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Abstract | Within tourism, the marketing studies seek to explain the tourist behavior and one of the

most explored variables has been the emotion. The evaluation of emotions is an element of multidis-

ciplinary interest applied to di�erent areas of research. Starting from the study of the psychological

models and theories applied to tourism marketing as a theoretical support, the objective of this work is

to focus the de�nition and possible conceptualization of emotions in the study of typical marketing vari-

ables such as satisfaction and behavior. The results show the need to include a psychological approach

to the theoretical framework of the study of emotions in tourism, since it helps to conceptualize and

foresee reactions, to design new theoretical models and to identify innovative inputs for experimentation.
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1. Introduction

The study of tourism has a multidisciplinary

nature that involves diverse sciences for speci�c

investigations. The study of tourism has been clo-

sely linked to other social sciences such as geo-

graphy or history. If the object of study is focused

on consumer/tourist behavior, the contributions of

greatest interest come from sciences such as soci-

ology, psychology or neurology.

Since the 1970s, psychology and the study of

emotions has been a recurring topic in the acade-

mic body of marketing research (Ratchford, 2020).

In addition, the foundation of the economy of ex-

perience by Pine & Gilmore (1998) moved a step

forward in the study of service industry, such as

tourism, being necessary an analysis of variables

underlying the participation and immersion of the

consumer in these services (de Almeida, 2007).

Currently, the advancement of measurement

technologies and new academic proposals show

an incipient interest in understanding consumer

behavior with experimental methodologies typical

of neurology or psychophysiology (Araújo et al.,

2017; Kim & Fesenmaier, 2014). The application

of the study of emotions in di�erent �elds has de-

�ned models and theoretical basis of science such

as psychology (Vila, 1996).

This theoretical work aims to cover the study

of psychological contributions applied in the �eld

of tourism marketing through the analysis of the

di�erent variables and concepts used in scienti�c

production. This work detects theories, models

and scales typically used in psychology and refer-

red in high quality academic works for the study

of emotions.

2. Methods and objectives

This work is a descriptive study of the use of

psychological theories and models applied to the

�eld of tourism marketing. An analysis of the

state-of-the-art in the study of emotions in tou-

rism marketing has been carried out by compiling

the most relevant academic production. The Sco-

pus and Web of Science (WOS) databases are used

with keyword combinations such as emotion*, tou-

ris*, psycholog* or experien*. The results of this

search and the setting of criteria, focused on the

publication of these articles in impact journals in

the �eld of marketing, tourism and even psycho-

logy, consolidates a theoretical base of more than

40 multidimensional studies.

In addition, a theoretical study of some terms

traditionally used in psychology is carried out,

relying on informative books and manuals for a

better understanding of the use of certain varia-

bles and the construction of speci�c models.

The main objective of the study is the analysis

of the applicability of di�erent psychological the-

ories in tourism marketing for the evaluation of

emotions.

To achieve this goal, a series of speci�c ob-

jectives are set: i) to review the multidimensional

scienti�c production of tourism marketing and psy-

chology in the �eld of emotions, ii) to examine the

theories, models and scales of psychological sci-

ences adapted and applied in tourism marketing

research on emotions.

3. Main results and contributions

The basis of the study of emotions is set in the

cognitive or a�ective approach (Bigné & Andreu,

2004; Rivera et al., 2019; Rodríguez del Bosque

& San Martín, 2008; Skavronskaya et al., 2017).

Damasio (1995) argues that the study of emotions

as a process of physical-chemical changes must be

di�erentiated from the study of feelings as a cog-

nitive process.

Several authors refer to a classi�cation of emo-

tions according to their nature and their valence,
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a very important di�erentiation according to the

research objectives that are set.

It is possible to di�erentiate between the pri-

mary or speci�c emotions, characterized by being

involuntary and indivisible responses and the se-

condary or discrete emotions, characterized by

being the result of the primary emotions as learned

responses (Damasio, 1995; Hadinejad et al., 2019;

Kim & Fesenmaier, 2014).

In addition, emotions can be studied in rela-

tion to their valence divided into positive or nega-

tive emotions (Hosany et al., 2017; Jordan et al.,

2019; Kreibig, 2010; Rodríguez del Bosque & San

Martín, 2008; Su et al., 2014). There is a branch

of psychology, called positive psychology that fo-

cuses on the study of the characteristics and qua-

lities of the human being from a positive approach

(Seligman & Csikszentmihalyi, 2014). In tourism

marketing, few authors have studied the consumer

behavior from negative perspectives (Breitsohl &

Garrod, 2016). Instead, most publications focus

on the study of positive emotions (joy, love, po-

sitive surprise, fun, nostalgia) resulting from me-

asurement scales focused on positive psychology

(Table 1) (Filep & Laing, 2018; Vada et al., 2019,

2020). The study of positive psychology is related

to the a�ective approach of the emotional analysis,

being the object of study the result of the emoti-

ons. That is why other authors propose a cognitive

approach, more focused on the process that causes

these emotions (Skavronskaya et al., 2017).

Table 1 | Measurement scales for positive and negative

Source: Own Elaboration adapted from Hosany et al., 2015; Lee & Kyle, 2012;
Plutchik, 1980; Richins, 1997; Sacharin et al., 2012.

Some academic papers make a review of di�e-

rent psychological theories to focus the object of

study prior to outline the model of analysis (Fi-

lep & Laing, 2018; Li et al., 2015; Rodríguez del

Bosque & San Martín, 2008; Wai Lai et al., 2020).

This conceptualization is necessary since the study

of emotions uses technical terms, typically used

in psychological and psychophysiological sciences,

which must be described and contextualized.

There is a series of psychological theories fo-

cused on tourism. This is the case of the Stendhal

Syndrome proposed by Magherini in 1990 related

to the disproportionate emotional and sensory re-

action of the tourist to great artistic resources as-

sociated with a destination (Guerrero et al., 2010).

Table 2 shows the di�erent psychological theories

that are developed for the study in the �eld of

tourism marketing in order to evaluate di�erent

variables.
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Table 2 | Psychological theories applied in tourism marketing studies

Source: Own Elaboration

1. Basic psychological theories for the study of

emotions

The Stimulus-Organism-Response-Model

(SOR) by Mehrabian & Russel (1974) concep-

tualizes emotional states (emotions) as the result

of spatial stimuli that directly a�ect the behaviour

and responses by intensity of visits (Lee, 2014;

Yeh et al., 2017).

For the measurement and description of these

emotional states, Russell & Mehrabian in 1974

also proposed the PAD Dimensional Model, one of

the main theory of reference in the �eld of marke-

ting for the study of emotions (Lee, 2014).

This theory di�erentiates three interconnected

variables: Pleasure that measures the degree of

enjoyable environment; Arousal that estimates the

absence or presence of energy in front of a situa-

tion; Dominance that refers to the control one has

over the situation.

This model has had a large number of propo-

sals in the academic literature (Hadinejad et al.,

2019; Hsieh et al., 2014; Huang et al., 2017; Li et

al., 2015).

One of the most relevant psychological the-

ories for the study of emotions is the Damasio's

Somatic Markers Hypothesis (MS) (1995), de�-

ning a decision-making �ow is de�ned in which

secondary emotions, after past events, help the

reasoning of feelings for decision-making, being

somatic markers (positive or negative) in charge

of evaluating the situation based on past events

to specify the �nal evaluation (Damasio, 1995).

The somatic response of emotions had also been

studied in the James-Lange Theory (1884) that

analyzes the emotional action in the autonomic

nervous system and the somatic nervous system

(Vila, 1996).

As a basis for studying emotions, the

Cognitive-A�ective Model, de�ned by Oliver

(1980), must be examined. It enunciates a model

for the evaluation of the process of consumption

and satisfaction.

Two elements are inquired: cognitive evalu-

ations by studying the con�rmation or discon�r-

mation of expectations and positive or negative

emotional evaluations. Both a�ect satisfaction

and the consumption process (Rodríguez del Bos-

que & San Martín, 2008).

In accordance with this theory, Bagozzi (1999)

raises the Appraisal (Cognitive) Theory that stu-

dies the antecedents of emotions. The evaluation

of the excitement prior to the emotion is carried

out based on a comparison between the real state

and the desired state (expectations, motivations,

preferences, among others). The results are emo-

tions, positive or negative that may lead to the

achievement or change of attitude.

In 1986, Petty and Cacioppo established the

Elaboration Likehood Model (ELM) that charac-

terizes the consumer according to their attitudes

towards messages and persuasion. It di�erentiates

two processing routes: the central, argumenta-

tive and reasoned route that shows the motivation
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and good understanding of the consumer, and the

peripheral route, with heuristic nature, characteri-

zes a less motivated and trained audience. Each

of these routes will produce di�erent attitudinal

changes in the short term (Bagozzi et al., 1999;

Coghlan & Carter, 2020; Rodríguez-Molina et al.,

2015).

Other authors, such as Lajante and Lux (2020)

develop the Component Process Model (CPM)

where emotional episodes are evaluated, de�ned

as continuous changes in the physiological res-

ponse, from the analysis of their characteristics.

This model studies four characteristics of emoti-

onal episodes: relevance, implication, coping and

normative signi�cance (Lajante & Lux, 2020).

2. Motivational psychological theories

The Travel Career Ladder (TCL) is a model

enunciated by Pearce in 1991 and lather integra-

ted by Ryan in 1998. It is a pyramid of hierarchical

steps that a�ect the behavior of tourists through

internal and external variables. These links, from

the base to the top, refer to: relaxation, simula-

tion, relationship, self-esteem / development and

ful�llment (Pearce & Packer, 2013; Ryan, 1998).

Focused on pyramidal models of motivation ba-

sed on the Maslow's model, two theories have been

developed: the Self-Determination Theory (SDT)

and the Reversal Theory (RT).

The SDT, enunciated by Deci & Ryan in 2000,

focused on the analysis of satisfaction depending

on the performance of consumers. They can act

on their deepest motivations or under duress and

pressure. The satis�ed needs (autonomy, compe-

tence and relatedness) lead to well-being and self-

motivation (Huang et al., 2019; Slak Valek & Fo-

tiadis, 2019).

RT was enunciated in 1982 by Apter who

analyzed the information on the dynamic motivati-

onal and emotional states related to an experience.

There are 4 domains with bipolar states: Means-

ends (outcome-oriented vs. process-oriented), Ru-

les (rule-abiding vs. rebellious), Transactions

(domination-oriented vs. Relationship-oriented)

and Relationship (self-focused vs. other-focused)

(Filep & Laing, 2018; Houge & Kerr, 2013, 2016).

For the study of individual motivational fac-

tors prior to behavior, Fishbein in 1967 enunci-

ated the Integrated Behavioral Model formed, in

turn, by variables from two theories: the Theory

of Reasoned Action (TRA) and the Theory of Plan-

ned Behavior (TPB). The TRA refers to the atti-

tude measured in beliefs and evaluation of beha-

viors (behavioral beliefs and evaluation of behavi-

oral) and normative social perceptions (subjective

norm) measured according to the motivations and

normative beliefs. The TRB considers the percei-

ved control as the main factor over the behavior

performance through the control beliefs and per-

ceived power. The integrated model includes these

three variables that lead to intention of behavior

and behavior (Pearce & Packer, 2013).

3. Expectation-focused psychological theories

The Value-Expectancy Theory, applied in va-

rious �elds of research, equates expectations with

the probability that a pro�t (positive or negative)

will be created with an action. This bene�t will be

the cause of decision-making and consumer beha-

vior (Crosby et al., 2013; Liao & Chuang, 2019).

The Cognitive-A�ective Model (1989) alre-

ady made reference to expectations through the

expectation-discon�rmation paradigm, widely used

in scienti�c production in the tourism �eld.. This

concept focuses on the subjects' judgment and the

comparison with their expectations. The con�r-

mation of expectations occurs when they are ful-

�lled; instead the discon�rmation results from the

perception of a di�erence with the consumer's ex-

pectations. This discon�rmation can be positive

(positive discon�rmation) if the actual act impro-

ves expectations, or negative (negative discon�r-
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mation) if the actual act is worse than expectati-

ons (Bigné & Andreu, 2004; Rodríguez del Bosque

& San Martín, 2008).

A cognitive theory arises to explain the satis-

faction that includes this discon�rmation and its

study. The Expectancy Discon�rmation Paradigm

(EDP) shows three variables that lead to satisfac-

tion as a marketing result: Expectations, such as

actions in anticipation of action, Perceived Per-

formance and Discon�rmation of Beliefs (Oliver,

1980).

Other psychological theories that state models

about expectations and discon�rmation are the As-

similation Theory (1961) and the Contrast Theory

(1957) but they have been less used in tourism stu-

dies (Rodríguez del Bosque & San Martín, 2008).

4. Research limitations and conclusions

A certain number of limitations were identi�ed

in the study. The analysis of psychological theories

and models is complex due to the use of variables

with di�erent conceptualisations in each research

�eld.

In the psychological sciences, the role of emoti-

ons has been explored from di�erent perspectives.

The theoretical models have been applied in speci-

�c research �elds as education or persuasion. For

this reason, the applications of these psychological

models in tourism marketing imply an adaptation

of di�erent modelling process, so the terms must

be adapted to the speci�c research line of tourism

marketing. This leads to the de�nition or rede�ni-

tion of new variables and to the use of terms as sa-

tisfaction, well-being and happiness in marketing.

The researcher is the responsible for de�ning and

conceptualising these variable based on the most

appropriate psychological theory to be applied in

each study.

The speci�c study of psychophysiology is also

proposed as another relevant transversal science

for the study of emotions in tourism marketing.

In order to study the emotion variable, it is

necessary to clarify the meaning of this concept

in di�erent �elds. Tourism marketing area inclu-

des this term from the 1970s onwards, but scien-

ti�c production around this variable has changed

over the years, partly due to technological impro-

vements applicable to the tourism �eld.

The investigation of emotion needs to cover

di�erent study �elds such as psychology, psy-

chophysiology, neurology or philosophy, among

others. For a better understanding and use of this

variable when making theoretical models, it is ne-

cessary to know its conceptualization in di�erent

areas.

In psychology, emotion has been studied since

the 1970s as a physical reaction to di�erent sti-

muli. That is why the �rst challenge arises for

the development of this research is to identify the

di�erences between emotions and feelings, traditi-

onally assessed in tourism marketing by means of

traditional tools such as questionnaires.

Within the speci�c study of emotions, three

branches of study are proposed from psychology:

the causes, the emotion itself and the consequen-

ces. Each one of these branches of study develops

a series of variables, characteristics and elements

to which applicability in marketing must be sought

in order to study the experiences.

It is necessary to adapt these purely theoreti-

cal models to the realities presented by the tourism

sector and the particularities of its services.

The analysis of emotions must be linked to the

motivations and previous judgements and expec-

tancies of the consumer, but it can also be focu-

sed on the changes that these emotions cause in

tourist behaviour.
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