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The purpose of this article is to explore the potential value added to the concept of value co-

creation applied to the tourism sector and to investigate how tourists can conceive their 

participation through the Internet in the design of their trip with tourist producers. To do so, a 

survey was conducted on tourists in Morocco who have never used this practice which still 

does not exist locally. The objective behind this choice is to explore whether this new approach 

will raise the interest of the tourists and be accepted as an innovative way to live differently 

the tourist experience. The results of the descriptive analysis showed that Moroccan tourists – 

by using the Internet – think they can create value by being involved in the process which 

makes them satisfied. It would be stimulating as a future research to test tourists' satisfaction 

after living an experience they really co-created. After all, co-creation is still a new concept in 

tourism that will be developed through further research and become a real trend. Especially 

tourists are currently looking for meaning, support, interaction, involvement, participation, 

authenticity, personalization of offers and unique experience. This article opens up new paths 

of research and allows tourist producers to know the future trends in this sector. 
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1. Introduction 

Nowadays, tourism market has known rapid change since the advent of 

web technologies and the emergence of online travel agencies. The 

number of intermediaries between tourists and tourist producers has even 

reduced. The various destinations and the different tourist producers have 

to face new competitors on line, the lack of financial resources, the 

progress of Internet technology, the divergence in actors' interests, the 

competition between destinations and the ever changing expectations of 

tourists (Binkhorst, 2006). These factors push tourist producers to ask 

several important questions such as how and why tourists travel, how to 

create value for the tourist and produce a memorable experience during a 

tourist journey, how this value can be consumed before, during and after 

a trip. 

 

In such a competitive environment, companies are in continuous need to 

distinguish themselves in order to differentiate from others and remain 

competitive in a market which is increasingly competitive. Times have 

changed pushing tourism companies to rethink their development 

strategies to ensure their sustainability. In recent years, interest has 

focused on innovation which seems to be an effective way to stand out 

from competition especially in a market where business strategies have 

become easily reproduced. Companies have then realized that being the 

first to develop an idea or develop a new concept on the market is essential 

to get noticed and attract attention. As a matter of fact, tourist producers 

are constantly seeking different ways to succeed the tourist experience 

and reach tourists' satisfaction, which will provide the destination with a 

differentiated image, enhance its brand equity and consolidate its 

advantageous position (Prebensen et al., 2014). To do so, tourism 

providers must innovate more to better respond to the tourist of the 21st 

century (Tan et al., 2014). Therefore, innovation is seen as a major axis 

to remain competitive, and anticipate future trends and needs by using 

optimally new technologies. 

 

However, tourism businesses can no longer rely solely on their internal 

resources to innovate and create value. Thus, they have directed their 

strategies towards more openness by integrating tourists in the value 

creation process. This integration is actually materialized by the 

customers' participation and cooperation with tourism companies to 

develop personalized experiences that meet their needs and expectations. 

Therefore, the concept of co-creation of experience is interesting in the 

tourism sector as it adds value to all stakeholders and contributes to the 

uniqueness and authenticity of the destination (Binkhorst, 2006). 

Moreover, the current tourist context forces companies in the tourism 

sector to integrate this new approach to their innovation policy in order to 

understand the intangible aspect of tourism, the process of creating unique 

experiences, the realization of dreams and the achievement of tourists 

fantasies (Lichrou et al., 2008). 

 

Consequently, due to the Internet, people are in the process of (re) gain 

power, to regain control over their lives, and organize themselves, with 

each other, into networks (Scherer, 2012). Currently, creation, 

contribution and to sharing by the means of the Internet has become the 

watchwords of this era characterized by the dominance of digital. Pine 

and Gilmore (1999) highlight the significant contribution that brings the 

new technologies of the Internet such as Web 2.0, social networking and 

mobile Internet in the value co-creation and the experience's achievement. 

With these new tools, customers are no longer subject of the producers, 

but they take part in defining the interaction and context by providing 

personal touch to the tourism product (Prahalad & Ramaswamy, 2003). 

In fact, the emergence and development of the Internet as a research tool 

http://dx.doi.org/10.18775/jibrm.1849-8558.2015.25.3003
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and information sharing have greatly facilitated the task of tourists who 

now start to study, compare, evaluate and select the most appropriate 

destination for their needs and expectations. Then, tourists seek a 

memorable experience (Pine & Gilmore, 1999) and for this, they shape 

their own tourism products in participating in the value co-creation with 

tourist destinations producers (Oh et al., 2007). These facts force 

producers to develop innovative value propositions offering unique 

activities and personalized experiences in creative spaces (Prahalad & 

Ramaswamy, 2004; Gross and Brown, 2006), especially that providing 

standardized services is paradoxical with a sector like tourism where the 

experience is intensive (Dekhili & Hallem, 2016). 

 

The co-creation concept in tourism is not sufficiently developed in the 

literature and researchers in this exciting field continue to place the tourist 

at the end of the chain by limiting him to a reactive role vis-à-vis to the 

tourist experience designed and delivered by one or many providers (Li 

& Petrick, 2008; Binkhorst & Den Dekker, 2009; Kreziak & Frochot, 

2011). However, the new postmodern tourist is increasingly looking for 

new and enriching experiences and aspires to much more than being 

served passively by the tourism industry (Tan et al., 2014). Tourists have 

become now more demanding and much more active and want to be 

involved in their trip design, as well as in the creating process of the 

tourist experience. Consequently, authors such as Campos et al. (2015) 

report “an increasing demand for more participative and interactive 

experiences” (p.1), especially in tourism industry which is more 

concerned with making and selling experiences (Ihamäki, 2012; Kim, 

2010). As a matter of fact, “experience is the cornerstone of tourism, its 

alpha and omega” (Zàtori, 2013:12), and in turn, tourism is the primary 

sector of experience creation (Ibid.) and the biggest experience generator 

(Binkhorst, 2006). Besides, the recent extant literature on tourism 

experiences starts to stress the role of the tourist as co-creator of the 

experience (Campos et al., 2015; Prebensen et al., 2013a; Tan et al., 

2013). 

 

Otherwise, tourism professionals worldwide do not all have a perfect 

awareness and understanding of the concept, others haven't formed yet a 

concrete idea nor on the usefulness of this new practice nor on its 

effectiveness. However, research is still ongoing to deepen and clarify the 

concept. Notwithstanding those tourism strategies differ and evolve, these 

actors and tourism companies have only one goal, that is, to achieve 

customer satisfaction. In fact, before investing in this new approach and 

practice, it makes sense for any company in the tourism sector to be able 

to study the possible and eventual satisfaction with this new concept 

among tourists who have never used this innovative strategy. It is done 

with the purpose to measure their interest and to collect their opinions. 

The research question to which we will attempt to answer in this article 

is: "Will tourists be satisfied with their tourism experience if they are 

involved in co-creating their travel via the Internet?" 

 

Our paper is organized into five parts. First of all, introduction in which 

we define the research context and problem. Then, a theoretical 

framework that includes the definition of the key concept of our article, 

that is co-creation, its linking, and usefulness to tourism. The role of the 

Internet which is placed in the process will be highlighted after. We will 

also present the point of divergence in the literature following our 

analysis. The methodology will later be described in order to be 

reproducible. We will also present briefly the main results of our analysis. 

The last section will discuss these results and conclude the paper by 

suggesting future research directions.  

 

 

2. Theoretical Framework 

The co-creation of value is a recent concept that has attracted the attention 

of many researchers in several fields and professionals in many industries 

such as tourism sector where the co-creation of the trip or the tourist 

experience is an upcoming trend. The researchers focused on this new 

concept and tried to study each aspect of the process by finding factors 

that affect value creation, understanding reasons and motivations that 

push customers to participate in the co-creation process and exploring 

how they do it, studying their perceptions and collecting their thoughts 

about their collaboration with the producer and their involvement in the 

value generating process. Also, the outcomes and aftereffects of the 

process are still unknown and undefined. As a result, the study of 

consumer co-creative behavior in the tourism context is now considered 

as a major priority in marketing research (Dekhili and Hallem, 2016; 

Grisseman and Stokburger-Sauer, 2012; Shaw et al., 2011) as empirical 

studies have paid very little attention to the impact of co-creation on 

consumers themselves (Guo et al., 2013). Hence it is the utility of our 

research.  

 

2.1 Co-Creation Concept in Tourism 

Based on the definition of Prahalad and Ramaswamy (2004), co-creation 

is a management initiative, or a form of economic or business strategy 

focusing specially on customer experience and interactive relationships 

as it brings different parties together, such as a company and a group of 

customers, in order to jointly produce a mutually valued outcome and 

create at the end a value rich experience. In other words, it is a business 

strategy based on consumers' past experiences and interactive 

relationships. It allows and encourages a more active participation of the 

customer to create a richer experience value. Personalization and user 

participation are next central elements of the experience (Boswijk et al., 

2007). The emergence of the logic of value co-creation implies taking into 

account the expertise and customer knowledge, which are or may be a 

source of value and competitiveness of the business (Prahalad and 

Ramaswamy, 2000; Vargo and Lusch, 2004; Von Hippel, 2005). In fact, 

the involvement of customers in the co-creation process is an important 

strategy for companies competing to meet the personalized demands and 

obtain competitive advantages (Prahalad and Ramaswamy, 2000, 2003). 

Through the co-creation of value, companies aim to develop products and 

services tailored to the market and to link interactive and engaging 

relationship with its customers. Companies seek also the achievement of 

objectives in terms of innovation, customer participation in the value 

production process and his collaboration with the company. It will ensure 

the personalization of its offer and its adaptation to the needs and 

expectations of customers. 

 

In the logic of co-creation of tourism value, tourism companies must 

consider tourists as participants in the creation of the product and the 

tourist experience and not as mere spectators (Jager, 2009). According to 

Prahalad and Ramaswamy (2003), customers play a key role in the 

definition of co-created value and the experience’s environment. Thus, 

co-created value is linked to the individual experience resulting from his 

interaction with the company (Holbrook, 1999). Indeed, the tourist 

experience occurs when tourist consumption and production meet 

(Andersson, 2007). Therefore, experiences designed for and by tourists 

are social constructions stemming from a continuous process of learning 

and creative collaboration between the various tourism stakeholders. 

They are based on the relational without omitting the important place of 

emotion in tourism because as Lashley (2008) defines it, tourist 

experience is emotionally engaging which leads to memorability. In fact, 

experiences are memorable (Pine and Gilmore, 1999) and must be an 

extraordinary, unforgettable and memorable moment lived by the 

https://en.wikipedia.org/wiki/Economic_policy
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consumer during his meeting with his supplier (Bouchet, 2004). 

Likewise, experiences are both individual and customized as they act on 

different levels, emotionally, physically, intellectually or even spiritually 

(Carù and Cova, 2002). Also, they are highly personal, subjectively 

perceived, intangible, always fleeting and continuously on-going (Zlátori, 

2013). The tourist experience has then a personal character (Larsen, 

2007). Therefore, experience in tourism can be either considered as a true 

story, personal and unique or designed and transformed into the 

community. At last, Walls et al. (2011) define tourist experience as “a 

multidimensional construct comprised of a number of external and 

internal factors that shape and influence consumer experiences, which can 

exist only if the participating consumer is willing and able to participate” 

(p.19). 

 

Accordingly, the co-creation of the tourist experience has its full extent 

because it can be transmitted by tourists and shared in their community. 

On the one hand, tourism companies are now able to provide compelling 

and memorable experiences to tourists due to their involvement and 

contribution to the process. It represents a strong competitive advantage 

to distinguish the company in a competitive market but also the difference 

that makes the tourists choose a specific tourism company. On the other 

hand, the co-creation allows tourists to do things rather than just undergo 

the experience designed by tourism producers and also engage themselves 

in activities for self-development, explore multisensory environments, 

and connect to other people as they are directly involved in creating and 

choreographing their activities from moment to moment (Campos et al., 

2015). 

 

2.2 Co-Creation in Tourism via the Internet 

Today, due to the emergence of Internet, exchange platforms (as social 

networks) and 2.0 technologies, customers become active, they are 

informed and they exchange information on products and services as well 

as all the interactions they have with the company (Prahalad and 

Ramaswamy, 2004). Therefore, companies can no longer launch on the 

market products or services without taking advantage of customer 

experiences that represent the sum of the interactions the customer has 

with the company throughout the whole life of product or service and 

involve these experiences upstream throughout the design process. Thus, 

the value co-creation with customers is a dynamic, creative and social-

based collaboration between companies and customers who are totally 

committed and take part in the development of new products and services. 

 

Nowadays, the Internet offers the opportunity for companies to develop 

closer relationships with customers. Buhalis and Licata (2002) have 

demonstrated this strong connection between both actors by conducting a 

survey in which some interviewees mentioned that “actually the Internet 

is offering a better service and experience for the consumer as their 

interaction with tourism organizations can be more meaningful” (p.211). 

Moreover, the interviewees added that “instead of meeting an 

inexperienced travel consultant in the high street shop, after having 

struggled to park and waited in the queue for their turn, a number of travel 

companies already offer specialised support through their calling centres 

and enable consumers to ask specific questions to a 

product/property/destination specialist” (Ibid.). Thus, Binkhorst (2006) 

considers that Internet, IDTV and mobile communication devices are the 

three most significant online platforms for the near future. He argues also 

that these technological developments will make meaningful dialogues 

possible with each tourist and will provide an experiential environment 

where innovations in tourism can be based on the co-creation experience.  

 

Accordingly, information systems including the Internet will help us to 

understand the three major phases that make the overall experience of the 

tourist which are: planning, tourism and the memory (Watson et al., 

2004). Thereby, the interaction and the close collaboration between 

tourists and tourist producers will secure the delivery of unique value to 

tourists so as they will never have the same tourist experience (Cova et 

al., 2011). It is because they will take advantage of past experiences to 

improve future ones, use the Internet to search information and have a 

direct contact with the various on-site service providers in order to 

customize their travel experience and live it fully. Tourists will feel so 

independent and responsible for the production of the experience they 

want to live, and co-creators of value they will get from the tourism 

producers offerings (Prahalad and Ramaswamy, 2004). We will explain 

in the next two paragraphs how the Internet can be used to co-create value 

during the three stages of the tourist experience. 

 

During the planning, the tourist can collect new information about the 

destination or a specific tourism activity from the web which increases 

and diversifies sources of information. Indeed, thanks to this tool, the 

tourists are connected with the rest of the world and they are currently 

facing a glut of information to plan their travel activities (Watson et al., 

2004). During tourism's step, tourists need information in real time on the 

destinations, its tourist attractions and the available services and leisure. 

For instance, they can search and receive travel information on their 

mobile devices, so they will be able to modify the planned activities or to 

co-design new ones taking into account tourism producer's advice and 

recommendations. At the last step relative to the memory, tourists share 

their opinion on the destination, exchange and describe their stories and 

experiences to others (potential visitors, other tourists but also family 

members, colleagues, friends, and so on) and may even recommend or 

not the destination. 

 

Therefore, in the logic of co-creation, tourism companies will seek 

knowledge and past experiences of visitors in order to co-create value to 

tourists. Thus, during the planning phase, tourism companies and 

customers work together upstream to co-design idea and trip or to co-

develop the tourism activity (Payne et al. 2008). Tourists do not want 

more preconceived travel but they want instead to participate closely with 

suppliers in the definition of their journey, and it goes through the opening 

of a dialogue and sharing of knowledge between the two actors (provider 

and tourist) (Prahalad and Ramaswamy, 2004). During the second phase 

associated with travel, the tourist co-creates activities, services and leisure 

linked to tourism with local service providers to ultimately enjoy unique 

and memorable experiences. The tourist will use the Internet to access 

information in order to modify the service. He can also produce part or 

the entire tourist offer. Through the Internet, tourists co-create their most 

authentic tourism experiences. The final step relates to the extension of 

the tourist experience and shares it with potential visitors through new 

information and communication technologies, including the Internet, 

which proves to be an effective tool for promoting the destination. In fact, 

the tourists' opinions on the Internet can have a significant impact, 

positive or negative, on the reputation of destinations and tourism 

companies. Afterward, the co-creation with tourism producers will turn 

into a co-creation of ‘Consumer to Consumer' (C2C) tourism experiences 

(Binkhorst, 2006; Huang and Hsu, 2010; Rihova et al., 2014). 

 

The conceptual analysis showed that the tourists' active involvement in 

the co-creation process is an important strategy for tourism businesses 

competing to meet the personalized demands of customers by delivering 

a unique value and offers a new experience. Otherwise, we found a 

contrast in the literature among researchers about satisfaction. On one 
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hand, some authors have agreed that consumers or tourists' involvement 

in the process of co-creating their trip generate and increase their 

satisfaction, so they can remember the whole tourist experience (Shaw et 

al., 2011). Thus, the tourists' involvement in producing memorable 

experiences is seen both as a key element to achieve tourist satisfaction 

and as critical to the destination sustainability and competitiveness 

(Ritchie and Crouch, 2003). In addition, Lee (2012) and Grissemann and 

Stokurger-Sauer (2012) demonstrate in their research that the degree of 

tourists' involvement influences their satisfaction and has also a strong 

impact and direct effect on their willingness to participate as well as the 

outcome of the co-creation process. Prebensen and al. (2013b) state as 

well that the more a customer puts time and effort into an experience, the 

more he will sense a positive added value, and then, will be satisfied. In 

the other hand, Vargo and Lusch (2006) believe that “there is no 

satisfaction until an offering is used, experience and perception are 

essential to value determination” (p.44). Accordingly, despite the level of 

tourists' involvement in the co-creation process, they can’t be satisfied 

until they try out and live the entire tourist experience and sense the added 

value. Indeed, tourists value the whole tourist experience at the end of the 

trip after they have contributed to the co-creation process and they have 

lived the experience (Vargo and Lusch, 2006). 

 

In order to answer our research question: "Will tourists be satisfied with 

their tourism experience if they are involved in co-creating their travel via 

the Internet?" and to be able to position itself among one of the two 

opposing groups of authors, we conducted a survey among Moroccan 

tourists who have never used this practice before to define and organize 

their trip. The purpose behind this target's choice is to assess the potential 

success of this new approach as well as to provide a basis for tourism 

professionals to develop innovative strategies based on the co-creation 

concept. 

 

3. Methodology 

The approach used to address our research problem is a concept test to 

explore the idea of this new practice of the trip co-creation via Internet 

and to test the potential of its acceptance by tourists. The main advantage 

of this test is to assess the interest of tourists and especially understand 

the reasons for this interest or disinterest. If the concept really interests 

clients, tourism producers like travel agencies will be motivated to 

integrate and invest in this strategy. 

 

This study aims to know if tourists think their involvement in the process 

will lead to their satisfaction with this new practice that will change their 

trip design and will offer a new way to live the tourist experience. Our 

choice is focused on the Moroccan context because the co-creation 

practice in tourism has still not emerged in this country. Thus, it would 

be interesting to collect tourists' opinions as well as their willingness to 

take part in this new tourist experience co-creation process. We will 

measure also their satisfaction degree regarding their eventual 

participation in this new concept. 

 

In a practical way, the field research is conducted in the form of the online 

questionnaire using the social network Facebook to help us identify and 

target groups containing Moroccan tourists. Three public groups in 

Facebook were selected namely: Moroccan Ministry of Tourism, Tourism 

Observatory and National Confederation of Tourism. We considered 

Facebook as a quick and effective way to reach a significant number of 

respondents of all ages and from all socio-professional categories. Indeed, 

we have succeeded to attain 317 replies in five days from 01/17/2016 to 

01/21/2016. In addition, Facebook has enabled us to assist respondents in 

the questionnaire but especially to present and explain the co-creation 

concept, and how this approach can be used to create value and ultimately 

produce a memorable tourist experience. Internet was then introduced as 

an effective technological tool while detailing its usefulness and its role 

in the process, which generated an excitement and interest among 

respondents who wanted to discover this new practice. 

 

Due to the interactive dimension of the research topic, the questionnaire 

contains different types of questions to arouse the respondents' curiosity 

and interest. The administered questionnaire consists of four sections. The 

questions of the first section were chosen so as to enable us to define the 

behavior and different habits of tourists when choosing a trip and its 

planning. The second part concerns the heart of the topic which is the co-

creation in tourism. The goal is to know the respondents' opinions on the 

concept and measure their willingness to participate. The third section is 

about the co-creation process in tourism via the Internet, where questions 

were designed to find out why tourists use the Internet, the interest in such 

approach via Internet and willingness to use it, their perception of the 

value co-created, and how they imagine their contribution to the process 

of the tourist producer using Internet during the three phases of a trip. The 

Likert scale was used to measure the tourists’ satisfaction level of the 

tourist experience co-created. The last section serves to regroup the 

respondents’ personal information. 

 

4. Results 

A descriptive analysis of data allows to highlight the following important 

results: 

 

Profile of respondents: 

Our sample consisted of 55% women and 45% men, all age groups were 

represented with a predominance of slice 18-25 with 50% and 26-35 with 

32%, 73% of them were single. Most of the tourists travel 2 to 3 times per 

year or even more than 3 times. The majority chooses his destinations 

following the recommendations of family, relatives, friends or colleagues 

but there is also a significant part that uses the Internet or chooses 

randomly. However, 10% of respondents resort to travel agencies. 

 

Most respondents (75%) choose to personally plan the trip and therefore, 

prefer customized travels and experiences, while only 14% opt for trips 

organized by travel agencies.  

 

Concept test: 

93% ignore the concept of co-creation in tourism but 72% want to be 

involved in their trip generating process and the majority (85%) of them 

(tourists who want to be involved) affirm the desire to be highly involved. 

Indeed, they perceive the opportunity to collaborate with tourism 

producers as interesting (54%) and rather interesting (43%). 

 

Most respondents (90%) never had the opportunity to be involved in the 

design of their travel and 54% think they will create value if they 

participate in the process and they also declare they will be very satisfied 

(27%) and rather satisfied (38%) of the tourism experience that will be 

co-created. 

 

Co-creation of tourism experience through the Internet: 

Tourists who want to be involved in the process use Internet for many 

reasons, but especially to search information about destinations (90%), to 

plan and organize the trip (59%). Besides, 85% of them want to use the 

Internet to collaborate with the tourism producer and 69% affirm they will 

co-create value and judge their contribution as very useful (39%) and 

useful (58%). 
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Finally, tourists who think that they will create value during the co-

creation of their tourist experience by using the Internet will be very 

satisfied (27%) and rather satisfied (46%) of the tourist experience that 

will be co-created. Nevertheless, we don't have to neglect that 25% of 

them do not know until they live the whole experience as they have 

justified in their answers 

 

5. Discussion and Conclusion 

The objective of this work was to show if the tourist (by using the 

Internet) is satisfied once he is involved in the trip co-creation process 

before he even lives the experience. In fact, the literature has shown that 

once the tourist takes part in the process of co-creation of his journey with 

the tourist producer, value is created, but it was unclear if he was satisfied 

or not. 

 

The descriptive analysis shows that tourists don’t opt anymore for 

traditional deals, they prefer to live personalized travel experiences based 

on their own needs and expectations as they know that unique tourist 

experiences can only be achieved through their active participation in the 

creation of the service. To do this, they are willing to invest and 

collaborate with tourism producers. The main finding of our study is that 

(Moroccan) tourists think they can co-create value with the tourism 

businesses via Internet, the idea of involvement and collaboration will 

generate their satisfaction. Indeed, to be independent and responsible for 

his choices, to be involved in the process in order to define a customized 

travel experience and to have control over his trip, create ultimately a 

sense of excitement for the tourist who is already satisfied with the 

experience he will live. 

 

Otherwise, difficulties which we encountered during the survey were 

about explaining the new concept to tourists. In fact, they faced a new 

approach to design their trip, which required more time and patience 

especially. Respondents clearly expressed their will to discover the 

concept and their strong interest in participating in this process, which 

proves to be auspicious for tourism professionals who have not 

incorporated this practice into their strategy yet. 

 

The limitations of this study are that most of the tourists don't know the 

concept and have never had an opportunity to do it. Thus, tourists 

responded following their perception and thoughts. Another limitation is 

related to the fact that this study is only descriptive while quantitative 

studies would be interesting to quantify data, to measure for instance the 

correlation between the involvement of tourists and creation of value and 

between their involvement and their satisfaction degree and to measure 

the impact of involvement degree on the satisfaction level. However, it 

should be noted that empirical research on this subject remains 

unfortunately very few (Dekhili and Hallem, 2016; Grissemann and 

Stokburger-Sauer, 2012). Besides, tourists interviewed did not answer all 

the questions which were due to misunderstanding of the concept, their 

different perception of involvement and value. These limitations should 

be considered for future research and analysis. 

 

In the end, the co-creation in the tourism sector remains a recent research 

field that requires a particular focus to develop the concept so that it can 

benefit to the scientific community but also to tourism professionals. 

Future research should focus on exploring the antecedents which cause 

co-creation with tourists and reasons to get them involved in the process, 

how tourist producers can use effectively the Internet to co-create with 

tourists during the three phases of the tourist experience. Research should 

focus this time to study tourists' satisfaction after living an experience 

they really co-created and measure its impact. Moreover, the development 

of social networks like Facebook, Twitter, Instagram, the evolution of 

smartphones, technology, and mobile Internet have opened new 

interesting search paths. 
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