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Preface

Sweden, summer 2020: in the middle of a global pandemic, amidst closed
borders, travel bans and social distancing, I have not stopped travelling,
although I have decided to take a “Swecation” and travel locally. Driving along
the beautiful Swedish roads, gazing upon the breath-taking scenery of forests,
lakes and mountains, there is a guidebook of Sweden sitting on the dashboard
together with a bunch of maps and brochures raided from several tourist
information centres, and I am holding my smartphone in my hand. My travel
partner is driving and his phone is mounted on the dashboard, navigating us to
our destination.

I can hardly remember a moment in this trip when my phone was not either in
my hand or within sight. I look down on the phone and search in the app store
for new useful applications: I have just downloaded one for parking, three for
camping, two for hiking, one for the weather, one for restaurants, and one to
track our journey. I pause for a second and think of these things I am using, of
the technologies and the information that I am carrying around with me and on
which I am relying to plan and execute my trip. Artefacts, text, images that
shape whatever experience | am going to have of this trip and however I will
behave throughout it. Yet I still want to experience something new when I
finally get to my destination, I still want to be spontaneous and be surprised by
serendipitous encounters. [ want to experience things on my own skin, through
all my senses, not only by reading about it on a screen. I want to be there,
immersed, present. [ wonder, what would my travel be without these devices I
carry with me?

Later, sitting at my desk in front of my computer, many more questions keep
me wondering. Had I not read in my guidebook that a place was worth traveling
to, what would that place have been to me? Had I not known the lighthouses
and town squares with their churches and city halls were worthy of
appreciation, would I have appreciated them as tourist attractions? Had my
phone not signalled to me on the map that a landmark was coming up on the
road, or had I not Googled what are the most picturesque towns in Sweden,
would my travel experience have been the same? Had I not been able to keep
in touch with my family and keep track of my friends’ travels on social media,
would I have felt the same about the places I was visiting? With these and
many more questions in mind, I continued my journeys, both in my campervan
and on the white pages that would become my PhD thesis.
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1 Introduction

Information and communication technologies (ICT) are transforming the way
tourists travel so much that some authors have been writing of “Travel 2.0”
(Buhalis and Law, 2008; Xiang and Gretzel, 2010) or “e-Tourism” (Xiang,
Magnini and Fesenmaier, 2015; Xiang, Fuchs, Gretzel & Hopken, 2021). In
particular, tourists have adapted and even become dependent on the use of the
internet and mobile technology (Gretzel, Zarezadeh, Li & Xiang, 2019).
Gossling (2021) points out how ICT innovations, and in particular
smartphones, have brought about unprecedented changes in human behaviour
and psychology. He offers an overview of the technological development in
the last 30 years and points out the smartphone as the most significant
hallmark, positioning its introduction in the market in 2007. After Apple
launched the first iPhone in 2007, the smartphone market took off, and
represented a major development step in the digitalisation of the tourist
experience (Zillinger, 2021).

Tourism research shows time and again that tourism is “re-articulated” through
emerging technologies (Wang, Xiang & Fesenmaier, 2016), and the fact that
they are continuously developing leaves room for new research on tourist
behaviour (Buhalis, & Law, 2008; Cohen, Prayag and Moital, 2014). Changes
in technology, in fact, also transform the tourist experience itself as well as
tourism behaviour (Wang, Xiang, & Fesenmaier, 2014; Wozniak, Schaffner,
Stanoevska-Slabeva & Lenz-Kesekamp, 2017). Research has shown that the
technological objects themselves mediate tourists’ behaviour (Ayeh, 2018;
Kah & Lee, 2014; Molz, 2012; Neuhofer, Buhalis & Ladkin, 2012; Wang, Park
& Fesenmaier, 2012; Zhang & Zhang, 2022). Such mediation has the potential
to “reconfigure the perceptions of (and interactions with) time, space, and the
physical and virtual worlds” (Lamsfus, Wang, Alzua-Sorzabal & Xiang, 2015
p-694).

Within the tourist experience, smartphones have earned a fundamental role
(Dickinson, Ghali, Cherrett, Speed, Davies & Norgate, 2014; Kang, Jodice &
Norman, 2020; Fernandez-Cavia et al., 2020). The smartphone is a small hand-
held device in which several technologies converge: mobile phones, portable
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computers, digital cameras, portable music players, and GPS-enabled
navigation systems (Benckendorff, Xiang & Sheldon, 2019). Both in everyday
life and tourism, smartphones allow people to carry out several activities while
they are on the move, including information-intensive activities and activities
that require an internet connection. Fernandez-Cavia et al. (2020), for example,
found that four out of five tourists were connected to the internet during their
trip, of which 87% used the smartphone. Chen, Huang, Gao and Petrick (2018)
found that the majority of tourists use smartphones during vacation, and about
half of them even use it for work-related tasks during the trip. Indeed, being
able to use the smartphone during a trip might even make “an otherwise
impossible trip possible” by allowing tourists to stay connected and work while
they travel without drawing a neat distinction between leisure and work time
(Tan & Chen, 2021 p.1526).

Authors have referred to mobile phones as a “catalyst” for the modern tourist
(Gretzel, 2010; Lalic & Wesmayer, 2016) or “travel buddies” (Tussyadiah,
2013). Lalic and Wesmayer (2016) even studied how tourists are “passionate”
users of smartphones. In the tourism research landscape there is an abundance
of studies on who uses smartphones, for what purposes and in what ways, as
well as which apps they prefer and how tourism service providers can use this
to improve and market their offering (Dickinson et al., 2014; Kim & Law,
2015; Law, Chan & Wang, 2018; Tussyadiah, 2016; Vallespin, Molinillo &
Muioz-Leiva, 2017, among others). Wang et al. (2014), for example, offered
an analysis of motivations for smartphone use by tourists: there are functional
reasons, namely information searches through smartphones to learn about the
destination; hedonic reasons, that is finding innovative ways to travel, starting
to feel excited and experience local culture before the trip starts, and
experiencing it more intensely during the trip; aesthetic reasons, which means
that through the mobile phone tourists can form expectations before the trip;
and social reasons, which translate into communicating with others about the
trip before and throughout.

The effects of smartphone use on the experience are many and well-
documented. Yu, Anaya, Miao, Lehto and Wong (2018) give a
phenomenological account of how smartphones interfere with the experience
and how fundamental aspects of vacation have changed. Research has shown
that smartphone use results in a greater control of experience, better
information and decision-making for tourists, but it also results in an increase
of smartphone-mediated behaviour, reducing a sense of adventure and creating
paradoxical effects (Yu et al., 2018; Neuhofer et al., 2012; Wang et al., 2016).
In relation to information search behaviour, recent research has shown that the
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use of smartphones influences the way people find and use information when
it comes to making spontaneous decisions, not always resulting in more
spontaneity (Kang et al., 2020; Yu et al., 2018; Kang & Lee, 2022; Vaez, Burke
& Yu, 2020).

The mobility of the smartphone is a key feature of this device that allows for
the mediation of the tourist experience to happen during the trip. Early versions
of the mobile phone had already turned out to be a disruptive technology for
the understanding of society in general, accompanying various other
technological developments (in communication, infrastructure and transport)
and leading to a “mobility turn” in the social sciences, where people and
society have become defined by some kind of mobility or immobility (Adey,
2017; Hannam, Sheller & Urry, 2006; Germann Molz, 2012). Mobile phones
allowed tourists to continue their everyday life while travelling, conducting
their everyday activities regardless of where they were or where they were
going, and providing constant micro-coordination (Lamsfus et al., 2015).

The point of departure in this thesis, however, is the claim that it is not enough
to focus on the mobility of the smartphone: the smartpthone offers more than
just mobility and communication on the move. It has an internet connection,
which has recently become much more broadly accessible thanks to the
reduction or elimination of internet roaming fees (for example, within the EU)
(Magasic & Gretzel, 2020; Zillinger, Eskilsson, Mansson, & Nilsson, 2018). It
also has GPS (Global positioning system), which implies a wide range of
affordances for tourists, from giving context-relevant information, to allowing
one to determine the precise location of one’s self or others (including
attractions and activities) and provide navigation, location sharing and micro-
coordination. Finally, it is a multimedia device that allows users to access,
record and share all kinds of content, from text to images to sound and any
combination of these. Through their digital, colourful, bright screens,
smartphones act as a “wall-window” for their users, which on one hand offers
a view into a different world than the one they are physically in, and on the
other hand creates a wall around the user (and their attention), which blocks
out their perception of their physical surroundings (Wellner, 2011, 2016).

Studies focusing on the mobile phone before it became smart could not
possibly gauge the impact of these devices and their use on the tourist
experience, that is, how they mediate it. However, now 15 years have passed
since the launch of the first iPhone in 2007, so it is time to take stock of the
situation and ask: what does the smartphone do to tourists and their experience
of travel?
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Xiang (2018) discusses a shift from digitalisation to an age of acceleration in
tourism and suggests that it is time to rethink and challenge the current
scholarly thought on the relationship between technology and tourism. Today’s
technology cannot be reduced to a mere tool for “e-Tourism”. Thanks to
ubiquitous computing and connectivity, “it has blended into our everyday life
and travel and, perhaps, has become "amorphous™ (Xiang, 2018 p.149).
Indeed, ample literature has explored how mobile phone use during travel
contributes to blurring some defining dichotomies of the tourist experience:
home/away, leisure/work, extraordinary/mundane, and present/absent
(Hannam et al., 2006).

In this thesis, I adopt the postphenomenological theory of technological
mediation as the overarching ontological position of the thesis. Deriving its
main principles from classical phenomenology, postphenomenology
welcomes some influence from pragmatism and places the focus on the role of
specific, concrete technologies in mediating the human experience of the world
(Ihde, 1990, 2009, 2015; Rosenberger & Verbeek, 2015; Verbeek, 2001, 2005,
2016). This thesis relies on the fundamental idea that humans and technologies
cannot be thought of or studied independently by each other, and the uses of
technologies transform the tourist experience as well as tourist behaviour.
Lamsfus et al. (2015), in fact, observed the emergence of a new “class” of
tourists who heavily rely on information technology in general, and
mobile/network technology in particular, in constructing their personal and
social experiences in travel. In this thesis, I call this new class “smartphoned
tourists”. These tourists are not just connected and hypermobile tourists; they
are also informed, interactive, and immersed in different contexts all at once.

Research in the managerial stream of tourism is quite optimistic on the benefits
of using technology, emphasising the confidence, safety, connection,
flexibility, fun and convenience that tourists can gain from using digital
technologies; it considers digital technologies crucial to offering a better tourist
experience (Ayeh, 2018; Buhalis & Law, 2008). With their applications and
ubiquitous connectivity, smartphones are powerful devices considered
“inevitable partners” of tourists (Dickinson et al., 2014). They offer tools for
navigation, spatial orientation and awareness, as well as communication and
temporal alignment between travel companions and people back home
(Dickinson et al., 2014; Mascheroni, 2007; Tussyadiah 2013; Lalicic &
Weismayer, 2016).

However, negative consequences and problematic uses of smartphone use have
also been documented, for example, Lalic and Wesmayer (2016) refer to James
and Drennan’s (2005) concepts of “mobile addiction” and “phone junkies” to
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indicate how, despite the many positive effects of integrating mobile phones
into the tourist experience, negative effects are also present. Authors from
other disciplines have also suggested different, less rosy perspectives on the
matter: for example, there is a concern that human sociality has been damaged
or radically changed by the internet and mobile devices (Turkle, 2017). Ayeh
(2018 p.35) argues that both research and practice assume that technology is
fundamental to improving the tourist experience; however, in his own research,
many deleterious effects of smartphone use emerged, leading him to claim that
“this assumption seems exaggerated and perhaps inaccurate”.

In the debate on the positive and negative effects of smartphone use in the
tourist experience, the theory of technological mediation can offer a more
complex and comprehensive view of the relationship between people and
technologies. This approach allows for an analysis of the relationship with
technologies without attributing a positive or negative value to the outcome of
such mediation, merely focusing on the interaction between people and
technologies and the effects that the latter have on how humans (in this thesis,
tourists) experience the world.

In light of these considerations, this thesis sets out to study the experience of
“smartphoned” tourists: it is not enough to study tourists “and” technologies,
or tourists “and” smartphones, rather it is important to study tourists-with-
technologies, the smartphone-tourist or tourist-smartphone as Latour would
call it; the smartphone and the tourist in their embodied, hermeneutic
relationship (Thde, 1990). I focus my attention on the tourist’s technologically-
mediated tourist experience and behaviour, referring particularly to the
tourist’s relationship with the smartphone.

I explore the re-articulation of tourism in terms of technological mediation,
studying how tourists’ experience of the world is shaped by the devices and
the technologies they use. I focus on two aspects that emerge from the literature
as the most relevant ways in which smartphone technology mediates the tourist
experience, that is, the hybrid nature of the experience and the changes in
tourists’ information search behaviour (Xiang & Fesenmaier, 2020; Wang et
al., 2016; Yu et al., 2018; Benckendorff et al., 2019; Wang et al., 2016; Choe,
Fesenmaier & Vogt, 2017; Gretzel et al., 2019). Many other aspects of the
tourist experience are clearly mediated by smartphones, two of the most
obvious examples being social media and integrated cameras. Indeed, social
media and photography in the tourist experience are very well researched
topics (see, among others: Walsh, Johns & Dale, 2019; Chung & Koo, 2015;
Jansson, 2018; Munar & Jacobsen, 2014; Gretzel, 2018; Mkono & Tribe, 2017,
Munar, Gyimothy & Cai, 2013; Dinhopl & Gretzel, 2016). However, departing
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from information search behaviour, my thesis project focuses on those
concepts that emerged as sensitising concepts throughout the research process.
In particular, two key concepts constitute the foci of this thesis: “phygital” and
“planned serendipity”.

The first term indicates the hybrid nature of the tourist experience in which
physical and digital reality are enmeshed and result in a phygital reality. The
phygital tourist experience is something qualitatively different than either a
physical or a digital experience, as the two aspects are complementary. I
discuss this particularly in terms of spatial behaviour and spatial perceptions,
approaching the subject from the perspective of time-geography and
specifically adopting Torsten Hégerstrand’s theory of constraints, which
theorises the ways in which time and space act as constraints for human
movements (Hégerstrand, 1970; Shoval, 2012).

The second term and focus of this thesis, “planned serendipity”, refers to the
ways in which, through smartphone mediation, information search behaviour
during the trip becomes more complex and overcomes a neat distinction
between serendipity and planning. The term planned serendipity emerged from
my research on tourists’ information search behaviour in relation to
smartphones. I explored how information search and decision-making are
affected by the constant availability of a large amount of information and claim
that this smartphone-mediated behaviour results in a combination of planning
and serendipity, where the two are not opposites but complementary.

What these terms have in common is to implicitly challenge some assumptions
that are at the basis of tourism scholars’ thoughts on the tourist experience,
inviting the reader to embrace the complexity of tourists’ reality, their
behaviour and their perceptions and focus on the complementarity of
apparently opposite words: physical and digital on one hand, and planning and
serendipity on the other.

1.1 Aim and research questions

The aim of the thesis, therefore, is to explore the role of smartphones in
mediating the tourist experience, and in particular in mediating tourists’
information behaviour (Papers I and III) and the spatio-temporal dimensions
of their experience (Paper IV). I do so through four papers that challenge
dichotomies and linear thought in tourism theory by focusing on the
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abovementioned aspects of the tourist experience and by answering the
following questions:

RQI1: What is the role of smartphones in mediating tourists’ information
behaviour?

Following this research question, I first explore how tourist information
channels are valued by tourists when they can constantly access information
through their smartphones. Then, against the same backdrop, I use the concept
of planned serendipity to investigate how tourists balance planning and
serendipity in their information search behaviour.

RQ2: What is the role of smartphones in mediating tourists’ experience of
phygital worlds?

To answer this question, I first reflect on the boundaries between everyday life
and the tourist experience and how they are mediated by smartphone use. Then,
I analyse how time-space constraints are reconfigured when tourists have
access to the internet and the computing capabilities of the smartphone
throughout the trip.

1.2 Disposition of the thesis

The thesis is comprised of eight chapters which include four papers. The first
six chapters offer an introduction to the four papers and contextualise them
within the field of tourism studies. The seventh chapter offers a summary of
the papers. The last chapter is a conclusive discussion on the results and
contribution of the whole thesis. In Chapter 2, Tourist with smartphones:
technological mediation 1 will offer an overview of the ontological position of
this thesis, presenting postphenomenology as the philosophical approach to the
thesis and the theory of mediation as the framework within which I approach
the research. In chapter three, Understanding the tourist and the tourist
experience, 1 review some fundamental concepts used in the thesis, briefly
summarising the debates and definitions of “tourist” and “tourist experience”
and then moving on to a critical reflection on the escape paradigm in tourism
theory. Chapter four, The phygital tourist experience, offers a discussion of the
term phygital as used in this thesis and connects it to the subjects of tourists’
information search and spatial behaviour, which are the foci of the three
empirical articles. Chapter five, Information behaviour during the trip, then
moves on to critically review existing literature on information search
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behaviour, challenge its assumptions, and then proposes a new concept that
embraces the complexity of tourists’ information behaviour in the phygital
world. The sixth chapter presents reflections on the research design and
interdisciplinary approach of the thesis, and then briefly describes the methods
used in the empirical articles.

The themes presented in the first five chapters are studied empirically and
conceptually through four articles. In the first paper, Tourist information
channels as consumer choice: The value of tourist guidebooks in the digital
age (henceforth: Tourist information channels or Paper 1), my co-author and I
investigate how the uses and value of travel guidebooks are mediated by the
availability of information through smartphones. Following the guiding
question “why do some tourists still prefer guidebooks?”, the paper analyses
tourists’ perception and evaluations of guidebooks through Holbrook’s (1999)
consumer value typology.

In the second paper, Experience Sampling Method in a Qualitative Study of
Tourists' Smartphone Use (henceforth: Experience sampling method or Paper
IT), I focus on the methodological and epistemological questions of how
everyday life and tourist experience become enmeshed through the use of
smartphones as well as how smartphones can help researchers access new sites
of inquiry. The paper is a chapter for an anthology on contemporary methods
for tourism research where I describe in detail how I developed and applied a
qualitative methodology that combines an adapted version of the experience
sampling method with semi-structured qualitative interviews.

In the third article, Planned serendipity: exploring tourists’ on-site information
behaviour (henceforth: Planned serendipity or Paper III), I set out to analyse
tourists’ mediated information behaviour by challenging the linear thought of
existing theories of information search, proposing the concept of planned
serendipity, which I explain and illustrate with the support of the empirical data
collected with the method presented in paper two.

In the fourth article, Phygital time geography: what about smartphones in
tourists’ time-space behaviour? (henceforth: Phygital time geography or Paper
IV), I, together with my co-authors, illustrate conceptually and empirically
how space and spatial constraints become phygital when tourists interact
constantly with their smartphones throughout the trip. We use Torsten
Hégerstand’s (1970) theory of time geography and try to adapt it to the
technologically mediated tourist who travels in a phygital world.
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2 Tourists with smartphones:
technological mediation

I will now turn the attention to the overarching ontological position of my
study, that is, how the tourist and the experience are to be understood in relation
to technology. The protagonists of this thesis, in fact, are the smartphoned
tourist and the phygital tourist experience. That is, a technologically-mediated
tourist whose experience and behaviours are influenced and shaped by their
use of technology. In this chapter I will introduce the philosophical school of
thought called postphenomenology and the theory of technological mediation.

The smartphone, like any technology, has the potential to mediate the tourist
experience. The fundamental idea in this thesis is that “it is impossible to see
the human subject and machinic technology as particularly separate things”
(Thrift, 1996 p.112). By adopting mediation as the ontological approach of the
thesis, this inability to distinguish the two becomes an asset, and not a
weakness. It becomes the focus of the inquiry, as the argument about mediation
is that technologies cannot be neatly distinguished from their human users.
Instead, it is necessary to focus on how users use technologies and what
behaviour results from the interactions between humans and technologies. In
order to do so, I will now turn the attention to philosophy of technology and
the postphenomenological school of thought.

2.1 Philosophy of technology and
Postphenomenology

The field of philosophy of technology has a long tradition of philosophers
trying to grapple with the relationships between technology and technologies,
society, humans and reality. A philosophical reflection on technology can be
traced back to the first western philosophers in ancient Greece such as
Aristotle, Plato and Democritus with their concerns about fechne (Franssen,
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Lokhorst & van de Poel, 2009). However, the first generation of philosophers
to make technology a central theme in their thought comprised thinkers like
Martin Heidegger, Hans Jonas and Jacques Ellul (Achterhuis, 2001). However,
these classical philosophers of technology offered only a limited analysis of
the consequences of technology on society, as their philosophies were
transcendental, only focusing on the conditions that made technology possible.
In fact, they often offered grim, dystopian views on the effects of technology
on humans and society, understanding technology as a single, reified thing
(Ihde, 2009).

Contemporary philosophy of technology, instead, emerged from an “empirical
turn” (Achterhuis, 2001). The empirical turn led philosophers of technology
“away from the transcendental orientation toward a more practical, contextual
interpretation of artifacts and machines” (Kaplan, 2009 p.1). Verbeek (2005)
explains the empirical turn as a change in perspective about technology, where
technology is not reduced to its conditions of possibility anymore, but the focus
shifts to specific technologies and the way they affect our experience of the
world. From this empirical turn emerged the school of thought called
“postphenomenology”, whose founding figure is the American philosopher of
technology Don Thde (cf. Thde, 1990, 2009, 2015). In this thesis, I adopt Don
Thde’s postphenomenological views of technology, posing questions on how a
concrete technological artefact, the smartphone, mediates a specific instance
of human existence and experience, that is, the tourist experience.

Postphenomenology, as the name suggests, takes classical phenomenology as
its point of departure, but moves beyond phenomenology and combines it with
pragmatism. The phenomenology of Martin Heidegger, Edmund Husserl and
Maurice Merleau-Ponty and the pragmatism of William James, Charles
Sanders Pierce and John Dewey, in fact, not only developed at the same time
historically, they all placed experience at the centre of their investigations, a
characteristic that postphenomenology inherited (Ihde, 2009). Moreover, both
phenomenology and pragmatism are based on a relational ontology, that is, an
ontology that rejects the Cartesian division between subject and object and
instead focuses on the relationship between them (Ihde, 2009; Moran, 2000).

Postphenomenology owes to classical phenomenology three of its cardinal
tenets, although also breaking with the classical tradition on each of them in
terms of methods and analytical orientations (hence the “post” prefix)
(QDlgaard, 2022). First, phenomenology aimed at overcoming the Cartesian
dichotomy between subject and object and posited that the two cannot be
thought of independently from each other, but only in their relation (Moran,
2002). The subject is a subject in-the-world and the object is an object
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perceived by a human: they can only be thought of in their relation with each
other (Verbeek, 2001). From this relational ontology one key concept of
phenomenology is derived: intentionality. In Husserl’s phenomenology,
intentionality means that humans’ experience of the world is not an abstract
“consciousness” but is embedded in the context within which it is experienced
(Crowell, 2006; Moran, 2000). For Husserl, all consciousness is consciousness
of something. Thde maintains this relational ontology but includes the
technological element, contending that through technology, consciousness
itself is mediated (Ihde, 2009). Technology, therefore, is not something that
one is conscious of, but it mediates consciousness itself.

Second, classical phenomenology conducted the analysis of experience
through a method called variation analysis or eidetic reduction (Fellesdal,
2006; Moran, 2000). The analysis of variations was aimed at discerning the
essence of things by isolating all the elements that would vary or not vary
between instances of the same experience or thing (variants/invariants). Thde
(1990, 2009, 2012) finds that an attempt at variation analysis of the
technologically mediated reality showed something different than Husserl’s
“essences” or “essential structures”: things do not have one essence but are —
what Ihde calls — “multistable”. According to a postphenomenological view of
technological artefacts, technologies cannot be separated from their uses and
thus have no “essence” of their own: technologies cannot be spoken about
independently from the uses humans make of them (Ihde, 2009; Verbeek,
2005). Therefore, technologies only gain their “stability” in their use, and since
many uses can be made of any technological artefact, these are multistable
(Ihde, 2009; Verbeek, 2005).

The smartphone is a clear example of this: it can be used as a source of
information, a photo camera, a communication device, a map, a gaming
console, a music player, and more. This is not only due to the multitude of
software applications that can be installed on smartphones, but also to the
complex hardware that contains many different pieces of technology in one
device: a camera, GPS, light and movement sensors, microphone, loudspeaker,
telephone, step counter, internet browser and so on. Moreover, the uses that
people can make of smartphones are not limited to those intended by the
manufacturers: for example, it can be used as a phone, as a paperweight, or to
push a button in the elevator to avoid infection with a contagious virus. The
contribution of pragmatism to phenomenology lies in this recognition that the
experience is embedded in the physical and material world as much as the
cultural and social reality in which it is experienced (Ihde, 2009).
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The third takeaway from classical phenomenology is Maurice Merleau-
Ponty’s attention to embodiment, that is the role of perceptual and “praxical”
experience (Ihde, 2009; Merleau-Ponty, 2012). Although embodiment was
already part of Husserl’s analysis, Merleau-Ponty offers a much richer concept,
which Ihde brings into his postphenomenology. Merleau-Ponty discusses how
perception is praxical, meaning that the phenomenal body is not defined by its
position in objective space but by a “system of possible actions”, by the tasks
and situations that the context offers: “my body is wherever it has something
to do” (Merleau-Ponty, 2012 p. 298). The body, for Merleau-Ponty (2012), is
indispensable to the existence of consciousness: the body is there to perceive
and experience one’s presence in the world. Moreover, Merleau-Ponty also
acknowledged that bodily movement may incorporate a technology: a woman
who is wearing a feather on her hat might move in a way that keeps the feather
away from things that might break it, or a blind man with a cane perceives the
world through the cane: the artefact is incorporated into the man’s perception
(Ihde, 2009; Merleau-Ponty, 2012). Postphenomenology maintains this
attention to perception and experience, placing the mutual relationship
between humans and world within experience (Ihde, 1990; Verbeek, 2001).
Such experience in postphenomenology is analysed through the theory of
technological mediation.

2.2 Technological mediation

Historically, two views have dominated the thought around technology:
instrumentalism and determinism. These two views offer opposite answers to
the question of whether technology is neutral, “meaning that it has no
preference as between the various possible uses to which it can be put”
(instrumentalism); or whether it has some inscribed purpose which it will fulfil
with its existence (determinism) (Feenberg, 2006 p.9). In the instrumentalist
view, technology is only a tool, an instrument that humans use for their own
purpose, and it is humans who decide the purpose of the technologies they use
and develop. In the determinist view, on the contrary, technology and
technological development have some kind of autonomy, and technological
development determines how society evolves (Selinger, 2006).
Postphenomenology offers a third way: technological mediation. In this view
technologies are understood in terms of how they mediate the relationship
between humans and world, amongst human beings and between humans and
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technology itself and thus “can no longer be pigeonholed simply as either
neutral or determining.” (Verbeek, 2005).

For postphenomenology, experience plays a central role, because that is where
the mutual relationship with the world can be localised (Verbeek, 2001). Thde
discusses experience in terms of perception and proposes a structure of
perception in terms of technological mediation, which consists of three
elements: I — Technology — World (Ihde, 1990). Within this relationship, the
role of technology is to be a mediator of reality. The ways that such relational
ontology can be investigated is through the macro-theory of technological
mediation (Ihde, 1990, 2009, 2015; Verbeek, 2005, 2016). The theory of
mediation aims to conceptualise “various ways in which the boundaries
between the human and the technological are fading and how the concept of
mediation can help to analyse human-technology relations.” (Verbeek, 2016
p-190). The theory tries to understand both how specific technologies mediate
human existence and how humans interpret or appropriate these mediations
and understand the reality around them. The core idea is that mediation does
not just affect the reality of humans and technologies and their relations, but
that those realities are constituted in the act of mediation: they do not exist
before and independently of each other and the process of mediation.

A typical example of mediation brought forward by postphenomenologists is
that of the sonogram (see, for example, Rosenberger & Verbeek, 2015;
Verbeek, 2005). The invention of the sonogram has redefined not only the
image of the foetus throughout the pregnancy, it has also reconfigured what it
means to be a doctor and a patient, and what it means to be a parent and a child.
It has brought along new responsibilities for parents, who find themselves
responsible to decide for the life of their children, for example, in case of some
prenatal condition that can impact the future child’s quality of life. See, for
example, the rare (but philosophically interesting) cases of children suing their
parents or doctors for not terminating the pregnancy upon discovering a
disability the child would develop. A technology, the sonogram, has turned the
foetus into a patient, because now not only the mother is the doctor’s patient,
the foetus is too. At the same time, it has virtually created a “right to sue for
being born” and “wrongful birth tort” (Ahuja, 2011; Eaton, 2002). As in this
thesis I explore the mediating effects of smartphones in the tourist experience,
smartphones are not merely tools used by tourists to achieve goals and
complete tasks. Rather, they transform the tourist into a smartphone-mediated
tourist and the whole experience into a phygital experience.

Verbeek (2005) attempted a synthesis of Thde’s ideas on mediation with those
of Bruno Latour. Although more closely related to Science and Technology
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Studies (STS) than postphenomenology, Bruno Latour also adopted the
concept of technical mediation as the basis for his actor-network theory and
holds an anti-essentialist and relationalist approach to the study of technology
(Feenberg, 2009; Latour, 1994; Verbeek, 2005). In his 1994 paper “On
technical mediation” he brings forward the example of the citizen with the gun:
it is not the gun nor the citizen that shoots, it is the citizen-with-the-gun, the
gun-citizen or citizen-gun, a third actor that emerges from the technical
mediation of the gun. The gun-man then is not the same as the man without a
gun. The two views, however, differ fundamentally in that Latour proposes a
flat ontology, where relationships are exactly symmetrical, and the gun has just
as much agency as the citizen, since the actant is in fact the gun-citizen or the
citizen-gun. Therefore, in Latour’s theory the focus is not only on the
relationships between actants but on the network itself.

In Thde’s postphenomenological view, the focus is instead on the hermeneutic
dimension of mediation, that is, its understanding, experience and perception
from the human’s perspective. Moreover, Latour’s and Thde’s philosophies of
technology have different foci: while the former focuses on the constituting
processes of subjects and objects through mediation, the latter puts the
spotlight on the experiences of the already constituted subjects and objects
(Feenberg, 2009). In the present thesis, the methodological approach focuses
on the tourists’ perceptions of smartphone use and how they mediate the
experience. The ontology is not flat, as the focus is on the humans, but it is
relational, in that the tourists’ experience can only be understood as an outcome
of the mediation between tourists, smartphones and the world within the
temporal and spatial limits of their tourist experience, that is, the world in
which they are tourists, or in other words, their lifeworid (Ihde, 1990).

Mediation organises this relationship in different ways. Ihde (1990) identifies
four ways in which humans can relate to technologies, through four human-
technology relations. 1) Embodiment relationship: like glasses, technology is
something we wear; we do not look at it but through it. 2) Hermeneutic
relationship: like a thermometer, when a technology gives us an interpretation
of the world. The thermometer does not give us a sensation but a number which
we must read and interpret to understand the world. 3) Alterity relationship:
like the ATM machine, technology can be something we interact with. In this
relationship, the world behind the machine does not matter much. 4)
Background relationship: like electric lights, technology may not be an
experience in itself but it contextualises other experiences. Here the technology
is simply in the background.
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These relations can be easily recognised in tourists’ interaction with their
smartphones: smartphones are metaphorically an extension of tourists’ bodies,
and the integrated cameras are more literally lenses they can look through
(embodiment). They give constant information about the world, within or
outside of the destination, while integrated cameras and social media quite
literally offer filters to alter how reality appears (hermeneutic). Tourists
interact with their phones and at times are very conscious of the alterity of the
device, for example, when intentionally putting it away while on vacation or
spending quality time with one’s partner (alterity). Smartphones are in the
background of other interactions as well: in using a guidebook, for example,
tourists know they can retrieve the information online from their phones at any
time but choose to use the book nonetheless (background).

Galit Wellner (2016), in her Postphenomenological inquiry of cell phones,
analyses the different mediating capabilities of cell phones by reconstructing a
genealogy of the cell phone through three historical variations: “talking heads”
(Motorola’s StarTAC 3000 — launched in January 1996), “texting-at-hand”
(Nokia’s 5110 from March 1998), “the kingdom of multimedia applications”
(Apple’s iPhone from January 2007). Mobile phones, in fact, are direct
descendants of the stationary telephone: in their inception phase they were
primarily a talking device, focused on voice and oral communication. In their
first variation (the first generation of mobile phones which could only make
phone calls while on the move), Wellner recognises new forms of embodiment,
for example through the vibration of the phone. At this stage, the phone is
already a quasi-other with which humans establish an alterity relation, it offers
companionship and changes what is considered appropriate public behaviour.
Moreover, already with the first variation of the mobile phone spatial
distinctions between places (home/office) start “melting down” (Wellner, 2016
p-29), and the same goes for notions of being alone or together. Lyons and Urry
(2005) observed that already with the first mobile phones, travel time stopped
being considered “wasted” time, since people could work and communicate on
the move.

In the second historical variation, “texting-at-hand”, textual communication
became the prominent feature. At this point, cell phones could also function as
a gaming console, calculator and clock, besides being telephones and “cellular
writing machines” (Wellner, 2016). Wellner also noted that at this stage the
cell phone already had a different hermeneutic, which thanks to the adoption
of emoticons went beyond alphanumeric discourse. A different embodiment
also emerged, in which the thumb assumed a central role in the interaction with
the phone — and therefore with others. Again, ideas of proper social behaviour
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keep changing with the evolution and adoption of the technology. For example,
as Wellner (2016) observes, it becomes acceptable to inform someone at the
last minute via text that we are about to be late for a meeting and adjust the
time of the meeting accordingly. Moreover, in this variation, the cell phone
starts also being a non-communication device, since it allows one to make
notes for one’s self, to-do lists and memos, as well as play games (like the
game Snake on Nokia cell phones).

Finally, the latest evolution of the mobile phone resulted in another variation
“the kingdom of multimedia applications”: the phone can now not only let us
talk, write, play simple games and check the time (indeed, talking is not even
the main function of the phone anymore), it also offers a multitude of functions.
Through the touch screen and the absence of a physical keyboard, a different
embodied relation with the phone is established. The phone is a quasi-other
just as much as other people become mediated others, a combination of a
person and a phone (as well as the complex infrastructure that allows remote
communication). Another consequence of this multifunctionality of the phone
is the elimination of “everyday carry”, that is, things like watches, notebooks,
recorders, cameras, diaries, and so on, which one would usually carry before
the smartphone integrated all their function within an “application paradigm”
(Wellner, 2016). This is particularly evident in the case of tourism, where
objects like guidebooks and photo cameras have — if not disappeared — changed
their meaning, value and uses, which is the theme explored in the first paper
(Mieli & Zillinger, 2020).

Wellner (2016) analyses how the inclusion of a built-in photo camera in the
cell phone results in a hermeneutic extension that increases the capabilities of
a person to understand and interpret the space around them, which becomes
augmented by layers of digital information. Moreover, the built-in GPS
functions blur the distinction that de Certeau (1984) made between maps and
city plans as theory, versus walking as practice: walking with GPS is a
mediated practice where the map (theory) is combined with the walking
(practice) (Wellner, 2016). These new hermeneutics and new embodiments
give place to new forms of mobility (Wellner, 2016).
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2.3 Technological mediation in tourism research

Although postphenomenology is not commonly used as a framework for
tourism research, the postphenomenological and mediation literature offers
useful concepts that can help analyse the relationship between tourists and
technologies and how this shapes the tourist experience. With its relational
ontology, postphenomenology focuses the attention on how concrete
technologies mediate reality for humans, that is, how they help co-constitute
it. Indeed, theories of mediation do appear in tourism, although not always
explicitly (see, for example: Liu, Wang & Gretzel, 2022; Germann Molz &
Paris, 2015; Neuhofer et al., 2012; Tussyadiah & Wang, 2016; Wang et al,,
2012; Yu et al 2018; Zhang & Zhang, 2022). In tourism, in fact, like in any
other instance of life, two interrelated processes take place between humans
and technologies: on one hand, technologies are created by humans in order to
carry out tasks for them, namely they do what humans program them to do and
fulfil the roles that humans give them; on the other hand, technologies also
impose behaviours on people, as they affect people’s behaviours and humans
become dependent on them (Tussyadiah & Wang, 2016).

These ideas and the concept of technical mediation have permeated research
about tourist behaviour in relation to smartphones (Wang et al., 2012).
Tussyadiah and Wang (2016), in their study of tourists’ attitude towards
proactive smartphone systems, recognised within the mediated tourist
experience the paradox suggested by Verbeek (2005), where the amplification
and reduction of certain aspects of the experience co-exist. Due to the
technological mediation of the experience, they observe, tourists will have
“increased capacity to engage with the world in a particular way that is
accompanied by a reduced capacity to engage with it in other ways”
(Tussyadiah & Wang, 2016 p. 503). Liu et al. (2022 p. 4) explored the
smartphone mediation of vacation contexts, showing how smartphone use
“turned the physical world into a multi-dimensional phygital context”.

Multistability is a useful concept for the analysis of tourist objects. Other
tourist-specific objects like a travel guidebook, a suitcase or, to a certain extent,
a camera are also multistable: a guidebook, for example, can also be a device
to signal the tourist identity to other tourists, or a keepsake to display in one’s
bookshelf at home (Mieli & Zillinger, 2020). However, the multistability of
smartphones is even more interesting from a tourism perspective because these
devices are used regularly both in everyday life and in tourism (Wang et al,,
2016). Smartphones can fulfil the roles of many of those tourist-specific
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objects, but in all its many uses, the object is the same; it is not tourist-specific.
When it is used to fulfil tourism-specific functions, it also contains the potential
to be used for non-tourist-specific activities, raising questions concerning how
it can mediate the way tourists “have access to their world by the roles that
such things play in human experience” (Verbeek, 2005 p.119).

The concept of mediation is at the core of the questions that I ask in each of
the papers in this thesis. In the first paper, Tourist information channels, it
functions as the backdrop of the investigation: smartphones are not only a
substitute of the guidebook because they offer on-site, updated information,
they also have a multitude of other functions that the tourist relies on. Tourists
bring smartphones on their trips for all kinds of functions: from photography
to keeping in touch with family and friends, entertainment, buying, storing and
retrieving tickets and other travel documents. Here, the relationship with the
smartphone is clearly a background relation in which the smartphone exists,
and the guidebook is valued against the backdrop of the smartphone’s
capabilities, yet in using guidebooks tourists do not engage directly with the
smartphone. The paper shows that tourists do attribute some value to the
limited uses you can make of a guidebook, especially in relation to the
smartphone: the book is a less expensive object; it can be kept after the trip as
a memento; it can signal unequivocally to other tourists that the holder of the
guidebook is a tourist herself; it can even signal what kind of tourist they are.
In this sense, guidebooks are also multistable.

The second paper, Experience Sampling Method, also shows how,
methodologically, different things are possible and new sites of inquiry
become accessible because of mobile technologies, leading researchers to ask
new questions about the experiences of tourists at the destination. As Thde
(2009) shows, science is not chronologically, logically or ontologically prior
to technology: it is technoscience, that is to say, technology and science are
interrelated and depend upon each other. Here I argue that the smartphone
should not only be the object of research but also a tool for research, and I show
how it can be done in practice. The paper also hints at a theme later developed
in Paper IV, that is, what happens to the tourist experience when activities and
functions of everyday life can be carried over into the time-space dimensions
of the tourist experience thanks to mobile, internet-enabled technologies.
Ontologically, just like the distinction between different places “melts down”
(Wellner, 2016), it becomes superfluous to distinguish between everyday life
and tourism.

In Paper 1ll, Planned serendipity, 1 explore mediation regarding tourists’
information search behaviour. Due to the pervasive use of smartphones, it is
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not only the accessibility to information that has changed and the behaviour of
tourists vis-a-vis information. Rather, it is the whole meaning of the
experience. Being an independent traveller, for example, used to mean that one
was not relying on organised trips and making bookings and finding
information by themselves. Nowadays, many more people are able to do that,
and finding your own information and booking your own travel,
accommodation and activities has become the norm for many travellers,
especially in the age group of the study, that is, “millennials” or generation
“Y”. The juxtaposition between planning and serendipity in this digitalised
context does not suffice anymore to describe tourist information behaviour,
and the consequences of such behaviour on the experience can only be
understood if we can point our finger at the phenomenon.

In the fourth paper, Phygital time geography, my co-authors and I explore how
the experience itself can be described as a hybrid of physical and digital
through the term phygital, which is analysed in relation to space. Here the
experience is understood in two ways: both in the phenomenological sense, in
close connection to perception, and in the general sense used within tourist
studies as the temporal and spatial context within which the tourist travels.
Through smartphone mediation, several contexts blend into the vacation
context, creating hybrid spaces that can be defined phygitally.
Epistemologically, new ways of gaining knowledge about such a complex and
hybrid reality become possible and new questions arise. For example, the
questions “where is the tourist?” and “where can the tourist be” become
fundamental to defining what a tourist experience is when it is mediated by
various technologies.
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3 Understanding tourists and the
tourist experience

In this chapter I will present an overview of some fundamental concepts that
are used in this thesis, which are often subject to debate and
misunderstandings. In particular, I will discuss the terms tourist and tourist
experience and how they are used in this thesis, including some reflections on
why I believe they are worthy of being studied. After defining the terms, I will
elaborate on the relationship between everyday life and the tourist experience,
which is further discussed in Paper 11, and I will then turn attention to the on-
site stage of the experience, which is the focus of the empirical material
collected for the research.

3.1 Tourists

Twenty years ago, Dann (2002) wrote of the tourist as a metaphor for a
changing social world. The author surveyed several examples where the tourist
was used as a metaphor for the postmodern human, “connotative of a dilettante
life of fun in the sun and hedonism ad libitum” in the “unbridled pursuit of
individualism sans frontiéres” (p.6). At the same time, the author wondered if
the metaphor still worked in an ever-changing and technological world.

In his preface to the 2013 edition of The Tourist, MacCannell reflects on the
impact and ambitions of his work, referring to the tourist as “a cipher of a
changing world” (MacCannell, 2013 pp.xviii-xix). Originally, he chose to
study tourists to write “an ethnography of modernity” because tourists were
moving around and exploring the changing world “more thoroughly and more
avidly than social scientists” and in doing so they were changing the world
around them, or rather the “world was rapidly remaking itself in the tourists’
image of it” (MacCannell, 2013 p. xviii).

35



MacCannell (2013) writes of an isomorphism between the tourist and the
internet, which mutually mirror their fundamental features. He draws a parallel
between the tourist site and the web site, the visitor of a tourist attraction and
that of an internet site, the exploration of the world and the exploration of the
web. “Tourists were among the first non-specialists to make use of new digital
and internet-based technologies” and “while increasing the efficiency of
international tourism”, information technologies have not changed “the
underlying motivational structure of tourism or the sightseeing event [...] the
‘tourist moment’” (MacCannell, 2013 pp.xxi-xxv).

The “liquid modernity” sociologist Zygmunt Bauman used tourism as a
metaphor for contemporary life in western societies (Franklin, 2003) and
termed it “tourist syndrome”. For Bauman, the tourist experience “grasps in a
purified form what in ordinary life is mixed and obscured” (Franklin, 2003
p.208). The tourist is the exemplification of the characteristics of the
contemporary (western) human: looseness of ties with the places where their
experience takes place, a presumption of temporariness, a “pure” relationship
with places, which they “consume” or “graze” only for pleasurable
consumption, only to move onto the next place once the satisfaction wanes. In
contemporary sociology, Gossling, Cohen and Hibbert (2018) have defined
tourism as a necessity to maintain sociality and construct, affirm or alter one’s
identity, a social necessity for shaping a liquid identity.

Finally, I agree with MacCannell (2013 p.xix) that “tourists have always been
a subjective blank slate. They are as smart and as stupid, as well- and ill-
informed, as gentle and brutal, generous and stingy, curious and closed-minded
as any random sample” but at the same time they also “occupy a privileged
place in the sociotheoretical landscape” as “they are the last remaining class
that exhibits consciousness for itself”. In this sense, tourism can be a useful
site of access to gain knowledge about society at large, through investigations
of this peculiar, metaphorical creature that is the tourist.

3.2 The tourist experience

If the tourist can be a metaphor for the contemporary human, and the tourist
experience is the context within which the tourist exists and behaves, then the
tourist experience is a somewhat controlled environment that encompasses
several stages and several situations that correspond to the everyday life of the
non-tourist human. McCabe (2002) argues that the tourist experience is not
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only a metaphor for everyday life, but it exactly replicates and mirrors it.
However, it is an easier context to study due to its episodic nature and because
it is generally un- (or less) constrained by everyday norms, duties and social
roles, as well as the fact that it is clearly situated in a limited time and space.

Tourist experience is a popular term in tourism studies, which has been used
to indicate the different concepts and foci of tourism research (Pearce, 2019).
Volo (2009) highlights how the tourist experience is a complex phenomenon,
and research has not yet reached a definition or an agreed upon understanding
of what it is and what it entails. The author even wonders how tourists perceive
tourist experiences and whether they do indeed have a mental framework for
understanding them or if it is research that tries to impose one. Ultimately,
Volo (2009) agrees with Chhetri, Arrowsmith, and Jackson (2004) that there
is no one single theory that can explain tourism experiences, although many
authors have tried to come up with models and definitions. However, in
general, in tourism research the term experience is used broadly to capture the
lived psychological realities of travelling (Pearce, 2019).

One main sense in which the term entered the tourism academic jargon, within
the management/marketing field, is in reference to the so-called “experience
economy”’, which refers to a new form of economy theorised in 1998 by Pine
and Gilmore (Pearce, 2019; Pine & Gilmore, 1998). In 1998, Pine and Gilmore
introduced the very successful concept of ‘experience economy’ in a paper that
claimed that firms do not deliver a service but engage their customers through
staged events; the actual offering in the marketplace is the experience itself
(Pine & Gilmore, 1998; Volo, 2009). These authors believe that an experience
is created when a company uses services and goods as stage and props to create
a memorable event for customers, where they can engage (Pine & Gilmore,
1998). Following this, a managerial approach to the tourist experience
developed in tourist studies, which focuses on companies and service
providers, putting the emphasis on how they can create experiences for their
customers and engage them. Since the 1990, in fact, tourism studies have been
moving from the classical approach of services towards an experience design
approach (Andrades & Dimanche, 2014).

Quan and Wang (2004) make a distinction between the different ways in which
the tourist experience is understood in the social sciences, on one hand, and
marketing/management on the other. In their review, Quan and Wang (2004)
find that while management studies usually equate the tourist experience with
“consumer experience”, the social sciences study it in terms of “peak
experience”. Moreover, some sub-approaches within the social sciences can
also be identified: 1) the tourist experience can be studied phenomenologically
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as the subjective experience of the tourist from a common-sense perspective;
2) it can be seen as a pilgrimage, an escape which assumes “sacred”, or spiritual
connotations; 3) it can be a subjective psychological process to study
quantitatively and therefore objectively; and 4) it can be an object of critical
studies (Quan & Wang, 2004). The approach I adopt in the present thesis is
inspired by phenomenology or, more precisely, postphenomenology, and it
therefore falls within Quan and Wang’s (2004) first category.

From a sociological perspective, the tourist experience has been studied by
several authors, from Boorstin’s (1964, ed. 1992) view of such experience as
frivolous and superficial, to MacCannell’s (1973) idea of tourism experiences
as a pure quest for authenticity and Cohen’s (1979) phenomenological view of
different tourist experience modes for different people. Boorstin (1992) was
the first sociologist to put the spotlight on the tourist experience per se as a
sociological phenomenon, using it as an example of the contemporary
(American) human. Although his analysis is more generally about American
culture, he points out how the “art of travel” has been lost, and the modern
tourist does not experience “reality” but merely an artificial, staged spectacle
(Boorstin, 1992; Cohen, 1998). Boorstin’s critique of the modern tourist is
based on his observation that they are satisfied with “pseudo-events” and their
experiences lack authenticity. McCannell (1973), on the other hand, adopted
an opposite but equally totalising view of the tourist experience as a
meaningful modern ritual, which is primarily aimed at reaching authenticity
(Uriely, 1997).

Cohen (1979), however, claimed that it was reductive to define the tourist
experience as either a superficial and frivolous pursuit of meaningless
experience (Boorstin, 1992) or a deep search for authenticity and meaning
(MacCannell, 1973). According to the author, such definitions could not grasp
the nature of tourism and the reasons why people travelled (Cohen, 1979).
Borrowing from religious studies, Cohen (1979) used the concept of ‘centres’
as loci — not necessarily geographical — that hold the ultimate meaning for the
individual. Cohen (1979) criticised the structuralist view of the tourist
experience, which saw it as a recreational activity that allows individuals to
appease the tensions that arise from the attempt to conform to society and its
centres. Instead, he claimed that the modern individual can have several
different attitudes towards these centres: from not looking for a centre at all, to
seeking to experience authenticity vicariously through others or making the
quest for the centre the purpose of their life, even believing that the centre lies
in a different place or culture (Cohen, 1979). The author claimed that,
depending on an individual’s attitude to the centre, the tourist experience can
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have a different role and meaning: it could be a diversion, a form of recreation,
a way to seek experiences or to experiment, and it can also be existential
(Cohen, 1979).

The concept later developed towards a more postmodern approach where new
theories have introduced complementary concepts to expand earlier modernist
views, rather than to exclude them (Uriely, 2005). Uriely (2005) highlights the
role of subjectivity in current understandings of the tourist experience: while
earlier conceptualisations focused on the object provided by the tourism
industry, more recent literature has shifted the attention to the subject and their
negotiation of meaning as a determinant of the tourist experience. However,
the subjective approach of postmodernist theorists can be incomplete in the
sense that it tends to ignore external opportunities and constraints, while future
research should try to focus more on the interaction between the subject and
the object that constitute the tourism experience (Uriely, 2005). In fact, I argue
that in order to understand the role of technologies in the tourist experience, it
is necessary to overcome the subject-object dualism and focus on the
relationship between the objects and the tourist, and how the tourists’
experience of reality is mediated by the technologies they have access to
throughout the trip.

In this thesis, the term experience is used not only as an outcome but also as a
process, as the process of experiencing is itself the precursor to experiences
(Gnoth and Matteucci, 2014). Gnoth and Matteucci (2014 p.4) define tourists’
experiencing as ‘‘the conflux of what is sensually perceived, how it is
processed, and how it is retained in the resulting experience’’. I would like to
focus on tourist experience in a (post)phenomenological sense, that is, how
tourists experience the world when they travel, especially when the world is
full of technologies. In a postphenomenological sense, in fact, experience is
where the relationship between humans, technologies and the world can be
located and therefore studied (Ihde, 1990.; Verbeek, 2001). In this thesis I
focus on different experiences and different aspects of the tourist experience:
a value experience, a behaviour within the experience and its consequences for
the experience itself, the technologically mediated experience (as perception)
of space and place, and the methodological challenges and opportunities of
studying on-site experiences.
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3.3 Challenging the escape paradigm: the
relationship between everyday life and tourism

Throughout the thesis, and in particular in the second paper, Experience
Sampling Method, 1 explore the boundaries between everyday life and the
tourist experience, questioning the distinction between the two and reflecting
on the epistemological and methodological implications of such a distinction.
Uriely (2005) identifies de-differentiating the experience as one of the trends
in the more recent development of the concept: earlier authors emphasised the
difference between tourism and everyday life, making this difference the
essence of tourism. Although the tourist experience is often seen within an
“escape paradigm” (Germann Molz, 2012), several authors have shown how
such experience is intertwined with everyday life (Xiang & Fesenmaier, 2020;
Larsen, 2008, 2019).

In Urry’s seminal text The fourist gaze (1990), the author wrote that tourism is
the result of a fundamental “binary division between the ordinary/everyday and
the extraordinary” (Urry, 1990 p.11). His very concept of a tourist gaze is
based on the idea that such a gaze has a different object from the ordinary and
everyday life. However, such a notion has been challenged by postmodern
authors, some of whom went as far as to say that people are always tourists
and tourism is a metaphor for contemporary life in western societies (see
Bauman’s interview in Franklin, 2003). Larsen (2008; 2019) calls for a de-
exoticisation of the tourist experience, arguing that all aspects of social life,
including the tourist experience, are infused with elements of everyday life. In
fact, the author argues that tourism practices are “fuelled” by everyday
practices and that, in turn, tourism has a real impact on the everyday life of the
host communities (Larsen, 2019). While mainstream tourism research tends to
neglect the everyday life quality of the tourist experience, research in practice
theory and everyday studies generally neglect to study the tourist experience
(Larsen, 2019).

Quan and Wang (2004) claim that although the tourist experience is often
studied as a “purified” experience, in stark contrast with everyday life, it is
misleading to exclude the everyday from the tourist experience, a point also
put forward by McCabe (2002). In fact, the tourist experience, according to the
authors, consists of both a peak experience — that is, the extraordinary activities
and events for which people travel — and a supporting experience — that is, all
the daily activities that tourists perform during travel like sleeping, eating,
playing (Quan & Wang, 2004). While the peak experience is indeed usually in
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stark contrast with everyday life, the tourist’s overall evaluation relies on both
types of experience, which reinforce each other (Quan & Wang, 2004). The
tourist experience is made up of “tourist moments”, and these moments can be
both extraordinary and ordinary (Edensor, 2001; Cary, 2004; Larsen, 2008). In
the thesis, I refer to the peak experience as the extraordinary (serendipitous)
moments and the supporting experience as the ordinary moments. However, it
is important to reiterate that these different moments are not temporally or
logically distinguishable; they happen contextually.

I argue that technologies play a significant role in this de-differentiation of
everyday life and tourism, in particular mobile technologies such as
smartphones, which can be “carried over” from everyday life into the tourist
experience, allowing tourists to carry out many everyday activities while
travelling (Lamsfus et al., 2015; Wang et al., 2016). As Larsen (2019 p...)
points out, on one hand “tourism is no longer a bounded activity” and on the
other “the everyday can be mobilised and performed on the move”. In Paper
IV, my co-authors and I explore how everyday life is performed on the move
through the use of smartphones and how the tourist experience becomes
differently bounded or constrained according to Torsten Hégerstrand’s (1970)
theory of time geography.
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4 The phygital tourist experience

In this thesis, I adopt the term “phygital” to indicate how ICT mediate the
experience: not just physical and/or digital, but something qualitatively new, a
phygital experience. The term “phygital” is a portmanteau of the words
physical and digital, indicating the condition in which an experience is not only
physical nor only digital, but a hybrid of both (Mieli, 2022a).

Research tends to distinguish physical and digital experiences as two separate
things that can be studied independently of each other: Belghiti, Ochs,
Lemoine and Badot (2017) suggest a paradigm shift from the prevailing
dichotomous logic to a ubiquitous one, where experiences are neither physical
nor digital, but are both physical and digital at the same time, that is, phygital.
In a phygital experience, space or object, physical and digital do not replace
each other, nor do they only complement each other: physical and digital
reinforce each other and become deeply and seamlessly intertwined (Andrade
& Dias, 2020; Lo Turco & Giovannini, 2020; Nofal, Reffat & Vande Moere,
2017; Zurlo, Arquilla, Carella & Tamburello, 2018). Thus, they assume new
meanings and values (Lo Turco & Giovannini, 2020). The emergence of
phygital realities is linked to the pervasiveness of ubiquitous technologies and
internet connectivity, which Belghiti et al. (2017) have also termed
“ATAWADAC”: anytime, anywhere, any device, any content. Smartphones
and other mobile devices, wireless connectivity, wearable devices such as
smart watches, haptic technologies, Augmented and Virtual Reality (AR and
VR) are important factors in the phygital experience (Mieli, 2022a).

The first appearance of the term phygital in an academic publication was in a
2007 paper on phygital maps: the paper presented a software application that
could integrate physical maps with digital information through a smartphone
application (Nakazawa & Tokuda, 2007). The authors did not define the term
phygital beyond stating that it came from the words physical and digital
(Nakazawa & Tokuda, 2007). Until 2017 the term appeared sporadically in
academic texts in different fields, from urban planning, to gaming, marketing
and retail, until around 2017 when the term became rather established in the
academic jargon, especially in marketing and retail research and in connection
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with omnichannel marketing (Belghiti et al., 2017; Lo Turco & Giovannini,
2020; Vel, Brobbey, Salih & Jaheer, 2015). A study by Neuburger, Beck and
Egger (2018) used the term phygital in the tourism context to explore AR and
VR in the tourist experience. Ballina, Valdes and Del Valle (2019) also focused
on the field of tourism, studying the phygital experience in smart tourism
destinations. Both papers use phygital as an adjective to referr to the tourist
experience; however, Gretzel et al. 2019 refer instead to tourists’ information
environments in the age of digitalisation. In most cases, the term is used as an
adjective, most often associated with an experience. Nevertheless, Klaus
(2021) suggests the noun “phygitality” as it describes the concept more
precisely.

Klaus (2021), however, proposes a critique of the term, questioning whether it
is just the “emperor’s new clothes”. The author reiterates that physical and
digital elements of customer experience cannot be separated and studied
individually but wonders whether the term phygital is itself useful. The critique
is based on the argument that customer experience must be seen as a holistic
construct, but it is exactly because phygital is a holistic and, according to the
author, too vague concept that it is of little use and guidance to management
practitioners. Klaus (2021) argues that the term adds too little to the
understanding of customer experience to be a useful theory, thus remaining an
idle speculation (Klaus, 2021). However, although it may not be useful for
marketing practitioners, the term might still help to address a different type of
question, an ontological one, relevant to understanding the world we live in, to
give academics and society a better suited vocabulary to discuss reality.

In marketing and management discourse, the concept of “smart” tourism is
particularly close to the concept of “phygital”. However, Gretzel, Sigala,
Xiang and Koo (2015) observe how smart tourism research focuses on the
integration of digital technologies in infrastructure and often translates into
trivial projects such as promoting free wi-fi or the development of mobile
applications. The authors note that the concept lacks definitional clarity,
“suddenly everything is smart” and the concept becomes “fuzzy”, often being
used to drive specific political agendas and to sell technological solutions
(Gretzel et al., 2015 p.180). Moreover, the term “smart” holds a certain
normative connotation, implying that smart is better and often offering a
utopian view of happy collaboration among various actors in a self-regulating
ecosystem (Gretzel et al., 2015). Unlike “smart tourism”, the term phygital
refers to the ontological aspect of the experience, pointing to how there is no
neat distinction between the physical and digital dimensions of the experience.
Although it has been used in marketing and management literature, particularly
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in reference to omni-channel marketing, the term is not necessarily normative,
and therefore it opens up the discussion for critical thinking. It is not implied
that phygital is better or worse than physical, and the focus is on how it is
qualitatively different.

According to Gaggioli (2017), phygital refers to a concept of space: “a new
concept of space that originates from the increasing convergence of the
physical dimension and the virtual dimension” (p. 774). The digital
transformation that is happening in all contexts of life leads to a blurring of the
distinction between physical and digital and to defining our living space as a
“digitally enriched” environment (Gaggioli, 2017). Other authors have used it
in reference to phenomena, objects, places, environments and experiences. In
a humanistic sense, the term can also refer to “a generation of people for whom
the real world and the digital world overlap” (Lo Turco & Giovannini, 2020
p-3). In this thesis, I refer mainly to and expand on Gaggioli’s (2017) spatial
definition. I propose to adopt the term phygital as a way to focus on both the
physical and digital and challenge the distinction between the physical and
digital dimensions of the tourist experience. Challenging such distinction also
means challenging the distinction between the mundane lifeworld that tourists
leave behind when they travel and the liminal lifeworld to which they travel.

As Lamsfus et al. (2015) observed, mobile technologies enable tourists to
travel both on and with the internet. Here Wellner’s (2011, 2016) concept of
the wall-window is helpful to understand what happens to the tourist
experience when tourists travel with and on the internet through their
smartphones. In Wellner’s (2011, 2016) analysis, the phone, as a window,
opens a view into some other space, but it also creates a wall between the user
and their physical surroundings. The space accessed by the tourist through the
window is the mundane world of everyday life, while the surrounding from
which the phone use raises a wall is the destination of their travel and what
happens there. Tourism scholars have acknowledged that mobile technologies
cause time, space, physical and virtual worlds to be reconfigured (Lalicic &
Wesmaier, 2016). In this thesis, I explore how such reconfigurations happen
for the tourist and what that means for their behaviour and their experience.
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4.1 The role of smartphones in the on-site stage
of the experience

The tourist experience is not only situated in space but also in time (Hall, 2012;
Zillinger, 2007). Traditionally, the timeline of the tourist experience is divided
into distinct phases, generally between three and five: pre-trip, travel to site,
on-site, return trip, post-trip (Leiper, 1990; Prebensen, Chen & Uysal, 2018;
Zillinger, 2007). Each phase has typically been associated with certain
activities (e.g., information search, sightseeing, reminiscence, etc.). The pre-
trip stage typically involved anticipation, information search and planning; the
on-site stage is the experiential stage, and the post-trip stage was mainly about
reflection and sharing (Wang et al., 2012; Wang et al., 2014). However, thanks
to mobile technologies, many of these activities can be conducted on-site:
tourists can search for information, book services, share instant memories, stay
in touch with family and friends, work and manage their everyday life through
their smartphone while they are at the destination. The activities of the three-
stage understanding of travel have now converged into the on-site stage
(Tussyadiah & Wang, 2016)

Smartphones allow tourists to continue everyday-life activities when on their
trip and micro-coordinate with travel partners and other people (Lamsfus et al.
2015; Wang et al., 2016). In this sense, the use of smartphones can transform
tourists’ interactions with places, activities, other tourists and locals. Authors
have commented on how this digital elasticity can displace the concept of
liminality, mitigating the effects of travelling to a new place like cultural shock
(Pearce, 2011), and “removing some of the magic and sense of escape created
by travel” (Beckendorff et al., 2019). Kirillova and Wang (2016) also found
that using the smartphone, often for activities related to work, reduced the
sense of recovery that is often sought in leisure travel. Wang et al. (2016) wrote
of a “spill over effect” by which tourists carry out everyday functions and
activities while on vacation through their smartphones.

During the tourist experience, the smartphone can have different functions:
from socialising, which includes messaging, telephony, and social media; to
informing, which includes information about attractions and destinations,
timetables and schedules, currency conversion, QR codes and virtual guides
(Benckendorff et al., 2019; Dickinson et al., 2014; Wang et al., 2014). Overall,
the smartphone is a very useful tool for information search, problem solving,
communication, and entertainment (Tussyadiah & Wang, 2016). Finally, the
smartphone enables a number of activities that are not specifically travel-
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related such as many forms of entertainment, work, and everyday chores
(Wang et al., 2014; Xiang & Fesenmaier, 2020).

The smartphone also offers context awareness to tourists: it gives access to
real-time and location-based information, updates, tracking and tagging
(Benckendorff et al., 2019; Dickinson et al, 2014; Yu et al., 2018.). Through
recommendation systems, trip planning, scheduling, and facilitating personal
interactions, this device also allows for a personalisation of the experience;
while other services such as text or voice translations further facilitate it
(Benckendorff et al., 2019; Wang et al., 2014). Benckendorff et al. (2019) also
mention how the smartphone can augment the experience by overlaying the
real world with digital content and facilitate reflection by capturing travel
experiences for future enjoyment.

Through constant communication via mobile telephony and the internet, social
networks have become stretched across space, and they do not necessarily rely
on physical proximity to exist. Instead, they increasingly rely on mediated
communications, transport and access to physical and virtual mobilities
(Germann Molz, 2012). Social media, which are some of the main functions
enabled by the smartphone, allow tourists to stay connected despite the
distance and allow for “co-presence”, a form of mediated presence that enables
the tourist to be physically in one place and virtually in another (Gssling,
2017).

Because they can assist the tourist throughout the anticipatory, experiential,
and reflection stages of the tourist experience, several authors have suggested
that the use of mobile devices has “muddled” or “blurred” the boundaries
between the different stages (Tussyadiah & Wang, 2016; Wang et al., 2016;
Xiang & Fesenmaier, 2020) or “unlocked” the traditional three-stage view of
the tourist experience (Wozniak et al., 2017). I prefer the latter definition, since
I believe that the stages still logically exist. However, I agree that activities
typical of the pre-trip and post- trip stage are performed during the trip (for
example, information search and sharing photos) (Wozniak et al., 2017).
Therefore, saying that the boundaries between the stages are indistinguishable
is not entirely accurate, while it makes more sense to say that the stages have
been “unlocked” in the sense that activities can be carried out at different stages
and in particular many activities have converged to the on-site stage.

According to Kang et al. (2020), smartphone use during travel means that
information behaviour should be understood beyond the three phases of pre-,
during and post- trip. The authors claim that, since tourists have the possibility
to use the internet when they are already at their destination, traditional
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information search behaviour literature may not apply to the on-site trip stage
(Kang et al., 2020). In fact, research has traditionally assumed that travellers
decide an itinerary prior to their trip and follow it more or less to the letter,
failing to recognise the dynamic nature of the travel experience, “whereby the
trip actually evolves throughout its course from planning, actual travel and
remembrance” (Hwang & Fesenmaier, 2011). Thanks to mobile technologies,
the information search phase has been extended and therefore decision-making
can best be defined as a flexible, temporal and successive process (Kah & Lee,
2014).

Besides information behaviour, other activities belonging to other stages of the
trip as well as to everyday life can be conducted on site. Wang et al. (2016)
write of a “spillover effect” of functions and activities related to smartphones
from everyday life into travel. Activities that traditionally belonged to the post-
trip phase have now shifted to the on-site stage of the trip. The most obvious
example is sharing photos, videos, text and other media with people that are
not in the travel party, in particular through social media and multimedia
messaging services such as Whatsapp, Messenger, Telegram, and more. Zhang
and Zhang (2022), in their study of the relationship between “escape” and
“return” in travel, view everyday life and travel as “interlaced” due to the use
of smartphone technology. Instead of defining the tourist experience according
to the dichotomy connected/disconnected, plugged/unplugged, they explore
the concept of “selective unplugging” as a more complex view of tourists’
relationship with their smartphone during the trip (Zhang & Zhang, 2022).

Such changes are particularly enabled by mobile and internet-enabled
technology, as “from booking and ‘reading up’, to writing down and
reminiscing, most stages of a traveller’s trip today are framed by the digital
environment” (Arthur & van Nuenen, 2019 p. 504). The information
environment of the modern tourist is deeply changing due to the continuous
evolution of digital technologies, and thanks to mobile technologies, tourists
can carry with them their own digital information environment in whatever
physical situation they may be. In this sense, the on-site stage of the trip
becomes a phygital experience, where physical and digital worlds are entirely
enmeshed.

The papers in this thesis focus particularly on the on-site stage of the trip. The
mobile nature of information technologies such as the smartphone and the
guidebook are interesting in how they move together with the tourist and
accompany the tourist along the whole trip. The on-site phase, however, is
traditionally harder to explore than pre- and post-trip simply because of the
accessibility to researchers of people who travel, while they travel. However,
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the pervasiveness and ubiquity of smartphone use have made this stage ever so
important to study and understand, and the tourist experience takes place
largely on-site.

The issue that this thesis attempts to overcome, however, is not with the phases
themselves but with a linear conceptualisation of the three or five phases
(Gretzel et al., 2019). Such linearity results in an under-exploration of the on-
site stage, which instead becomes increasingly important and varied, with
activities that are ever more diversified. In Paper I, Experience Sampling
Method, 1 reflect on the importance of developing methodologies that allow
one to study the on-site stage of the experience and show how smartphones can
be a useful tool for doing so.

4.2 Phygital information environment

MacCannell (2013) theorised that for a tourist attraction to be such, there needs
to be a marker, that is, a piece of information pointing to it and indicating that
it is a tourist attraction indeed. For MacCannell (2013 p.41), a tourist attraction
is “an empirical relationship between a tourist, a sight and a marker”. Without
a marker (may it be a guidebook, a brochure, a sign in the street or a post on
social media) and without a tourist to look at it, a place would not be a tourist
attraction. Along the same line of thought, it could also be argued that without
a sight or a marker, a person would not be a tourist.

Nowadays, reality is dominated by an abundance of information and the
omnipresence of mobile internet-enabled devices that are constantly flooding
users with markers of every kind: from the social media post about a beautiful
destination, to an advertisement about a certain hotel, software applications
that can make a better traveller, and photos and videos of close and far
acquaintances enjoying exciting experiences. What a place is for the tourist,
therefore, is mediated by what information they can access about it and what
they know about it. Location based services (LBS) relying on a Global
positioning system (GPS) locate users in physical space and provide
information about it. Thus, layers of spatialised information are added onto
physical space, which allow people to create their own personalised maps
(Frith, 2012). Information that is personalised real-time augments the physical
environment, and the maps that represent the physical space become
individualised and personal (Besmer, 2014; Frith, 2012).
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While the experience of space is personalised and differentiated from anyone
else’s, Frith (2012 p.140) notes that “information not in the database need not
exist”: that is, a place that is not on an online map is not a place that tourists
will know about and therefore visit. By providing information about the place,
MacCannell’s traditional semiological system of tourist-sight-market is
mediated. The information retrieved through the smartphone acts as a marker,
and what is not visible on the map or accessible through search engines and
social media is not a tourist attraction for the tourist. The layers of information
provided by the map are overlaid on the physical reality, thus creating a hybrid
reality where markers, too, are phygital.

4.3 Where i1s the tourist?

What makes the term phygital useful is that it does not only refer to what is
digital, as the “physical” part of the concept is still fundamental. Dickinson et
al. (2014) note that, given the ability of smartphones to connect people
constantly and the capacity to transport them to different social settings, it has
become harder to distinguish which place people are in, between digital and
physical places. While digital devices and platforms can penetrate the tourists’
perception of space, they will still physically be somewhere, that is, the
destination. This begs the question: where is the tourist when she or he travels
with the smartphone?

A tourist can be at the destination and at work at the same time; they can be
interacting with locals during their travels and with their family back home or
with their friends on the other side of the world through videos, photos and
captions posted on social media. Smartphones connect tourists with both
physical and digital, virtual and informational contexts at the same time
(Lemos, 2014). The argument I put forward in this thesis, however, is that such
contexts should not be considered separately: through the smartphone, tourists
are in several contexts simultaneously. When tourists are constantly using their
smartphone, with ubiquitous access to information, communication, and
various forms of media, how can a line be drawn between the physical and the
digital experience of the tourist? Where does the physical end and the digital
begin? Smartphones relate people to both at the same time; physical and digital
are not separated but a third, mediated environment exists that incorporates
both, a phygital place.
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In tourism and mobility research, the phenomenon of engaging with different
contexts simultaneously through the mobile phone has been defined in various
ways: distracted gaze, doubling, digital elasticity, e-lienation, and co-presence
(Ayeh, 2018; De Souza e Silva, 2006; Pearce, 2011; Tribe & Mkono, 2017,
Urry, 2002). The notion of “doubling” has been used to explain what happens
when tourists’ attention is split between their digital context and their physical
one, and therefore in some way tourists are present simultaneously in two
places (Sheller & Urry, 2006; Lamsfus et al., 2015; Lalicic & Weismayer,
2016). Concepts like enfolded space and doubling, however, still allude to
some separation of the two aspects of the experience: enfolding implies
overlapping, while doubling implies that the experience is somehow split,
multiplied. De Souza e Silva (2006) argues that a better term is “hybrid”
because the borders between the two types of space cannot be clearly defined.
Frith (2012) also stresses that the digital has not replaced the physical but has
become part of it. Phygital, then, can usefully represent this hybridity and
complementarity. Hybrid is a general term that can indicate a mix of any two
things, while phygital is specific to digital and physical.

Moreover, previous conceptualisations focus entirely on perception, attention
and the mind. They lack focus on the embodied, spatial experience of the
tourist. They do not ask the question of “where is the tourist” and, even more
importantly, “where can the tourist be”. Although it is outside the scope of this
thesis to define what tourism is, most definitions would at least agree about the
importance of space and movement in tourism, implying that tourism is about
being somewhere else and involves a displacement. If being a tourist is about
being somewhere else, the question of where becomes relevant when mobile
technologies challenge the notion of being in space. The question is an
ontological one: by asking “where is the tourist?” I want to situate the tourist’s
experience of the world in space, and ultimately investigate the ontological
nature of this experience. With this question, [ invite geographical thought into
the discussion, and lend my ear to theories of geography, space and time to
understand the issue at hand. By asking about where the tourist can be,
moreover, | focus the attention on one aspect of space and movement within
space, that is, the constraints that determine and limit how a person can move
in space (Hagerstrand, 1970).

In Hégerstrand’s (1970) time geography, people’s movement in space is
limited by three types of constraints: capability, coupling and authority
constraints. Capability constraints consist of those physical limitations given
by biology or the ability to use tools (e.g., sleeping, eating, transport
technology); coupling constraints define “when, where and for how long the
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individual has to join other individuals, tools and materials” (Hégerstrand,
1970 p.14); and authority constraints are those constraints given by some
private or public authority that can limit or regulate access to a location
(Shoval, 2012). Shoval (2012), Hall (2005), Zillinger (2007), among few
others, have adapted and applied time geography to the tourism context.
Tourists’ stay at the destination, and the length of visit is, in fact, determined
by several capability constraints, including food, sleep, transport type (Shoval,
2012). Shoval (2012) notes that the geographic range of tourists’ activities will
be very different depending on whether they are independent travellers or
travel in a group, as such configuration determining coupling constraints for
tourists’ spatial activity. Authority constraints are also present for tourists in
terms of, for example, opening hours of attractions, as well as visas and other
national and international limitations to mobility (Shoval, 2012). Through the
phygital concept in paper 1V, Phygital time geography, my co-authors and I
seek to adapt the theory further, not only to tourists’ spatial behaviour but to
the smartphoned tourists’ spatial behaviour. In fact, new and different
constraints exist when people use technology on the move (Thulin &
Vilhelmson, 2018).

The focus on the spatial dimension of the tourist experience is based on two
main reasons. First, tourism is essentially a spatial phenomenon; it is about
people travelling and therefore moving in space (Dickinson et al., 2014).
Second, the smartphone is a mobile technology; its peculiarity is its portability
in space, and this therefore begs the question of “where” one is when being on
the phone. Philosopher Maurizio Ferraris (2005), in his ontological exploration
of the cell phone, claims that “where are you?” in relation to the mobile phone
is a philosophical grundfirage. He explains that the question “where are you?”
captures the essence of the transformation caused by the mobile phone, which
is not just a telephone without wires and cables. The mobile phone can be many
things: it can be a writing machine, a communication device, be used to make
payments, take photographs, and so on. This multistability of the smartphone
makes it “philosophically interesting” (Ferraris, 2005). Given the shared
mobility of the tourist and smartphone, the question of where the tourist is
when they are on their smartphones becomes even more philosophically
interesting.

Applying the concept to space helps answer a call for a paradigm shift coming
from several directions. Like Belghiti et al. (2017) in marketing, several
authors in the field of geography have noted how the dichotomous paradigm
of physical as separated from digital is anachronistic in the age of mobile
technologies (Crang, 2009). Telecommunications, smart devices and mobile
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telephones have made physical mobility unnecessary for spatial interaction
(Adey, 2017; Crang, 2009; Hanson, 2009). What is more, virtual technologies
are blurring the boundaries between the real and the virtual geographical
worlds, thus requiring new critical approaches to geography that do not rely on
a priori distinctions between real and virtual (Graham, 2009). On the other
hand, Adey (2017) suggests that, rather than a substitution of physical
displacement by virtual mobilities, the case is that “complementarity” should
be the key word: virtual and telecommunication technologies not only augment
physical journeys, they can also create new ones. In this thesis, and in
particular in Paper IV, I add on to this argument by showing how these
technologies can not only augment and create physical journeys, they also
constrain them.
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5 Information behaviour
during the trip

Searching, finding and using information is arguably one of the crucial aspects
of a tourist experience as tourism is an information-intensive industry
(Benckendorff et al., 2019). Whether it is a bus timetable, the historical
description of a royal palace, the opening hours of a theme park or the location
of a stylish café, a piece of information can have a very important role in the
creation of a tourist experience. Tourist information search behaviour literature
places a particular emphasis on typologies of information sources, information
needs, strategies and hierarchies, with most of the seminal texts dating to the
pre-smartphone era (see in particular Fodness & Murray, 1997; 1998; 1999;
Vogt & Fesenmaier, 1998; Jeng & Fesenmaier, 2002). However, Zarezadeh,
Benckendorff and Gretzel (2019) noted that there is a tendency to cite this
literature without engaging critically with it and suggest that tourist
information search models need to be reviewed more holistically and critically.

While traditional research focuses on predicting tourists’ information search
behaviour through the core concepts of information sources, needs, strategies
and hierarchies; more recent research suggests the importance of unplanned
behaviour, spontaneity and the general “information will find me” attitude of
the younger generations (Schultz et al., 2019). In fact, information is not
always searched, it is also encountered and received, for example through push
recommendation systems (Kah & Lee, 2014; Tussyadiah, 2016; Wilson,
2000). For these reasons, in the present thesis I refrain from referring to the
theoretical framework as “tourist information search behaviour”, as is usually
done, and simply call it “tourist information behaviour”: the active search
component is not always present (Kah & Lee, 2014; Wilson, 2000).
“Information behaviour” includes both active and passive information seeking
and information use (Wilson, 2000), and is therefore the preferred term in this
thesis.

Tourism scholarship has, of course, also considered unplanned behaviour and
on-site information search; however, spontaneity has usually been considered
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separately from, and as an alternative to, planning (Hwang & Fesenmaier,
2011; Hyde, 2004; Huang, Norman, Hallo, McGehee, McGee & Goetcheus,
2014). More recent trends in literature focus on the holistic view of tourist
behaviour and the tourist experience, where opposites and dichotomies are
overcome to consider things together in light of technological mediation
through smartphones (Liu et al., 2022; Tussyadiah & Wang, 2016; Wang et al.,
2012; Yu et al, 2018; Kang et al., 2020). In the following review of the
literature, 1 will attempt a more critical analysis of existing theories of
information behaviour with a focus on the junctions between information
search and planned, unplanned, spontaneous and serendipitous behaviour, with
particular focus on the consequences of smartphone use for tourist information
behaviour.

5.1 A critical review of information search
behaviour theories

The advent and increasing popularity of smartphones in the past fifteen years
has challenged many of the core assumptions of previous tourism information
literature. Sources, needs, strategies and hierarchies have all changed due to
the smartphone’s mobility and internet connectivity. Tourists use different
sources and channels of information, both internal or external: internal
information relies on memory and previous knowledge, while external
information is gathered through various information channels (Fodness &
Murray, 1999; Gursoy & McCleary, 2004; Moutihno, 1987). External channels
include static and dynamic information, depending on how likely the
information is to change in the short-term (Benckendorff et al., 2019). For
example, maps, product descriptions and transportation routes are not likely to
change in the short term, while product availability, schedules and weather
conditions can change quite often. Static information does not require
electronic channels of information to be kept up-to-date and communicated to
tourists, while dynamic information does (Table X) (Benckendorff et al.,
2019).

Different channels used to be associated with different phases of the trip.
However, as discussed above, the overlap between activities carried out in the
different stages of the trip extends to the channels of information that can be
used in each stage because of internet access through mobile technologies.
Therefore, channels such as websites, word-of-mouth, social media, internet
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booking engines, photo and video sharing platforms and review-based sites can
all be used during the trip. Although travel-related information is one of the
most popular content areas on the internet, according to Tan and Chen (2012),
online resources have not substituted offline ones: instead, travellers use both
and are therefore ‘hybrid’ users (Beritelli, Bieger & Laesser, 2007; Tan &
Chen, 2012; Zillinger, 2020).

Many existing distinctions between sources do not contribute to a better
understanding of tourist behaviour because the smartphone has either replaced
or incorporated them. Apps and websites have easily incorporated guidebooks
and brochures and replaced physical tourist information centres (Kim, Xiang
& Fesenmaier, 2015; Lyu & Hwang, 2015; Zillinger, 2020). Social media and
instant messaging services have transformed word of mouth (WOM) into
electronic word of mouth (eWOM) (Iaquinto, 2012; Pourfakhimi, Duncan &
Coetzee, 2020; Xiang & Gretzel, 2010); and travel agencies have been replaced
by online travel agencies (OTAs) (Benckendorff et al., 2019; Talwar, Dhir,
Kaur & Méantymaéki, 2020).

Table. 1 Types of tourism information channels, from Benckendorff et al. (2019 p.9)

Trip stage Static Dynamic
Pre-trip Brochures, guidebooks, fax, photos, Phone, email, websites, social media,
videos, websites internet booking engines, Global

distribution Systems

On-site Brochures, guidebooks, signs, maps, Phone, fax, email, websites, social media,
kiosks, TV channels in hotels, mobile apps | mobile apps

Post-trip Brochures, guidebooks, photos, videos Blogs, social media, photo and video
sharing, reviews

A large part of the literature in the field of travel information search behaviour
has focused on information needs, and particularly functional ones, as the main
drivers of information search behaviour (Choi, Lehto, Morrison & Jang, 2012;
Chung & Bubhalis, 2008; Gretzel, Fesenmaier & O’Leary, 2006; Gursoy &
McCleary, 2004; Hyde, 2009; Kah & Lee, 2016; Kang, Kim & Park, 2021;
Vogt and Fesenmaier, 1998; Vogt, Fesenmaier & MacKay, 2008; Wang et al.,
2012; Wong and Liu, 2011; Xiang & Fesenmaier, 2020). In Vogt and
Fesenmaier’s (1998) expanded model, travel information is mainly collected
and used for functional reasons; however, other needs exist. Vogt and
Fesenmaier (1998) identify five types: functional needs (product knowledge,
reducing uncertainty, maximising utility or value and efficiency), hedonic
needs (phenomenology, experiential, sensory and emotional), innovation
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needs (novelty seeking, variety seeking, creativity), aesthetic needs (imagery
and fantasising), and sign needs (symbolic expression and social interaction).
More recent research shows that information needs are also changing (Choe et
al.,, 2017; Vogt et al, 2008; Lamsfus et al., 2015). In revising Vogt and
Fesemaier’s 1998 expanded model of information search, Choe et al., (2017)
found that hedonic, innovation, experiential and sign needs are becoming
increasingly important. Korneliussen (2014) advanced the idea that
information search has experience value itself, particularly as a do-it-yourself
(DIY) activity. Xiang and Fesenmaier (2020) also supported the view that
information search can be an enjoyable process.

The emergence of new sources of information and media has had an impact on
travel information search portfolios and strategies (Beritelli et al., 2007; Tan
& Chen, 2012). Tourists employ strategies for finding travel-related
information (Fodness & Murray, 1999; Snepenger et al., 1990). A landmark
text in tourist information search research is Fodness and Murray’s 1999
article, which constructed a model for tourist information search behaviour on
the abovementioned assumption that tourists employ strategies for finding
information. The authors built a model of tourist information strategies, which
result from a dynamic process in which tourists combine several sources of
information on the basis of internal and external contingencies (Fodness and
Murray, 1998; 1999). Tourists, Fodness and Murray (1997) had claimed, could
be segmented according to their information search strategies, isolating
different segments on the basis of the time they spent planning and the number
of sources they used. According to the authors, tourists’ information search
strategies could be categorised according to three dimensions: spatial (internal
or external search), temporal (timing of the searching activity), and operational
(which sources were used) (Fodness and Murray, 1998; 1999). The data for
Fodness and Murray’s model, however, was collected in the 1990s, and
therefore it could not have captured the impact of digital information sources
on tourism. Nevertheless, according to Zarezadeh et al. (2019), after the model
was published, researchers have been citing it without trying to develop it
further, at times superficially and uncritically or even incorrectly.

Regarding the process of information search, Jeng and Fesenmaier (2002)
proposed a hierarchical structure of information search and decision making,
where information and decisions could be distinguished as primary/core,
secondary and tertiary/peripheral. Depending on their categorisation, decisions
would be made before or during the trip in a continuous, hierarchical and
adaptive process (Jeng & Fesenmaier, 2002). Information search online was
also found to be hierarchical in nature: Pan and Fesenmaier (2006) presented
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a model of internet search where the search for information is represented as a
network of goals and sub-goals. Tourists would look for hubs of information
where authoritative sites were collected. In Pan and Fesenmaier’s (2006)
model of internet search, vacation planning online happens in episodes that
consist of tourists evaluating alternatives to make a decision and chapters,
which are a collection of several episodes. Moreover, other studies focused on
the different characteristics of the different decisions, especially regarding the
information searches that lead to them: while pre-trip decisions are deliberate,
purposeful and reasoned, on-site decisions are light-hearted, free-spirited,
hedonistic, unreflective, immediate, spontaneous, and do not require intensive
information processing (Kang et al., 2020; Choi et al., 2012; Hyde, 2004;
Hwang & Fesenmaier, 2011).

Information strategies and hierarchies, however, are also changing. It is widely
acknowledged that information search is conducted both before and during the
trip (Xiang & Fesenmaier, 2020). Not only is it an ongoing process, but en-
route searches have increased and decisions have been postponed to the on-
site stage of the trip (Xiang & Fesenmaier, 2020). In Paper I, my co-author and
I expand on this notion with the observation that not only are decisions
postponed, the very need for information is postponed as well (Mieli &
Zillinger, 2020). Kang et al. (2020) also claim that using smartphones during
the trip can affect which decisions are taken at each stage. Liu et al. (2022)
moreover recently highlighted how tourists’ use of smartphones to relate to
different contexts often results in unplanned behaviour and new plans.

The classification of decisions into a hierarchy of primary, secondary, and
tertiary/peripheral decisions (Jeng & Fesenmaier, 2002; Hwang & Fesenmaier,
2011) has allowed scholars to account for unplanned changes in itinerary, since
secondary and tertiary decisions are made on the basis of information that is
not known before the trip, but encountered throughout (Hwang & Fesenmaier,
2011). Hwang and Fesenmaier (2011) challenged the idea that a trip is the
result of a series of decisions that the tourist makes prior to the trip and
included on-site decisions in their definition of a trip. The authors investigated
tourists’ unplanned behaviour and emphasised the dynamic nature of travel,
where a trip evolves throughout its course (Hwang & Fesenmaier, 2011).
According to the authors, a revision of the travel plan en-route is always
initiated by a “plan failure”, which likely occurs in the following three
conditions: new information is found on the way; a discrepancy exists between
expectations and reality during travel, or unanticipated constraints occur
(Hwang & Fesenmaier, 2011; Stewart & Vogt 1999).
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Additionally, loose planning and on-site information search and decision
making can be a deliberate way to achieve flexibility in the trip (Hwang &
Fesenmaier, 2011). Hwang and Fesenmaier (2011) claim that unplanned
attraction visits are a substantial part of pleasure travel and should therefore be
incorporated into models of traveller behaviour “whereby a trip plan plays the
role of a tentative guideline for future behaviours and the morphology of a trip
is influenced greatly by unplanned behaviours” (p. 398). This idea of a travel
plan as a tentative guideline was previously suggested by Woodside and
MacDonald (1994) who wrote of a “trip frame” within which tourists would
conduct different information searches throughout the decision-making
process.

However, these studies used data collected well before smartphones appeared
on the scene. Nowadays, mobile technologies play a critical role in tourists’
unplanned behaviour (Benckendorff et al., 2018): with smartphones and
internet connection at all times, new information is encountered constantly.
Stating that a revision of plans occurs when new information is encountered
(Hwang & Fesenmaier, 2011; Stewart & Vogt 1999) is equivalent to stating
that such revision of plans occurs all the time, throughout the trip. In fact, Kah
and Lee (2014) adopted such an approach in their study of unplanned travel
behaviour and technology use, finding that early plans are often changed en-
route when tourists are provided with new information (in their study,
specifically through GPS navigation technology). There is, however, a need
for a less linear explanation of tourist information behaviour during the trip.

5.2 Challenging the linearity of information
behaviour theories in light of smartphone
mediation

The studies 1 conducted in this thesis focus on connecting theories of
unplanned behaviour with literature on information search behaviour within
the context of ubiquitous access to information allowed by smartphones.
Through the concept of serendipity, and more specifically “planned
serendipity”, I aim to show how tourists’ phygital information environment
both enables and constrains a serendipitous behaviour during the trip. The term
serendipity is particularly appropriate to illustrate this phenomenon because it
refers to both a context and a behaviour, while terms like spontaneity and
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flexibility mostly refer to a behaviour or a preference of the tourist. A definition
of serendipity is given in the first paper of this thesis (Mieli & Zillinger, 2020
p.32):

“The concept of serendipity, which was coined in 1754 by Horace Walpole,
indicates an event in which someone “is making discoveries, by accidents and
sagacity, of things which they were not in quest of”, where these discoveries are
con- sidered lucky or somehow advantageous (Lewis Walpole Library, 2011,
p- 407). The concept has recently gained attention in the field of information
studies, where its paradoxical meaning has proven useful to understand problem
solving, knowledge acquisition and information retrieval (Foster & Ford,
2003).”

In Paper 111, I further specify the role of serendipity in information behaviour
as “a chance finding of pertinent information, either when not looking for
anything in particular or when looking for information on something else” ...
“often drawing a reaction of happiness, surprise or simply an ahah! moment
(and, sometimes, disappointment as well)” (Agarwal 2015, p. 1). While terms
like spontaneity and flexibility only refer to a behaviour or intention of the
tourist, serendipity takes into account elements that are outside the decision
sphere of the tourist. Serendipity is “a pheomenon arising from both conditions
and strategies, it is both purposive and non purposive”; it is related to the
chance of encountering new information and the impact of such information
(Foster & Ford, 2003). In the tourist experience, information is not only sought
but also encountered, and therefore a concept that includes information
encounter is appropriate.

Research has become increasingly interested in how the smartphone influences
travel information search and decision-making as well as the theoretical
implications of such influence (Xiang & Fesenmaier, 2020). New issues with
information behaviour have come under the spotlight, namely information
overload, the fragmented nature of the search process, and the role and shape
of spontaneous and unplanned behaviour during the trip (Xiang & Fesenmaier,
2020; Liu et al., 2020). In fact, the ability to access information online at any
time and virtually anywhere has led to more flexibility but also more
information search (Wang et al., 2016). In their study of smartphone use within
the family vacation, for example, Yu et al. (2018 p. 587) found that travellers
felt “spontaneous without a sense of serendipity” due to the use of smartphones
during the vacation.

In the first paper in this thesis, Tourist information channels, my co-author and
I try to expand on current understandings of tourist information behaviour,
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showing how the choice of sources is not only functional and based on
information needs, other human behaviours like consumer behaviour also
come into play, and the choice of information channel can itself be a consumer
choice. Moreover, this choice is also made on the basis of many different
values. In retrospect, it is clear that at this stage of my research process I was
still trying to make a complex behaviour fit into a simplifying theory, namely
Holbrook’s (1999) value typology, as I was using a framework and assuming
that people have a certain number of values that they attribute to the guidebook.
By the end of the paper, however, I had realised that the matter was more
complicated than I had anticipated, and while the values are many, it is not
easy to make them fit into a framework; they are not enough to explain
everything, and they are interdependent.

Paper I departs from a question of a somewhat practical nature: I wondered,
why is it that guidebooks are still used? Existing research on the motivations
to use guidebooks mainly qualify them as sources of information. However,
cheaper, more up-to-date, easily accessible information sources are now
available for tourists during their trips online through their smartphones. The
lowering or elimination of internet roaming fees (for example, within the EU)
has made online sources available en-route as well (Zillinger et al., 2018).
Other streams of research have analysed guidebooks as cultural objects;
however, this type of analysis does not touch upon the reasons why people use
them and, in particular, why they would prefer them to other (digital) sources.
Although research is quite clear on the fact that tourists — especially the young
and educated “millennials” — are hybrid users of information channels, and
generally combine different sources (Beritelli et al., 2007; Tan & Chen, 2012;
Zillinger, 2020), it still appeared peculiar to me that guidebooks would be an
attractive option to collect travel information at all, considering that
guidebooks need to be bought (or borrowed) and carried, while online
information is accessible through smartphones, which tourists carry for other
uses as well.

If information needs were really all there was to it, why would tourists still use
guidebooks when their information needs could be satisfied more efficiently,
quickly and cheaply with online information accessible through their
smartphones?

To find the answer to this question, my co-author and I turned to a theoretical
framework that would help us identify the specific reasons why tourists might
still appreciate guidebooks, buy them and use them on their trips: consumer
value theory, and more specifically, Holbrook’s (1999) framework of
consumer value. Using such a framework, we would be able to identify exactly
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which types of value tourists associated to guidebooks, which could ultimately
explain their choice to buy and use guidebooks as consumers. Holbrook
(1999), moreover, defines value as a “relativistic preference experience”,
which allowed us not only to focus on the experiential nature of value in a
phenomenological sense, but also to put it in relation to the other sources
mentioned above and other objects such as the smartphone. With Holbrook’s
theory, we were aiming to explain exactly why tourists would prefer
guidebooks in relation to digital channels (and in particular smartphones).

Holbrook’s typology and definition turned out to be useful in gaining a better
understanding of the many uses and values of guidebooks, especially in
relation to their digital counterparts, the smartphone. However, we also found
that the phenomenon at hand was hardly reducible to a list of eight value types,
just as it was irreducible to a list of information needs. Tourists’ information
behaviour, it turned out, could not be defined with a juxtaposition of planning
vs. serendipity, information search vs. spontaneity, or planned vs. unplanned.
Moreover, the uses and values of guidebooks were not easy to assign to clear-
cut categories such as aesthetics, play, efficiency, excellence, status, esteem,
spirituality and ethics. Although these values did offer a broader view of
guidebook use than previously suggested by the literature, it was still too
limiting. Guidebook use and information search, it seemed, were much more
complex behaviours than anticipated.

5.3 Introducing “planned serendipity”

New directions in tourist information behaviour literature show that it is more
fruitful to embrace the complementarity of different aspects of tourist
behaviour instead of defining it by dichotomies and oppositions. Researchers
have called for a more holistic understanding of smartphone use and its role in
tourists’ information behaviour (Liu et al., 2022; Gretzel et al., 2019; Hopken
et al.,, 2019; Wang et al,, 2014). Moreover, recent research has shown that
while smartphones allow for more flexibility, their use does not necessarily
result in more spontaneous behaviour during the trip (Kang et al., 2020; Yu et
al., 2018; Kang & Lee, 2022; Vaez et al., 2020). In paper I, the first key
sensitising concept of the thesis emerged: planned serendipity. Planned
serendipity was not only a sensitising concept to build a new theory, it was an
eye-opener as it clearly showed me how there was a fundamental issue in
tourism literature. The issue, I realised, was that tourism theories, and
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information behaviour theories in particular, were trying very hard to reduce
the tourism phenomenon to a list of elementary parts, that is, key elements that
could be combined into models to explain a linear, somewhat rational human
behaviour. Such theories rejected the possibility that human behaviour
contains some contradictions, and yet I did find that such a contradiction
existed in people’s way of traveling, and especially in their way of balancing
knowing and not knowing about a destination, planning and not planning,
looking information up in their ubiquitously connected devices or leaving
things to chance and getting lost, “drifting” at a destination.

When reading about guidebooks, one of the most cited passages, from Edward
Morgan Forster’s 1908 (ed. 2000) novel “A room with a view” describes Lucy,
the young and naive protagonist of the novel, who travels to Italy in her early
20s to open her mind to Italian arts and culture, entering the Basilica of Santa
Croce in Florence. The Baedeker guidebook, although absent, is a prominent
character of the scene (and the whole chapter): Miss Lavish, a (more or less)
friend of Lucy’s and her chaperone for the day, had taken her Baedeker away
in hope that she would learn to “simply drift” in Florence. Lucy, however, felt
very lost without it and wondered how she should go about visiting the Basilica
or deciding which artwork she should appreciate. Zuelow (2015) observes how
Forster’s writing of the Baedeker shows two important things: first, by the
beginning of the 20™ century, guidebooks were a vital piece of a tourist’s
packing list; and second, travellers were utterly dependent on being given
information on “what ought to be seen” (cf. Koshar, 2000). A third thing that
Forster’s story tells us, though, is a critique of such dependence of information,
the importance of “drifting” or getting lost. Jumping forward about a century,
the smartphone is about to become the main marker that tourists rely on to
know what ought to be seen. As Germann Molz (2012 p. 149) puts it: “in a
world made utterly navigable and transparent by portable GPS devices and
location-aware mobile applications, what does it mean to get lost anymore?”

In reviewing the literature on information search behaviour in Paper III, I
identify four assumptions that are generally made about how tourists search
for information (Mieli, forthcoming):

1. Tourists have information needs and make plans based on those. Their
choice of sources is directly connected with discrete information
search strategies.

2. Information search is carried out in stages, and different information
is sought at different stages, with different levels of cognitive effort.

64



Specifically, on-site information searches are assumed to require less
cognitive effort than pre-trip searches.

3. The object of information search is the destination. That is, tourists
search for information to learn about the destination. The search is
destination-centric.

4. The aim of information search is to improve the experience and reduce
risk and uncertainty by gaining knowledge about the destination.

As I discuss in the third paper, Planned serendipity, research into unplanned
behaviour has shown the importance of on-site decision-making, which can
stem from a general preference for flexibility and the wish to base decisions
on information encountered at the destination (Hwang & Fesenmaier, 2011;
Kah & Lee, 2014; Kang et al., 2020; Wozniak et al., 2017). The idea of a plan
made before the trip and followed to the letter has been challenged, because
tourists now change and evaluate their plans continually (Kang et al., 2020;
Liu et al., 2022). Therefore, in Paper III, I address this issue by proposing the
concept of planned serendipity as a way of pinpointing what happens when
tourists can continually change their plans based on the situations they
encounter on-site, and such behaviour is supported by a mobile technology like
the smartphone, which allows them to access up to date information at any time
and anywhere.

As mentioned above, search is now seen as flexible, temporal and successive
(Kah & Lee, 2014), a significant difference from the strategic, hierarchical
search of previous research, which was clearly situated in different stages of
the tourist experience (Jeng & Fesenmaier, 2002). In the first paper, Tourist
information channels, my co-author and I discuss how information needs have
also shifted across the different stages of travel. For example, activities,
restaurants and directions can be found on-site, while going somewhere. In
Paper 111, however, I try to offer an alternative view, where such flexibility and
successive information search is not necessarily nor exclusively a cause for
greater spontaneity. I use the concept of serendipity to not only indicate
spontaneous behaviour but more closely relate it to the unexpected but positive
encounters that can happen during the tourist experience and that make such
an experience memorable. However, | associate the word “planned” to
serendipity to highlight the other face of the medal, that is, how smartphones
also lead to more extensive and constant information searches.

In the paper, Planned serendipity, I explore the concept of planned serendipity
by remotely “observing” research participants during their trip through an app
where they can submit several self-reports throughout the travel experience.
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These tourists rely greatly on the smartphone to conduct constant information
searches and, in turn, this allows them to create the conditions for serendipity
in their tourist experience. The analysis of the data yielded four themes that
illustrate how tourists enact planned serendipity through their use of the
smartphone: flexible plans; iterative and specific search process; tourist-centric
orientation in time and space; and aiming for optimisation. Based on the data
analysis and a critical review of the literature, I propose four counter-
arguments to the assumptions identified in the paper and mentioned above
(Mieli, forthcoming):

1. Plans are contingent, emergent, and never final (flexible).

2. Information search is iterative and specific, it requires processing a
great amount of information (cognitive effort) also on-site.

3. The object of information search is the tourist, that is, tourists do not
search for information to learn but to orient themselves.

4. The aim of information search is to optimise the experience by gaining
knowledge about the tourists’ optimal options at the destination.

Therefore, planned serendipity consists of an iterative and continuous search
behaviour that has as a point of departure a rough and flexible plan and yields
contingent and emergent plans. It is a search that is centred around the tourist
and their position in space and time, and is aimed at optimising the trip rather
than gaining knowledge. The concept of planned serendipity is useful, not
because it adds a new concept to the field, but because it combines existing
concepts and invites one to consider two apparent opposites as part of the same
behaviour, highlighting the complexity of such behaviour and making such
complexity more intelligible. In the paper, [ explain that the concept of planned
serendipity addresses an “apparent paradox within tourist behaviour, where
tourists feel more flexible due to the possibility to use their smartphone for
information search on-site, but at the same time act less spontaneously due to
the reliance on their smartphones” (Mieli, forthcoming, p...). However, I also
propose that this paradox is only apparent, as it only exists when certain
assumptions are made. When those assumptions are challenged, a
complementary view of planning and serendipity can be accepted.

Whether or not we juxtapose “planning” and “serendipity” in the way we
describe tourist behaviour, the reality of such behaviour does not change, but
our understanding of it does, and, in turn, so does how we behave and relate to
others and our own experiences. Bringing these two terms together and
challenging the notion that they should be opposites through the rhetorical
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device of the oxymoron opens up a new perspective, a new understanding of
the world. While the investigation in Paper I made it clear that needs, values,
and patterns of behaviour are not enough to explain how people behave and
how they experience their travels, it also showed that two apparent opposites
do not need to exclude each other. Planning and serendipity could coexist in
the same person, the same tourist experience, the same behaviour, and the very
same decision.
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6 Research design

Scientific discovery is not only about rigour, but also about chaos, fantasy and
imagination. Not ‘either/or’ but ‘both-and’: order and chaos, rigour and
imagination. There are fundamental discoveries that are made without really
knowing what one is looking for, suddenly “seeing” unexplored and creative
connections: it’s serendipity

(Bianchi, 2019 p. 21, author’s translation)

Denzin and Lincoln (2000 p.4) describe the qualitative researcher as a
“bricoleur and quilt maker”, that is, someone who takes many different pieces
and assembles them into one complex representation. Qualitative research is
multi-method in nature, as the researcher will employ whatever strategies and
methods she deems appropriate to answer the questions she asks, even
inventing new tools and techniques when necessary (Denzin & Lincoln, 2000).
The aim of qualitative research is not to achieve some objective truth but to
gain a deeper understanding of the situation being studied, and no method is
privileged in principle to achieve this aim (Denzin & Lincoln, 2000). The
questions asked by the researcher, in turn, are not given a priori but emerge
from the context within which she conducts her research. In the research
project presented in this thesis, [ have been a bricoleur in many ways: I have
pieced together different theories from different disciplines, different methods
and different perspectives on the subject of tourism and technology. In line
with Denzin and Lincoln’s (2000) description of the bricoleur-researcher, 1
have also developed my own methodology for part of the data collection.

Denzin and Lincoln (2000) argue that all research is interpretive, meaning that
all research relies on a human (the researcher) looking upon the world (the
data) and deciding how it should be studied and understood, based on
knowledge, assumptions, feelings and beliefs. However, such knowledge,
assumptions, feelings and beliefs can be different among researchers and
disciplines and have consequences on the practice of research. Doing and
designing research, in fact, involves three principal activities, which can take
various names: 1) theory or ontology, that is a framework or a set of ideas with
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which the researcher approaches the field; 2) epistemology, that is the
questions that the researcher asks and deems relevant within the framework;
and 3) methodology or analysis, that is the set of tools and specific ways that
the researcher chooses to examine their subject (Denzin & Lincoln, 2000).

The ontological, epistemological and methodological approaches of a
researcher comprise what can be called a “paradigm”, that is, a framework or
basic set of beliefs that guides the researcher’s actions and choices (Guba,
1990). The paradigm within which the present research project falls is a
constructivist-interpretive paradigm. The ontology assumed by this paradigm
is a relativist one, which means that not just one reality exists, but multiple
ones. From this view ensues a subjectivist epistemology: an individual’s reality
cannot be observed and known by the researcher as an external, objective
witness, but the knowledge of such reality is co-created by the researcher and
the respondent (Denzin & Lincoln, 2000). Finally, a naturalistic set of methods
is the toolkit with which the researcher will approach the study (Denzin &
Lincoln, 2000). Within this paradigm, the positivistic criteria of validity and
reliability in research are substituted by criteria of credibility, transferability,
dependability and confirmability (Bryman, 2012; Lincoln & Guba, 1985).
While the methods used in this thesis do not allow for generalisation and
cannot be checked for strictly quantitative criteria such as validity and
reliability, the trustworthiness of the results is ensured by the detailed
descriptions of the methods in each of the empirical articles and in particular
Paper II.

The ontological premise of the thesis has already been discussed in Chapter 2,
where | presented postphenomenology and its relational ontology. This is the
set of ideas with which I approached my research and the framework that
determined the research questions I ask. When it comes to epistemology, then,
the research paradigm with which I align the most is a constructivist one. I do
not believe that an objective reality can be captured when it comes to the inner
and social life of individuals, only its representation. As discussed in chapter
2, phenomenology clearly has a strong influence on my view of the world and
how it should be studied, as I believe that the lived experience of the individual
is the only site of access to that individual’s reality. However, in line with
postphenomenological thought, I do not believe the “essence” of things can be
accessed through the methodology proposed by phenomenologists (eidetic
reduction); instead, I am open to a more pragmatic approach to the choice of
method. Methodologically, I used two different methods in the research:
interviews and an experience sampling method.
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In designing the research and analysing my data, I have mainly relied on
principles of constructivist grounded theory (Bianchi, 2019; Charmaz, 2014).
“Grounded theory” is a term that indicates a specific methodology of data
collection and analysis, which has been defined and delineated in the literature
within rather specific boundaries (Charmaz & Bryant, 2016). While the
original formulations of grounded theory by Glaser and Strauss (1965, 1967)
insisted on objectivity, rigour and strict procedures to collect and analyse data
inductively, and later elaborations of grounded theory eased the rigour in
favour of a more constructivist thought (Bianchi, 2019).

Throughout the grounded-theory research process, the researcher works with
the data while collecting them, bringing ideas and concepts to the field and not
separating neatly the two phases of data collection and analysis. In practice,
grounded theory advocates for an iterative approach to data collection and
analysis, where the researcher starts coding the data very early on and starts
writing memos from the beginning (Charmaz, 2014). Memos and initial coding
are the bones of further analysis, which is aimed at generating theory. In this
sense, the theory is grounded in the empirical data.

With grounded theory, the researcher can develop ideas about the field very
early and bring those ideas with her in the following data collection, and can
identify analytic leads, which she can then follow up on within the same
research project (Charmaz & Bryant, 2016). Such early ideas take the name of
“sensitising concepts”, which are further used in the research process to guide
further data collection and theory building in the analysis (Bryant & Charmaz,
2007). These concepts can become tentative conceptual categories, which
allow the researcher to compare them with other data, codes and categories to
see if they will hold up and, if they do, determine how they might form the
basis of subsequent theory building (Charmaz & Bryant, 2016). The concepts
of “planned serendipity” and “phygital” are the two main sensitising concepts
that emerged from my research and guided it throughout.

6.1 Interdisciplinary approach

This thesis is interdisciplinary at heart. Tourism as an empirical field of
complex human experiences is the perfect ground for interdisciplinary
research. In fact, the debate about the disciplinarity of tourism is a lively and
ongoing one: while some claim that tourism is a discipline, others claim that it
is multi-, inter- or even post-disciplinary (Coles, Hall & Duval, 2006).
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Kincheloe and McLaren (2000), however, denounce disciplines as a
manifestation of discourses and power relations in the same context in which
they have been created. Disciplines lead to sure misunderstanding of the world
because they over-discipline knowledge (Tribe, 2007). This way, critical
aspects become overlooked, because if a discipline establishes itself as a
paradigm, it becomes unquestioned and embedded in the research that is
produced within it. A similar point is made by Coles et al. (2006), who claim
that tourism should be a post-disciplinary field of enquiry and that subjecting
tourism studies to the rules of a discipline would lead to certain intellectual
inhibitions that are typical of what the authors call intellectual parochialism.
The aim of interdisciplinary research is to bridge the gaps between different
pieces of research using different disciplinary approaches, making the field less
fragmented but still richer in perspectives. For this reason, a qualitative
approach was adopted throughout the whole thesis, with the aim of exploring
the phenomena at hand in depth and with rich data.

With interdisciplinarity, however, comes also some ambiguity on the
paradigms within which research is conducted. Lacking one disciplinary
“home” also means lacking a preferred paradigm of knowledge for scientific
inquiry to rely on. Therefore, in this thesis the reader will recognise a
fundamentally constructivist-interpretivist paradigm that does not shy away
from borrowing tools from disciplines that traditionally subscribe to different
paradigms. For example, to conduct fieldwork, I have borrowed the ESM
method from a traditionally post/positivistic discipline such as clinical
psychology. 1 dedicate one paper (Paper II) entirely to describing how I
adapted this method to a constructivist epistemology, where there is no truth
to “capture” and mirror, but only a construction of reality to understand. I use
the Experience sampling method merely to follow the tourist along their
journey and allow them to record, quickly and easily, their behaviour and
thoughts, so that they could later be explored more in depth through a
qualitative interview.

In Paper I, I refer mainly to marketing theories of consumer value and combine
them with theories of tourism information search. In Paper II, I borrow a
method from the discipline of clinical psychology and adapt it to a
constructivist paradigm, developing a qualitative application of an originally
quantitative method. The reason for developing this methodology comes from
the sociology of tourism, with its parallels between everyday life and the tourist
experience. In Paper III, I more strictly refer to the existing literature on tourist
information search and offer a critical review of it, bringing a complex
epistemology into tourism theories and offering a non-dichotomous view of
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tourist behaviour. Paper IV brings the discipline of human geography into the
thesis by discussing Hégerstrand’s (1970) theory of time geography.
Moreover, the thesis also includes the humanities in this bricolage, discussing
philosophy of technology to understand the ontology of the tourist experience.
Given the multiplicity of perspectives offered in this thesis, I will refrain from
trying to define tourism as either a discipline of its own, or a multi-, inter-,
post-disciplinary field (Coles et al, 2006) and simply position myself in
“tourism studies”, that is an interdisciplinary field of study that has tourism as
its empirical focus.

6.2 A study about millennials

All the empirical work has been conducted on a specific demographic group,
that is, tourists who were born between the years 1980 and 1990. This group
represents the so-called “Generation Y” or “Millennials”, and this is of
particular interest for this research because it has proven to be the demographic
group that uses the internet most extensively for their travel planning (Kim et
al., 2015) as well as being the most active component in the tourism industry
(Kang et al., 2021).

Even though a definition of the concept of “generation” is not agreed upon in
academia, within this research the following understanding of the concept is
adopted: a generation is a group of people who were born in the same period
and shared the same key historical or social life events, which in turn have an
influence on these people’s values and behaviour during their life (Gursoy,
Mayer & Chi, 2008). Although various definitions do not agree on the time
span that encompasses a generation nor on the groups’ denominations, I found
the distinction useful for the purpose of the research in consideration of the
relevance attributed to the diffusion of information technologies. Reisenwitz
and Fowler (2019) show that there are significant differences among
generational cohorts regarding digital information sources and use of
information sources in general. People born between the early 1980s and early
2000s in the Western World were born in a pre-internet and pre-mobile phone
era but grew up alongside the development of these technologies, experiencing
both analogue and digital travel. They are generally comfortable with and
accustomed to the everyday use of digital technologies and the hyper
connectivity enabled by smartphones, but were not born into an era where this
was the norm (unlike Generation Z or digital natives) (Schulz et al., 2019).
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Because of this, millennials could be considered somewhat more critically
aware of their condition and practices within the digitalised world (Bakker,
2019).

Millennials, moreover, seem to have a peculiar attitude towards information,
namely an “information will find me” mindset (Schultz et al., 2019), which is
particularly relevant for the empirically-based articles of this thesis. While the
first paper, Tourist information channels, shows that for some millennials there
is still a choice and value in information channels, the third paper, Planned
serendipity, focuses on such an attitude and adds a nuance to it: although in
some cases information will find these tourists, in other cases they will still
actively look for information and do so constantly, “double-checking” online
every piece of information they encounter.

6.3 Methods

Each of the papers details the methodology that was used to collect the
empirical data, and Paper 11, Experience Sampling Method, is a chapter for an
anthology on contemporary research methods in tourism, which deals with
how I developed and used the experience sampling method in my research, in
combination with the interviews. Of the four papers that comprise this thesis,
three are based on empirical data (Papers I, 111, IV) and one is a methodological
paper (Paper II).

Two methods were used to collect empirical data in the studies I conducted for
this thesis: qualitative semi-structured interviews and an adapted version of the
Experience Sampling Method (ESM). Although Paper II has more of a
conceptual nature, it still refers to empirical data as examples. Two sets of 15
interviews were conducted, for a total of 30 interviews. The ESM dataset
includes 93 surveys from 14 of the same participants as the second set of
interviews. The data collection was interrupted in March 2020 due to the
COVID-19 pandemic, the response to which consisted in travel bans and
restrictions around the world and therefore meant an almost complete halt to
tourism for several months. Therefore, all the data for the present study was
collected before COVID-19 spread across the world, and results should be read
in light of the context. In fact, during the pandemic people have developed an
even closer relationship with their personal technologies and are arguably more
dependent on technology while at the same time seeking digital-free
experiences (Gretzel & Stankov, 2021). Moreover, tourists currently rely
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greatly on updated online information regarding safety, health and travel
restrictions (Matiza & Slabbert, 2021). The COVID-19 pandemic has been
called an “infodemic” and “(mis)infodemic”, indicating the rapidly evolving
and copious amount of information that tourists, and people in general, need
to navigate on a daily basis, especially on their smartphones (Koban, Neureiter,
Stevic & Matthes, 2022; William, Wassler & Ferdinand 2020). Such
circumstance make research on the use of smartphones for tourist information,
the complexity of information behaviour and its effects on tourists’ sense of
serendipity ever more relevant.

Table 2. Summary of methods used in papers

Paper title Type of paper Data

Paper I: Empirical 15 interviews (set 1)

Tourist information channels as consumer choice:
The value of tourist guidebooks in the digital age

Paper II: Methodological

Experience Sampling Method in a Qualitative Study
of Tourists' Smartphone Use

Paper lll: Empirical 15 interviews (set 2)
Planned serendipity: exploring tourists’ on-site ESM: 93 surveys
information behaviour (14 respondents)
Paper IV: Empirical 15 Interviews (set 2)

Phyagital time geography: what about smartphones in
tourists’ time-space behaviour?

6.3.1 Qualitative semi-structured interviews

Qualitative interviews were used in the empirical work of Papers I, I1I, and IV.
The qualitative approach suits the aim of the research because of the intent to
explore the individuals’ perceptions related to an experience as well as the
meanings and values attached to it with great depth and richness (May, 2011;
Silverman, 2013). Semi-structured interviews were conducted in person, over
the phone or through video calling services. Interviews were conducted with
30 respondents in total, divided into two sets: 15 interviews were conducted
between March 2017 and January 2019 and used in Paper [; a second set of 15
interviews were conducted between May 2019 and March 2020 and were used
in Paper Il and I'V. The methodology that includes the second set of interviews
in combination with ESM is the subject of Paper I1.
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6.3.2 Experience sampling method

While interviews are a great source of data about people’s perceptions and
construction of reality, they are not always as reliable when it comes to
observing behaviour. Modern technologies have opened the path for new
avenues of research (cf. Williams, Hall and Lew, 2014), and they can offer an
invaluable aid to fill methodological gaps. For this purpose, I developed a
qualitative research design for part of my thesis, which combines an experience
sampling method (ESM) and qualitative interviews (cf. Larson, &
Csikszentmihalyi, 1983; Hektner, Schmidt, & Csikszentmihalyi, 2007). ESM
is a research method that consists of asking individuals to self-report at random
occasions during a period of time in order to create ‘an archival file of daily
experience’ (Larson, & Csikszentmihalyi, 1983 p.21). The advantage of this
method is that it allows one to study experiences in their naturally occurring
contexts (Hektner, Schmidt, & Csikszentmihalyi, 2007). Originally designed
for the study of experiences in everyday life, this is a useful method to
understand the use of smartphones in the tourist experience. In fact, the
smartphone is a tool that people use both in everyday life and during a tourist
experience, and the research challenges that arise from their use are the same
in either context (Wang et al., 2016).

Employing this method presented several practical obstacles, in particular
finding a sample of people who were willing to follow instructions, download
an app on their phone and complete multiple questionnaires during their
travels. During the analysis, it was challenging to integrate both types of data
in a qualitative analysis and reliable way. However, I believe there is a need
for experimenting with new methods in qualitative research and, considering
the context of my study — the so-called digital age — it was appropriate to try
to employ a methodology that can capture the reality of this time. The
application, advantages and challenges of the method are discussed at length
in Paper I, Experience Sampling Method.

6.4 Ethical considerations

When conducting research involving people, ethical considerations are
necessary. Four ethical principles guide social research: participants should not
be harmed, they should provide informed consent, their privacy should be
respected, and they must not be deceived (Diener & Crandall, 1978). Overall,
it is the researcher’s duty to protect the interests of those who participate in the
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study (Flick, 2018). While the present research did not require the collection
of sensitive data, and did not involve vulnerable participants, it did employ a
method that can be considered intrusive or burdensome for participants (cf.
Conner & Lehman, 2012; Hektner et al., 2007; Quinlan Cutler et al., 2018).
Moreover, if the researcher’s communication lacks transparency and data is
not handled properly, it poses a risk of breaching participants’ privacy (Raento
et al., 2009; van Berkel et al., 2018).

In line with general principles for participating in social research, participation
in the project was entirely voluntary and research participants were asked for
their consent to record and use the interviews (Flick, 2018). In the initial form
that participants filled in to show interest, they could express their consent to
be contacted to participate in the ESM and further research stages. before the
interview, all participants were informed of their right to withdraw from the
study, or to not answer questions they did not want to answer. As for the ESM
data, it was not automatically uploaded or sent to the researcher. Participants
manually sent the data via email at the end of the research period. This way,
the data did not go through third parties (such as the software developer), and
were not uploaded anywhere else but in the participant’s and researcher’s
respective email servers.

One risk with ESM studies is that participants may be unaware of the data that
is being collected, or forget that the data collection is ongoing. This is the case
with passive data, which the participant does not need to actively provide: for
example, GPS tracking, motion and light sensors, screen usage, phone call
tracking, and so on) (Conner & Lehman, 2012; van Berkel et al., 2017). In
order to avoid confusion or lack of consent, no other data was collected except
for surveys, which ensured that participants were always aware of what data
they were providing.

Participant burden and intrusion into the tourist experience are a concern in the
application of ESM in tourism studies (Quinlan Cutler et al., 2018). However,
compared to observation studies, ESM can be considered a less intrusive
method because the researcher is not present, and tourists need only to interact
with the device. In order to minimize participants’ burden, the ESM
questionnaire was made as short and as clear as possible. Considering the
qualitative and grounded theory approach, the questionnaire could be modified
on the basis of respondents’ feedback and initial analysis in order to make it
shorter and simpler. As observed previously, although the ESM method may
seem intrusive and burdensome, participants are often not as bothered as one
would expect (Conner & Lehman, 2012; Hektner et al., 2007). During the
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interview, in fact, participants were asked about the ESM questionnaire and in
particular whether they found it burdensome or disruptive of their experience
and nobody reported it to be so. The present research, moreover, was
conducted using tourists’ own smartphone, making it easier for them to carry
and use the device (cf. Quinlan Cutler et al., 2018). However, participants may
report that they found the surveys repetitive or the questions superfluous when
their situation did not change from one notification to the next (cf. Quinlan
Cutler et al., 2018).

The signal-contingent design is not recommended for situations in which
interruptions may be disruptive for the participant, for example in high stress
occupations (Bolger & Laurenceau, 2013). While the tourist experience is not
a high-stress situation, it is often seen as an escape from everyday life
obligations, to have a liminal nature and be an immersive experience (Conti &
Heldt-Cassel, 2020; Pearce, 2011; Urry, 2002). Although, as discussed in
Chapter 3.3, this is a contested notion, in particular in relation to digital and
mobile technologies, disruption of the experience was nevertheless a major
concern in designing and conducting the study. The three-step research design,
therefore, allowed participants to drop out of the study at any time. In fact,
many participants did drop out, mainly before the start of the trip. Detailed
instructions were given via email in the attempt to not misrepresent the burden
imposed by the research. However, those who did complete all surveys and the
interview, reported that the initial email made the study look more complicated
than it actually was, and once they started it, it was not burdensome at all.
While the detailed email may have discouraged some prospective participants,
it did ensure complete transparency, and those who did participate were doing
so with full consent. As observed by Hektner et al. (2007), this aspect presents
two major drawbacks, that is self-selection bias and selective nonresponse.
Since the present study adopted a qualitative, inductive approach and did not
aim to generalize results, self-selection and selective nonresponse did not
represent a major obstacle to conducting the research. However, these factors
must be kept in mind when analyzing the data. The analysis, both in papers III
and IV, in fact, focuses on the exploration of emerging themes from the data
and challenging existing assumptions. A representative sample is not needed
for this purpose.

Lastly, the questionnaire was short enough that participants enjoyed filling it
in and reported so during the follow-up interview. In fact, ESM may prompt
self-reflection, which participants can often appreciate (Conner & Lehman,
2012). In the original application of the method in psychological research,
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there is a risk that the survey touches on sensitive concerns, and therefore a de-
briefing with a professional is necessary (Conner & Lehman, 2012). Such risk
is not present when the self-reports only focus on behaviour and momentary
feelings related to a leisure experience like the tourist experience. The
questions were formulated carefully to avoid prying into the participants’
personal and psychological sphere. In my research, participants showed to
appreciate the self-reflection, and did not report it having any significant effect
on their experience.
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7 Summary of papers

7.1 Paper I: Tourist information channels as
consumer choice: The value of tourist
guidebooks in the digital age

Mieli, M., & Zillinger, M. (2020). Tourist information channels as consumer
choice: The value of tourist guidebooks in the digital age. Scandinavian
Journal of Hospitality and Tourism, 20(1), 28-48.

The first article deals with the question of why guidebooks are still used by
tourists even though information is more easily accessible through their
smartphones. The paper offers a review of the literature on tourist guidebooks,
focusing on their role as information channels. Guidebooks have been studied
as cultural and historical objects, as artefacts of tourism that can mediate the
tourist experience, and as information channels. However, the paper proposes
a new perspective, that is to view guidebooks as objects of consumption as
well. In order to do this, my co-author and I applied the theory of consumer
value and in particular Holbrook’s (1999) consumer value typology.
Holbrook’s (1999) definition of consumer value characterises it as an
interactive, preferential, relativistic experience and identifies eight types of
consumer value: efficiency, excellence, play, aesthetics, status, esteem, ethics
and spirituality. The study was conducted with a qualitative methodology that
consisted of fifteen semi-structured interviews.

The results of the analysis show that the use and value of guidebooks are
strongly connected to the use of smartphones. The temporal dimension of
information needs has changed: not only do tourists postpone decisions until
the moment of consumption, their need to find information is also postponed
because they know they will be able to access the information when already at
the destination. The choice of information sources and channels is not always
strategic, and some serendipity goes into travel planning. We suggest the term
“planned serendipity” to indicate that planning and serendipity do not need to
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be juxtaposed, because modern information technologies allow elements of
serendipity in tourists’ plans.

Holbrook’s relational and phenomenological definition of value is useful to
understand tourists’ perceptions on guidebooks in relation to smartphones.
Values of efficiency and excellence are present, but they are relative to the
digital alternative, especially in relation to information overload and online
confusion. In fact, tourists value the guidebook for giving them an overview of
the destination, the curation of the content, as well as their credibility,
tangibility and reliability as a physical object. Hedonic values, like play and
aesthetic, are also recognised in the guidebook: they can be a source of
inspiration for travellers or a souvenir to keep in their bookshelves after the
trip. The book itself can be appreciated for its aesthetics and tangible qualities.
Guidebooks also have esteem and status values through their symbolic
function. In fact, they can signal to others and oneself that one is indeed a
tourist, and particularly a certain type of tourist who is knowledgeable and
experienced. Even spirituality and ethics can be recognised, in a sense, in the
use of guidebooks: tourists may associate the guidebook with a “better”, more
“spiritual” or conscious way of travelling, which is considered superior to
travel without a guidebook.

7.2 Paper II: Experience Sampling Method in a
Qualitative Study of Tourists’ Smartphone Use

Mieli, M. (2022). Experience Sampling Method in a Qualitative Study of
Tourists' Smartphone Use. In Okumus, F., & Rasoolimanesh, S. M.
(Eds.). Contemporary Research Methods in Hospitality and Tourism. Emerald
Publishing Limited.

Paper II is a chapter for an anthology on contemporary methods for tourism
research. The paper illustrates the methodology that I developed for the data
collection in Paper I1I of my thesis. While the format of the paper is a guide to
applying the methodology, it also includes a discussion of the epistemological
underpinnings of the method. The paper starts with a question: how can we
know how tourists use technologies and how these uses are interwoven with
the perception, performance and construction of the tourist experience? To
answer this question, I propose a qualitative methodology that combines the
Experience Sampling Method (ESM) with interviews. ESM is a method
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developed in the 1970s in clinical psychology by Mihaly Csikszentmihalyi and
colleagues with the purpose of recording “what people do, feel and think
during their daily lives” (Larson & Csikszentmihalyi, 2014 p.21).

The method consists of several mini-questionnaires which the participant
should answer several times per day, on random occasions. The questions in
the survey should refer to the momentary experiences, feelings and thoughts
that the person is experiencing when they are notified. Nowadays, the method
can be conducted using dedicated software applications on participants’ own
smartphones. In my research, I used ESM to collect data while participants
were travelling. The method, I argue, is particularly suited to explore the lived
experience of tourists and capture both the ordinary and the extraordinary
moments of the experience. In fact, I also discuss here how ordinary moments
and everyday life are intertwined with the tourist experience, and how the
smartphone is an object from everyday life that crosses over into the tourist
experience, bringing the practices and habits of everyday life into travel.

The paper details how the methodology was applied in my study of tourists’
relationship with their smartphones. I divide the research process into three
phases: ESM preparation, recruiting, collecting data. The first phase, ESM
preparation, includes deciding what type of data should be gathered (which can
be limited to self-reports or include sensor data from the phone, or other usage
metrics recorded by the device), what device to use (providing a device or
using the participants’ own smartphone), finding a software application that
allows to collect the desired information and designing the ESM questionnaire.
In the second phase, recruiting, I include: formulating a research invitation,
establishing rapport, and giving instructions to participants. This stage is
particularly delicate considering that the method requires participants to
sacrifice some of their travel time to complete the surveys. The last phase
consists of actually collecting the data through ESM and follow-up interviews.
I also collected demographic data before the trip through a short questionnaire.

At the end of the paper I reflect on the importance of finding new
methodologies for tourism research and making use of the technologies that
are already present in our everyday life. The use of smartphones for research
has great potential to access a site of inquiry that has traditionally been hard to
access: the on-site stage of the trip. Moreover, I reflect on how questioning the
ontology of tourism as a purely extraordinary experience, and acknowledging
its everyday qualities, can lead researchers to ask new and different questions,
and look at the tourist experience from different perspectives.
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7.3 Paper III: Planned serendipity: exploring
tourists’ on-site information behaviour

Mieli, M. (Forthcoming) Planned serendipity: exploring tourists’ on-site
information behaviour

(Submitted to: Current Issues in Tourism)

The third paper applies the methodology illustrated in Paper II to investigate a
concept that emerged in Paper I: planned serendipity. The focus of the paper is
information behaviour on-site and how smartphones can mediate such
behaviour. After a critical review of the existing literature on information
search behaviour, I identify four assumptions that lie at the basis of the most
important theories and models in the field. I refer to models like Fodness &
Murray, 1997; 1998; 1999; Vogt & Fesenmaier, 1998; Jeng & Fesenmaier,
2002 and answer to the call by Zarezadeh et al. (2019) for a more critical
approach to these seminal texts. The assumptions relate to tourists’ information
needs and strategies, the distinction between hierarchical and qualitatively
different stages of information search, and the object and aim of information
search. To challenge the assumptions identified, I discuss theories of
unplanned behaviour and the role of serendipity in tourism. While spontaneity
and serendipity have always been part of tourists’ behaviour, the phygital
information environment afforded by mobile technologies create the
conditions for more flexibility, but also for more information search on-site.

In the results, I identify four themes that directly challenge the four assumptions
mentioned earlier. These four themes support the statement that planning and
serendipity coexist in tourists’ information behaviour, and illustrate how this
happens during the trip. The first theme, Emergent and contingent plans,
explains how plans made before the trip are mainly about the “what” and not the
“when”: tourists leave decisions about the specific itinerary of each day to the
last minute and their detailed plans depend in great part on the information and
situations encountered during the trip. The second theme, Cognitive effort on-
site, shows how the process of finding and using information on-site is iterative
and specific, requiring high cognitive effort from the tourist. The third theme,
Tourist-centric orientation in time and space, shows how the object of the
information search is the tourist, that is, tourists do not search for information to
learn but orient themselves. The fourth theme, Aiming for optimisation,
discusses how the aim of information search is to optimise the experience by
gaining knowledge about the tourists’ optimal options at the destination.
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7.4 Paper IV: Phygital time geography: what about
smartphones in tourists’ time-space behaviour?

Mieli, M., Zillinger, M., Nilsson J.H. (Forthcoming) Phygital time geography:
what about smartphones in tourists’ time-space behaviour?

(Submitted to: Tourism Geographies)

The paper proposes an adaptation of Torsten Hégerstrand’s (1970) time
geography to the context of the technologically-mediated tourist experience.
Hégerstrand theorised that people’s movements in daily life are limited by
three types of constraints, which he names: capability, coupling and authority
constraints. Tourism is a spatial phenomenon and therefore Hégerstrand’s
theory can be a useful lens to understand tourist spatio-temporal behaviour
(Hall, 2005; Shoval, 2012; Zillinger, 2007). In this paper, however, my co-
authors and I argue that the use of smartphones during the trip causes new and
different time-space constraints for the tourist. We use the concept of
phygitality to shed light on how physical and digital spaces are interlaced and
enmeshed in the tourist experience and how this affects constraints.

By analysing fifteen qualitative semi-structured interviews, we identify the
new types of constraints that affect tourists’ behaviour at the destination and
discuss how the original constraints have changed. Capability constraints have
changed in three main ways: new constraints exist because of the technical
limits of the smartphone (especially battery and internet connection); tourists’
ability to locate themselves in space and navigate at the destination has been
reduced because of the possibility to consult online maps at all times and use
location-based services; the ability to move along certain distances does not
depend only on the means of transportation, as in Hégerstrand’s original
theory, but also on the computational capabilities of the smartphone together
with location-based services, which are able to ensure efficiency in tourists’
navigation.

Coupling constraints have also changed. Bundles of people can happen outside
of the destination through telecommunications, since tourists can meet people
who are back home or in other places and even at work. Moreover, looser
bundles can be formed with travel partners, who have more independence from
each other thanks to the ability to micro-coordinate at the destination through
the smartphone. Even a sort of “unbundling” can take place, where the phone
is used to isolate one’s attention and distance oneself from travel partners.
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Authority constraints are also affected, since access to certain spaces can be
restricted in different ways. First, tourists need an internet connection that is
restricted through roaming fees or other costs and regulations. Legal or
organisational constraints can exist to conducting specific activities in specific
places, for example conducting work abroad. Economic and political
influences are also at play here, as they can determine what should be shown
on the interactive online maps, and therefore what places tourists will know of
and visit. Social norms of acceptable behaviours also change with the use of
smartphones, for example dedicating one’s attention to the phone while at the
dinner table instead of conversing with travel partners.

The changes in these constraints cause bundles and prisms to be reconfigured
and tourists’ spatial movement to be influenced by the use of smartphones.
People still cannot do two things at once, still cannot be in two places at once,
still cannot have more than 24h in a day: however, online and offline activities,
people and places overlap; they become layers of a single reality that the tourist
experiences. In other words, tourists exist and move in a hybrid, layered time-
space: a phygital time-space.
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& Conclusions

The aim of the thesis was to explore the role of smartphones in mediating the
tourist experience. Through the four papers, I focused on different aspects of
this mediation. The postphenomenological approach of the thesis allowed me
to focus on the relations between reality, humans and technologies, showing
how the experience is co-constituted through these technologies.

Through the research presented in this thesis I set out to understand the role of
technology in the tourist experience in a broad sense: not only what
smartphones can do and how tourists use them, but how they influence tourists’
perception of the experience and their behaviour therein. I became interested
in the smartphone because it is a peculiar technology with a unique
pervasiveness in everyday life and every other aspect of the modern human’s
life, including the tourist experience. Tourists have become used to the
constant presence of the smartphone by their side; they carry the device from
their everyday life into the tourist experience, corroding the boundaries
between the two. The same activities can be conducted at home, and while
travelling, the same social relations can be entertained and the same
information can reach the tourist in both contexts, at all times. While tourism
literature offers excellent discussions on the relationship between everyday life
and tourism (McCabe, 2002; Edensor, 2001; Larsen, 2008, 2019, among
others), in this thesis I add to the discussion by exploring the role of technology
in this relationship.

The question, then, was how to study the pervasiveness of these technologies
and its effects on the tourist experience. I found that the philosophical
perspective of postphenomenology, and in particular the macro theory of
mediation, was a useful tool to do that. Postphenomenology offered a key to
understanding what the overall role of these technologies is in the tourist
experience by placing the role of technologies on an ontological level.
Technologies are, in fact, not just something we use; they are not just an object
of our perceptions but things through which we perceive and experience the
world, things through which we behave (Ihde, 1990, 2009, 2015; Rosenberger
& Verbeek, 2015; Verbeek, 2001, 2005, 2016; Wellner, 2016). Through the
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theory of technological mediation, I could not only show how tourists use the
smartphone, but also how their reality of the tourist experience is co-
constituted through the interaction with the technology. The first theoretical
contribution of this thesis, therefore, was to introduce postphenomenology in
tourism studies.

With this mindset, I ask two questions, which correspond to the two foci of the
thesis: first, [ ask how smartphones mediate tourists’ information behaviour;
and second, I ask how they mediate tourists’ experience of phygital worlds.
The two questions are related and aim to offer a broad view of the smartphone-
mediated tourist experience by focusing on the individual tourists’ behaviour
and perceptions. One of the largest areas of study in relation to information
technologies, if not the largest is, in fact, information search behaviour, and
that is where I started my research journey. However, I soon realised that
information behaviour is very closely connected to spatial behaviour. Going
back to MacCannell’s (2013) semiological theory of tourist attractions, people
are only tourists when they know what to see, that is, when a marker has
signalled to them that a certain place is a site and tourists go there when they
know that there is something to see. Tourists’ movement in space, therefore, is
intrinsically connected to their information behaviour.

These two research questions are intentionally broad and can be answered in
many ways. In fact, [ do so through four different papers. As I mentioned in
Chapter 6, throughout this project I have considered myself a bricoleur, as 1
have combined different topics, perspectives, disciplines and methods, all
connected by the red thread of smartphone mediation of the tourist experience.
Through this bricolage, I answer the research questions as follows.

First, I explore how smartphones mediate tourist information behaviour. In
Paper I, my co-author and I analyse tourists’ choice of information channels
against their background relationship with smartphones. We focus not on the
smartphone but on the guidebook, the predecessor of the smartphone, when it
came to information channels. The guidebook was the object that people
brought with them and through which they accessed information on-site,
together with information centres, brochures and word-of-mouth. The
guidebook in particular used to be that object that people carried from home,
had with them at all times and used as a go-to for information on-site. We
proposed to study the guidebook not only as an information channel but also
as an object of consumption. What we found was that the possibility to use
internet-enabled smartphones at the destination mediates tourists’ evaluations
of the guidebook. Holbrook’s (1999) definition of value as an interactive
relativistic preference experience turned out to be very fitting. Value, in fact,
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is interactive because it resides in an interaction between the subject and the
object. This interaction, however, is mediated by the smartphone. The value of
the guidebook clearly appears to be relativistic and preferential because the
evaluation of the object is not absolute; it involves a preference judgement
between the guidebook and the smartphone. A first answer to the first research
question, then, is that channels of information can be objects of consumption;
their choice is a consumer choice and their value is mediated by a background
relationship with the smartphone.

The second aspect of information behaviour that emerged from Paper I, and
which was taken up again in Paper III, relates to spontaneous behaviour. In
Paper I, my co-author and I found that planning and serendipity coexist in
tourists’ information behaviour. We call this planned serendipity. This is not
new: unplanned behaviour has always existed in tourism and so have studies
on it. However, Papers I and III align with recent research in showing that the
ability to access information during the trip on the smartphone influences the
way people find and use information when it comes to making spontaneous
decisions (Kang et al., 2020; Yu et al., 2018; Kang & Lee, 2022; Vaez et al,,
2020). Planned serendipity does not only mean that tourists use the smartphone
to be more flexible and spontaneous, but also that tourists conduct more
information searches during the trip, reducing the spontaneity that the
smartphone enables. This paradoxical effect is further investigated in Paper 111
where I use the concept of planned serendipity to analyse tourist information
behaviour on-site. A second answer to the first research question, therefore, is
that smartphones mediate tourists’ behaviour by causing an amplification and
a reduction of both planning and serendipity creating a paradoxical effect that
can be termed planned serendipity.

In Paper III I also I find that tourists do not necessarily behave according to the
principles assumed in previous research. Through smartphone mediation
certain aspects come to light that contradict previous research. I answer a call
for a more critical approach to the study and application of tourism information
theories and models that were developed in the pre-smartphone (or even pre-
internet) era (Zarezadeh et al., 2019). A qualitative methodology is particularly
suited for this purpose of challenging existing assumptions. While quantitative
methodologies tend to be more constrained by existing theory, as they are
based on hypotheses that are formulated on the basis of existing theory,
qualitative research is inherently more inductive. Therefore, it is more prone
to finding things that are not already known or finding things that do not
correspond to existing theories. Paper IlI, therefore, represents a contribution
to tourism studies, and in particular tourism information search behaviour
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literature, by challenging deep-seated assumptions about the way that tourists
behave when searching for information and planning their trips. I show that the
study of such behaviour can be strengthened by a complex epistemology that
overcomes paralysing Cartesian dichotomies and instead embraces
complementarity, both methodologically and theoretically (cf. Bianchi, 2019).
In fact, in Paper III I applied an innovative method, named the Experience
sampling method, that allowed me to collect data on tourist behaviour on-site,
which I explain in Paper II.

The second research question I ask relates to tourists’ experience of phygital
worlds. I adopt the phygital concept to stress the importance of both physical
and digital dimensions: the technologically-mediated reality in which tourists
exist is layered, hybrid, but it is a single reality that each individual
experiences. It is, in this sense, a phygital reality. In Paper II I start discussing
the ontology of the tourist experience focusing on the relationship between
everyday life and tourism. I reflect on how everyday life and tourism have not
always been that different, but the boundaries between the two have become
ever more eroded by the constant use of smartphones.

I take up this question again in Paper IV and answered it in terms of
spatiotemporal experience and behaviour. In this paper, my co-authors and I
use the concept of phygitality to understand how tourists move in space and
time while they travel, and in particular how smartphones mediate the
constraints that exist on tourists’ movements. We used Torsten Hagerstrand’s
(1970) theory of time geography as adapted to tourism by Shoval (2012) and
Hall (2005) and analysed tourists’ capability, coupling and authority
constraints within the phygital tourist experience, finding that new constraints
emerge and old constraints are reconfigured.

The answer to the second research question, therefore, is twofold: first, the
boundaries between everyday life and tourism have been eroded by the
possibility to conduct everyday activities and communication on-site. Second,
space, time and tourists’ movements therein are mediated by smartphones in a
way that reconfigures existing time-space constraints and creates new ones.
The space itself is layered and hybrid,; it is phygital, and tourists’ experiences
of it are influenced and affected by the mediating role of the smartphone.

With this thesis, I also contribute to the methodological discussion on how to
access the on-site stage of the tourist experience and how to harness everyday
technologies for tourism research. Paper II introduces and explains a
qualitative application of the Experience sampling method, which allows
researchers to collect tourists’ self-reports about their experience while they

90



are travelling. The method is scarcely used in tourism but offers great
possibilities for studying the on-site experience unobtrusively and easily,
especially by using participants’ their own smartphones to administer the
questionnaires.

8.1 Limitations and future research

One consideration that needs to be made is that the empirical and conceptual
work of this thesis is entirely contextualised in a Western, albeit globalised,
developed world, where virtually everybody has access to mobile technologies
and internet connectivity on a daily basis. In particular, data is collected in
Europe, where roaming fees were abolished in 2017.

The choice of limiting the empirical data to a specific generation obviously
carries some limitations. The previous and following generation would most
likely have different behaviours, perceptions, experiences and different
relationships with technology. Moreover, generation X still represents a large
group of consumers in the tourism industry and perhaps the one with the largest
expenditures, while generation Z, the first generation of the twenty-first
century, is the next generation that has recently started travelling independently
from their families (pandemics notwithstanding) and therefore represent the
future of the tourism industry. This generation also probably has an interesting
relationship with technology.

The COVID-19 pandemic has deeply altered the tourism industry. Not only
has the volume of travel been reduced drastically in the past two years,
behaviour has changed and priorities have shifted in the tourist experience.
Safety is now the main concern for tourists and industry alike (Matiza &
Slabbert, 2021), and information behaviour has most likely been influenced by
these events as well. It is unknown, however, if such changes will persist in the
future, or if these changes are only temporary.

Ultimately, the postphenomenological approach is very human centric, and
although I believe that as humans we can only experience the world from the
human perspective, in a more pragmatist vein I also believe that science can
benefit from exploring different points of view and trying to understand the
roles and experiences of non-human entities as well as more critical
perspectives on tourism. The tourism field is surely not devoid of issues of
equality, ecological sustainability, social justice.
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Finally, a consideration on the near future of technological development: The
ubiquity of internet-enabled mobile devices has deeply influenced tourism.
The pervasiveness of digital technologies and the normalisation of mobility, as
described by the mobility turn in the social sciences, have complicated the
epistemic position of the tourist as someone who travels to unfamiliar or
unknown territory (Hannam et al.,, 2006; van Nuenen & Scarles, 2021).
Physical movement in space is only a part of the tourist experience, distant and
exotic places can become “folded into our everyday, collapsing temporal and
spatial boundaries” (van Nuenen & Scarles, 2021 p.121). If we consider
current research on extended reality (AR, VR, mixed reality), such changes
may challenge the notion of the tourist as someone who travels at all. In this
thesis, I have touched upon how this digital familiarisation with mobile, smart
technology has complicated the epistemic position of the tourist as someone
who discovers or experiences something new, exotic, liminal. However, future
research should take this further and reflect on what it means to be a tourist in
a phygital world, not only when the digital world is brought into the tourist
experience through mobile technologies, but when the tourist experience can
be brought into everyday life through augmented and virtual reality.
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tourists’ spatiotemporal behaviour.
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