your thoughts, actions and decisions shape how you research and what you 

see” (p.5). Being reflexive means to be in a process of constant, self-conscious scrutiny of the 

self as researcher and own situation (Dowling 2000; Mason 2002).  

 

Our research diary recorded our decision making process, observations, encountered 

situations, thoughts, personal feelings and emotions under each situation and stage. Inclusive 

reflexivity that makes “room for [the] emotions” of fieldworkers is arguably necessary in social 

research (Koning and Ooi 2013).  
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Our understanding of how WeChat came to be an indispensable tool to qualitatively survey 

Chinese tourists in their various traveling settings was gradual, and it took time to evolve. 

Initially, the field work situation was extremely difficult which created frustration for us. Since 

allocating our own time towards “chasing” tourists for interviews was unsatisfactory, we 

found ourselves relying more and more on WeChat to disseminate information about our 

research and to recruit participants. It proved to be an efficient tool. In addition we also 

noticed the value of WeChat’s “digital thanks” feature, which allow us to express our 

appreciation to potential participants who responded.   

 

Following the decision to use WeChat, an invitation letter indicating the research topic was 

drafted. This included our traditional contact details, WeChat ID and work phone number. 

The letter invited potential participants to spread the word to their friends or relatives, if they 

were planning to visit Tasmania in the next three months. The invitation letter was posted on 

WeChat Moment, allowing our WeChat friends to see this. Soon after, our WeChat friends 

shared the post, including a local hotel owner, a tour guide, a few Chinese students, and a 

famous person from the local Chinese community who had more than two thousand 

followers. In addition to the Moment, the invitation letter was circulated among several local 

Chinese WeChat groups we were part of. The groups were mostly for information sharing and 

community chatting in Tasmania, and have between 30-500 users. The individuals who 

received the invitation letter were rather diverse. In total, nineteen Chinese travelers were 

recruited by this approach, through a mixture of “snowball sampling” and “convenience 

sampling”.  

 

In addition to the use of WeChat moments and groups chats, the primary author used her 

role as a casual sales assistant in a souvenir shop to promote the project. When Chinese 

travelers walked into the shop, they were invited to take part. Once they agreed to participate 

in the research, we invited them to be contacted through WeChat. Out of the six individuals 

who were approached, four Chinese travelers were recruited while the remaining two did not 

meet the selection criteria. Our WeChat communication link was established through our 

individual QR code, using the primary author’s personal smartphone. An information sheet 
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and a consent form were sent to them later through the app. The act of exchanging WeChat 

contacts create a relationship of sort, in this case, the start of an acquaintanceship.  

Following the two modes of recruitment, seven interviews were conducted via WeChat. 

Among these, three interviews were conducted in a real-time audio chatting format after the 

travelers finished the trip and returned home. The time was chosen at their convenience. The 

audio chat quality on WeChat was acceptable. We recorded voice calls using a recording 

device with respondents’ consent. It was similar to a telephone interview. On WeChat, dialing 

phone numbers is replaced by pressing the button of “voice call”. It is cheaper, and also, many 

places are covered by Wi-Fi or 4G network which make WeChat users accessible. WeChat also 

supports video chat; however upon some experimentation, audio chatting was chosen 

because video chatting was found to be too intimate for newly formed acquaintances and 

may create awkward moments.. Furthermore, video chats use more data.  

 

In addition to the WeChat audio interview, a further four interviews were conducted via 

WeChat text/hold-to-talk voice message because we could not find a common time. After we 

sent the interview questions in text format, the participants could choose to reply using a 

voice message, rather than a typed response. For tourists, this technique was a convenient 

way to conduct interviews, because they could read the interview questions whenever they 

have internet service and reply at a convenient time, such as while waiting for an order at a 

café, or traveling in the tour bus. The hold-to-talk voice message service is popular in WeChat.  

 

Finally, out of courtesy, after each interview, we sent a digital “thank you” message to 

participants. Emoji were helpful to emphasize our gratitude.  

 

We also received permission to access participants’ WeChat Moments after the interviews, in 

order to glean additional information and broader data on their travel behavior through their 

pictures and stories in their posts. This netnographic approach allowed us to analyze multiple 

angles of participants’ life and opinions (Kozinets 2010). For example, reviews of participant’s 

Moment pictures and posts revealed aspects of the travel experience participants wanted to 

record and be seen to have enjoyed. One diary entry recorded an observation in which one 

participant portrayed her love of the heritage site’s historical stories, although during the 

interview she did not mention the importance of stories in shaping her memorable 
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experiences. We are aware that posts on social media do not always give the complete picture 

(Bullingham & Vasconcelos 2013; Hogan 2010). Therefore, an examination of both interview 

data and data from other sources increases the validity of the information they provided, 

especially when the data appear contradictory 

 

We know that it is difficult to discover whether the self-portrayals of participants in their posts 

are truthful or guided by underlying personal and cultural motives. The presentation of one’s 

life publicly is often a carefully choreographed display (Goffman 1959). Additionally, WeChat 

Moment has a function to semi-reveal the posts, or block certain contacts from seeing their 

posts; so not all WeChat users choose to reveal all of their posts in their network. All the 

participants who joined this research were willing to reveal their Moment to us. 

 

In terms of exiting the field, we hid or stopped following most participants’ WeChat Moments 

after sending a “digital thank you”. We formally deleted their accounts from our participant 

list after sending them the interview manuscripts and obtaining their approval. It should be 

noted that we could not unfollow all our participants, nor delete their accounts from our 

contact list because as aforementioned, a rapport was already between us and some of them. 

We interacted further with a few participants, such as responding to questions they have 

regarding travel in Tasmania. However, this practice required much caution to ensure that 

ethical considerations are met.  

 

Table 9 (in publication -Table 2): Examples of using WeChat in different stages of data 
collection 

Stages Approaches Selected quotes from research diary  

Disseminating 

the research  

Sharing invitation letter on 

WeChat Moment, and local 

chatting groups. 

 

On WeChat, I posted my research needs, 

then some local contacts shared my post, 

including: a hotel owner, a tour guide, and a 

few university graduates.  

Selecting and 

Recruiting 

participants 

Adding potential 

participants as friends. 

 

I met Participant X at the shop, she was my 

customer. I showed her the invitation letter 

and my study purpose. She told me she 
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Texting participants basic 

questions regarding 

selection criteria.  

visited the attraction and said she’s happy to 

help, so we exchanged WeChat. I asked her 

to contact me after visiting the site, but she 

didn’t, so I texted her, she said she’s happy 

to talk on the second last day because that 

day the schedule is freer. 

Obtaining 

Consents 

Sending information sheets 

and consent forms through 

WeChat message. 

I added her, and sent her an information 

sheet and some courtesy words, she agreed 

to participate. 

Interviewing Voice message, text 

message, and audio 

chatting.  

We did voice chat through WeChat. 

Triangulating  Checking participants’ 

Moment;  

reading their pictures and 

posts.  

The couple have visited many places in 

Australia already (I found out these in their 

posts, as well as through our chat) 

Thanks-giving  Sending “thank you” emoji 

to participants after 

interviewing.  

I also sent her a happy kitten’s thank you 

emoji.  

 

Exiting the 

field 

Partially hiding participants’ 

Moments and deleting their 

accounts (with caution). 

After sending the emoji, I deleted his 

account.  

 

 

 

5.4 Analysis  

5.4.1 Advantages of using WeChat for assisting data collection 

WeChat has emerged as a significant channel of communication for people in China. WeChat 

can be a boon for data collection.  
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The first and the most outstanding advantage is its convenience of use. WeChat enables both 

parties to be time-flexible, and this is particularly important for travelers whose situations are 

highly mobile and unpredictable. Tourists are tired after a day of traveling, and fatigue may 

affect the mood and willingness to share their experience. Subsequently, it affects the 

answers they provide. Therefore, if the research is qualitative in nature which requires time 

consuming in-depth interviews, getting enough participants would be problematic. To solve 

this problem, the added flexibility of the choices of interviewing methods that can be used 

with WeChat (audio, voice message and video) enhances its potential for highly mobile, time-

poor travelers.  

 

Secondly, the use of WeChat for data collection also alleviates researchers’ anxiety. 

Researchers are not “super-heroes”; rather, researchers can be vulnerable during fieldwork 

in some contexts (Koning & Ooi 2013; Malam 2004). Disturbing a tourist during their limited 

time of leisure can cause researchers to feel  stressed, guilty and uncomfortable. Such feelings 

might impact negatively on productivity, self-esteem and satisfaction (Denovan & Macaskill 

2017; Han & Patterson 2007). WeChat alleviates time-generated anxieties not only for 

participants, but also for researchers; as a result, both participants and researchers’ wellbeing 

can be improved. Tourism research has largely centered on the wellbeing of tourists and 

communities; but there is little on researchers’ wellbeing.  

 

Thirdly, in this study, WeChat was very efficient in disseminating research and inviting 

potential participants. It should be noted however, that this was assisted by the fieldworker’s 

pre-existing networks within the Chinese community. Research shows that Chinese internet 

users are more likely to contact and trust familiar users on social media; in other words, those 

with whom they have strong social relationships, instead of expanding their existing social 

relationships (Lien & Cao 2014; Luo & Zhong 2015). Additionally, using WeChat to study 

Chinese tourists also aligns with suggestions that Chinese travelers are empowered by 

technology and influenced by social media (Wu & Pearce 2014). 

 

Fourthly, sending a digital “thank you” after our interview through WeChat was a suitable and 

appropriate tool to express appreciation towards their participation and effort. The vivid 

emojis are expressive and fun, notwithstanding that they can  cause misinterpretations (Miller 
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et al. 2016; Stark & Crawford 2015). In addition, WeChat offers the option to send a “Red 

Packet (Hong Bao 红包)”, a feature unique to the app and speaks to the Chinese cultural 

practice of giving money in red packets when celebrating happy occasions and demonstrating 

appreciation  (Holmes et al. 2015; Vodanovich et al. 2017). This feature offers the possibility 

of paying people for participation. Therefore, WeChat provides a further possibility of 

instantaneous and customized expression of  appreciation, beyond giving physical tokens of 

gifts.  

 

Fifthly, using WeChat for assisting interviews not only enhances participation rates, but also 

allows us to build a relationship with participants. For example, before finishing the data 

analysis, we engaged with one of the participants who was an experienced frequent traveler, 

through Moment. We followed her travel status including where she had gone, what stories 

she told, and what pictures she shared. This allowed us to understand her travel style and 

cultural background throughout the whole period of data collection and analysis. Cai (2016) 

argues the process of collecting data through informants’ physical mobile behaviors on 

WeChat is a way of “online observation”. From a theoretical perspective, qualitative research 

is grounded in a philosophical position that is broadly interpretivist, concerning how the social 

world is interpreted, understood, experienced, produced or constituted (Mason 2002). 

Accordingly, qualitative researchers deploy a wide range of interconnected interpretive 

methods to make their subjects more accurately understandable. In some cases, a further 

understanding of participants through online observations benefits ethnographical analysis.  

 

Lastly, out of safety concern for ourselves as researchers, using WeChat to communicate is 

considerably safer. Especially, if the researcher has reservations of attending interview 

sessions which might be out of the researcher’s control. For example, going to the 

participants’ accommodation might be unsuitable and confronting considering the 

interviewer’s specific circumstances, or other way around. Having a sense of safety ensured 

the interview could be conducted in an efficient and professional manner.  
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5.4.2 Limitations of using WeChat for qualitative data collection 

The first limitation is that fundamentally, in qualitative studies, a serious challenge is that no 

matter whether the data is collected through face-to-face, or through a digital device, 

informants may not reveal all of themselves. As a result, the picture portraying the social 

inquiry may not be complete. As Goffman (1959) pointed out, individuals do not reveal their 

social identities to all audiences, but rather a selective presentation of self. Research shows 

that the presentation of “self” on social media is a deliberate choice of personal identity 

(Bullingham & Vasconcelos 2013; Hogan 2010). We summarized this as a digital incongruity 

that appears in the differences between the real and virtual world. As a consequence, the 

data must be interrogated and situated in context.   

 

In the virtual world, personal and cultural background are reflected through usage. This 

implies that people may choose to limit their exposure for personal or cultural reasons (Miller 

2012). Further, Munar (2014) argues that: “the virtual space of social media reproduces 

inclusion and exclusion patterns of tourism physical worlds. Despite popular discourses on 

the democratization and participation of social media, not everybody participates and shapes 

the digital tourism lifeworld” (p. 41). As a result, we concur that what is displayed online is 

not always a presentation of the whole reality. 

 

However, this phenomenon is not limited to digital methodologies; response bias has long 

been recognized as impacting upon the information given to researchers in the social sciences 

(Podsakoff et al. 2012; Van de Mortel 2008) and broader tourism research (Ooi 2014). Overall, 

researchers should be aware that the data collected through WeChat is constrained. The 

WeChat medium influences what and how messages are communicated. There are norms 

and practices behind the WeChat culture. Like Facebook and others, public postings are 

selectively presented by users. The relationship between the real and virtual world is layered 

and complex. Thus, researchers must contextualize the messages received through WeChat. 

 

With respect to reliability and validity, the use of WeChat facilitated triangulation as the 

communication options within the app such as Moments, texting and audio allowed for 

multiple interview techniques. This eases the negative impact of digital incongruity. The “un-



 

107 
 

paralyzing reflexivity” which is suggested to include the “awkward, the emotional, and admit 

the non-rational aspects of our ethnographic experiences” (Koning & Ooi 2-13, p. 16) in the 

context of critical assessment of fieldwork is greatly useful.  

 

Another limitation is, although WeChat has advantages over other platforms in terms of 

surveying Chinese, language is one of the constraints hindering effective communication. A 

similar study outside the Chinese community might be difficult. It assumes that the researcher 

has at least partial knowledge of Mandarin/Chinese, or the Chinese participants are able to 

read or speak English if the researcher connects with them in English. However, since WeChat 

supports multi-language services and has a translation function, prospects to access 

information exist even when barriers of recruiting Chinese are the reality, enabling further 

research opportunities to study the niche/special interest tourism. The advantage of this 

research setting to explore WeChat for data collection is that the first author is a Mandarin-

speaking Chinese, and an avid WeChat user. Therefore, the study findings may not be directly 

generalizable to other social media platforms and languages, such as Facebook Messenger in 

English. This is a language constraint that faces all forms of data collection that involve 

communication. Some of the features of WeChat that we used are not found in other 

platforms. On the other hand, messaging platforms are always improving, and good features 

are copied by others.  

 

Other constraints of use exist.Although WeChat was able to improve the data access among 

Chinese users for our study, there are still many who do not use WeChat, or do not own a 

smartphone to access the application. Therefore, how to find other suitable outlets to collect 

data from them is a challenge for future research. Beside this, researchers’ familiarity and 

overall skill in technology use also matter. Mastering WeChat for those who are not 

accustomed to it could be an issue. 

 

5.4.3 “Trust” in using WeChat for fieldwork  

One persistent issue of social media that has drawn previous researchers’ attention is trust 

(boyd & Ellison 2007; Dwyer et al. 2007). Sometimes, in the virtual world, people invent 

things, which raises the issue of trust and confidentiality (Lien & Cao 2014; Wolfe et al. 2014). 
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From our experience, despite the persistent view that adding an unknown person on social 

media may be met with resistance, there were still many Chinese who were open and relaxed 

about adding new contacts. Indeed, outside the research context, it is not uncommon to add 

relatively unknown people and networks on WeChat. This act represents a form of mutual 

trust that can be seen as the prerequisite of building up an acquaintanceship. This trust does 

not necessarily come in the way of words, but rather it is an aspect of cultural norm and 

practice that is practiced via social media. Importantly, we argue that mutual trust and self-

discipline are prerequisites for any fieldwork related to the Internet. Regardless we should 

remain aware that researchers should constantly cultivate and maintain trust with their 

participants.  

 

5.5 Conclusion and future considerations 

Tourism is a dynamic and fast-changing industry. Technological innovation is considered an 

important driver of tourism development and plays a significant role in tourists’ experiences 

(Gretzel et al. 2015; Neuhofer et al. 2014), including in the booming tourism sector in China 

(Liang et al. 2017). The use of social media has become a daily practice for people around the 

world, and arguably, the proliferation of mobile and smartphones has accelerated tourism 

innovations (Cantoni & Saldaña 2016), so they have become travelers’ companions. Travelers 

are able to access online travel information, share travel content, and communicate 

constantly with their networks. Social media provides substantial opportunities for operators 

and travelers to generate travel experiences through advanced interactive technology 

(Buonincontri & Micera 2016; Neuhofer et al. 2014; Wang et al. 2013).  

 

It is possible for social media-assisted data collection to enhance a pragmatist approach to 

research. WeChat is the most popular used social media in China; therefore, the prospects of 

using WeChat for fieldwork deserve more attention. Using WeChat or other social media is 

not new in research but we argue that the diary process presented in this paper demonstrates 

what techniques can complement the study of an under-surveyed and growing Chinese 

market. WeChat’s versatility respects visitors’ and researchers’ constraints of time, place and 
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language, and therefore is arguably superior to other social media apps in organizing follow-

up meetings or in-app interviews with Chinese tourists.  

 

In terms of functionality, our reflections show that trust could be established with relative 

ease and potential anxieties could be resolved professionally; a feat which is unlikely to be 

achieved on Chinese users with less popular social media applications. If put to proper use, 

WeChat becomes a multi-faceted and innovative research tool by conforming to the socio-

cultural backgrounds of Chinese travelers. Therefore, it should be of great value to future 

research. 

 

Additionally, privacy is a significant issue to consider when using social media (Sánchez Abril 

et al. 2012). In our research, the Human Research Ethics Committee of the institute where 

the project was conducted, required informed consent. This contains regulations on the 

anonymization and confidentiality (NHMRC 2018). The consent form for this study was a 

generalized version designed at the early stage. Future research conducting this way could 

consider specifying the data collection channel on consent forms. However, risks exist such 

as cyber hacking of the conversation histories on either the researcher’s computer or on the 

mobile device. Unlike voice recording of face-to-face interviews where the data is retained by 

the researcher only, using online social media carries the risk that two parties share a direct 

link to sensitive data and information that could be compromised by carelessness or 

cybercrime. Further academic research is needed in order to address the issue on how to 

ensure the online interview data is securely stored.   

 

There are additional sampling methods using WeChat. If research involves WeChat for data 

collection on a larger scale, researchers can even be creative in terms of selecting a sample 

population for study. For instance, selecting an expert traveler who operates a public “Self-

Media” (Zi Mei Ti 自媒体, as known as “We-Media” in China) on WeChat (Zhou 2017) as a 

key-informant of a case study sampling. 

 

In addition to the academic developments, there are implications for the tourism industry. In 

this study setting, Tasmania is a remote destination; many operators base their assumptions 

of tourists’ behavior on pre-conceived, superficial observations and hasty generalizations . 
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Such assumptions lead to misrepresentations of Chinese travelers and may affect the degree 

to which certain products and services can be marketed effectively (Ooi 2007). With 

comprehensive interaction on the app, a deeper understanding of Chinese travelers in a safer 

and less anxious environment becomes possible and people’s experiences can be carefully 

examined. As a result, operators gain access to invaluable information to develop tourist 

attractions and infrastructure which cater to their special cultural needs.  

 

In sum, this paper addresses a knowledge gap by comprehensively assessing how WeChat can 

be helpful for researchers to collect interview data and by highlighting issues requiring further 

exploration through research. Our application of WeChat as to conduct interviews with 

Chinese tourists highlighted advantages such as its flexibility, its potential to improve 

researchers’ wellbeing, its possibilities to reach a wider target audience, its convenience in 

terms of time for travelers, and its ability to express “digital thanks”. From our perspective, 

WeChat allows digitized relationships and trust to be built, and is a safe method as 

researchers are not required to be physically present in unfamiliar environments. The process 

of using WeChat in fieldwork outlined in this paper can guide further research facing similar 

situations. The implications of such a methodological application support different data 

collection stages: disseminating the research, selecting and recruiting participants, obtaining 

informed consents, interviewing, triangulating, digital thanks-giving and exiting the field. 

 

The platform is not without limitation though; these include the “digital incongruities” of real 

verses virtual worlds, language restrictions associated with the use of the app, ability to use 

technology and direct generalizability to other platforms. The paper also presented trust 

issues of using social media in fieldwork research.  

 

Our findings are based on the reflexive process of the researchers during fieldwork. However, 

this paper makes no attempt to assess the potential use of WeChat for quantitative research.  

We recognize that WeChat can be used to collect quantitative data, such as doing a  survey. 

Further research in this space is still needed. 

 

Lastly, for qualitative research in the digital platform, researchers should be aware that the 

data collected through platforms such as WeChat always face constraints. The relationship 
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between the digital and real world is layered and complex and researchers need to 

contextualize the messages received through social media. WeChat is a Chinese invention, 

and has now come to shape the behavior, practices and even values of people in China. While 

focusing on how it is used as a tool for data collection, this paper alludes to aspects of an 

evolving Chinese culture, such as building digital rapport, new ways of showing appreciation, 

time scarcity, anxieties and concern with privacy. These issues open up further fields for 

future research.  



CHAPTER 6 Chinese Travelling Overseas and Their Anxieties 

This chapter has been published as follows: 

Ma Yue, Ooi CS, Hardy A, 2018 'Chinese Travelling Overseas and Their Anxieties', Asian 

Cultures and Contemporary Tourism, Springer Singapore, ECL Yang and C Khoo-Lattimore 

(ed), Singapore, pp. 1-19. ISBN 978-981-10-7979-5 [Research Book Chapter], 

DOI: 10.1007/978-981-10-7980-1 

 

Abstract  

The changing economic, social, and political circumstances of China in the last decades, 

together with the uneven rolling out of social engineering programmes in the country, such 

as the promotion of selected Chinese traditions, urbanization, standardized education and 

exposure to plethora of popular cultures, have created a diverse group of Chinese who 

behave in similar and yet different ways, even when they travel. To make sense of the 

centripetal and centrifugal forces that shape Chinese tourists, this chapter will look at culture 

as a social institution that serves important functions, and also an arena of conflict and 

negotiation. Essentially, this study analyses Chinese tourist behaviour in the context of the 

social forces they face at home and when they travel; and found that tourism anxiety has 

been much neglected in literature. Fieldwork was conducted in Tasmania, Australia, and data 

was collected through interviews and participant observations. It revealed that lack of 

planning and local knowledge, inadequate pre-travel research, limited travel time, 

expectations for value of money, cultural clashes, quest for authenticity, language barriers, 

and choices of dining are triggers of anxiety during travel. Consequently, anxiety influences 

Chinese tourists’ behaviour. Not only do these factors constrain positive outbound travel 

experiences, they also shape tourists travel behaviour and experiences. Mediators play a 

significant role in affecting some of the anxieties.  
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Key words: Outbound Chinese tourists, Tourist anxiety, Cultural diversity, Co-creation of 

experience, Tasmania 

 

6.1 Introduction  

Discussion of culture and its influence on business and individual’s behaviour has become a 

persuasive theme in our highly globalised world. Contention still remains over the ability of 

theory to explain specific segments of tourists’ behaviour, particularly in light of societal 

change. There is perhaps no better example to do this than to study Chinese tourists’ 

behaviour. As has been documented (Huang et al. 2015; UNWTO 2015), the past three 

decades have seen enormous changes take place in China. However, the profound and rapid 

change that this culture has undergone has exposed weaknesses in traditional theoretical 

concepts and generalizations which are unable to explain Chinese tourists’ behaviour. This 

chapter will shed light on the impact that significant changes undergoing in China have had 

upon the experiences of outbound Chinese tourists when they travel. Tourist anxiety, a 

neglected concept, is used as lens through which to view the outcomes of social, economic 

and political changes in light of functionalist culture and negotiated culture.  

 

6.2 Change in Chinese Life and Travel 

Early work by Hall (1976) posited that culture is a form of communication. Hofstede took this 

concept further and developed a highly cited cultural concept and framework that suggested 

culture influences both individual behaviour and how businesses operate (Hofstede 1980, 

2001), such as that Asian tourists prefer all-inclusive group travel packages, as a consequence 

of their collectivist culture. However, the theory is at best an over generalization because 

Chinese tourists do travel independently, in smaller groups and have diverse motivations (Cai 

2016; Yang et al. 2017). More recently, the GLOBE (Global Leadership and Organizational 

Behaviour Effectiveness) cultural framework was proposed (House et al. 2004). The 

framework has nine dimensions, and one of the highlights is its contribution to individualism 
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versus collectivism (Brewer & Venaik 2011), whereby it argues that collectivism is made up of 

two components; institutional collectivism and in-group collectivism (House et al. 2004). 

However, both dimensions have shortcomings because individuals are unique, the speed of 

cultural change is inevitable, and culture within a community is also diverse (Ooi 2015). This 

can lead to a subsequent risk that researchers commit the ‘ecological fallacy’ where 

inferences about the nature of individuals are deduced from assumptions for the group to 

which those individual belong (Robinson 1950). In other words, it overlooks individuals in a 

group by applying a generalized view (Brewer & Venaik 2014). Ultimately, imposing cultural 

elements as explanations for people’s behaviours, values, encounters, and opinions is 

essentialism (Dervin 2012). These typical essentialist cultures perceive society change to be 

slow (Ooi 2015).  

As a reaction against over-simplifying cultures, some researchers have sought out to 

conceptualise the diversity of Chinese values. For instance, Mok and Defranco (2000) 

highlighted dominant Chinese cultural values comprising respect for authority, inter-

dependence, group orientation, face, harmony and external attribution, and their 

implications for travel and tourism marketing. Consequently, they hypothesized eight 

potential behaviours for Chinese tourists. More recently, Hsu and Huang (2016) identified 40 

contemporary Chinese value items. Similarly, Confucianism (Kwek & Lee 2010; Ong & du Cros 

2012), Communism (Fugmann & Aceves 2013; Weaver et al. 2015) and rising Capitalism (Ong 

& du Cros 2012) are discussed in the literature pertaining to Chinese tourists characteristics 

(Pearce, Wu, et al. 2013). At the first glance, this type of research recognises the richness and 

complexity of Chinese culture by usually presenting a large number of items, but this is likely 

to be a psychological phenomenon, which acts as ‘fortune-teller’. Chinese readers or foreign 

readers may find agreements on certain items, such as moderation, compromise, and respect 

for elders that were proposed as elements by Hsu and Huang (2016). However, the 

generalization remains at a superficial level and it is likely these are only a tiny proportion of 

elements shaping the behaviour of Chinese tourists.  

Over the past 150 years, there have been massive forces shaping Chinese tourist behaviour. 
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Traditional beliefs such as Wu Xing(五行), Bagua(八卦), Yin Yang(阴阳)1(Pan 2009), ancient 

cognition of the universe, harmony, Buddhism, and the embedded three-layered ‘family’ value 

in social structures have all been challenged. These challenges have come in many forms 

including foreign invasions, the rise and collapse of the Soviet Union, the now-defunct one-

child policy, standardized education, the rapid rise of Christianity, emigration, a state-driven 

market economy, changing visa policies, and so forth. As a result, the heterogeneity of society 

makes culture difficult to understand (Ooi 2007). It is noteworthy that many Chinese scholars 

in China, in particular historians who study Chinese culture, are usually more holistic 

historically-relative, and malleable than western scholars on this topic.  

What is certain however, is that these profound changes have created new types of potential 

outbound tourists whose behaviour and motivations differ from the outdated and limited 

literature on topic. For instance, it was once commonly argued that the motives of knowledge 

gaining, prestige and the desire to build one’s status, and enhancement of human relationship 

were significant influencers of Chinese residents’ outbound travel behaviour (Zhang & Lam 

1999). And it is still common to read in the literature that these motives distinguish Chinese 

tourists from western tourists, whose motivations are often to escape from everyday living 

and to experience natural landscapes overseas (Huang & Hsu 2005; Pearce, Wu, et al. 2013). 

However, due to urbanization, increased high income and higher educated levels, a similar 

desire exists amongst Chinese outbound travellers who come from big cities like Shenzhen, 

Beijing and Shanghai, who are motivated to escape from their heavy daily workload, and from 

their ‘concrete cells’. They travel to enjoy places of quiet and peace. Thus, they could get away 

with the complexity of workplace relationship and the ‘stress’ of pursing prestige by working 

hard, so as to totally relax themselves. That is why some new products emerge, such as Yoga 

healing tours or spiritual seeking tours to Nepal or India. A new popular folk Chinese song: Go 

to Dali (去大理) featured this phenomenon. The beautiful narrative lyrics with gentle guitar 

melodies inspire many busy young workers of big cities to go to Dali (a slow city in Yunnan 

Province, south west of China) to enjoy slow life. ‘Are you unsatisfied with your life, haven’t 

                                                           
1 Wu Xing(五行), Bagua(八卦), Yin Yang(阴阳): these are thoughts from observation of nature and the practice 
of human social production by ancient Chinese; and are developed as an idea and mode of thinking 
characteristics of philosophical abstract (Pan 2009).  
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seen your smile for a while; the journey is frustrated, things are overwhelmed, why not find 

accompanies to go to Dali…’. Therefore, as the society has evolved, so too has Chinese tourists’ 

motivation and  behaviour.  

Very often, research views culture in itself and asserts that the Chinese behave in a way as it 

is without a social context. For instance, drinking hot water at a café, eating instant noodles 

(Du 2016) in hotel rooms, bargaining at souvenir shops (Korporaal 2016), walking slowly in 

groups and talking loudly in supermarkets are often reported as ‘typical’ Chinese tourist 

behaviour (ABC News 2014b) by those who are less experienced with the Chinese market. We 

argue that these descriptions of Chinese tourists’ behaviour are actually over-generalized and 

over-simplified and while those who report this behaviour are not necessarily racist. Their 

way of presenting a culture is very limited and reveals a gap between what is actually 

happening and what is seen or ‘learned’. During this gap in cognition, we need to be very 

careful with mistakes of ‘Othering’, originally coined within post-colonial history, where 

people present others as inferior, and themselves superior (Dervin 2012; Jensen 2011).  

To create awareness of cross-cultural differences in understanding Chinese tourists behaviour, 

cultural relativism can be used as a basic guiding principle. Culture relativism is to ‘treat all 

cultures as equal and posits that each culture be understood within its own interlocking 

physical, historical, economic, social and political circumstances’ (p. 3), particularly by viewing 

culture as part of a dynamic social world (Ooi 2015). Fundamentally, according to Powell and 

DiMaggio (2012, p. 21), cultural norms are rules of procedures that actors employ flexibly and 

reflexively to assure themselves and those around them that their behaviour is reasonable. 

The social institutions come from public opinions, educational systems, occupations, 

ideologies, certifications and accreditation bodies (Scott 1987). Individual beliefs and shared 

understandings frame social institutions, which provide individuals with choices; however, 

these choices have constraints that rule and enforce actors toward general patterns of 

behaviour, attitudes, and values (Ingram & Clay 2000). This can be difficult to capture culture 

when it comes to practice, especially regarding subtle elements. Nonetheless, this chapter 

supports that functionalist culture and negotiated culture as two fundamental and 

complementary outlets of assessing behaviour when cultural change takes place quickly, and 

members in society interact and have the space to transform society and culture (Ooi 2015). 

The criticisms of above-mentioned limited ways of interpreting Chinese culture arguably 
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come from these two cultural perspectives. In the dynamic view of functionalist culture, any 

cultural practices serve basic needs and functions in a society. It posits that cultural 

differences must be viewed in the context of local circumstances and that as these shift, so 

too does culture. According to negotiated cultural perspective, there are diverse interest 

groups within in society that interact in ways to further their own agendas.  

Even if there are cultural ways of doing things, individuals are not 

culturally fixed. Instead, individuals are responsive and versatile. It is meaningless to 

talk about enduring cultural values and behaviour because individuals make choices 

on how to improve their own situations. (Ooi 2015, p.11) 

Consequently, cultural manifestations and practices benefit some groups more than others.  

This view is essentially critical in nature, given its rejection of simplistic and static view of 

culture.  

In light of this, the chapter will explore the often overlooked concept of tourist anxiety in the 

context of the social forces that have shaped Chinese culture. During travel, tourists encounter 

a foreign culture, and when certain norms are not accessible in the foreign land anymore, they 

may feel anxious. However, from the negotiated view of culture, culture is not seen as a set of 

social behaviours but as an outcome of individuals responding to social institutions through 

their behaviours and practices. These responses, in the context of tourist behaviour, may 

enhance their tourist experience and lessen their travel anxieties. This chapter focuses on 

Chinese tourist anxieties and how these anxieties shape travel experiences.  

 

6.3 Tourist Anxiety 

Anxiety in psychology is a feeling of worry, stress, nervousness and uneasiness; it can be 

associated with the fear of social or physical dangers, or related to psychosomatic disorders 

(Mathews 1990; Spielberger 2013a, 2013b). Research has associated risks with anxieties. It 

has been argued that insecure feelings are from risks such as ‘terrorism, crime, violence, 

political turmoil, general lawlessness, ethnic and religious conflict, poor infrastructure, 

pollution, diseases and an unstable atmosphere’ (p. 97)(Weifeng 2005, p. 97) and as a result, 
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freedom from dangers and anxieties are prerequisite of safety. Travel anxiety and perceived 

safety determine intention to travel internationally (Reisinger & Mavondo 2005). Dowling and 

Staelin (1994) suggested that when a purchasing plan is risky, it generates a fear of unknown 

consequences and anxious feelings. Moreover, according to Reisinger and Mavondo (2006), 

anxiety levels among tourists from different national groups of tourists are different; although 

the authors also mentioned that individuals evaluate anxieties and risks differently, for 

instance, some individuals may perceive a destination as scary, but others may feel it as 

relaxing.  

Urry (1990) argues that tourism gaze is based on differences. It is not developed from intrinsic 

characteristics; instead, it is based on the contrasts with the tourist’s customary social 

practices - contrasts with paid work, with her or his home, or with the everyday and mundane. 

Accordingly, tourists find it enjoyable to look at differences. MacCannell (1976) suggests that 

tourists are on a quest for authenticity. Nonetheless, according to Cheng (2004), people’s 

anxiety under certain circumstances comes from clinging to the notions of authenticity and 

their cultural identity. On an individual level, travelling overseas for many tourists means being 

the outsider, which consequently may cause distress. For example, many pet dog owners may 

find it confronting to visit Yulin, a town (in)famous for its dog meat eating festival. Apart from 

this, research shows tourist anxiety affect wayfinding performance in unfamiliar tourist 

destinations (Chang 2013).  

Before introducing our cases further, we would like to bring back our memory to 1997 when 

(Ritzer & Liska 1997)Ritzer and Liska argued that Disney World had become the model for the 

tourism industry. They listed four characteristics that had “McDisneyised” the tourism 

industry. The first was that tourists seemed to want highly predictable vacations; they did not 

want unpredictable events and they desired security, a familiar language and “palatable” food. 

The second trait was that tourists seemed to want highly efficient vacations; many tourists 

wanted to see and do as much as possible in the time allotted. The third characteristic was 

that tourists seemed to want highly calculable vacations, such as how much a vacation would 

cost, with a clear itinerary. The final characteristic was that tourists wanted highly predictable, 

controlled vacations where the tourists could expect the predictable. In light of this 

conceptualisation, if a tourist does not obtain these characteristics, will he or she feels anxious? 

This question is much marginalized in research and marketing. Tourism activities are usually 
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promoted as pleasurable, relaxing, thrilling and educational. Therefore, we suggest that 

research should pay more attention to tourist anxiety, and seeing tourists from another side 

of the mirror.  

Further, from a practical perspective, tourism is a good example of an industry in which 

tourists have the potential to co-create the travel experience. Co-creation emphasizes the 

process of the joint action between business and consumer. It suggests products should be 

designed by consumers who have the ability to personalize their own experiences and as such, 

‘co-create’ the context of their experiences (Prahalad & Ramaswamy 2000, 2004a; Volo 2009). 

Tourism industry is built upon the delivery of largely intangible services that are often 

consumed by tourists; for example, Selstad (2007, p. 19) argues that ‘providing experiences is 

a central concern in the development of tourism’. Tourism operators create the circumstances 

and environments where tourists can have positive experiences; consequently tourists may 

be seen as co-builders of the experience environment (Mossberg 2007). In the experience 

economy (Pine & Gilmore 1999), ‘each experience derives from the interaction between the 

staged event and the individual’s prior state of mind and being’ (p.12). As such, individuals 

state of mind and being might be anxieties they have during travel. This chapter argues that 

during co-creation process, tourist anxiety shapes co-created experiences. It is inevitable but 

necessary for operators to acknowledge anxieties that derive from travel; and when it is 

appropriate, to show sympathy to tourists, which means they should implement certain 

actions.  

Moreover, when tourists travel geographically away from home, they simultaneously 

experience different culture. Mediators are those who help foreign travellers to understand 

local culture, such as incoming tour operators located in Australia run by immigrated Chinese; 

by doing so to play a mediated role in interpreting local culture (Ooi 2002), and mediate travel 

anxieties. Generally, mediators start from affecting tourists’ motivation, and can sometimes 

be revealed in tourism policies. In such cases, the culture is negotiable and often driven by 

mediators’ profits. Consequently, this chapter proposes that the cultural mediator, as a 

significant party in the co-creation process (Ooi 2002), also influences travel anxiety and 

behaviour.  

In order to assess these issues, we outline fieldwork in Tasmania, Australia, where interviews 

of Chinese tourists to the Port Arthur Historic Site were conducted. Tasmania represents a 
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remote long-haul travel destination which acts like a kaleidoscope, through which researchers 

can understand the diversity of Chinese tourists behaviour. Tasmania has welcomed the trend 

of emerging Chinese outbound travel, and has been receiving an increasing number of 

Chinese tourists in the past ten years. It also caters to the needs of leisure holiday or visiting 

friends and relatives (VFR) for many Chinese tourists. Therefore, the destination is 

representative and diversified.  

 

6.4 Research Method 

The data collected in this study was conducted through Ma Yue, the first author of this chapter. 

The data sources come mainly through two methods: Semi-structured interviews with open-

ended questions; and participant observation, which documented what took place as a 

complement to interviews. Interviews were conducted with 24 Chinese tourists in Tasmania, 

who had visited the Port Arthur Historic Site (Figure 1). Such a purposive sampling approach 

is grounded in earlier knowledge and observation in the field, in this case, the Tasmanian 

tourism industry (Babbie 2004). Digital recordings and fieldwork notes/diary were used during 

the data collection processes, and the interview recordings were transcribed immediately 

after each interview session. The data were read through, interpreted in context, and analyses 

were discussed among the authors. The focus is to understand the social processes and 

behaviours that unfold under different situations. Tourist behaviour, practices and their co-

created experiences are understood in a situational and dynamic manner, as argued in the 

functional and negotiated cultural frameworks. Some basic background information about 

our participants are provided when they are cited, namely their occupation and mode of 

travel in Tasmania. In some cases, more details are given because they are relevant to 

understanding their behaviour.   

 

Tasmania 

The island of Tasmania is Australia’s smallest and least populated state. It is regarded as a 

prime eco-tourist destination offering unique wilderness experiences. The state’s natural 
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environment includes ‘an abundance of inland waterways, immense forests, extensive 

mountain ranges, clean beaches and rugged coastlines’ (Hanson and Walker 1997, p. 3)(p. 3). 

Visitors to this island state seek natural places, culture and interactions with people (Fallon & 

Kriwoken 2003). There are a growing number of Chinese tourists, although Tasmania still only 

captures a small percentage of the total inbound Chinese tourists to Australia. In 2014, 

Australia recorded a total of 736,000 Chinese tourists of which 20,800  (or about 3%) chose 

to travel south to Tasmania.  

 

Port Arthur Historic Site  

             

Figure 1. Chinese tourists at Port Arthur Historic Site (Photos taken by Ma Yue) 

Port Arthur Historic Site (Abbreviation: ‘Port Arthur’ in this chapter), which was one of the 

Australia convict sites during 1830s to1870s, is selected for this case study. It is a UNESCO 

World Heritage site. It is now a Federal Government sponsored tourist and educational 

attraction with 40 hectares of land and 30 buildings, located in the Tasman Peninsula.  

Key products include guided tour around the main sites; the Isle of the Dead Cemetery Tour; 

Point Puer Boys’ Prison Tour, Ghost Tour; occasional events such as timber cutting competition; 

half hour harbor cruise; an interpretation gallery; role plays; souvenir shops; cafes; and a 

museum. In 2014, Port Arthur launched Chinese speaking guided tours, in addition to English 

tours. In recent years, Port Arthur has received about 20,000 Chinese tourists annually, which 

means almost every Chinese tourist, who has been to Tasmania, has visited Port Arthur. As a 

result, about 80% of marketing efforts are focused on the mainland Chinese markets. Port 

Arthur management has Weibo and Wechat accounts, works closely with Chinese tourism 

agents, and corporate with online travel media. As one of the few cultural heritage sites that 
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tourists can visit in Tasmania, Port Arthur contributes to rich travel experiences and enhances 

the diversity of tourist attractions. 

 

6.5 Cases and Analysis 

From the field study, a dynamic and situated understanding of Chinese tourist behaviour are 

discussed. When analysing Chinese tourists’ interpretations of Port Arthur, different anxieties 

became apparent as a result of Chinese travellers experiences in a foreign land. These are 

now discussed in the following sections.  

 

6.5.1 Anxiety 1: Lack of planning and knowledge 

Firstly, previous studies have documented that many Chinese tourists are less likely to take 

risks and experience the unplanned (Sparks & Pan 2009; Wong & Lau 2001). As such, they are 

anxious about their under-planned itineraries. We argue that this characteristic is revealed 

through unpacking the definition of independent Chinese tourists. It has been suggested that 

outbound Chinese independent travellers have quite affluent travel budgets, less 

adventurous and tend to travel in small groups and are tech-savvy (Cai 2016). Motivations for 

independent travel are reflected in the decision processes adopted by independent travellers 

(Hyde & Lawson 2003). Accordingly, being an independent traveller needs to meet these 

elements: having an evolving itinerary, being willing to take risks in selecting vacation 

elements and possessing a desire to experience the unplanned. However, as mentioned by 

one of the respondents,  

“On Search Tasmania Free Independent Travel, people shared how they design their itinerary. 

Some people travel from Launceston, down to Hobart or other way around. One thing wasn’t 

good for us was, we should have booked tickets to arrive in Hobart, and depart from 

Launceston, but we bought all from Hobart. We didn’t plan well.” (Respondent Y, fresh 

graduate from Canberra, self-drive) 
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This respondent travelled independently with a friend and rented a car. He felt shamed by his 

itinerary planning that extra driving was needed, and a couple of attractions had to be given 

up due to the inconvenience of heading back to Hobart to catch the return flight. 

Meanwhile, almost every respondent complained that they did not have enough time at Port 

Arthur, either because their tour company did not allow them enough time at Port Arthur, or 

because they do not allocate enough time for themselves if they travelled independently. 

Participants were aware of the price of tickets they paid and reflected that they did not 

conduct enough research before visiting Port Arthur, so underestimated how long it would 

take to walk around the historic site, and how big the site is. The reasons behind this is lack 

of planning by tourists themselves, and consequently, the lack of knowledge about the 

attraction. 

Furthermore, many tourists have no idea whether Port Arthur is a ‘port’, or is a ‘prison’. 

Indeed, this is confused by the well-known Chinese name of Port Arthur Historic Site: 亚瑟港 

(yasegang, Port of Arthur), or 亚瑟港监狱 (yasegang jianyu, Prison of Port Arthur). Except 

for the external reasons, we can still outline a picture that little travel research has caused 

confusions and anxieties. Mathews (1990) argues that ambiguity can be interpreted as 

threatening during mental anxious process. Therefore, here is the ‘vicious circle’ of anxiety 

we present in this chapter: tourists are anxious about under-planned trip, but simultaneously 

seek less travel information, which leads to a lack of destination knowledge; then with limited 

local knowledge, they become anxious.  

 

6.5.2 Anxiety 2: Value for money 

According to our data, there are three fundamental reasons why Chinese travellers went to 

Port Arthur: one, it is recommended by different mediators, such as from friends’ word of 

mouth and online travel tips; two, it is in the packaged tour itinerary; three, it is famous and 

representative.  

“Actually before going, I didn’t really want to go from my own will, because it is a prison. 

Chinese mind this… Prison sounds inauspicious… But coincidently, it was an opportunity that 

my friend took me there.” (Respondent S, undergraduate in Tasmania, bus tour) 
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As we talked further, the respondent told me that the friend is a bus driver of a Chinese owned 

tour company, and took her to the day trip free of charge because there is a vacant seat on 

that day. This is a negotiated result. When the purpose of leisure holiday becomes a priority, 

and with the sense of security in mind, tourists are not culturally fixed. Rather, they are 

flexible and responsive.  

From a cost perspective, tourists have already invested in airplane tickets, accommodation, 

and visa applications and time and consequently, visitation needs to be inclusive. For many, 

visiting as many attractions as they can is a comfort of anxieties which generated from the 

cost of travel. As aforementioned, tourists want highly efficient and highly calculable 

vacations. Considering the rather high cost of long-distance travel to expensive countries, 

such as Australia, Chinese tourists attempt to achieve the best value for money and for time. 

With this, some scholars called ‘Return on Investment’, way of thinking in mind, tourists 

become very cautious of the decisions they make and they become vulnerable. This is why 

we have heard the comment ‘I should have stayed there (Port Arthur) longer’ so many times 

during interviews. Given the entrance tickets they paid, but could not see it all, they feel 

‘victimised’. More significantly, annual leave in China is very limited and short, and paid 

holidays are uncommon. The invisible social and economic pressures cause tourists to feel 

worry about travel expectations.  

 

6.5.3 Anxiety 3: Cultural clashes and quest for authenticity  

Visiting cemeteries or prisons have never been culturally favoured in any form of Chinese 

travel, because of superstitions about the dead, or ghost, innocent souls, and savage. It does 

not serve the purpose of holiday travel experiences. People associate them with negative 

emotions or cruel stories that they heard or experienced previously. This association has even 

been presented in Chinese school’s textbooks . Consequently their imagination and 

experiences of Port Arthur is shaped before even going there. For example,  

“I heard it’s a prison, and was to punish the most serious convicts, I imagined it would be like 

Auschwitz concentration camp, it’s dark and gloomy” (Respondent X, post-graduate from 

Melbourne, self-drive) 
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“if you ask me to compare with other prison visiting, I can only think of 渣滓洞 (zhazidong, 

Prison of Zhazi), which I visited when I was very small in a middle school age, from physical 

and mental, I felt cold, unwell, uncomfortable, because I learned the stories of this prison; so 

I’ve been not interested in prisons.” (Respondent Z, post-graduate in Tasmania, self-drive) 

As a consequence of this cultural taboo, a few participants in this study preferred to sit in the 

tour bus and wait for others to come out, because they felt uncomfortable visiting a place 

that used to be a convicts prison where many had died. However, the fact that 20,000 Chinese 

tourists visit Port Arthur each year show that not all Chinese take the superstition in the same 

way. A common Chinese superstition is being challenged and negotiated. A taboo is being 

broken by Chinese tourists who inadvertently or otherwise ended up in Port Arthur.   

This study revealed that ancient cultural practices are not the sole reasons for some visitors 

not wanting to visit Port Arthur. The number of Chinese students in Tasmania has grown 

rapidly over recent years, and international students are one of the group of inner-state 

visitors. There is another reason that prevents some, but not all Chinese students, who are 

also tourists from getting closer to Port Arthur. Among Chinese international students 

studying at University of Tasmania, there is a rumour,  

 ‘if you visit areas adjacent to Port Arthur before exams, you will fail your exams.’ (Respondent 

P, post-graduate in Tasmania, self-drive)  

Although it is a form of superstition, students do not want to take the risk and suffer huge 

costs from failing an exam. Behind students’ academic performances, there are also high 

expectations from family and relatives in China. It would be irresponsible to tempt fate and 

act against a superstition.   

Another story we present here reflects on Chinese tourists’ attitudes towards Ghost Tours at 

Port Arthur in the evening. The Ghost Tour is one of the unique experiences that Port Arthur 

has designed for tourists. However, a few Chinese tourists held negative feelings about the 

Ghost Tour:  

“… When I heard that the place has an evening Ghost Tour, and the ticket is half price, I think 

this is to ridicule/disrespect/insulting (调侃 tiaokan) this attraction, it doesn’t treat this place 

which is a world heritage site, seriously, … It is better not to have a Ghost Tour. After visiting, 
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I saw some night Ghost Tour pictures[promotion] on the wall, I suddenly felt like I was visiting 

an amusement park.” (Respondent K, consultant from China, semi-independent) 

“I heard before that in the evening there is Ghost Tour, but I don’t ever want to visit, it’s so 

scary. Even the sound in some (convict) buildings with artificial noises scare me…” (Respondent 

S, undergraduate in Tasmania, bus tour)  

Conversely, Chinese young people today increasingly enjoy trying novelties. Some found the 

Ghost Tour to be interesting and they are confident with the safety and certainty with the 

situation; thus, it is a pleasure for them.  

 “…I heard that there is a Ghost Tour, I thought it was very interesting, a kind of feeling of 

adventure at night.” (Respondent M, fresh graduate from Brisbane, self-drive) 

“…the Ghost Tour in the evening is famous, I heard it from my friends, but we didn’t go to that, 

we wanted to …” (Respondent L, new immigrant, self-drive) 

Ghost Tour pictures, the scary atmosphere and artificial noises are elements that contribute 

to authentic convict prison experiences, yet in this case they are often perceived as repulsive 

for these Chinese visitors. However, research often suggests tourists generically pursue 

deeper satisfaction via the search for authenticity (Yang & Wall 2009; Yoon & Uysal 2005). As 

explained in the literature review, we argue that ‘gazing at differences’ also brings anxiety 

because it is like a cultural clash. The authenticity in this case could not give many tourists 

pleasant feeling. Therefore, there is a ‘pressure on pleasure’ that effort must be made to 

ensure that their trip is pleasurable. If things seem not safe and uncertain in a foreign place, 

anxiety can result.  

 

6.5.4 Anxiety 4: Language barriers  

Language is also a barrier for tourism experiences. The Ghost Tour is conducted in English. It 

requires rich vocabularies and an understanding of Australian humour. One of the male 

respondents joined an evening Ghost Tour, but he ended up talking to another Chinese 

female tourist and walking behind the group because he could not understand the content, 

so the tour was not scary, and not funny.  
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At Port Arthur, bilingual services including guided standard tours, brochures with maps and 

historical introductions, ticketing, menus and signs on the sites are provided to tourists. It has 

been revealed that the parent generation and the young generation express a difference in 

needs of language services. Quite often, international students bring their parents to visit 

Tasmania during study breaks. For many families, the students are the only ones who speak 

English and interpret to their parents. My interview revealed that some parents would have 

preferred more Chinese language experiences; indeed it appeared that if children interpreted 

for them, the parents were less interested and less satisfied with Port Arthur as a destination. 

Language barriers hinder the interactive and engaged elements at the sites to which Port 

Arthur is dedicated. For example, upon purchasing tickets, visitors receive poker cards which 

can be matched to the individual convicts’ profiles, and so learn about their criminal records 

and life stories. This activity has been regarded as interesting to uncover by many young 

respondents who speak English, but people with limited English found it less attractive. 

Consequently, the core cultural heritage could not be fully presented to people with lower 

English proficiency.  

Conversely, a young respondent in his late twenties told me that the Chinese tour is 

disfavoured by him, because the mandarin speaking tour makes it no difference with 

travelling in an attraction in China.  

‘To be honest, I didn’t like the way of having a Chinese tour guide, I think it is so similar to 

travel in China.” (Respondent Y, fresh graduate from Canberra, self-drive) 

Thus, there is a question that research and management shall ask: How many Chinese services 

should be provided to the diverse Chinese travellers?  

 

6.5.5 Anxiety 5: Food Choices  

Another trigger to tourist anxiety comes from choices of food. In 2014 during his state visit to 

Maldives, it was widely reported through the media that the Chinese President Xi encouraged 

outbound Chinese travellers to eat less instant noodles and try more local seafood. Within 

academic literature there is strong preference for Chinese tourists to try the local cuisine on 

a trip, and discussions have centred around methods via advertisements that can promote 
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unique local dishes at the destinations (Wong & Lau 2001). Although many Chinese tourists 

are adventurous, and cherish the opportunities to taste the differences, there are still many 

who have no interest in western cuisine, and they are bound to ‘familiar flavour’ (Chang et al. 

2010). To serve the needs of these people and to improve their experiences, during the study 

period, Port Arthur added Chinese or Asian flavours to their menu. Some participants in this 

research liked the idea of incorporating Chinese dishes into western menu, but not all. Several 

participants made complaints that the so-called Chinese dishes they ordered could not be 

appreciated, and even worse than eating local food, because they are ‘ 不土不洋 ’ 

(butubuyang, literally means something is neither authentic local nor authentic foreign). For 

them, whatever the food is, the quality is the most important. 

However, the diversity of culture was evident in discussions around food. There are eight 

main streams of Chinese regional cuisine (Lv et al. 2009), as well as very diverse ways of 

cooking and flavouring and this was reflected in participants’ responses:   

‘Chinese food is not good enough on this trip, my dad can never be satisfied by having only 

Chinese food; he must have north-eastern Chinese meal.’ (Respondent H, 50s from China, VFR) 

Fortunately, food hygiene and safety have not been seen as a problem in the study because 

Australia is widely regarded as a place that provides premium food sources.  

 

6.6 Exploring the role of mediators in anxieties 

Contrasting the under-planned travel itinerary by independent travellers, many Chinese 

prefer to travel by more semi-organised group tours and in semi-free independent ways. 

Being independent gives tourists a sense of freedom, and even a ‘cool’ feeling; being in a 

group also has benefits. A couple in their 50s acknowledged at the beginning of the interview 

that they were travelling independently. They used the term ‘自由行’ (ziyouxing), specifically 

in Chinese means someone who travel without booking an organized package tour. Then 

during our interview, the researchers realized that they actually booked a five-day tour, the 

decision of booking the tour was made ‘independently’ by themselves, and the destination 

was also selected carefully by themselves. Travelling in some organized package manner 
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provides a shortcut to a perceived authentic experience of Tasmania by such as bridging 

language gaps, and eases the stress of driving on strange roads; and all of these are done by 

mediators. The semi-packaged ways comply with the needs towards the desired cultural 

changes of travel independently within the society. Although they are not entirely 

independent tourists, with flight plus hotels organized by a travel agent (Xiang 2013), they no 

longer belong to the old time China Approved Destination Status (ADS) scheme that allows 

Chinese tourists to travel in guided groups to countries approved by the government (Tse & 

Hobson 2008). This shows a significant travel pattern change. The semi-organized tour might 

improve this experience. However, mediators might increase anxieties, such as not allowing 

enough time at Port Arthur.   

Secondly, travel agents, incoming tour operators, marketers, managers, and Chinese tour 

guides present and package cultural products with stories, histories and symbolism. The 

narrating voices of cultural mediators provide storylines to help tourists make sense of the 

diversity of sights, and organize tourist interpretations of cultural tourism products. For 

example, despite the dark pasts of Tasmania, the people on this island are presented as 

largely modern, welcoming and warm-hearted. Such stories about the rich pasts of Tasmania 

and the approachable attitude of Tasmanians squarely frame the ugly pasts as bygone and 

Tasmanians have moved on. Tasmania is a hospitable and safe place. Such narratives reassure 

visitors, even reduces some of their anxieties. In Port Arthur, mandarin speaking tour guides 

are employed and trained to interpret the history to Chinese guests. From observation and 

interviews, we can see that many Chinese tourists are very keen to listen to the stories, asking 

questions to tour guides, and interacting with heritage sites.   

‘Many stories were told during the tour, I never heard them before, I’m impressed, for example, 

children were easy to be sexual abused, so they isolate them into a separate prisons. The ‘silent’ 

punishment made convicts suffer from mental disorder…’ (Respondent B, new immigrant, bus 

tour) 

Managers provide archives and guidance framework to tour guides and allow them to develop 

individual guiding styles, so there is space for flexibility in terms of what to present to tourists. 

Mandarin speaking guides explain the colonial and the prison history in a way they think that 
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Chinese would appreciate. Thus, some parts of the heritage such as the Isle of the Dead are 

not as revealed as others.  

On the ‘Isle of the Dead’ (Figure 2), one can hear many personal stories of convicts 

transported half way around the world, the soldiers who gave their lives to guard the prison, 

the men in positions of responsibility, and the families who followed them to the ends of the 

earth. According to the official Port Arthur description, ‘the cemetery island gives you a 

fascinating insight into the lives and the deaths of some of the Port Arthur’s past residents’; 

therefore, it is an important part of the heritage sites. However, it only captures a small 

percentage of Chinese tourists. Not only does the management hold the view that Chinese 

visiting the Isle is a taboo resulting in less marketing, but also travel companies and agents do 

not want to include the ‘extra’ tour in the itinerary, because Port Arthur is one of many 

attractions of the day tour along Tasman Peninsula.  

 

Figure 2. the Isle of the Dead (Photo taken by Ma Yue) 

 

6.7 Conclusion  

Overall, the data shows that the changing economic, social, and political circumstances of 

China in the last decades, together with the uneven rolling out of social engineering 

programmes in the country, have created a diverse group of Chinese who behave in similar 

and yet different ways, even when they travel. Other than providing general behavioural traits 

of Chinese tourists, this study acknowledges the fact that Chinese travellers demonstrate a 

diverse range of behaviours and practices. The results of this study demonstrate the diverse 
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triggers of anxiety and the diversity of Chinese culture ranging from ancient taboos regarding 

visiting prisons and tombs, to modern taboos for students failing exam. Their behaviour and 

practices must be understood in the social context of their manifestation, and the way in 

which they are shaped by the myriad of social, economic and political forces encountered in 

China. We use the functionalist and negotiated culture as fundamental philosophy. For 

instance, the traditional taboo on visiting tombs is an unlucky sign, but since tourists have a 

value of money expectation, they can flexibly conquer the psychological barrier of the ancient 

taboo. This reflects the negotiated culture.  

The data analysis shows that anxiety is an important aspect of Chinese travel to Port Arthur. 

This chapter has found that the lack of local knowledge, inadequate pre-travel research, 

limited travel time, restricted annual leave, expectations for value of money, pressures from 

authenticity, language barriers, and choices of dining result in anxious travel experiences. 

When the products or experiences are too authentic, an unfamiliar and less controllable 

feeling appeared to arise amongst the participants. Nevertheless, anxieties can also lead to 

memorable experiences, because after all tourists gaze the differences, and seek things not in 

their daily routine. Anxieties are embedded in the more mundane aspects of tourist 

experiences. If the anxiety level is controlled well, experiences can be even more memorable. 

In such a case, co-creation of tourism experiences will be a helpful tool to alleviate the 

anxieties. Co-creation is regarded as joint creation of value by the companies and customers 

and it is to allow customers to co-construct the experience to suit their own context, rather 

than everything to be designed by the companies (Prahalad & Ramaswamy 2004a, p. 8). As 

such, in the tourism context, since tourists’ engagement is important, operators should not 

treat Chinese tourists as a homogeneous group, but rather a diverse group. Understanding of 

Chinese is more important than making a ‘correct’ decision. Individuals’ own tastes should be 

respected.  

 

Lastly, mediators play an important role in allaying tourist anxiety. While mediators can lessen 

tourist anxiety, they cannot eliminate it. Nevertheless, cultural mediators appear in many 

circumstances of Chinese travel experiences such as travel booking, tour guiding, marketing, 

and product designing. This study has illustrated the significant role that mediators can play 
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by bridging the nexus between operators and tourists and improving the experience. This will 

contribute to tourism experience co-creation, and is a topic that requires further research.  

Geographically, this chapter provided a unique insight into the experiences of Chinese visitors 

to a regional area. To these visitors, locations such as Tasmania are more exotic, and 

consequently tourists may find themselves more anxious in such places. The vast majority of 

the previous research about Chinese inbound tourism in Australia has been limited to only 

few popular areas, mostly coastal resorts or tourism icons, such as Gold Coast, Brisbane, 

Sydney and Melbourne. As such, this research provides unique insights and contributes to the 

literature of Australian regional tourism with Chinese market.  

 

However, this study was only conducted at one site, so further research around more 

destinations or tourist attractions is needed to understand the extent of the anxieties. 

Additionally, this chapter does not investigate the impact of travel mode on experiences and 

anxieties. Future research could consider comparing the effects of independent self-drive to 

group bus tour on the tourist anxieties. Ultimately, this chapter contributes to the tourist 

anxiety literature by providing a more holistic understanding of Chinese tourist behaviour. 

Contributing to Ooi (2005) on management of attention in tourism experiences, this chapter 

identifies that the crafting of co-created tourism experiences must account for the 

distractions created by tourist anxiety into their products.  

 

 

 



CHAPTER 7 Rethinking tourism experiences and the role of 
mediators and distractions from the perspective of Chinese 
tourists 

This chapter is prepared to submit to a journal: 

 

Abstract 

Western-centric approaches to understand tourism experiences often overlook complex 

cultural differences. This paper aims to redefine the creation of tourism experiences from the 

perspective of Chinese tourists. It assesses alternative approaches to experience creation and 

highlights how different Chinese tourists relate to a tourist attraction. The research is based 

on qualitative data of Chinese tourists to the colonial convict prison attraction - Port Arthur 

Historic Site (Tasmania, Australia). The findings illustrate that mediators and distractions - 

that have been largely neglected - influence the co-creation of the tourism experience. 

Therefore, this paper proposes a new approach that is responsive to the socio-cultural 

backgrounds of tourists when understanding the creation of tourism experiences. This paper 

also advances the understanding of Chinese changing cultures and values.  

 

Keywords tourism experiences; cross-culture; mediator; distraction; co-creation; Chinese 

tourists. 

 

7.1 Introduction 

There exists a tendency within both tourism industry and the academic literature to 

stereotype the experiences of certain tourists; this reflects an essentialistic approach towards 

understanding culture (Ma et al. 2018; Ooi 2007), which in turn might impede a deeper 

understanding of tourism experiences. The co-creation approach to the tourism experience, 

which originated from service-dominant logic perspective (Vargo & Lusch 2008), emphasises 
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the customer’s role in co-constructing one’s own service experience through interaction and 

participation (Pine & Gilmore 1998). Co-creation in tourism assumes the interaction between 

operators and tourists to be dialogic, accessible, risk assessable, and transparent (DART) 

(Prahalad & Ramaswamy 2004a). However, as we will argue in this paper, conventional 

theories and models – often assume to be universal and are usually western-centric– may be 

blind-sided by not incorporating cultural differences in these theories. It becomes insufficient 

in understanding the complex tourists’ experiences, especially with the recent trend of 

studying experiences of tourists from the burgeoning outbound tourism market of Asia and 

other emerging countries. 

Given that more and more people around the globe travel across borders, there is both a 

theoretical and practical need to rethink how tourism experiences are created. This paper 

aims to assess different approaches to experience creation, through the process of mediation 

and the distractions. Drawing from empirical data collected from Chinese tourists visiting a 

British colonial heritage site, the paper proposes a new framework of thinking about the 

tourism experience and challenges the traditional co-creation model. It also argues how the 

framework can be applied in a cross-cultural context, taking into account the multiple 

dimensions of tourist behaviour and experiences. 

 

7.2 Tourism experience co-creation and culture 

The development of co-creation theory in the early 2000s challenges some of the most 

important pillars of capitalist economies (Galvagno & Dalli 2014). Inherent to the notion of 

co-creation is the understanding of the experience economy (Pine & Gilmore 1999, 2011). In 

the experience economy, where memorable experiences are economically valuable (Pine and 

Gilmore 1998), tourism has unprecedented potential for its experiential nature. Value is 

ultimately created from memorable, existential and engaging experiences that customers 

perceived. In a dynamic tourism landscape, co-creation has been regarded as a 

complementary theory in tourism studies (Campos et al. 2015). A marketing-oriented 

definition of co-creation is: 



 

135 
 

‘[….] joint creation of value by the company and the customer. It is not the firm trying 

to please the customer[…] allowing [the] customer to co-construct the service 

experience to suit her context […] Co-creation is joint problem definition and problem 

solving.’ (Prahalad & Ramaswamy 2004a, p. 8) 

 

Conventional views of the co-creation process depend on joint action and infer that a 

customer engages through interaction with tourism products. A tourism attraction provides 

the environment where the creation of experiences can occur. Interaction between 

customers and the attraction is a prerequisite in experiential creation because it helps tourism 

businesses to allow tourists to tap into their own needs, expectations and preferences when 

they experience the product (Buonincontri et al. 2017). Seeking and sharing information, 

responsible behaviour and interaction with others are also elements to a successful co-

created  experience (Yi & Gong 2013). The co-creation approach presents an opportunity to 

provide a sense of empowerment to customers as they get to shape their own experiences 

(Fuchs & Schreier 2011; Grissemann & Stokburger-Sauer 2012). Apart from customer’s 

physical participation and interaction, their mental and emotional connection with the 

experiences also facilitates parties of interest to co-create the value (Azevedo 2009; Campos 

et al. 2016; Malone et al. 2017).  

Co-creation theory has increasingly been applied in tourism research. Research has 

emphasized ‘pleasant and positive’ co-created tourism experiences, such as value creation 

(Navarro et al. 2014), wellbeing (Correia et al. 2017; Mathis et al. 2016), attention enhancing 

and memorability (Bharwani & Jauhari 2013; Campos et al. 2016), satisfaction (Grissemann & 

Stokburger-Sauer 2012; Prebensen & Xie 2017), life satisfaction (Lin et al. 2017) and happiness 

(Buonincontri et al. 2017); as well as multiple components of antecedents and consequences 

(Campos et al. 2015; Chathoth et al. 2016; Suntikul & Jachna 2016) of co-creation. However, 

the theory largely fails to address the experiential creation which is fundamental to the 

concept such as attention and distraction, and mediation process. As shown in the literature, 

tourists play an active role in creating and giving meaning to experiences that touches them 

deeply. Consequently, the created experiences vary between each person. There are some 

reasons. Firstly, pathways to form memorable experiences during travel may differ between 

individuals, because tourists - as human beings - bring their background and life experiences 
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as conditions when entering the tourism experiences (Binkhorst & Den Dekker 2009); an 

individual’s attention also influences memorability (Campos et al. 2016, 2017). Secondly, 

participative experiences are ways through which tourists can materialize their creative 

potential and achieve life goals using personal resources such as skills, technology 

competence, culture or knowledge (Campos et al. 2015). Tourists’ personal resources (skills, 

tools, knowledge or know-how) can determine whether a more or less participatory role in 

co-creation practices is adopted (Rihova et al. 2015). Thirdly, research shows that culture can 

influence tourist travel behaviour, perceptions of received service quality, and consequently 

affect their experience (Chan et al. 2010; Tsang & Ap 2007).  

There is a shortage of literature exploring the undeniable roles of distractions and mediators, 

as well as unavoidable ‘unpleasant or negative’ travel experiences that may be created by 

these roles. The next two sections will explain different approaches to experience creation 

including the distracted and mediated process that are highly cultural sensitive. It will argue 

that mediators and distractions cannot be overlooked in the experience-creation process. The 

article will uncover the complexity rather than simplicity of the creation of tourism 

experiences, as well as how the two factors carry out in the joint creation.  

 

7.3 Mediated and distracted experiential creation  

7.3.1 Mediators: meeting of cultures 

Research has broadly examined tourism mediators who inadvertently manage the tourist 

experience and direct tourists’ attention. Ooi (2005) suggests that tourism operators, tourism 

promotional authorities, tourism agencies, tour guides, reviewers and other informative 

propagandist sources such as online information, brochures, guidebooks, locals, friends and 

relatives are different tourism mediators. Werner (2003) describes mediators as ‘those whose 

actions further the development of the tourist industry and/or shape tourist experience. This 

includes government officials, tourism planners, travel agents, tour guides, and travel writers’ 

(p.145). This definition not only indicates that mediators influence tourists’ experience and 

even intentionally shape their experiences, but also alludes to the role mediators play in 
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shaping industry development. The term mediator is also used interchangeably with broker 

(Jennings & Weiler 2006) and intermediaries (Nätti et al. 2014) in the literature.  

Arguably, tourism products are interpreted by mediators and operators, as they serve the 

function of managing tourist behaviour by offering them an appropriate environment. 

Mediators act as facilitators who direct tourists’ consumption of tourism products desirably. 

The processes of mediating experiences involve the cognitive, affective and emotive, as well 

as the physic. Moreover, many mediators appeal to tourists’ emotions by directing attention 

to certain cultural sights (Ooi 2002). Mediation is necessary because most tourists lack local 

knowledge, have limited time and want to enjoy themselves. Mediation is a short cut for them 

to access the host culture. For example, the unused prison ruins at Port Arthur Historic Site 

might be only a physical building for tourists and itself is meaningless, but if a well-trained 

tour guide explains the history, stories, connection with other things that the tourist can 

associate with, then it makes better sense, even fulfilling an educational purpose. The tour 

guide offers a selected gaze of the attraction for the tourist. Weiler and Yu (2007) found that 

the quality of in-depth knowledge about the attractions, communication skills and 

interpretation techniques is central for tour guiding. In particular, when employed guides are 

not from the host community, the interpretation of the attraction would inevitably become 

more challenging; and in this circumstance, acquiring adequate authentic knowledge and 

presenting it in a locally-sensitive manner is considered essential. 

A tourism mediator, such as a tour guide, can tap into a number of culturally unique factors 

of each group of tourists. Chinese tourists are used to illustrate case. Many Chinese hold a 

wide variety of traditional beliefs, and possess knowledge of Chinese classical poetry, famous 

historic figures, and teachings. Xu et al. (2013) discovered that guided tours are effective 

when guides use well-known stories, art and poetry to connect emotionally with Chinese 

tourists. Furthermore, ancient literature and poems may shape the Chinese gaze as many 

Chinese tourists interpret their new experiences of a place through the values celebrated in 

classical Chinese literature (Yu & Xu 2016, 2018). Sun et al. (2015) found that the image of 

‘snow covered mountains reflected in lake waters’ to be the most appealing to Chinese 

tourists of New Zealand; because such an image reflects the traditional Chinese yin and yang 

view. This image also contrasts with the experiences of many Chinese in China: traffic 

congestions and polluted air. The cultural and everyday experiences of Chinese shape their 
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own tourism experience as they inevitably notice the familiar and contrasting when they 

interpret a foreign sight. China is a diverse country. Values, beliefs, and lifestyles are changing, 

and that has also affected their travel desires and experiences. Many hold strong official views 

because they are educated in the country, so for instance as a result, many Chinese tourists 

travel to landmarks and monuments to experience important historic sites, such as the birth 

town of Karl Marx, Trier (Fugmann & Aceves 2013).  

While the efforts of mediators can contribute to the tourist experience, it is also the individual 

tourist who shapes her or his experience (Jennings & Weiler 2006). That is because tourists 

have their own values and background that that will shape their experiences. For instance, in 

the Chinese city of Yulin, China, the locals celebrate an annual traditional dog meat festival. 

This festival has faced increasing criticism in recent years over the inhumane treatment of 

dogs. For some people, visiting the festival is acceptable, but for others it is extremely 

confronting.  

To sum, there are varieties of inherent socio-cultural background factors that shape the travel 

experience through mediators. While tourism mediation is central in creating a desirable 

tourism experience, the discussion so far highlights the potential of tapping into the everyday 

experiences and cultural background of the tourist to generate deeper and more meaningful 

experiences; as well as how preconceived ideas of tourists would affirm those ideas (McIntosh 

& Prentice 1999; Prentice 2001). Cultural differences thus matter. This means that for tourists 

with different backgrounds, the mediator has to pay attention to different aspects of a 

destination or an attraction. Much research on tourism experience has highlighted the role of 

mediators but not on using the everyday life and cultural background of a foreign tourist to 

invoke strong memorable experiences. This also means that a locally authentic site may not 

be appreciated as much as it can be framed with the background experiences and knowledge 

of the tourists. On the other hand, there are also distractions such as anxieties in the 

mediation process. They can create unexpected and even negative tourism experiences.  

 

7.3.2 Cultural-based distractions  

Just like annoying and noisy patrons hinder a pleasurable experience in a cinema, distractions 

can be barriers to pleasurable travel experiences. Distractions can come from confronting 
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landscapes, a gloomy atmosphere, not understanding a foreign language, unfamiliar cultural 

encounters and even a much needed washroom (Axtell 2007; Linh & Bouchon 2013). All of 

these can distract tourists from the originally designed experience. For instance, a foreign 

tourist might feel overwhelmed by the Great Wall Museum because the person does not have 

the linguistic and cultural skills to navigate through the limited English-language guidance 

provided by the museum. Despite great efforts having been made to provide a good 

experience to tourists, many tourists are still worried or overwhelmed by new encounters and 

tend to sense those encounters with their own cultural background and understanding (Zhang 

& Cai 2017). 

 

Tourists carry their own fears, anxieties and cultural baggage when they travel. Wilson and 

Little (2008) studied women’s solo travel fears and revealed that the fears relate to others’ 

perceptions, a susceptibility to vulnerability, a sense of restricted access, and a feeling of 

conspicuousness. Additionally, fear of flying has been identified as another barrier and 

distractor to travel (Oakes & Bor 2010). The fear of flying is a heterogeneous phenomenon 

according to Oakes and Bor, which is acquired under the influence of complex psychological, 

social and physiological factors unique to each affected individual. Tourists’ fears 

consequently distract pleasurable experiences and make the mediation process complex and 

difficult.  

 

Further, research shows that tourists also experience anxieties (Chang 2013; Jin et al. 2016; 

Ma et al. 2018). Human emotions are appropriated in value creation process in the age of the 

experience economy. Tourism businesses deliberately cultivate a friendly and pleasant 

atmosphere to draw out positive responses from visitors (Ooi & Ek 2010). However, anxieties 

are distractions to positive travel experiences. When tourists encounter emotional 

distractions, misalignment might occur between co-creators – tourists and operators. For 

example, many Chinese find visiting graveyards and prisons taboo because it is considered 

inauspicious; consequently, they are unwilling to enter a UNESCO cultural heritage site which 

used to house convicts  (Ma et al. 2018). Therefore, tourist anxieties generated by the gloomy 

and inauspicious convict prison environment and cemetery may affect the efficacy of 

experience co-creation, regardless of the cultural assets conveyed by these heritage sites 

which should be valued by tourists (du Cros & McKercher 2014).  
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Distractions prevent tourists from participating and engaging in planned co-creation activities. 

However, a distraction, like an attraction, also draws one’s attention which consequently, has 

ability to create a memorable experience. Some researchers argue that the identification and 

management of attention is inherent in the management of tourism experiences (Campos et 

al. 2016; Ooi 2005). Distractions are here understood as objects or events that act as stimuli 

that move or shift people’s attention and focus. However, the significance of distractions has 

largely been neglected in co-created experiences studies.  

 

On the other hand, mediators can address potential distractions. For example, using a foreign 

language or driving on unfamiliar roads may be seen as barriers to travel, as it distracts 

tourists’ attention from a seamless experience. Tour operators can provide services that 

bridge the language gaps and relief some stress in driving in a foreign land. Mediation is 

central in managing the experience, addressing attractions and distractions. This is easier said 

than done and will be elaborated in our empirical case.   

 

7.4 Research Methods 

Considering cultural heterogeneity as well as the complexity of the tourism experiential 

creation process, there are drawbacks to adopting the western-centric co-creation approach 

to explain Chinese tourists’ experiences. This necessitates a new adapted framework to 

explore the tourism experience. The position of this research suggests that to answer this 

question, tourists and operators’ knowledge, views, understandings, interpretations, and 

especially experiences and perceptions about the study area are key constructs of the overall 

social reality. This knowledge can be generated by observing, experiencing, talking, asking 

questions and listening to participants (Mason 2002). The following section will shortly 

describe the contextual setting of the paper and provide an overview of the data collection 

process. 
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7.4.1 Contextual setting 

To leverage this research opportunity, this study used the context of a particularly popular 

tourism attraction for Chinese tourists in Tasmania, Australia – the Port Arthur Historic Site 

(abbreviation: ‘Port Arthur’ in this paper). Port Arthur was a colonial British convict prison 

between the 1830s to 1870s and is now a major visitor attraction. Fieldwork and interviews 

were carried out between December 2016 and February 2017,  

Port Arthur describes its tourist experience offerings as:   

‘The Historic Site has over 30 buildings, ruins and restored period homes set in 40 hectares of 

landscaped grounds…Site entry tickets are valid for two consecutive days and include an 

Introductory Guided Walking Tour, Harbour Cruise, access to Museum, Convict Study Centre 

and Interpretation Gallery and the site of the Dockyard. For a small additional fee you can also 

cruise to the Isle of the Dead and join a guided tour of Port Arthur's island cemetery or take a 

tour of Point Puer Boys Prison, the first reformatory in the British Empire built exclusively for 

juvenile male convicts.’ (Discover Tasmania 2017) 

Port Arthur operates an active WeChat and a Weibo official account, both of which are the 

two main social media in China. Mandarin speaking tour guides, brochures and signage in 

simplified Chinese script; and ticketing assistants and café staff who are Chinese nationals are 

available at the site during busy seasons. Port Arthur received over seventy per cent of total 

Chinese visitors to Tasmania in recent years. When Tasmania received 31,400 between 2016-

2017 and 52,200 between 2017-2018 (Tourism Tasmania 2018); Port Arthur received about 

23,564 and 37,740 Chinese tourists respectively (Port Arthur Historic Site 2018). As one of the 

prominent cultural heritage sites in Tasmania, Port Arthur is part of the Tasmanian travel 

experience.  

 

7.4.2 Data collection process 

The data were collected through multiple methods and triangulation. Semi-structured 

interviews with open-ended questions were conducted as main method. Participant 

observation facilitated in documenting what took place at the site and complemented the 

interview data. The data also included some photographs taken during the fieldwork 
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observations to document instances which were difficult to describe immediately in a written 

form. Informal talks and observations were also used as data sources and were interpreted 

and analysed in context for this study. 

The interview recruitment process had two phases. First, participants from Port Arthur as 

operators were recruited. At this point, the Port Arthur management decided to grant a 

permission to interview their Chinese guests. Following the first interview with a manager of 

Port Arthur at the site’s café, a Mandarin speaking tour guide employed by Port Arthur, a 

former café waiter/waitress who was originally from China, and a Chinese staff member 

involved in both guiding and marketing, were interviewed at local cafeterias. Then, tourists 

from mainland China were contacted and recruited. Both free and independent Chinese 

tourists (FIT) and tour-group tourists who had recently visited the study area were targeted. 

International students from China and graduates from Australian tertiary institutions who had 

recently visited the site were also considered as tourists in this study, because these groups 

of people constituted a significant proportion of total Chinese visitors to Port Arthur. 

Interviewees were recruited through three main ways: 1. from a local shop in a popular 

tourism area of Hobart, Tasmania. 2. through authors’ personal network and social media. 3. 

an invitation to participate was placed at Port Arthur reception. Potential participants were 

over 18 years old. The duration of the interviews were mostly between 30 minutes to 1 hour, 

depending on the conversations. The places and channels of interviews were selected based 

on tourists’ convenience. The interviews were conducted in Mandarin Chinese. All interviews 

were conducted by the primary researcher. 

In total 26 individuals were interviewed, including Chinese tourists, a Port Arthur employee 

in a senior management position, mandarin speaking tour guides, and café staff employed by 

Port Arthur. Some interviewees had more than one roles involved in the study context. For 

instance, a Mandarin speaking tour guide of Port Arthur worked part-time in a travel agent as 

tour organizer; and a tourist was also a previous manager of a Chinese travel agent. Such a 

purposive sampling approach was grounded in our understanding of literature and theoretical 

components and observation in the field (Babbie 2004), in this case, the Tasmanian tourism 

industry. Further, the sample involved a significant variety of co-creators such as mediators, 

tourists and operators, which maximized the social understanding of the case because co-

creation is based on multiple creators in the process to co-built the experience. Data 
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saturation was reached after noticing there were not much new information received from 

informants.  

Interview questions as well as information sheets and consent forms were firstly designed in 

English, and then one of the authors who was a native Mandarin Chinese speaker translated 

them from English to Chinese. Following that, back-translation (from Chinese to English) was 

employed by a Chinese bilingual person with a Ph.D. Eventually, the original and back-

translated items were compared and examined in order to acquire identical meaning existing 

before the conduction of the interviews. This procedure has been used to adapt English 

research into other languages, which can improve the research’s validity across different 

languages (Cha et al. 2007; Chen & Boore 2010). Interview questions to tourists are shown in 

Appendix 6. To avoid using academic jargon, it was important to use carefully worded 

vocabulary and to provide detailed information; as such, components of the co-creation of 

tourism experiences were addressed in the questions. For example, ‘what are your thoughts 

on the level of feedback you provide to Port Arthur?’ (interview question for Chinese tourists) 

reflected on the feedback, information sharing, interaction, transparency and dialogue, which 

are critical components of co-creation (Prahalad & Ramaswamy 2004a; Yi & Gong 2013). 

Moreover, ‘how do you think your Chinese tourists relate to Australian customs and 

practices?’ (a question for operators) investigated responsible behaviour of tourists, cultural 

differences, personal interactions and tolerance (Hsiao et al. 2015; Yi & Gong 2013). 

Consequently, the above components derived from previous literature enabled the study to 

answer the research question.  

Digital recordings and fieldwork diary were used during the data collection processes, and the 

interview recordings were transcribed immediately into English after each interview session. 

The data were read through, interpreted in context, and analyses were discussed amongst 

the authors. The focus was to understand the social and managerial processes, behaviours 

and experiences that unfolded under different situations. Chinese tourists’ behaviour, 

mediators, distractions and their roles in experiential creation, as well as whether co-creation 

was applicable across cultures were understood in a situational and dynamic manner. Some 

basic background information about interview participants are provided including their roles 

when they are cited in this paper.  
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Participant observation was used to complement and triangulate the interviews, learn about 

the experience, perceptions, and further understand this study context. This methodology 

approach is commonly used to ensure the validity and trustworthiness of qualitative research 

data (Bowen 2002). Through observing, participating, and experiencing the ‘real’ tourist 

experiences and the interactive situation at Port Arthur, we were able to know what the 

experience of the social setting feels like, that is, how tourism experiences were provided in 

the study area (Mason 2002). Consequently, this method helped us to document what took 

place in the actual practices and in doing so, it added depth and richness to the insights.  

 

7.5 Results and analysis 

This section will shed light on the two inevitable factors - tourism mediators and distractions- 

that affect the co-creative experience of Chinese tourists to Port Arthur. It demonstrates the 

tourism experience is a mediated one that is consumed by tourists. It also reveals that when 

tourists visit an attraction, there are a number of distractions. These make the co-creation of 

tourist experiences less controllable and less predictable. As the analysis moves on, the rich 

cases present in this section will also reveal Chinese cultural diversity and tourist behaviour 

in the changing structural context.  

 

7.5.1 Context 1: the role of mediators  

When asking informants’ motivation for visiting Port Arthur, we found that mediators helped 

most of the Chinese tourists. The interview data shows that mediators often influence 

visitation decisions of tourists.  

‘[…] because the tour company/travel agent (旅行社) had Port Arthur on the itinerary. The 

company arranged to visit this location.’ (T1, Chinese immigrant from Sydney, travelled with 

her mom) 

We read some online travel tips (攻略) after arriving in Hobart. We wanted to see what other 

people say about what interesting things there are here. (T7, Chinese graduate from 

Queensland, travelled with friends, FIT) 
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Besides travel agent and online reviews, friends and peers also mattered. 

My friend took me there, I never visited before, it’s my first time… I didn’t want to go. But 

coincidently, it was an opportunity that my friend drove and took me there.  (T2, Chinese 

student from Tasmania travelled to Port Arthur with friend who was a tour bus driver, FIT) 

My two friends who planned it just searched on the website and had a look at the experiences 

which other bloggers shared. (T17, Chinese student from Canberra, FIT) 

Opinions from friends, peers and travel mates could be very influential. Not every tourist who 

visited an attraction did so out of their own initiative. ‘Fame’ which was a reputation, acted 

as an intangible mediator that enabled the travel to happen. Port Arthur ‘being famous’ was 

another reason drawing thousands of Chinese visitors each year.  

Firstly, it’s a famous touristic spot. Secondly, it’s a part of Tasmanian history… I heard it’s 

worth visiting. (T16, Chinese student from Tasmania, FIT) 

Many Chinese visitors in our study ended up in Port Arthur because it was part of the travel 

itinerary organized by agents, or because they just followed friends, or they felt curious and 

obliged after they heard about Port Arthur’s reputation. Port Arthur was known as a ‘must-

visit’ attraction even though many Chinese visitors did not know much about the place 

beforehand. In such cases, Port Arthur became an “accidental” attraction for Chinese tourists, 

drawn there because it was part of a packaged itinerary, conveniently accessible, or instructed 

by various mediators. The visitation was spontaneous for many Chinese tourists. This is an 

important issue because the literature on co-creation of the tourism experience usually 

assumes that tourists have planned to visit an attraction and consequently are expected to 

participate to co-create actively (Buonincontri et al. 2017).  

Secondly, if the agents, friends, online reviews and other mediators are considered ‘external’ 

contributors to creating an experience, tourists’ own preconceptions will be regarded 

‘internal’ contributors. As discussed earlier, personal background and perceptions shape the 

experience. Among our participants, many imagined Port Arthur as a dingy convict prison site.  

I thought it would be very dark and creepy (阴森-gloomy), just like the prison visiting tour in 

China. The one I visited was The Memorial Hall of the Victims in Nanjing Massacre by Japanese 
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Invaders, like those sort of feeling. I thought there was only one prison building, a very big one 

with some small cells inside. (T4, Chinese student from Queensland, FIT) 

I heard it’s a prison, and was to punish the most serious convicts, I imagined it would be like 

Auschwitz concentration camp, it’s dark and creepy (阴森). (T6, Chinese student from Victoria, 

repeat visitor, FIT) 

Some refused to visit because of their preconceptions; for some Chinese visiting prisons is 

associated with death, ghosts and bad luck (Ma et al. 2018).  

Our tour guide told us that if you wanted to visit Port Arthur, you could get out of the bus now.  

You could stay on the bus and choose not to visit if you were aware of the ‘prison’, There were 

some dark and gloomy things in here, so people tried to avoid this. There were around 13, 14 

didn’t go, mostly were older people, looked like 60s. The tour guide was responsible for telling 

tourists, and give them consent. Also told them there could be a ghost tour. Therefore, these 

older people did not visit. (T1) 

However, it does not mean that superstition prevents all Chinese from visiting. Among 

interview participants, there were those who were attracted by the prospect of a gloomy 

prison atmosphere. Research indicates that previous travel experiences and preconceptions 

affect their evaluation of the current travel experience, and consequently affect their 

perceptions of the authentic experiences (Prentice 2001).  

I myself sometimes read and pay attention to the history of crimes, the first time I knew Port 

Arthur was because 1996 gunshot massacre…. I heard that Tasmania is a historical heritage 

site, I’m personally interested in history and heritage, and heard this is the origin of Australian 

history, so I thought it’s necessary to visit. (T6) 

I enjoyed visiting Port Arthur. I’ve been to somewhere darker and more gloomy. (T17) 

Consequently, it appears that for the Chinese tourist, mediators take a variety of forms and 

have a variety of different outcomes because of their communication and personal 

background. During the mediated experiential process, different forms of professional 

communication emerge as key to the tourist experience. The next section will expand on 

these points.  
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7.5.1.1 Issues regarding communication with mediators 

This study reveals that the method in which mediators communicate is crucial to experience-

making. First of all, the results illustrate that tourists have different preferences on how their 

tour guides communicate to them. For instance, among our participants there were people 

who liked having tour guides explaining the attraction; for them, interpretation and guidance 

shape the experience creation. 

From my personal perspective, I absorb more if a person explains things to me other than what 

is found in the brochures/guidance. I prefer a tour guide to teach us things. I don’t enjoy using 

the headphone recorder because sometimes we can’t find the right spot-place. Also it disturbs 

the route I plan to go. A tour guide is very familiar with the attraction, he/she knows where to 

go, so we won’t walk repeated path. (T5, Chinese student travel with parents, FIT) 

However, there were also some who preferred a self-assisted electronic guide. 

You know, many places have the electronic-tour guide that give you an earphone, take this, 

and visit the sites by ourselves will be more interesting. It will be better than listening to a 

human’s voice. (T7) 

the guide’s explanation is too long, we have to stand there and listen to him, this made people 

feel bored. I was thinking on that day, for example, in China, the forbidden city, the guided 

tool is like a square board, each building has a code, you can put on the earphone, wherever 

you are, just press the code. (T2) 

More importantly, the results suggest that mediators themselves can detract from a pleasant 

travel experience if their customers do not feel they are communicating effectively (Weiler & 

Black 2015; Weiler & Yu 2008). In the case of Port Arthur, we argue that some of the 

participants might not have experienced Port Arthur meaningfully. For example, a tour guide 

only gave some Chinese tourists three hours to visit the site, however, careful appreciation of 

the heritage site required at least a day to visit in its entirety.  

There was one person in my tour who argued with our tour guide. He complained that it was 

such a long trip to Port Arthur, but the guide only gave us very insufficient time that only 

allowed us to visit too briefly without careful appreciation (走马观花). (we) only saw the 
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buildings, but didn’t see what’s inside. Therefore, our tour guide extended the time, and let 

them go in to the sites and visit. (T2) 

Many Chinese tourists like to visit as many places as possible in a day, and tour operators use 

that as a strategy to enhance their profits (Ma et al. 2018). It was common to see three or 

four attractions combined in a day’s itinerary. The rushed pace generated a hectic tourism 

experience. The hectic tourist experience could be perceived as good value, but could also 

cause frustration for those who wanted to participate and engage with individual sites more. 

So instead of seeing their tour as value for money, they viewed their tour experience as 

rushed and superficial. The speed of tours and doing too much acted as a distractor, which 

fatigued tourists. This was one of the major distractions of travel experiences.  

Although mediators were trusted to provide good guidance, there were many instances of 

misleading advice, and tourists would not know better. As a result, the complete Port Arthur 

experience may be truncated. For instance, one participant responded to a question asking 

whether they visited the Isle of the Dead and Point Puer Boys Prison (two attractions in Port 

Arthur) while touring, with:  

‘Our tour guide didn’t allow us to go; first, we didn’t have enough time, second, our tour guide 

said those places haven’t been developed well, it is not meaningful to go.’ (T2) 

In addition, as it was stated in the earlier section, a tour guide from a Chinese travel company 

did not promote the visitation properly because the guide only emphasised the dark history 

of the prison, other than the cultural heritage value of the place. At the time of the interview, 

the informant from Port Arthur’s managerial team told us they actually had decided to 

provide a training session for Chinese tour operators teaching them what introduction 

statements to make about Port Arthur in order to alleviate the problem of ignorance and 

misinformation by mediators.  

According to the theory of the experience economy, it is important for a company to 

communicate with consumers consistently conveying the theme of the experience (Pine & 

Gilmore 1999). Port Arthur designed its educational theme around the cultural assets of 

history. However, a Chinese tour company may simply tell of the dark and upsetting side of 

the site. The messages conveyed to Chinese tourists were not consistent and did not 
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accurately reflect the official Port Arthur story. The negative images disseminated by 

mediators strongly affected tourists during the experiential creation. Tourism providers and 

tourists were not the only co-creators of travel experience, but also mediators who influenced 

constantly and inevitably in the experience creation process. Therefore, negative ways of 

communication must be eliminated because they can distract attention from the desired 

theme of designed experiences.  

 

7.5.2 Context 2: Lack of cultural knowledge as an experience distraction 

The first context discussed above concentrates on experiences of Chinese visitors and how 

mediators deal with Chinese preconceptions. The second context concerns how Chinese 

cultural knowledge can distract Chinese visitors from the stories promoted by Port Arthur. 

The pictures taken during the fieldwork recorded that the cultural heritage site is located in 

the strikingly beautiful Tasman Peninsula (See picture 1&2). Port Arthur Management 

Authority seeks to promote its authentic British convict heritage experiences; based on Pine 

and Gilmore’s (1998) experience realms, tourists should be immersed in the themes created 

by the management. However, when Chinese visitors arrived at the site, this research 

revealed that many tend to be more influenced by the beautiful surroundings and peninsular 

landscape, than the convict historical cultural theme.  

In general, I think the site has a beautiful view, maybe not so bad being a prisoner here. (T16) 

There are some apple trees growing in Port Arthur, I think it’s very lively. The overall 

experiences are so opposite with my preconception of a prison, I think it’s so beautiful, and we 

can pick apples. (T14) 
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Picture 1 & 2: Port Arthur Historic Site, located in Tasman Peninsula (Photo taken by the authors) 

Additionally, we noticed that many Chinese enjoyed the landscapes during participant 

observation. Immediately after or even during the guided session, some tourists who 

travelled together took photos of each other using the blue water and green forest as a 

background. Their face expression and body language revealed that the visit refreshed them 

and that the attraction was photogenic; but there were also visitors who interacted with the 

guide and concentrated on the historical stories.  

There are several reasons why Chinese visitors appear to be more drawn to the landscape 

than the cultural heritage. Many Chinese know little about its British colonial convict histories 

in the early 1800s, and consequently have little to relate to. Within Chinese society, little 

attention is given to this era in popular media. Research has demonstrated tourists who visit 

film locations show more emotion and awareness towards it because the plots and narratives 

from films can be associated to the locations  (Tooke & Baker 1996). Tussyadiah and 

Fesenmaier (2009) found that online travel videos are a technologically assisted type of 

mediation. Travel videos weave images of foreign landscapes with stories that stimulate 

imagination, fantasies and pleasure, relating to travel memories. These processes build 

preconceptions in potential visitors. These preconceptions will affect the tourist experience 

when they visit the destination.  

Education also plays a role. The educational background between the Chinese and people 

from ‘Western’ countries can differ greatly, particularly around which angle of history and 

cultural knowledge they obtained at school and from society. Education system and family 
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upbringing affect one’s cultural capital (Bourdieu 1974).  In the case of Port Arthur, its relative 

obscurity in popular Chinese education creates a vastly different experience for tourists. 

During the observation session of the fieldwork, the Chinese-educated first author was 

accompanied by a German-born and -educated research assistant. The author attended a 

Chinese speaking tour of the Port Arthur site, while the assistant attended an English-speaking 

tour. After the guided tour, the assistant stated: 

‘although I didn’t learn a lot about convict history at school, we still learned that European 

countries sent convicts to various remote places even for petty crimes. But I was eager to 

learn so many new stories of the convicts and especially about the fact that Port Arthur had 

one of the world’s most advanced medical treatment facilities at the time. It made me want 

to know more about the site.’ 

The German assistant’s educational background clearly provided a context against which he 

could associate the stories shared by the tour guide. Conversely, while many Chinese 

tourists arrived with curiosity and interest, they were unaware of the cultural history.  

We just went with curiosity, no expectations. Cause we don’t know much about western 

history, we don’t know what to expect. (T17) 

I am interested in history […]whenever I encounter a historical site or historical artefacts, I 

try to find out information related to it. Although I can’t seem to summarise western history 

on the timeline as Chinese history I’m fascinated. The image of foreign histories is very 

blurred and messy in my mind….People in my group of around 10 people, only me was 

listening to the guide. I was very interested. That day was hot, they preferred to hide under 

the shadows. (T17, FIT travelling with friends) 

Consequently, ‘cultural capital’ differs between tourists.  

On the other hand, while a growing number of Chinese can afford trips overseas to niche 

tourism attractions (a sign of their increased economic capital), this does not mean they have 

cultural capital that supports their understanding and appreciation of cultural products. The 

changing socio-economic structure in China has enabled people to generate wealth very 

quickly, and the standard of education cultural knowledge has also changed rapidly. However, 

this has not resulted in homogeneous changes in travel preferences; The Economist (2018) 
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suggested that the second most popular destination for Chinese in Britain after Buckingham 

Palace, is Bicester Village where hundreds of clapboard-style outlets sell luxury brands at a 

discount price. It is a matter of personal value. The distraction manifests itself in that tourists’ 

attention is more easily drawn towards other familiarised things in their environment, such 

as shopping malls and landscape. At Port Arthur, we observed that a few Chinese tourists 

walked away from the guided group to take pictures of each other. These people might want 

to share pictures on social media of the natural surroundings of Port Arthur to impress others 

with where they were and what they were doing, but not how it was culturally significant. 

Distractions by landscape can ultimately lead to disinterest in the cultural value of Port Arthur.  

For the attraction, this is a dilemma: the use of heritage assets must be sustainable and the 

intrinsic values of the site need to be interpreted in ways which all kinds of visitors can 

understand (du Cros & McKercher 2014). If visitors do not appreciate this because of a lack of 

interest, what are ways of presentation that can make Chinese tourists to take part in the 

historical experience? The implications section of this article will propose some strategies. 

However, this is an important challenge deserving attention in the future.   

Previously, Ma et al. (2018) argued that language is a barrier towards Port Arthur experience, 

but this analysis reveals that cultural knowledge gaps, which is more fundamental, may hinder 

the creation of experience more than language gaps. As such, how to create, to what extent 

they can co-create and what the Chinese tourists’ abilities are to co-create, are questions that 

make the creation of tourism experiences unpredictable and less controllable.  

 

7.5.3 Context 3: cultural taboos and superstitions as distraction and 
attraction  

Cultural taboos and superstitions are factors that affect experience-creation. As mentioned 

earlier, some tourists refused to step into Port Arthur because of their superstition. When we 

asked a travel consultant about her opinion of her customers visiting the site, she said:  

Chinese may think the Port Arthur surrounded area has too much ‘Yin Qi’(阴气，inauspicious 

atmosphere/wicked environment, which posits opposite of Yang ‘阳’ which stands for warmth, 

truth and brightness ). They are afraid to stay around there [….] Chinese refuse to visit ‘Prison’, 
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think it’s unlucky (Bu ji li, 不吉利). The word ‘prison' is a taboo for some people, such as 

government high-officials (Dang guan de 当官的). (R2, Travel consultant/booking coordinator)  

She then elaborated: 

Prisons! It’s for catching somebody! Shanghai also have a heritage prison, no one wants to 

visit! Chinese tourists won’t care too much, simply because prison is taboo. When they hear 

the word prison they start getting a bit uncomfortable. (R2) 

R2 was making a tacit association with the recent anti-corruption drive in China (Graycar 

2015). Further, she told us that her father was involved in the stock market business, so he 

would not visit Port Arthur because he did not want to jeopardise his fortunes.  

Some people don’t pay for this site when they purchase the package. Once they find out it 

used to be a prison, they refuse to visit. In our tour, some customers bargain the price to be 

cheaper and leave out visiting Port Arthur.(R2) 

It is important to note that superstitions and taboos in Chinese culture change (Faure 2008; 

Yang & Hu 2012). In the modern world, much of these are rooted in Chinese traditional beliefs, 

among which, ‘witchcraft’ (巫术 Wu Shu) is the most significant (Wu & Liu 2007). Chinese 

scholars have found that many superstitious attitudes and behaviours emerge from learning 

from others (Chen et al. 2009). This might potentially lead to Word-of-mouth (WOM) as 

mediators being vital to attract Chinese to visiting Port Arthur, as introduced previously. 

Consequently, WOM is also a medium to spread the taboos and superstitions which can 

interfere with experiential creation among various stakeholders. Even when they visit foreign 

countries, they still carry such ‘cultural baggage’ (Mallinson & James 2003).  

This research demonstrated the fluidity of taboos and superstitions, as it revealed a modern 

superstition relating to Port Arthur among some Chinese students in the local university. The 

superstition was that if students visited Port Arthur during or close to the time of their exams, 

they would fail. This sort of myth aligns with a study which found that the ‘pressured/stressed 

environment’ and ‘uncertain situation’ are two of the factors causing such superstitions to 

form (Li et al. 2006).  
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However, while superstitions are distractions for some, for others they are attractions. This 

difference is indicative of the diversity of tourism experiences. For some participants 

interviewed, the attraction of Port Arthur was the ‘taboo’ itself: 

It was a bit disappointing to be honest. We were expecting to see instruments of torture, sort 

of scary things, but the island was full of tombstones with guide explaining the sites. (T16) 

For T16 the attraction of the site was the taboo itself. Further, although in the above, the 

respondent R2 indicated the refusal of visiting due to superstitious reasons, the visitation to 

Shanghai Tilanqiao Prison which she referred to as of June 2018, is ranked 4.5/5 by tourists 

on Ctrip (one of the largest online travel agency in China) and is visited by many Chinese. 

On the other hand, it is possible that the aforementioned beautiful surrounding views become 

distracting. It also contrasts with the gloomy preconceptions of most people. It may not 

necessarily mean that Chinese have less satisfaction with Port Arthur.  

The prison management system is very comprehensive, and humane. Now the environment is 

beautiful, it’s good for holiday/leisure spend time… After visiting we all think the scenery is so 

beautiful, the climate is nice, it’s very suitable for holiday. (T3) 

We followed the tour guide on the death island, he showed us the monuments, graveyards. 

He told us the stories related to the person buried underneath. In general, I think the site has 

a beautiful view, maybe not so bad being a prisoner here. (T16) 

Importantly, one should clearly identify that the viewpoint of analysing a distraction of an 

attraction comes from either tourists’ perspectives or tourism businesses’ perspectives. For 

Port Arthur, it was a distraction; however, for tourists, as long as they were happy with some 

perspectives of the attraction, no matter if it was for heritage learning, or simply sightseeing 

and relaxing, it was worthwhile visiting. Holidays do not need to have fixed purposes. Tourists 

have open interpretations towards the site because there is no fixed cognitive and emotional 

anchor. People naturally experience a destination in their own way, regardless of what key 

messages and efforts are delivered by operators.  

All of the above issues make the creation of tourism experiences open and unpredictable 

because on top of individual differences, Chinese culture evolves and changes. 



 

155 
 

7.6 Rethinking the creation of the tourism experience 

This article focuses on the Chinese context to illustrate how co-creation approach of tourism 

experiences, which was originally proposed from western perspective, has shortcomings. It 

has illustrated that the degree to which the diversifying Chinese culture has made the creation 

of tourism experiences less controllable and less predictable. Given the existence of 

distractions during the mediation process, experiences are difficult to be co-created if only 

assessing operators and tourists; and it requires a considerate understanding of the 

complexity of who the tourists are and their socio-cultural background. Therefore, 

communication between parties involved in the joint creation are of utmost importance – in 

this context, mediators and distractions.  

In most tourism studies, the term ‘co-creation’ is used to describe a shift in thinking and 

practice from top-down solutions and one way provision, to joint and collaborative processes 

whereby tourists and operators generate experience, build capacity, and create value 

together (Ind & Coates 2013; Prahalad & Ramaswamy 2004a). Unfortunately, the experiential 

creation process in which tourists’ complex cultural background should be considered has 

been largely neglected in the literature. This study examines distractions in the mediation 

process, and demonstrates that tourists come with ‘cultural baggage’, and it is essential that 

the various aspects of their cultural background are considered in understanding their 

tourism experiences. Their background is central in how they create their own interpretations 

and understanding of their tourist experience.  

This article explores co-creation as defined by joint and collaborative action, and by the 

experiential creation process with contextual cultural embeddedness. It addresses a 

neglected blind spot in current theories. This paper argues that examining the more unique 

features of Chinese cultural embeddedness – especially within the context of the society’s 

changing and emerging cultural practices, including its superstition and taboos, and 

educational training – effectively recasts the Chinese context into understanding the Chinese 

tourist experience. Because of their backgrounds, the Chinese would have experienced Port 

Arthur in their own ways as compared to other tourists. This paper also argues that the 

creation of tourism experiences has unpredictable and uncontrollable characteristics. The 
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three contexts revealed above highlight the shortcomings of applying traditional co-creation 

theory in understanding the Chinese tourist experience. There are three lessons.  

Firstly, various Chinese mediators exist, including travel agents, online information providers, 

friends and peers, reputation, preconception. These influence travel motivation, destination 

selection and consequently the process of experiential creation vary from person to person. 

Additionally, ‘accidental’ selection of the tourist attraction means that tourists will travel 

without a clear plan and expectation, which makes the input in the joint creation of 

experiences less controllable. The study shows effective communication between operators 

and mediators, as well as between tourists and mediators, are crucial in co-creation of the 

tourism experience. Although this aspect has been previously explored briefly in literature 

(Binkhorst & Den Dekker 2009), miscommunication and cross-cultural difference between 

stakeholders being issues causing barriers in co-creation has been given far less attention. 

Secondly, this study has demonstrated that a lack of specific cultural knowledge can result in 

unexpected and very different heritage interpretation by tourists. Such (mis)interpretations 

may not be desired by the heritage site operator. Since operators aim to provide memorable 

experiences, when the tourist’s attention is distracted, a ‘vicious cycle of distractions’ can 

form. The emotions of service staff may also be affected negatively. For example, if a guide is 

irritated by the noisy and distracted tourists in his or her group, it might be challenging to 

conduct the tour in a satisfactory manner. At the same time, other tourists’ experiences in 

the group can also be distracted. This is another facet of distraction that can occur during the 

co-creation of tourism experience. 

Thirdly, Chinese culture is complex, changing and diverse. Values, beliefs, practices and 

behaviours – including taboos, table manners, understanding of heritage and appreciation of 

other societies – are evolving. Instead of arguing taboos and superstitions are distractions, 

we argue that these can be distractions for some, but attractions for others. In the diverse 

cultural manifest and providing the tremendous population of China, the tourists’ ability to 

co-create in this context is less controllable and predictable.  

These three lessons illustrate the challenging tasks of creating tourism experiences for 

Chinese. In light of the findings, a new framework of tourism experiential creation that 

addresses the cultural context of tourists is proposed in this paper. Diagram 1 shows the 
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model of the creation of tourism experiences considering socio-cultural backgrounds of 

tourists. It shows that both mediators and distractions can either facilitate or hinder the 

tourism experience to occur, but most importantly, these two factors together with the socio-

cultural background need to be considered when examining the joint creation of tourism 

experiences because these affect the way the attraction is perceived by tourists. As a result, 

the co-creation approach of the tourism experience would be advanced if considering this 

framework.  

Diagram 1: The creation of tourism experiences 
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7.7 Implications and limitation  

By scrutinizing the concepts of the mediator and distraction, this article contributes to the 

theoretical understanding of tourism experiential creation from the perspective of Chinese 

tourists. There are significant implications in adopting the new framework. For instance, 

before initiating the creation of tourism experiences, obtaining dynamic knowledge of 

tourists’ cultural background is essential. Moreover, since mediators are important in 

providing inter-cultural dialogue, ways of effective communication between operators and 

mediators need to be explored. Unnecessary misinterpretation of what experiences 

operators attempt to provide may reduce as a result of mediation. Therefore, adaptive 

training provided to mediators may increase effective mediation of the site and its core value.  

Additionally, although distractions may vary from person to person, understanding their 

existence through deeper conversations will also facilitate the development of attractive 

experiences. Tourism operators as such need to be flexible, and perhaps use ‘open-ended’ 

words in the products description. There should be space of imagination for tourists. If the 

products description being too narrow and constrained, false preconception might generate 

accordingly.  

The framework offers operators solutions for strategic planning, and both business-to-

business (mediators) and business-to-customer relationship management. The theoretical 

arguments contribute towards theory pertaining to the co-creation of tourism experiences, 

particularly cross-cultural contexts, and the roles of mediators and causes of distractions. In 

doing so, this paper challenges the western-centric ways of researching and knowing tourism 

and hospitality, while reflecting on the dynamic nature of Chinese culture. Intercultural 

management needs to be undertaken in a sensitive yet open mindset. Further research is now 

needed to quantify the impact of multiple cultural factors on tourists’ input of the joint 

creation of experiences.   

This study is limited in its sole focus on Chinese outbound tourists and on one tourist 

attraction. Further research is needed to explore the role of the of mediator and distractions 

in other cultures and sub-cultures. Different types of tourist attractions should also be 

considered when assessing the tourism experience.  



CHAPTER 8 Discussion and Conclusion   

This chapter summarises the literature review of this research, the study context, methods 

and key findings and presents theoretical discussions and practical implications. This chapter 

commences with a thesis summary, and continues with a comprehensive discussion of the 

theoretical contributions made by this research. Then, practical implications are presented. 

The chapter concludes with a discussion of research limitations and identifies opportunities 

for future research and theoretical applications.  

 

8.1 Summary of the thesis 

This thesis explores co-creation and tourism, in the context of Chinese tourists’ experiences 

at Port Arthur Historic Site. It consists of eight chapters, including introduction, literature 

review, methods, results, discussion and conclusion.  

A review of the literature in Chapter 2 identified that the co-creation approach to tourism 

experiences has received considerable attention (Grissemann & Stokburger-Sauer 2012; 

Prebensen et al. 2017), from both tourists’ and operators’ perspectives. Co-creation is a 

theoretical term that has been used since the late 2000s in the tourism literature (Binkhorst 

& Den Dekker 2009; Campos et al. 2015). The chapter illustrated that while theoretical 

development of this literature has offered multiple useful constructs (Cabiddu et al. 2013; 

Hsiao et al. 2015; Prebensen et al. 2015; Reichenberger 2017), gaps remain in current 

knowledge. How tourism experiences are created has not been fully considered within 

current co-creation theoretical frameworks. Existing theories related to the co-creation of 

tourism experiences neither adequately explain the process of mediated experiences (Ooi 

2002; Yu et al. 2002), nor provide consideration of the distractions that can interfere with 

tourism experiences (Campos et al. 2017; Jin et al. 2016; Ma et al. 2018). As a result of these 

limitations, factors impacting the co-creation of the tourism experience are poorly 

understood. The literature review also showed that there was a need to develop a more 

comprehensive understanding of how socio-cultural backgrounds of tourists shape and 
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influence the co-creation of tourism experiences (Adhikari & Bhattacharya 2015), particularly 

in cross-cultural travel settings when operators and tourists come from different backgrounds 

(Chan et al. 2010). 

As has been documented in Chapter 3, the past four decades have seen enormous changes 

taking place in China (Faure 2008; Zhang & Cai 2017) and travel as a leisure activity for Chinese 

people is also evolving dramatically (Arlt 2013; Dai et al. 2017). The chapter particularly 

introduced the environment of Chinese outbound tourism. The presence of Chinese tourists 

is felt by many destinations. The phenomenon has instigated both academic and industry 

research to better understand and cater to the needs of this burgeoning market. However, 

academic research into the tourism experience and co-creation has not well captured these 

changing and diverse economic, social and political circumstances. The review found 

stereotypes, over-generalisation and over-simplification in the literature on Chinese culture 

and tourists’ behaviour and experiences (Hsu & Huang 2016; Kwek & Lee 2010), which 

contribute little to the understanding of the complex tourists’ experiential creation. The 

profound and rapid changes this society has undergone has exposed weaknesses in traditional 

theoretical concepts and generalisations which are unable to explain Chinese tourists’ 

experiences.  

Apart from these, Chapter 3 also introduced the research context. Specifically, it showcased 

statistics, trends and policies related to Chinese tourism in Australia, and its island state – 

Tasmania. The literature review illustrated the research need of examining the growing 

Chinese tourism market in Australian regional economies.  

Chapter 4 explained the data collection methods.  Semi-structured interviews and participant 

observation were the main methods of data collection. This thesis specifically examined 

tourism experiences based on Chinese tourists visiting Port Arthur Historic Site, Tasmania, 

Australia. The fieldwork undertaken for this research took place between December 2016 to 

February 2017.  

Reflecting on the fieldwork which was marked by multiple challenges, particularly, but not 

exclusively the limited time of Chinese travellers in Tasmania, Chapter 5 (in press) identified 

the usefulness of a Chinese social media app - WeChat for qualitative data collection. It 
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critically discussed the advantages, limitations and concerns of using WeChat as a data 

collection method.  

Chapter 6 (already published) examined culture as a social institution that serves important 

functions, whilst also representing an arena of conflict and negotiation. It analysed Chinese 

tourist behaviour in the context of the social forces and finds that tourism anxiety has been 

much neglected in the tourism literature. In addition, the data analysis in this chapter 

revealed several triggers of anxiety for Chinese tourists during travel to Port Arthur and 

consequently, discusses how these anxieties influence behaviour and distract their attention.  

Chapter 7 (under review) focused on redefining the creation of the tourism experience from 

the perspective of Chinese tourists. The findings illustrated that mediators and distractions - 

which have been largely neglected - influence the co-creation of the tourism experience. The 

chapter proposed a new approach which is responsive to the socio-cultural backgrounds of 

tourists when understanding the creation of tourism experiences. Furthermore, it discussed 

that the tourism experience is created through the distracting dynamic process of what 

attracts and distracts tourists. 

The next section in this chapter is the theoretical discussion of this thesis. The three 

subsections will answer the three research questions asked at the beginning of this thesis.  

 

8.2 Theoretical Discussions of this Research 

8.2.1 Factors affecting co-creation of the tourism experience  

The thesis found that mediators, distractions and complex Chinese socio-cultural 

backgrounds are factors influencing the Chinese tourist experience. 

Firstly, various tourism mediators exist, including travel agents, online information providers, 

friends and peers, reputation and preconception. These influence travel motivation, and 

destination selection; consequently, the process of experiential creation can vary from 

person to person. Additionally, ‘accidental’ selection of the tourist attraction means that 

tourists travel without a clear plan and expectation, which makes the input into the joint 
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creation of experiences less controllable. The study shows that effective communication 

between operators and mediators, as well as between tourists and mediators, are crucial in 

the co-creation of tourism experiences. The findings, therefore, illustrate that a meaningful 

tourism experience is often necessarily a mediated experience.  

Secondly, this thesis argues that anxiety is one of the distractions strongly influencing the 

tourism experience. Many Chinese tourists are anxious when travelling because of a variety 

of reasons including the lack of local knowledge, inadequate pre-travel research, limited 

travel time, restricted annual leave, costs, desire for quality authentic experiences, language 

barriers and unusual food. Other distractions arise from cultural taboos, superstitions, and 

the lack of cultural knowledge. It is noteworthy that these factors can be distractions for 

some tourists, however attractions for others.  

Thirdly, the findings confirm the diversity and complexity of Chinese culture. The Chinese 

market is becoming increasingly complicated, and the pace of social-cultural changes has 

accelerated. The changing circumstances have always created heterogeneity amongst 

Chinese people. Socio-cultural backgrounds of tourists should be carefully understood for 

creating tourism experiences. This thesis suggests that functionalist and negotiated culture 

can be used as a fundamental philosophy to understand the characteristics of Chinese 

tourists. Any cultural manifestation should neither be generalised nor simplified, since 

tourism experiential co-creation is very individualised and customised. Therefore, co-

creation of the tourism experience must capture the deep-seated culture and values 

underpinning Chinese tourist behaviours.  

These three factors illustrate the challenging tasks of creating tourism experiences for Chinese. 

Co-creation of tourism experiences becomes less controllable and less predictable. However, 

if these three factors are managed well, the experiential co-creation process can be enhanced 

and memorable experiences can be created. Operators need to understand these factors 

when designing and delivering a tourism experience.  
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8.2.2 Co-creative Chinese tourists 

The development of this PhD project advances the theoretical understanding regarding the 

characteristics and travel behaviours of Chinese tourists. The research illustrates that Chinese 

tourists visiting the Port Arthur Historic Site may be regarded as heterogeneous, semi-

independent, and their experiences are mired by distractions. The three characteristics are 

intertwined and do not exist exclusively, which together create a new typology of Chinese 

tourist – the co-creative tourist.  

The discussion illustrates that Chinese tourism experience is a blending of the offerings of the 

destination and their own personal and cultural backgrounds. The mix of what attracts and 

distracts them arises from different factors. This blending is the co-creation process. The 

robustness of the findings are explained below.  

 

8.2.2.1 Chinese tourists are heterogenous 

The cultural diversity of China entails different tourist behaviour. Heterogeneity arising from 

various behaviours is the first characteristic that forms the co-creative Chinese outbound 

tourist. There are a variety of historical and contemporary reasons causing the diversity of 

Chinese culture. Chapter 6 has elaborated comprehensively on this issue. For example, socio-

politically, it has experienced various reforms from the cultural revolution to the economic 

reform and the ‘open-door’ policy (Tse & Hobson 2008). Economically, it has evolved from a 

planned economy to a market economy, and to the latest Silk Road economic belt and the 

21st-century Maritime Silk Road (Li et al. 2015). Additionally, a growing number of Chinese 

overseas students return to China after graduation and bring back perspectives of other 

cultures. It facilitates the social development and globalisation of China. Furthermore, the 

exposure to foreign ideas has penetrated into many aspects of the society. Korean and 

Japanese pop culture is another example that shapes the aesthetic value of many young 

Chinese (Chen 2017); as a result, the cosmetic industry is booming in China, and the pursuit 

of stardom is dramatically popularised. The rise of feminism in China allows many female 

professionals to travel economic-independently (Yang et al. 2017). Further, Chinese society is 

changing constantly. Some literature shows that past drivers of Chinese outbound tourism 

such as ‘escaping from the air pollution’ (Sun et al. 2015) might not be the case for tourists in 
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future decades with an improving consciousness to protect the environment by the 

government and many industries. To sum, China is experiencing unprecedented social-

cultural changes.  

 

This thesis argues that the diversity of Chinese tourists addresses the ‘spirit’ of co-creation. 

Under the co-creation realm, the tourism experience is not manufactured or mass produced. 

If the experience is engineered from a production line, it assumes that every tourist is the 

same in terms of preference, behaviour and background. However, homogeneity does not 

support co-creation. In contrast, the diverse interests allow experiences to be tailored and as 

such, co-created, because tourists need to contribute to the experience themselves based on 

their own personal background and cultural baggage. Co-creation cannot be achieved without 

taking ‘who the tourist really is’ into consideration.  

 

Consequently, this argument challenges Hofstede’s cultural dimensions (Hofstede 1983, 

2006), especially in relation to the grouping of people into collectivist and individualist 

categories. Within this theory, Chinese are grouped as a collectivist culture. This approach 

overlooks individuals’ uniqueness and ability to co-create their own personalised experiences. 

Although some Chinese might display comparable behaviours in certain situations, by 

scrutinising nuances, one can find broader varieties of behaviour. 

 

 

8.2.2.2 Chinese tourists are semi-independent 

The second characteristic ‘semi-independence’ in this thesis can be categorised to two 

patterns: travel mode and psychological dependence on mediators. This discussion rejects 

the differentiation of tourists achieved by comparing free and independent tourists (FIT) to 

tour-group tourists. It questions Hyde and Lawson’s (2003) emphasis on the ‘holiday makers’ 

to explain the nature of independent travel.  

Firstly, it is the travel mode which is neither completely independent nor packaged inclusively 

in a tour that characterises them as semi-independent. Chapter 6 mentioned that some 

Chinese travelled to Tasmania out of their own free will, and these tourists booked flights and 

hotels by themselves, but they were not confident at travelling independently in Tasmania 
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because of perceived barriers such as language and transportation. In this case, many chose 

to book a trip with a Chinese travel agent which provided ground transportation and basic 

tour guiding. Therefore, the Chinese tourists are semi-independent because the whole trip is 

not entirely free and independent. To further illustrate this point, as an alternative travel 

model, many Chinese tourists also travel with their own formed groups. These include 

friendship groups, classmate groups and extended family and relative groups. In these groups, 

a few individuals act as ‘opinion leaders’, making most of the travel decisions. Other group 

members act as ‘followers’.  

My two other friends who planned the trip just searched (Port Arthur) on the website and had 

a look at the experiences that other bloggers have shared. They started planning about two 

weeks before we came. (T17) 

Although this travel behaviour is considered as free and independent, it does not necessarily 

characterise all group members as being independent. Therefore, the second form of the 

semi-independent characteristic of Chinese tourists is their psychological dependence on 

mediators, whilst trying to achieve independent travel. Mediators, in this case are friends and 

peers, and their opinions. Chapter 7 has detailed this aspect. Many of the tourists were shown 

to ‘accidently’ visit Port Arthur. Although the visitation is a way to reduce boredom and make 

the best of value for money, the action of visiting is very often affected by a variety of 

mediators. Port Arthur is one of a small number  of cultural attractions in Tasmania and has 

an extremely high percentage of visitation among the total number of Chinese tourists. Many 

tourists did not actively seek challenges during travel. Port Arthur is an “accidental” or 

“mediated” tourist attraction influenced by the opinion of the travel agent or by their own 

needs as a family unit. Therefore, they psychologically depend on mediators.  

Hyde and Lawson (2003) stated that holiday makers are individuals who actively seek 

challenges during the travel period. Compared to the nature of FITs, tour-group tourists are 

less flexible in decision-making processes; and they are more like ‘holiday takers’ rather than 

‘holiday makers’. Further, they argued that satisfactory experiences among holiday makers 

are higher, because they can tailor the level of challenge within a given situation. Research 

also shows that these tourists may self-create challenges in boring situations to avoid 

boredom (Ryan 2010). However, the findings of this thesis challenged the above literature by 
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arguing that the holiday takers in the Chinese FIT group seek to avoid boredom as well. People 

form their own groups and form their own decision making hierarchies to create their travel 

experiences (Cai et al. 2019). It is a way of co-creation.  

Further, according to Hyde and Lawson (2003), FITs have three characteristics: 1) they 

experience an evolving itinerary, 2) they exhibit willingness to take risks in selection vacation 

elements, and 3) they possess a desire to experience the unplanned. Furthermore, the 

elasticity of holiday time also explains the difference of the tourist experience between tour 

group and FITs, with the latter enjoying more elasticity of time (Ryan 2010). Time, in terms of 

tourists’ experiences, refers to speed, intervals, rhythms and repetitions (Ek et al. 2008). 

However, as demonstrated in Chapter 6, whilst some Chinese tourists travel independently 

and drive with a rental car, they were still very inflexible about their travel time, and suffered 

anxieties if unplanned situations were encountered.  

Moreover, Chinese tourists co-create the tourism experience with mediators who are also 

their peer travellers. This layer of meaning contributes to the understanding of customer to 

customer (C2C) co-creation in tourism (Reichenberger 2017; Rihova et al. 2013, 2015). The 

tourism experience is a mediated experience and also a co-created experience. Co-creation 

requires dependence on mediators; that is to say, if tourists are not more or less dependent, 

they cannot co-create. Mediators propel the co-creation of the tourism experience for 

Chinese tourists. On the other hand, the findings suggested that it is an illusion if holiday 

makers are considered as only creators of their own experiences.  

Therefore, there is a blur between true and full FIT and group packaged travel, and many 

Chinese tourists are psychologically very reliant upon mediators. This discussion breaks the 

typology which clearly distinguishes FIT from package group and contributes to the 

understanding of Chinese tourists. Although the co-created tourism experience among 

tourists’ own travel group emerged throughout this research, heterogeneity among Chinese 

tourists in terms of sociability must be acknowledged. Free and independent travel has 

become a trend among Chinese travellers, and many would like to keep up with the trend. 

Nonetheless, recent literature shows that many Chinese tourists still prefer to travel with a 

group, and backpackers also travel with a small group, either family, friends or relatives (Cai 

2016). In addition, solo and female solo travel is growing steadily (Yang et al. 2017). 
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8.2.2.3 Chinese tourist experience mired by distractions 

Chapter 6 and Chapter 7 discussed the tourism experience that are mired by distractions, and 

shed light on the third characteristic of the Chinese tourist. During travel, tourists and 

operators both pursue pleasant and memorable experiences; however, there are numerous 

distractions along the experience creation process. Distractions are multi-layered. Deficient 

infrastructure and poor services received by tourists can be distractions. Tourists want 

convenience and high quality services in general (Chen & Chen 2010; Sigurðardóttir & 

Helgadóttir 2015); however, if tourists are unsatisfied with services and infrastructure, they 

would have negative emotions. For example, if the road conditions or underprovided public 

transportation slow their travel itineraries down, tourists might be anxious and their 

experiences are consequently distracted; as it was discussed in Chapter 5 and 6, time is a 

scarce resource for Chinese tourists on the move.  

 

Secondly, this thesis argues that a deeper layer of distraction comes from socio-cultural 

differences between operators and tourists. Chapter 6 and Chapter 7 mentioned the cultural 

clashes generating anxieties, such as cultural taboos, superstitions and modern beliefs. It is 

arguable that better experiences are created when tourism experiences comply with their 

familiarities, because tourists associate these with their previous experiences and personal 

background. The quest for authenticity and the pursuit of familiarity in their own cultural 

manner can be inconsistent during the co-creation process.  

 

Consequently, the argument of this thesis challenges the definition of tourists through spatial 

movement and travel purposes’ point of view. The literature defined tourists as those who 

are temporarily leisured people visiting another place away from home or a familiar place for 

the purpose of experiencing a different lifestyle, or the so-called escape from everyday life 

(Ateljevic 2000; Binkhorst & Den Dekker 2009; Volo 2009; Wickens 2002). By contrast, my 

thesis argues that tourists can be distracted by the different lifestyles which confront their 

cultural identities. The identities embedded with their personal background including 

economic and cultural capital influence their co-creation of the tourism experience and 

motivation of travel for leisure. However, the confronting experience does not always mean 

that the tourist is unsatisfied; rather, tourists can learn new things and try new styles. This 

thesis supports the concept that tourists are versatile; tourists want both familiarity and 
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authenticity, and they waver between two such needs (Ooi 2002). The tourism experience is 

created through various distractions. It adds richness to the experience. This point deserves 

attention in future research.  

 

In conclusion, the Chinese mixture of heterogeneity, semi-independence, and distraction 

characteristics about Chinese tourists contribute to their co-creation of the tourism 

experience. Also, these three characteristics become a new way of defining Chinese tourists.  

 

 

8.2.3 The new approach to tourism experience co-creation 

One of the research aims was to seek alternative approaches to understand tourism 

experiences while profound changes are happening in a society. This section explains how the 

new approach of understanding the co-creation of tourism experience is proposed based on 

the combination of previous findings.  

In most tourism studies, the term ‘co-creation’ is used to describe a shift in thinking and 

practice from top-down solutions and one-way provision, to joint and collaborative processes 

whereby tourists and operators generate experience, build capacity, and create value 

together (Ind & Coates 2013; Prahalad & Ramaswamy 2004a). Unfortunately, the experiential 

creation process, in which tourists’ complex and culturally-generated factors consisting of 

both mediators and distraction, has been largely neglected in the literature. As Chapter 7 

mentioned, this thesis argues that the three factors affecting tourism experiences make the 

co-creation process unpredictable and uncontrollable.  

In this thesis, examining the role of mediators and distractions in experiential creation, both 

of which are tightly intertwined with ‘cultural baggage’, further develops understanding of 

the role of co-creation in the tourism experience. In terms of tourists’ inputs into experiential 

co-creation, the socio-cultural backgrounds of their own circumstances need to be considered. 

Therefore, the new approach of co-creating tourism experiences should consider mediators, 

distractions and tourist behaviour in a specific social-cultural context. Chapter 7 (Section 7.6) 

elaborated a framework of this new approach in detail. The findings provide an enhanced and 
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holistic understanding of the co-creation of tourism experiences, highlighting the socio-

cultural changes that have taken place in a society.  

 

8.3 Practical implications and discussions of the research  

This section discusses the practical implications of the findings and applications of the new 

approach to co-creating  the tourism experience.  

Cultural understanding and knowledge is a prerequisite for success in intercultural business 

management. Operators need to be aware of and understand the changing economic, social 

and political circumstances of China in the last decades, together with the uneven rolling out 

of social engineering programmes in the country. Marketing approaches therefore need to 

be open-minded and flexible to these changing circumstances.  

Given the complexity of understanding Chinese culture, it is unsurprising that operators may 

not possess specialised understanding of this market segment. In addition to providing 

general behavioural traits of Chinese tourists, this thesis presents ‘shortcuts’ for operators in 

terms of understanding characteristics of this segment. It suggests that knowledge of who 

mediates tourists’ experiences and what distracts their experiences can act as important 

insights that will assist in the provision of satisfactory experiences. This technique can 

potentially be applied to other complex cultural groups, such as Indian tourists, as well as 

Western tourists visiting cross-cultural destinations.  

The study illustrates the need for operators to carefully inspect who or what mediates Chinese 

tourists’ experiences. Specifically, it identified various important mediators and provided 

strategies that operators can adopt to ascertain that the designed experiences and products 

are also the ones that are mediated appropriately. Traditional mediators include tour guides, 

travel agents, bus drivers of tour companies, online tips, and physical materials such as 

brochures, and signage in the Chinese language. Together, these mediators provide direct 

mediation to experiential creation and can influence how tourists interpret attractions and 

destinations. As a result, clear communication between the operator and mediator is 

essential. Operators could train these mediators by providing introductory materials, code of 
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conduct and explaining the core product/experience they designed for tourists. Operators 

need to mediate mediators.  

‘Intangible’ mediators also exist which are linked to a destination’s reputation. Word of 

Mouth and ‘fame’ are two such mediators which motivate travel and enable the action of 

travel to become real. There is a considerable amount of attractions all over the world that 

are considered to be ‘must-visit’ attractions for Chinese such as the Sydney Opera House and 

the pyramids in Egypt. However, not every attraction is comprehensively known by Chinese 

tourists such as the British colonial historic sites; sometimes what pulls Chinese to the 

experience is simply its name and that alone mediates their decision. The results of this thesis 

indicate that many Chinese tourists are under-prepared when they travel, failing to undertake 

pre-travel planning or research. As a result, they are not prepared to co-create. Co-creation 

as such is less predictable. Operators who label themselves as ‘co-creative’ should consider a 

gradual ‘walk along’ with Chinese tourists, which means introducing the experiences slowly 

and delicately first, after which deeper co-creation can be achieved.  

Another shortcut to the ways of understanding the co-creation of the tourism experience for 

Chinese outbound tourists is to know what distracts their experiences. Firstly, the study found 

that multiple triggers generate anxieties during travel; that is, the lack of local knowledge, 

inadequate pre-travel research, limited travel time, restricted annual leave, expectations for 

achieving value for money, pressures from authenticity, language barriers and choices of 

dining. These anxieties distract co-creation. Hospitality and tourism operators need to be 

cognisant of the idea that tourists are not always happy when they are on holiday. There are 

unexpected conditions in which anxiety and dissatisfaction are created. The desired 

experience offerings delivered to tourists may not always be smooth and co-creatable. 

However, there are some strategies to address these anxiety-generated distractions.  

Since most Chinese have limited travel time and are aware of value for money, if they perceive 

that the attraction does not achieve high value for money within the fixed amount of time, 

they would be anxious and consequently unsatisfied. Therefore, operators could design 

product packages suitable for tourists with different ‘time budgets’. For example, because 

most Chinese tourists only allocate themselves around three hours to visit the attraction, Port 

Arthur could offer a three-hour tour route that covers the main heritage sites and the most 
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representative activities. These contribute to unique and concentrated Port Arthur 

experiences and can make them more personal and memorable. This approach alleviates 

distractions caused by the overwhelming size of the heritage site and the surrounding 

landscape. For tourists who are extremely interested in prison heritage and colonial history, 

and are time-rich; Port Arthur may offer a comprehensive tour extended time package and 

even tailor the experiences based on the tourist’s own identity and cultural capital. The 

provision of this type of experiences requires the management team is not only 

knowledgeable about the attraction’s own products but that they are also culturally sensitive. 

Doing so will ensure that Port Arthur is associable and culturally relevant to tourists.  

Language barriers are easier to solve compared to cultural knowledge barriers for tourists. To 

overcome communication gaps generated by language, native speaking guides and frontline 

staff are effective and helpful in terms of providing on-time solutions. Native Chinese frontline 

staff are good resources for potentially bridging the cultural knowledge barriers for the 

business, as well as for tourists. If hospitality and tourism business would like to engage in co-

creation, the cultural knowledge and resources brought by Chinese staff is highly valuable. 

Such staff are ‘cultural ambassadors’ representing both Port Arthur and Chinese tourists 

(Weiler & Yu 2007). Additionally, modern technologies, such as instant translation 

applications provide timely and cost-efficient tools to co-creation.  

Another way to solve the distraction caused by lacking relevant cultural knowledge is to 

associate Port Arthur history and events with those happening during the same timeline and 

similar context (Prentice 2001). Many Chinese tourists come with curiosity and interests, and 

by linking Port Arthur to Chinese history and culture, the stories become relevant and 

appreciable. For example, through their education, schooling and history books, the vast 

majority of Chinese know about the two Opium Wars that happened between 1839 to 1860 

– events occurring concurrently to the establishment and operation of the Port Arthur penal 

colony. Therefore, their familiarity with one history can help them to link it with another. 

Referring to these two events during the Chinese guided tour might achieve a better 

educational engagement and outcomes.  

For operators, knowledge of tourists prior to the co-creation process requires an awareness 

of the technologies, particularly social media, they use during travel. WeChat is the most 
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popular social medium in China and can be used to get to know Chinese tourists before, during 

and after their visit. In this study setting, Tasmania is a niche remote destination with 

restricted travel times for Chinese tourists visiting the island. Therefore, it is of considerable 

interest to know how the local industry could gain a better understanding of Chinese 

travellers’ behaviour and mindset. With comprehensive interaction on WeChat, a deeper 

understanding of Chinese travellers in a safer and less anxious environment becomes possible 

and people’s experiences can be carefully examined. As a result, operators gain access to 

invaluable information to develop tourist attractions and products which cater to special 

cultural needs. Moreover, if the scale of the business allows it, marketing on WeChat such as 

registering an official WeChat account or a WeChat mini-program can be set up to facilitate 

interaction, communication and engagement with Chinese tourists. Better experiences can 

be co-created on these online platforms. Cost efficiency, targeting audiences, technical 

support and transnational management are just some of the issues that businesses need to 

consider before launching the social medium.  

Geographically, this thesis provides a unique insight into the experience of Chinese visitors to 

a regional area of Australia. The vast majority of existing research about Chinese inbound 

tourism in Australia has been limited to only a few popular areas, mostly coastal resorts or 

tourism icons, such as the Gold Coast, Brisbane, Sydney and Melbourne. For many Chinese 

visitors, locations such as Tasmania are rather exotic, and consequently, tourists may find 

themselves more anxious in such places given less travel time, less infrastructure, less cultural 

knowledge and fewer Chinese services. Although Tasmania has great potential to gain merit 

from the growing Chinese market, it simultaneously means that if operators do not invest time 

in ensuring that their offerings provide Chinese tourists with enjoyable and memorable 

experiences, then they face a risk that unsatisfied tourists will generate negative WOM. 

Thankfully, Tasmania is in a growing phase of the tourism area life cycle (Butler 1980; 

McKercher 2005). With careful tourism planning and policy-making, Tasmanian tourism can 

grow in a sustainable and healthy direction.  

To summarise, Chinese outbound tourism has recently seen dramatic growth. So far, 

Tasmania captures only a tiny proportion of Chinese inbound tourists to Australia and such 

data indicates nothing about their actual experiences. Therefore, it becomes increasingly vital 

to understand how more Chinese tourists can be attracted to visit Tasmania, how their needs 
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can be met, and ultimately how to improve their travel experiences. This research provides 

some timely and valuable insight into how the Chinese tourist experience can be maximised 

within a regional Australian tourism market.  

 

8.4 Limitations and future research  

Some limitations to this PhD research should be noted. There is still a need to delve deeper 

into co-creation of the tourism experience in a world which is layered, diverse and dynamic. 

This exploratory study was designed to examine factors that affect Chinese co-creation of the 

tourism experience in greater detail than existing co-creation theory. This study was limited 

to the context of Chinese outbound tourism to Port Arthur Historic Site, Tasmania. Although 

the selected case represents a cultural-rich, experience-rich attraction which effectively 

highlights and captures the impact of cross-cultural differences in the tourism experience, to 

further develop this literature, other types of destinations and attractions should also be 

explored. In doing so, future research can explore the impact of different types of service 

provision upon the co-creation of the tourism experience. Through this, the impact of 

different varieties of the experience provision on the extent of co-creation will be examined. 

Secondly, as it was difficult to reach a broad range of respondents from the wider 

geographical Chinese tourism market, and as such, the selection of interview respondents 

was dependent on word of mouth and convenience sampling. More than half of Chinese 

interviewees currently lived in Australia as either international students or first-generation 

immigrants. Only a small number travelled directly from mainland China to Australia. The 

sample size, therefore, is relatively small. Chapter 5 has elaborated on the credibility and 

validity of the data obtained.  

With the growing number of Chinese outbound tourists, the demographics of Chinese tourists 

should be considered in future studies. For instance, research could clearly separate Chinese 

tourists who travel directly from mainland China and those who have been living overseas. 

There is also merit in examining the impacts of different values, behaviours, cultural 

background and travel preconceptions on the extent of co-creating behaviour. 
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Understandably the degree of co-creation is more prevalent in tourists who have more 

cultural knowledge about an attraction, this includes local customs and practices. Chinese 

tourists, with experience travelling overseas, may find travel to be more engaging than those 

tourists who have little experience travelling, or lack background knowledge and language 

skills relevant to a specific travel context. It is therefore recommended that future studies 

could apply the proposed co-creation framework and validate the different behaviour 

between overseas Chinese and mainland Chinese tourists. 

Thirdly, this research only uncovered factors affecting co-creation at a given point in time and 

at a particular stage in the development of the Chinese tourist market. It is a ‘snapshot’ of 

how co-creation of the tourism experience manifests itself among this particular context in 

the current era. As was discussed previously, the society of China is changing, subsequently, 

the behaviours and values of tourists are changing too. What matters today might be different 

in the near future. Mediators and distractions would also follow the evolving cultural 

embeddedness. Future studies should embrace the salient changes and incorporate them 

into factors under co-creation of the tourism experience. Researchers need to be aware of 

any relevant changes and take account of any relevant socio-cultural and situational factors 

in their research design.  

This thesis contributes to an understanding of how to co-create the tourism experience in a 

cross-cultural context. Future research needs to evaluate other cultural contexts and examine 

the generalisability of my research findings. The conduct of this research was based on the 

context of Chinese outbound tourism to a particular colonial British convict site in Australia. 

The contextual and structural examination produced detailed items and influential elements 

of co-creation that could not have been obtained if this assessment had been essentialist. The 

philosophy underpinning this research is recommended for future studies where possible 

since it allows for a deeper understanding of the ever-evolving societies and facilitates the co-

creation of the tourism experience.  

In conclusion, future research could draw on the limitations of this research to examine 

multiple types of co-creators. Different cultures, various experience providers, tourists at 

different stages of the travel career ladder (Pearce 1988; Pearce & Lee 2005), and other types 
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of mediators situated in other societal and cultural contexts should be studied in terms of 

enhancing the understanding of co-creation of tourism experiences.   

 

8.5 Conclusion 

This PhD offers a deeper understanding of co-creation and tourism. Co-creation in marketing 

and tourism is presented in Prahalad and Ramaswamy’s work, but has remained under-

developed in cross-cultural contexts, and a deeper experiential creation process is under-

examined. The research questions developed in this study sought to uncover the factors that 

affect co-creation of the tourism experience in the Chinese context, as well as the 

characteristics of Chinese tourists for creating their experiences. In order to answer these 

questions, this research inductively sought to develop a deep understanding of co-creation of 

tourism experiences from the perspective of Chinese tourists at one specific tourism 

attraction: Port Arthur Historic Site, Tasmania, Australia.  

The elements presented in the proposed framework have the ability to be operationalised as 

a strategic planning tool for tourism attraction operators developing products and 

experiences. For those pursuing tourism experiences offered to the Chinese market, this 

research provides insights into how the experiential creation processes are mediated and 

distracted, and how their socio-cultural backgrounds be understood. As a researcher, I hope 

that researchers and industry players break stereotypic views of Chinese outbound tourist 

behaviour by carefully scrutinising the complex and dynamic social-cultural contexts.  

 

 

 

 



Appendices 

Appendix 1: Email invitation for tourism operators 

Dear (operator’s name/manager’s name) 

My name is MA Yue, and I am a PhD student from the Tasmanian School of Business and Economics 

at the University of Tasmania.   

I have identified your business [XX] as a leader in Tasmania, because of the way you’ve designed 

your product for the Chinese tourism market. As part of my study, I would like to speak with 

operators to understand how they have designed their product to suit the Chinese market. In 

addition, I would also like to speak with a small sample of visitors to your business, in order to 

understand the elements that have driven the success of your business.   

The formal title of my research project is -  

An exploration of tourism operators’ engagement in co-creation process: Chinese tourism in 

Tasmania. 

At the completion of my field work, I can provide you with a 5 pages’ report of my findings. 

Ultimately I would like to use the leanings from my study to understand the unique needs of the 

Chinese tourism market and how these needs maybe catered for.  

I’ve attached an information sheet and consent form for my research project. If you would be happy 

to participate, you can reply to me through my email yuem@utas.edu.au . 

Please do not hesitate to contact myself or my supervisor, Dr Anne Hardy on 

Anne.Hardy@utas.edu.au if you have any questions. 

 

I very much look forward to your reply.  

 

Yours Sincerely, 

Melody 



Appendix 2: Interview questions for tourism operators 

Questions: 

1. What motivated you to start your business?  

2. Can you tell me about the products or services you provide to your visitors? 

3. When did you start to engage with the Chinese market?  (when did you open your business to 

Chinese tourists?) 

4. After you began to attract Chinese tourists, did you modify or change the experience that you 

offered at all? 

a. Prompt: What specific products do you sell or services do you provide to the Chinese 

market?  

b. And why? 

5. Did you change the way that you marketed your business to the Chinese market? How do you 

do marketing? 

a. Why did you decide to do this? 

6. Could you describe how you communicate with Chinese tourists?  (your 

experiences/challenges of communication with Chinese) 

a. Prompts: what is your approach towards communicating with Chinese tourists?  

b. What language do you use (optional questions)? how does that work for you? 

c. Why have you chosen this approach? 

7. What are your thoughts on the level of feedback that Chinese tourists give to you? (Promotes: 

upfront, verbally, online, etc.)  

8. Do you know how your Chinese guests search for your business before arriving in Tasmania, 

Australia?           

a) Do you know how they get access to information? 

b) Promotes: do you believe there is a difference between how Western and Chinese 

visitors access information? 

9. How do you think your Chinese tourists relate to Australian customs and practices?      

(alternative questions: how do you feel about Chinese reacting to Australian rules and 

regulations?) 

10. What about Word of Mouth in general among Chinese tourists? Do you have any idea about 

how they share their experiences or recommendations?  

11. Do you believe there are differences between Chinese and other cultural of groups of tourists 

in terms of their behaviour? 
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a.  Prompts: differ between Chinese and with other countries, etc. 

12. What are your thoughts on how Tasmania as a destination differs from other destinations like 

Queensland, Sydney, Melbourne of Australia?  

a. In your mind, why does Tasmania attract Chinese visitors?  

13. Looking into the future, what approach do you think the tourism industry in Tasmania should 

take when developing products for Chinese tourists? 

Backup Questions: 

Have you done anything about your business related to Chinese culture? 

Probes (to be used as needed): 

1. Would you please give me an example? 

2. Can you describe that idea? Would you explain that further? 

3. Is there anything else? 

Closing: Is there anything more you would like to add? 
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Appendix 3: Participant information sheet for tourism operators 

Tasmanian School of Business and Economics 

 

An exploration of tourism operators’ engagement in co-creation process: 

Chinese tourism in regional Australia 

[The information sheet is for interviewees who are doing tourism business and having experiences 

with Chinese tourists] 

Invitation 

You are invited to participate in a research project which seeks to investigate the Tasmanian tourism 

operators’ engagement in providing products and services to the emerging Chinese tourism market.  

This study is being conducted in partial fulfillment of a PhD degree for Yue (Melody) Ma under the 

supervision of Dr. Anne Hardy, Dr. Tommy Wong and Dr. Alison Dunn. All researchers are from 

Tasmanian School of Business and Economics at the University of Tasmania.  

What is the purpose of this study? 

The main purpose of the study is to understand the extent tourism operators consider the differences 

of Chinese tourists when designing their tourism experiences. Such knowledge will allow both 

government and the tourism industry to enhance the Chinese inbound tourist experience by providing 

insights of tourism provision, and will also inform tourism-related infrastructure and investment 

decisions. Of particular interest is the variety of approaches that operators take to cater to Chinese 

tourists.  

Why have I been invited to participate? 

You have been identified as an owner/ a manager of a tourism business that caters to Chinese tourists. 

Your participation is totally voluntary. 

What will I be asked to do? 
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In order to contribute to this research, the researcher would like to visit your business to observe how 

you operate your business and your offerings which cater to Chinese tourists.  

The researcher will visit your business within your opening hours/booking hours for one day.  It will 

be preferable to arrange a time when Chinese tourists are likely to take part in a tour, but the date 

and details will only be discussed after your acceptance to participate. The researcher will join one of 

these tours to observe what experiences you offer to market. This includes your business settings 

styles/environment, atmosphere of your venue, products/services/itineraries, signage, staff 

arrangement, and surrounding landscapes.  

Then, participants are respectfully asked to participate in a 40-45 minute interview with the researcher. 

During the interview, you will be asked to provide information regarding your experiences with 

Chinese tourists. This may include questions relating to your business type, products, services and 

staff selection. The interview will take place at a time and location that is convenient to you. The 

interview will be recorded on a digital recorder, transcribed and returned to you for approval prior to 

its inclusion within the study.  

Are there any possible benefits from participation in this study? 

The participation in this study will contribute significantly to improve Tasmanian tourism offerings to 

the emerging Chinese tourists. As part of this study, I will also be interviewing Chinese tourists who 

have visited Tasmania. This is likely to include those who have been to your business. At the 

completion of my field work, I will provide you with a 5 pages’ report of my findings.  

Are there any possible risks from participation in this study? 

There are no risks identified from participation in this study. 

What if I change my mind during or after the study? 

Participants are free to withdraw at any time, and can do so without providing an explanation. Any 

data participants have provided will be erased if choose to withdraw. 

Will people know I took part and can I pull out? 

Your participation in this study is your choice and you can choose not to participate, or withdraw at 

any time, without being disadvantaged in any way. If you choose to participate, all information will be 

treated in a confidential manner. Your name and the name of your business will not be identified in 

any publication arising out of the research unless you specifically ask for your participation to be noted 

publically. Your participation is anonymous. 
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All data will be kept in the researcher’s personal computer with access password. Only the main 

researcher and the researchers’ supervisor can access to it. Research data will be kept for 5 years from 

the date of first publication. All data will be treated in a confidential manner. 

How will the results of the study be published? 

Study findings will be disseminated mainly through a thesis submitted in fulfillment of the 

requirements for the degree of Doctor of Philosophy (Management and Commerce); also, the findings 

may be disseminated through publications and in presentations at academic conferences. Reports for 

local tourism industry, government and businesses may also be provided in due course.  

All results will be de-identified prior to publication i.e. you will not be individually identified in any way.  

What if I have questions about this study? 

If you have any queries or would like clarification about this study please feel free to contact Ms. Yue 

Ma (Melody) by email at yuem@utas.edu.au, or phone on +61 3 6226 8543.  

This study has been approved by the Tasmanian Social Sciences Human Research Ethics Committee. If 

you have concerns or complaints about the conduct of this study, please contact the Executive Officer 

of the HREC (Tasmania) Network on +61 3 6226 6254 or email human.ethics@utas.edu.au. The 

Executive Officer is the person nominated to receive complaints from research participants. Please 

quote ethics reference number [H0015990].” 

This information sheet is for you to keep. If you would like to participate, there is a separate consent 

form for you to sign.  

Thank you for your time!

mailto:yuem@utas.edu.au
mailto:human.ethics@utas.edu.au
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Appendix 4: Participant consent form for tourism operators 

Tasmanian School of Business and Economics 

 

An exploration of tourism operators’ engagement in co-creation process: 

Chinese tourism in regional Australia 

 [The consent form is for interviewees who are doing tourism business and having experiences with 

Chinese tourists] 

1. I agree to take part in the research study named above. 

2. I have read and understood the Information Sheet for this study. 

3. The nature and possible effects of the study have been explained to me. 

4. I understand that the researcher will visit my business in order to understand my business 

products and operation.  

5. I understand that the study involves a 40-45 minutes interview which will explore my 

experiences in catering and providing products and services to Chinese tourists. 

6. I understand that I will be given the opportunity to review the interview transcript prior to 

inclusion within the study.  

7. I agree that the interview audio will be recorded, and this information will be kept 

confidential.  

8. I understand that participation involves no foreseeable risks, however if I have any concerns 

about the project, I can contact the investigator of the project.  

9. I understand that all research data will be securely stored on the Tasmania School of Business 

and Economics premises for five years from the publication of the study results, and will then 

be destroyed. 

10. Any questions that I have asked have been answered to my satisfaction. 

11. I understand that the researcher will maintain confidentiality as well as anonymously and that 

any information I supply to the researcher will be used only for the purposes of the research.  

12. I understand that the results of the study may be published so that I cannot be identified as a 

participant.  
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13. I understand that my participation is voluntary and that I may withdraw at any time without 

any effect; and if I so wish, I may request that any data I have supplied be withdrawn from the 

research. 

 

Participant’s name:  _______________________________________________________  

Participant’s signature: ____________________________________________________ 

Date:  ________________________ 

 

Statement by Investigator 

 

 

I have explained the project and the implications of participation in it to this volunteer and 

I believe that the consent is informed and that he/she understands the implications of 

participation. 

If the Investigator has not had an opportunity to talk to participants prior to them participating, the 

following must be ticked. 

 

The participant has received the Information Sheet where my details have been provided 

so participants have had the opportunity to contact me prior to consenting to participate 

in this project. 

 

Investigator’s name:  _______________________________________________________  

Investigator’s signature: ____________________________________________________ 

Date:  ________________________ 
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Appendix 5: Invitation letter to tourists (Bilingual-Chinese, English) 

您好， 

欢迎来到塔斯马尼亚！希望您的旅程愉快、精彩而又难忘！ 

我是马玥 Melody，塔斯马尼亚大学的中国留学生，商学院在读博士。我的研究课题是：中国

游客在塔斯马尼亚的旅游体验与价值共创。作为学术研究和毕业论文的一部分，我需要倾听

一些到访过亚瑟港历史遗址（Port Arthur Historic Sites）的中国游客的感受。 

在此诚挚的邀请您参与我的调查访谈，我们可以用轻松愉快的形式来聊一聊你的旅游体验。 

如果您或同行的亲友有兴趣参加我的博士课题，请用以下的任何方式联系我：邮件 

yuem@utas.edu.au, 或电话/短信 04...........，或加我微信号：58....... (........... melody)。 

参与访谈需要约 30 分钟的时间，问题围绕您旅游的感受，答案没有对错之分。另外，调查研

究的内容是完全匿名的。 

同时，我也很希望能和您成为朋友，如果您有任何关于塔斯马尼亚旅游或人文风情的问题，

也可以通过上述方式咨询我。 

非常感谢您的贡献！ 

祝您的旅途平安、快乐！ 

马玥 

mailto:yuem@utas.edu.au
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Hi，  

Welcome to Tasmania! Hope you are having a great experience in this beautiful heart-shaped island! 

My name is Melody Ma, from University of Tasmania. As the most important part of my PhD study, I 

would like to know how Chinese tourists perceive their travel experiences in Tasmania. In order to 

complete my research, I would like to invite those who have visited Port Arthur Historic Sites to an 

interview for up to 30 minutes.  

If you are interested in participating in this research, please email yuem@utas.edu.au, or phone 

04........, or add Melody’s Wechat number: 58....... for further information.   

Your time and effort will be sincerely appreciated! 

Thank you for your consideration! 

Wish you all the best! 

Melody 

mailto:yuem@utas.edu.au
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Appendix 6: Interview questions for tourists (Bilingual-Chinese, English) 

1. 你为什么选择去亚瑟港？哪些原因促使你参观该处？

2. 在到达亚瑟港之前，你对它的想象/印象如何？

3. 请问你是自驾游，还是跟着旅游团？如果是旅游团，一团大概多少人？在里面呆了多

长时间？够吗？

4. 你可以和我谈一谈，描述一下你在亚瑟港的总体体验吗？

5. 你都体验了哪些项目/产品/服务？请问你有没有去（Island of the Dead）死亡岛和少年

犯监狱？怎么转的，什么路线走的？有没有参与任何与景点的互动（设施）？

6. 有没有在亚瑟港的餐厅吃饭？觉得怎么样？

7. 亚瑟港的中文导游讲解怎么样？

8. 请问你内心在评价或衡量亚瑟港的时，是用和你在中国旅游时一样的标准吗？旅游时

候的心理期望会高还是会低？

9. 请问你在亚瑟港的时候有没有和员工或服务人员沟通, 交流？如果有的话，是哪些内

容？

10. 有没有给亚瑟港提任何建议或意见？如果可能的话，你会向亚瑟港提供哪些建议或意

见？觉得哪些方面可以做的会更好呢？

11. 旅游之后，你对亚瑟港印象最深刻的是什么？ 喜欢哪些内容，不喜欢哪些内容？ 与你

同行的伙伴感受一样吗？

12. 你在来塔斯马尼亚之前，怎样找到/搜索到亚瑟港的？ 哪种渠道得到的信息？这和你在

中国搜索旅游商家的信息有何相同或不同之处？

13. 在来亚瑟港之前，你对这段历史了解吗，个人感兴趣吗？

14. 请问你怎样看待你对澳大利亚风俗习惯的适应？规章制度？（如果事情一些不可以做

会希望有人直接说出来吗？）

15. 请问你如何向亲戚朋友介绍塔斯马尼亚？

16. 之前有没有人推荐你来塔州旅游？口碑怎样？

17. 从你在塔斯马尼亚的经历来看，你怎样描述塔斯马尼亚的旅游运营商？对塔州的旅游

商家有何看法？对待中国游客怎么样？

18. 你觉得塔斯马尼亚的旅游业在对中国游客的产品设计和发展方面应该怎么做?

19. 你认为塔斯马尼亚作为旅游目的地的独特之处在哪里? 塔州凭什么/为什么吸引中国游

客呢？食品？
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1. Why did you/what motivated you to visit Port Arthur Historic Sites?

2. Before visiting Port Arthur, what was the image/imagination/preconception in your mind?

3. Did you self-drive, or travel with tour? If you travel with tour, how many people roughly in

your group? How long did you spend in Port Arthur? Was the time enough?

4. How’s your overall experiences?

5. What services/products/activities did you experience? Did you go to the Island of the Dead,

Boy’s prison? How was your route in Port Arthur? Did you participate in any interaction activities?

6. Did you dine in any café at Port Arthur? How was that?

7. How was your Chinese tour guide?

8. Do you evaluate the business using same standard with what you would do in China? Do you

have higher or lower expectations when you were travelling here? Why did you decide to do this?

9. Can you describe to me the thoughts that came to your mind about the experience you had

communicating with the business/employer?  What was your approach towards communicating

with them?

10. Did you provide any feedback or suggestions to Port Arthur? If possible, what would you

suggest? What aspects in your mind could be better?

11. What is the most memorable of Port Arthur? What did you like and dislike? Did your travel

companion(s) have similar feelings with you?

12. How did you search for Port Arthur before arriving in Tasmania, Australia? How did you get

access to information? Was your method similar or different from how you search for tourism

businesses in China?

13. Before arriving at Port Arthur, did you know any history about it? Are you personally

interested?

14. How do you think you relate to Australian customs and practices? how do you feel about

reacting to Australian rules and regulations?

15. How would you introduce/recommend Tasmania to your friends and relatives?
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16. Were there anyone recommend you to visit Tasmania before? How was the Word of Mouth?

17. Overall from your experiences in Tasmania, how would you describe Tasmanian tourism

operators? How would you describe how Tasmanian tourism operators deal with Chinese tourists?

18. What approach do you think business in Tasmania should take when developing products for

Chinese tourists? What would you suggest the business should do to cater to Chinese?

19. What are your thoughts on how Tasmania as a destination differs from other destinations?

In your mind, why does Tasmania attract Chinese visitors? What about food here?
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Appendix 7: Participant information sheet for tourists (Bilingual-Chinese, 

English) 

Tasmanian School of Business and Economics 

探索旅游运营商在旅游体验共创过程中的参与：以中国游客市场在澳大

利亚偏远地区为例 

邀请 

我诚挚的邀请您参加研究项目 - 探索塔斯马尼亚旅游运营商向中国游客市场提供产品和服务。 

该研究是塔斯马尼亚大学的中国留学生马玥(Melody)的博士课题，由 Anne Hardy 博士， Tommy 

Wong 博士和 Alison Dunn 博士指导. 所有的研究人员均来自塔斯马尼亚大学经济与商业学院。 

研究目的 

此项研究旨在探索旅游运营商在设计旅游产品时如何考虑中国游客的文化和背景。此信息可以

向政府和旅游产业提供有价值的信息，从而提升中国游客在塔斯马尼亚的旅行体验，也有助于

为旅游业相关的基础设施建设和投资决定提供建议。 

为什么邀请我来参加这个项目？ 

您来自中国，并且体验了塔斯马尼亚的旅游产品和服务，您在 18 周岁以上，符合条件而且您

的参与将完全匿名。 

我需要做什么？ 

您需要参与一个约 40 分钟的调查访谈。访谈问题围绕您在塔斯马尼亚的旅游体验，包括旅游

动机，期望，满意度和建议。 

访谈的时间和地点会根据您的便利来选择。我们的访谈对话将会录音，并转换成文字输入电脑。

在研究分析之前，访谈文本内容会发送给您阅读并许可。 
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参与本研究有什么回报吗？ 

所有的参与者都会为深入了解塔斯马尼亚旅游业提供给中国游客旅游体验方面做出贡献，从而

长远的促进塔州旅游业服务中国游客的能力。 

参加本研究会有什么风险吗？ 

目前我们没有发现任何参加本研究可能带来的风险。 

如果旅途中我改变主意了怎么办？ 

参与者可以在任何时间选择退出本研究，无需任何理由。您提供给我的任何数据将会因此被删

除。 

我的参与会公开吗？我可以撤回吗？ 

您对本次研究项目的参与是您的自由选择，您可以选择不参与，或随时撤回，且不会以任何方

式被处于不利地位。如果您选择参加，所有的调查答案将会做保密处理。您的姓名不会在研究

的任何出版物中出现，不会被鉴定，除非有您特别要求将您的参与公开说明。 

所有的访谈内容数据将会安全的保存在研究人员的个人电脑里，并设置密码。只有博士研究员

和导师才能接触这些文件。研究数据将在首次发表后保留 5 年。所有的数据内容都是匿名的。 

本研究的结果将如何发表？ 

研究的结果用于完成本人的商科博士毕业论文，另外，研究的结果将会发表在学术期刊和学术

会议的报告中。研究成果也可能会呈给当地旅游业，政府和运营商。 

任所有涉及参与者身份的信息都将会在发表前作匿名处理，没有任何人可以用任何方式来追踪

参与者在本研究中提供的数据。  

如果我对本研究有任何疑问怎么办？ 

如果您有任何疑问或者需要我们为您澄清任何事宜，请通过 e-mail: yuem@utas.edu.au, 或电话 

+61 3 6226 8543 来与我取得联系.。

本研究由塔斯马尼亚社会科学人类研究道德伦理委员会批准执行，如果您对开展本研究有任何

疑 问 ， 或 者 投 诉 ， 请 联 络 委 员 会 的 执 行 主 管  +61 3 6226 6254 或 者 电 邮

mailto:yuem@utas.edu.au
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human.ethics@utas.edu.au。该委员会授权此执行主管来处理有关投诉。如您投诉，请说明本

研究项目的参考编号 [H0015990].” 

本信息表由您保管，如果您希望参与本研究，请在另外的“知情同意书”上签名。 

非常感谢您的参与！

mailto:human.ethics@utas.edu.au
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An exploration of tourism operators’ engagement in co-creation process: 

Chinese tourism in regional Australia 

[The information sheet is for interviewees who are Chinese tourists in Tasmania] 

Invitation 

You are invited to participate in a research project which seeks to investigate Tasmanian tourism 

operators’ engagement in providing products and services to the emerging Chinese tourism market.  

This study is being conducted in partial fulfillment of a PhD degree for Yue (Melody) Ma under the 

supervision of Dr. Anne Hardy, Dr. Tommy Wong and Dr. Alison Dunn. All researchers are from 

Tasmanian School of Business and Economics at the University of Tasmania.  

What is the purpose of this study? 

The main purpose of the study is to understand the extent tourism operators consider the differences 

of Chinese tourists when designing their tourism experiences. Such knowledge will allow both 

government and the tourism industry to enhance the Chinese inbound tourist experience by providing 

insights of tourism provision, and will also inform tourism-related infrastructure and investment 

decisions. Of particular interest is the variety of approaches that operators take to cater to Chinese 

tourists.  

Why have I been invited to participate? 

You have been identified as a Chinese tourist who has received products or services from a Tasmanian 

tourism operator. Your participation is totally voluntary. 

What will I be asked to do? 

In order to contribute to this research, participants are respectfully asked to participate in a 30 

minutes interview with the researcher. During the interview, you will be asked to provide information 

regarding your experiences in Tasmania. This may include questions relating to your travel motivation, 

expectation, experiences, satisfaction and suggestions. 

The interview will take place at a time and location that is convenient to you. The interview will be 

recorded on a digital recorder, transcribed and returned to you for approval prior to its inclusion 

within the study.  

Are there any possible benefits from participation in this study? 
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The participation in this study will contribute significantly to improve Tasmanian tourism offerings to 

the emerging Chinese tourists’ travel experiences.  

Are there any possible risks from participation in this study? 

There are no risks identified from participation in this study. 

What if I change my mind during or after the study? 

Participants are free to withdraw at any time, and can do so without providing an explanation. Any 

data participants have provided will be erased if choose to withdraw. 

Will people know I took part and can I pull out? 

Your participation in this study is your choice and you can choose not to participate, or withdraw at 

any time, without being disadvantaged in any way. If you choose to participate, all information will be 

treated in a confidential manner. Your name and the name of your business will not be identified in 

any publication arising out of the research unless you specifically ask for your participation to be noted 

publically. Your participation is anonymous. 

All data will be kept in the researcher’s personal computer with access password. Only the main 

researcher and the researchers’ supervisor can access to it. Research data will be kept for 5 years from 

the date of first publication. All data will be treated in a confidential manner. 

How will the results of the study be published? 

Study findings will be disseminated mainly through a thesis submitted in fulfillment of the 

requirements for the degree of Doctor of Philosophy (Management and Commerce); also, the findings 

may be disseminated through publications and in presentations at academic conferences. Reports for 

local tourism industry, government and businesses may also be provided in due course.  

All results will be de-identified prior to publication i.e. you will not be individually identified in any way. 

What if I have questions about this study? 

If you have any queries or would like clarification about this study please feel free to contact Ms. Yue 

Ma (Melody) by email at yuem@utas.edu.au, or phone on +61 3 6226 8543.  

This study has been approved by the Tasmanian Social Sciences Human Research Ethics Committee. 

If you have concerns or complaints about the conduct of this study, please contact the Executive 

Officer of the HREC (Tasmania) Network on +61 3 6226 6254 or email human.ethics@utas.edu.au. The 

mailto:yuem@utas.edu.au
mailto:human.ethics@utas.edu.au
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Executive Officer is the person nominated to receive complaints from research participants. Please 

quote ethics reference number [H0015990].” 

This information sheet is for you to keep. If you would like to participate, there is a separate consent 

form for you to sign.  

Thank you for your time! 
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Appendix 8: Participant consent form for tourists (Bilingual-Chinese, English) 

Tasmanian School of Business and Economics 

探索旅游运营商在旅游体验共创过程中的参与： 

以中国游客市场在澳大利亚偏远地区为例 

1. 我同意参与上述课题的研究。

2. 我已阅读并理解“参与者信息表”中的信息。

3. 我已经得到了关于该研究的性质和可能的影响的详细介绍和解释。

4. 我了解本次研究包括约 30 分钟的访谈，涉及我在塔斯马尼亚的旅行经历。

5. 我了解研究员将会把访谈的文本在做数据分析前提供给我阅读。

6. 我同意访谈将会被录音，但访谈的内容将会被完全保密。

7. 我理解参与本次调研不会有任何可预测的风险，如果我有任何问题或顾虑，我可以联

系项目的调查人员。

8. 我了解该研究的所有数据将会安全的在塔斯马尼亚大学经济与商业学院存储 5 年，到

期销毁。

9. 所有我提出的问题都已经得到了满意的答案。

10. 我了解研究员将会匿名处理我的访谈内容，并完全保密，任何我提供给研究员的信息

都只作为学术研究用。

11. 我理解所有本研究中从本人处获取的数据都可以用来发表，前提是不得泄露任何本人

作为参与者的个人信息。

12. 我的参与是根据自愿原则，我可以随时选择退出参与并没有任何影响。同时，本人保

留要求删除任何在本研究中从本人身上获取的数据的权利。

参与者姓名:  _______________________________________________________ 

参与者签名: ____________________________________________________ 

日期:  ________________________
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An exploration of tourism operators’ engagement in co-creation process: 

Chinese tourism in regional Australia 

 [The consent form is for interviewees who are Chinese tourists in Tasmania] 

1. I agree to take part in the research study named above.

2. I have read and understood the Information Sheet for this study.

3. The nature and possible effects of the study have been explained to me.

4. I understand that the study involves a 30 minutes interview which will explore my travel

experiences in Tasmania.

5. I understand that I will be given the opportunity to review the interview transcript prior to

inclusion within the study.

6. I agree that the interview audio will be recorded, and this information will be kept confidential. 

7. I understand that participation involves no foreseeable risks, however if I have any concerns

about the project, I can contact the investigator of the project.

8. I understand that all research data will be securely stored on the Tasmania School of Business

and Economics premises for five years from the publication of the study results, and will then

be destroyed.

9. Any questions that I have asked have been answered to my satisfaction.

10. I understand that the researcher will maintain confidentiality as well as anonymity and that

any information I supply to the researcher will be used only for the purposes of the research.

11. I understand that the results of the study may be published so that I cannot be identified as a

participant.

12. I understand that my participation is voluntary and that I may withdraw at any time without

any effect; and if I so wish, I may request that any data I have supplied be withdrawn from the

research.

Participant’s name:  _______________________________________________________ 

Participant’s signature: ____________________________________________________ 

Date:  ________________________ 



197 

Statement by Investigator 

I have explained the project and the implications of participation in it to this volunteer and 

I believe that the consent is informed and that he/she understands the implications of 

participation. 

If the Investigator has not had an opportunity to talk to participants prior to them participating, the 

following must be ticked. 

The participant has received the Information Sheet where my details have been provided 

so participants have had the opportunity to contact me prior to consenting to participate 

in this project. 

Investigator’s name:  _______________________________________________________ 

Investigator’s signature: ____________________________________________________ 

Date:  ____________________
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