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ABSTRACT 

Understanding customer experience remains the holy grail in marketing and tourism theory and 

practice. Although research techniques continue to evolve and improve, capturing the depths of what 

customers experience while they experience remains an arduous task let alone what its roots are. In 

response, this chapter sets out and illustrates an autohermeneutic phenomenological approach that 

taps into the deeper levels of experience to comprehend its extremities and processes. It places 

experience at the centre of (self-)observation and thereby grants direct access to the entire ‘lifeworld’ 

experience spectrum in its ultimate and purest form from the subject’s perspective (be it a consumer, 

a customer, or a tourist) and thereby rendering a first-hand view of the deeper levels of the pre-core-

post journey of experience. This thought piece advances the methodological underpinnings of 

experience by offering a novel perspective to researchers and practitioners. This is brought by a 

supporting framework composed of five methodological guidelines to examine the multifaceted 

characteristics of experience, starting with its inception including its twists, turns and evolvements 

over time, pertaining to the viscerally intensive experience realms such as tourism. 

 

KEYWORDS: 

1. Experience 

2. Autohermeneutic phenomenology 

3. Hermeneutics 

4. Phenomenology 

5. Self-observation 

6. Journeys 

7. Tourism 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Sahhar, Loohuis, Henseler - Calling on autohermeneutic phenomenology to delve into the deeper 
levels of experience 

 

‘The world is not what I think, but what I live through.’ 

Merleau-Ponty (1962, p. lxxx) 

 

 

INTRODUCTION 

 
Experience is considered to be a fundamental premise for all businesses (Helkkula, 

2011). The study of experience has also gained scholarly interest, with an increasing level of 

traction. Building on the subjective facets of experience (Arnould & Price, 1993; Holbrook & 

Hirschman, 1982), recent literature underpins the phenomenological nature and 

characterisation of experience (Heinonen & Strandvik, 2015) with its strong temporal, 

dynamic and fluid character (e.g., Helkkula, Kelleher, and Pihlström (2012)). In this vein, 

researchers increasingly approach experience from a journey perspective (Hamilton & Price, 

2019; Lemon & Verhoef, 2016), thereby aiming to investigate how experience is temporarily 

and contextually (re-)shaped. 

Currently, journeys are becoming more complex because of nonlinearity and a myriad 

of owned and unowned ‘touchpoints’ (Edelman & Singer, 2015). Experience can commence 

both before and after such touchpoints (Berry, Wall, & Carbone, 2006), can be shaped by 

mental reflections made in between interactions (Grönroos, 2017) and can occur in forms of 

immersive daydreaming (Heath & Nixon, 2021), thus causing experience to not always be 

under the service providers’ control (Lemon & Verhoef, 2016). Especially in domains as 

tourism, experience is intensively and viscerally lived, that is experience lived across all senses 

(de Jong, 2015; Farrelly, 2019). Consequently, understanding, influencing and managing 

experience, whether from a customer, a consumer or a tourist point of view, remains a 

daunting task (Godovykh & Tasci, 2020). 

Despite calls for interpretive turns (Zeithaml, Verleye, Hatak, Koller, & Zauner, 2020) 

and suitable methodologies in experience research (Goulding, 2005), the literature falls short 

on the methodological foundations of how to grasp customer experience. In particular, 

methods that expose unnoticed, unremembered, and unrecounted experiences remain 

unexplored (Gorichanaz, 2017). Notably in tourism, it does not stay unnoticed that the status 

quo of methodological techniques investigates self-reported pleasure of a visitor’s past 

experience as an indicator of one’s current feelings and leave behind the experience itself in 

its totality and as lived (Godovykh & Tasci, 2020; Kim & Chen, 2018). In response, an 

autohermeneutic phenomenological approach is able to look experience ‘in its face’ by 

accessing it in its most direct form, that is, the subject who experiences such ‘experience’ 

themselves. This method therefore offers the potential for understanding the deeper 

characteristics of experience from the stance of a subject. Experience applies to all customers 

in service consuming situations of which some are short and others longer. This chapter 

concentrates on tourism, a realm in which experience is critical for it stretches over a longer 

period of time, is composed of multiple touchpoints and appear viscerally intensive usually in 

a pleasant consumers context.  

 

Approach 

 

The concept of experience gained its significance through existential 

phenomenologists such as Edmund Husserl and Martin Heidegger. They advocated going back 
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‘to the things themselves’ (Husserl, 1970, p. 168) to better understand essences and our ‘being 

in the world’. In this process, attention is directed to researching one’s ‘lived experience’ (i.e., 

experience-as-we-live-through-it (Van Manen, 2016b)). This boils down to the idea that the 

world is not what we think but rather what we live through (Merleau-Ponty, 1962, p. lxxx). 

Thus, lived experience therefore is simultaneously both the starting point of understanding 

and the infinite end point for any inquiry, reflection and interpretation (Van Manen, 2007). 

Phenomenology refers to both the study of essences (Merleau-Ponty, 1962) and the 

descriptive study of and attempt to enrich lived experience by fleshing out its meaning (Van 

Manen, 2016b). Hermeneutics interprets texts related to lived experience by pursuing the 

determination of the meaning embodied in them (Bleicher, 2017). In combining these two 

approaches from one’s own perspective, this approach seeks to characterise a discrete 

phenomenon. The observant participation of one’s own life can provide a deep understanding 

of how an individual’s experience is constituted. 

Introspective techniques are already known in consumer and marketing research 

(e.g., interpretive autoethnography (Denzin, 2014), subjective personal introspection 

(Holbrook, 2006) and an introspective-praxis approach (Gould, 2012)). These techniques take 

epistemological and axiological assumptions in interpretive research to their ultimate 

conclusion (Shankar, 2000). Introspective approaches pose several distinctive methodological 

advantages (Minowa, Visconti, & Maclaran, 2012), such as the unique roles related to 

integration of both the researcher and consumer (Gould, 1995), enhanced reflexivity, and the 

accessible relation to fieldwork and infinite data (Brown, 1998). Despite similarities, in the 

above techniques, experience is merely reconstituted in the telling, whereas it is fundamental 

in phenomenological research (Denzin, 2014), for which reason we stick to (auto)hermeneutic 

phenomenology. 

This chapter brings the autohermeneutic phenomenological approach to life by 

carefully contemplating it in the context of experience in tourism settings. We propose 

guidelines for investigating experience extremities. First, we suggest honing into investigating 

and bringing the subjects’ lived experience to life by language through the subject itself. Since 

experience can consist of sudden turns and twists, researchers may benefit from focusing on 

the entire experience spectrum and recording daily lifeworld experiences, for example, typical 

leisure or tourist activities, in detail. As such, our second guideline is to appreciate the 

ordinary. The third guideline is to embrace eclectic techniques to help bring experience to 

light. Fourth and simultaneously, the principles of the ‘hermeneutic circle’ (Langdridge, 2007; 

Sloan & Bowe, 2014) offer guidance regarding the sense-making process. The fifth and final 

guideline contains seven criteria to help assess the quality of phenomenological work. Overall, 

the ultimate goal for researchers when adopting an autohermeneutic phenomenological 

approach is to create a thorough, almost immersive, understanding for their readers, which is 

oftentimes referred to as the ‘phenomenological nod’ (Van Manen, 2016a). 

While previous research already presented the potential of hermeneutics and 

phenomenology to the tourism domain (e.g., Chen (2017); Goolaup and Solér (2018); 

Pernecky and Jamal (2010)), this conceptual study extends marketing and tourism literature 

by infusing an autohermeneutic phenomenological approach to the investigation of 

experience. By doing so, we spark the discussion on and expand the methodological 

underpinnings of this key concept. This is especially valuable in the realm of tourism as its 

extant methodological palette looks rather pale (Adhikari & Bhattacharya, 2016; Godovykh & 

Tasci, 2020). Furthermore, we reflect on key steps in the approach that can potentially 

uncover experience extremities, inception and evolvement. These elements are particularly 

relevant for the tourism field because of the blurring boundaries of pre-core-post experiences 
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in relation to offerings (Rather, 2020) consisting of a multitude of service encounters (Yachin, 

2018) in which experience is richly and viscerally lived (de Jong, 2015; Farrelly, 2019). 

Furthermore, notably tourism is highly subject-centred and temporal by nature. Our approach 

subsequently provides more contextual detail to pre-core-post experience in journeys, be it a 

consumption- purchase-, or visit-focused journey and confirms that experience is a source of 

knowledge for researchers as well as practitioners (Jaziri, 2019). Finally, our approach expands 

the practitioner’s toolkit and helps marketing and tourism practitioners grasp the not directly 

attainable and thin traits of life experiences of customers and tourists and, more broadly, 

consumers in everyday life. This renders potential for facilitating richer visceral, memorable, 

and subject-centred experiences. 

 

 

THEORETICAL UNDERPINNINGS 
 

Setting the stage 

 

Contemporary marketing logics agree that experience is dynamic and multifaceted by 

its very nature. For example, it can vary in duration and may contain unforeseen events, turns, 

obstacles, detours and repetitions (Hamilton & Price, 2019). Hence, practice and theory often 

point to the ‘journey metaphor’ to make sense of experience as the past, present, and future 

(Hamilton & Price, 2019; Zaltman & Zaltman, 2008). In understanding the phenomenological 

approach to accumulating and shaping the process of experience, we should focus on 

consumers’ lifeworlds and everyday experiences (Carù & Cova, 2003) and acknowledge both 

the personal and subjective nature of experience (Arnould & Price, 1993; Holbrook & 

Hirschman, 1982) and the undisputable intentionality of experience (Cerbone, 2008; 

Heidegger, 1962; Legrand, 2007) that basically refers to the idea that experience is always of 

or towards something. Experience is individually intrasubjective and socially intersubjective, 

lived and imaginary, previous (even nostalgic), current, imaginary, future, and temporal in 

nature, and it emerges from individually determined social contexts (Caru & Cova, 2015; 

Ellway & Dean, 2016; Heinonen, Strandvik, & Voima, 2013; Helkkula et al., 2012; Ryynänen & 

Heinonen, 2018). The beneficiary (i.e., consumer or more specifically a customer or tourist) 

plays an active role in the dynamic formation of experience and is seen as both an interpreter 

of and a contributor to experience (Gummerus, 2013). 

The formation of experience occurs throughout all phases of decision-making and 

consumption processes (Jain, Aagja, & Bagdare, 2017) in the consumer’s phenomenological 

lifeworld context (McColl-Kennedy, Cheung, & Ferrier, 2015). Even though such a spatial 

context suggests that experience is externally observable, in contrast, it is not always 

observable (Lipkin, 2016); as such, experience may even be an inner realism (Helkkula & 

Kelleher, 2010). Furthermore, it is related to the subject’s circular and nonlinear interpretation 

and sense-making, which is built on the individual’s (and sometimes collective) visible and 

invisible actions and interactions (Caru & Cova, 2015; Dube & Helkkula, 2015; Heinonen et al., 

2010; Heinonen et al., 2013; Helkkula & Kelleher, 2010; Helkkula et al., 2012; Lipkin, 2016; 

McColl-Kennedy et al., 2015; Schembri, 2006). Thus, the shaping of experience is eminently 

constant and dynamic. 

In interpretive approaches that investigate experience, we distinguish the processual 

and sense-making perspectives. The former is strong in creating subject (consumer, customer 

or tourist) insights through temporally mapping experiences, which is especially helpful to 

managing them accordingly. This is oftentimes done through, for example, journey mapping 
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techniques. In more generic a consumption context, one may consider pre-use, use and post-

use phases (e.g., Hamilton and Price (2019)). Customer journeys are oftentimes investigated 

in pre-purchase, purchase and post-purchase phases (e.g., Lemon and Verhoef (2016)) and 

tourist journeys are conceptualised as pre-visit, onsite and post-visit phases (e.g., Godovykh 

and Tasci (2020)). Despite each in different contexts, these journeys have in comment that 

they revolve around a pre-core-post journey process. However, the processual view is 

oftentimes considered a linear approach that creates an (over)simplified picture of how 

experience is shaped (Lipkin, 2016). On the other hand, the sense-making perspective creates 

rich insights into how and what subjects experience based on robust theoretical and 

philosophical underpinnings (e.g., (Weick, 1995)). Despite acknowledging that experience can 

be (re-)lived or imaginary and about the past, present and future (Helkkula et al., 2012), the 

sense-making view does not focus on how experience is temporally shaped and how it evolves 

over time. 

To date, there remains a clouded understanding of several issues. For example, where 

and how does experience incept both subject-owned experiences and subject-provider 

interactions? How does experience develop over time (McColl-Kennedy et al., 2015) in terms 

of the micro processes? How does ‘pre-experience’ evolve into ‘core-experience’ and ‘post-

experience’ accordingly? How is experience experienced over time in terms of intensity? 

Below these unanswered questions that focus on experience extremities, there lies a 

fundamental methodological quest, namely, to gain access in the most direct way to 

experience and placing experience, in its entirety, at the heart of investigation. Hence, this 

chapter puts forward and explores autohermeneutic phenomenology as a lens through which 

we can better understand experience’s deepest roots. 

 

Hermeneutic phenomenology 

 

Edmund Husserl and Martin Heidegger launched the movement of phenomenology 

and formed the backdrop of the later works of Maurice Merleau-Ponty, and Hans Georg 

Gadamer. Etymologically speaking, ‘phenomenon’ means ‘that which shows itself in itself’, 

and ‘logos’ refers to ‘letting something be seen’ (Heidegger, 1962, pp. 51, 57). As Heidegger 

(1962, p. 58) famously explicated, ‘Thus, ‘phenomenology’ means to let that which shows itself 

be seen from itself in the very way in which it shows itself from itself. This is the formal meaning 

of that branch of research, which calls itself ‘phenomenology’. However, here we are 

expressing nothing else than the maxim formulated above ‘to the things themselves!’’ Hence, 

phenomenology is a way of accessing the world as we experience it in our daily existence (Van 

Manen, 2016a) and attempting to systematically uncover and richly describe the structures of 

and explicate the meanings of our ‘lived experience’ (Van Manen, 2016b). Rather than 

taxonomising or classifying the experiences of our world, in phenomenology, the focus lies on 

understanding our world as we ‘prereflectively’ live through it (Van Manen, 2016b); therefore, 

this approach excepts itself from the Cartesian mind-body duality. 

Phenomenology originally fell within the purview in two schools: the Husserlian 

school of reflective phenomenology and the Heideggerian school of hermeneutic 

phenomenology (von Herrmann, 2013). While departing from the viewpoint of returning to 

the things themselves, reflective phenomenology involves the analytical isolation of 

phenomena, while hermeneutic phenomenology involves analysis in situ, thereby 

emphasising the role of interpretation (Gorichanaz, 2017). The former, also known as 

transcendental phenomenology, assumes that the researcher can ‘transcend’ phenomena 

and meanings under investigation (Sloan & Bowe, 2014). In other words, when using this 
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approach, one settles for generic descriptions of essences of phenomena under investigation 

without deploying a fine-grained view of them (Smith & Shinebourne, 2012). Descriptive 

phenomenology ends when one has identified ‘the things themselves’ (Sloan & Bowe, 2014). 

The latter, hermeneutic phenomenology (also referred to as interpretive phenomenology), 

pierces the essences of phenomena (ontologically) by first considering its outward 

manifestations (ontically) (Gorichanaz, 2017). In other words, the study of the being of 

concepts departs with empirical investigation. In contrast to descriptive phenomenology, 

where, in the making-present process, a certain ‘reflective objectivisation’ of the meanings of 

experiences takes place, Heidegger advocated that an observer cannot separate themself 

from the phenomenological process of identifying essences. This suggests that one cannot 

investigate ‘things in their appearing’ and their essences while remaining neutral and being 

detached from them (Langdridge, 2007; Sloan & Bowe, 2014). Instead, one ‘is in the world’, 

and the making-present act takes place within an hermeneutic understanding (von Herrmann, 

2013). Therefore, in hermeneutic phenomenology, interpretation is paramount. It is 

hermeneutics, i.e., the analysis and interpretation of the text of lived experience (Bleicher, 

2017; Van Manen, 2016b), that makes Heideggerian phenomenology into hermeneutic 

phenomenology (Sloan & Bowe, 2014). 

We dwell on hermeneutic phenomenology in our plea to advance the methodological 

toolkit of investigating experience extremities for the following reasons. First, it is not merely 

a descriptive ‘bracketing’ exercise but rather an intense interpretation of a text. Furthermore, 

temporality is a cornerstone in hermeneutic phenomenology and plays a generally accepted, 

important role in experience. Third, this approach allows us to be directly within the 

phenomenon of experience and ‘look into its face’. 

 

Putting the ‘I’ in the equation 

 

 It is clear by now that hermeneutical phenomenology offers us the chance to closely 

study, directly describe and interpret the essences of our experiences as they show 

themselves to us. In doing so, a first-person introspective approach allows us to turn ourselves 

straight towards the phenomenon at hand. In the investigation of experience, the focal point 

is and should always be our own experience as we live it. Two aspects are important to take 

into account. 

First, autohermeneutic phenomenology allows us to trace an experience back to its 

very beginning and where and how it was triggered to understand how it was formed. In other 

words, we need to analyse the ‘where’ and ‘how’ experience incepts, which are also referred 

to as the ‘inceptuality’ of experience (Heidegger, 2012b; Van Manen, 2016a)). This notion was 

initiated by Heidegger (2012b), who referred to ‘inceptual thinking’. We borrow this notion 

because it may be helpful in regard to gaining sudden insights that reveal the truth about a 

certain phenomenon. Such a perspective involves a ‘inceptual reduction’ that consists of 

orienting one’s self to the original beginning of the phenomenon and can be especially helpful 

when identifying emergent patterns regarding how a phenomenon originated and came into 

being (Van Manen, 2016a). Where in experience itself, the subject is the creator and agent of 

the experience, the inception of experience does not depend on either of these factors and 

may occur unforeseen and unplanned, or as phenomenologists explain, as a gift or a grace 

(Van Manen, 2016a). A drawback of this perspective is that there is no programmed method 

or fixed procedure. Instead, the phenomenology of inception challenges us to find our way 

back to the beginning (Van Manen, 2016a), to the very moment where something showed 

itself or where that what gives itself gave itself (Heidegger, 2012a). Concretely, the notion of 
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inceptual thinking can be borrowed to detect specific triggers that incept a customer or tourist 

experience. Hence, the in situ experience should be expanded by what elements caused and 

gave rise to such experience. Through this, researchers and practitioners can ascertain when 

and how experiences commence and how subsequently such experiences evolve. The insights 

resulting from this can be valuable to take note of and to anticipate on in the enhancement 

of experiences. 

Second, (auto)hermeneutic phenomenology commits itself to experiencing 

temporality. Hence, such an approach lends itself well to observing how experience evolves 

over time. Such observation can contribute to comprehending experience’s shaping process. 

To do so, the subject should record how experiences appear to him/herself over time, from 

inception to the past, present, future and both the lived and imaginary. This notion can be 

applied to make sense of how experience evolves across pre-core-post experience journeys. 

 

 

FRAMEWORK DEVELOPMENT 
 

Guidelines for capturing the experience extremities 

 

 In (auto)hermeneutic phenomenology, the genuine phenomenological method is 

about creating one’s path instead of following a path (Heidegger, 1982; Van Manen, 2016a). 

This brings about the difficulty that there is not only one recipe for high-quality texts (Van 

Manen, 2016a). Nevertheless, we can give directions for creating rich descriptions of 

phenomena in the quest of making sense of them. Along these lines, we propose guidelines 

for capturing experience, which are consolidated in the following framework. Each guideline 

is shortly exemplified in the scope of the tourism field. 

 

Centre the self as subject and object of observation 

Inceptions may occur as a sudden moment or twist (Van Manen, 2016a), while 

experience evolves over time and is a dynamic process (Helkkula et al., 2012; Thompson, 

Locander, & Pollio, 1989). Thus, to reach experience extremities, one should reach for the 

entire experience spectrum itself. Experience is a difficult-to-grasp concept, and its aspects 

are often taken for granted and thus go unnoticed, unremembered and unrecounted 

(Gorichanaz, 2017). As such, postexperience researcher-subject methods (for example 

interviews and surveys) face difficulties in regard to grasping the full picture. Self-observation 

helps overcome this challenge and stems from the insight that experiential phenomena can 

only be observed by the person having the experience (Gorichanaz, 2017; Rodriguez & Ryave, 

2002). This basically implies that the same self is both the subject and object of observation 

(Legrand, 2007) and as such aims to bring occurrence and data collection as close as possible 

to each other, thereby leading to more accurate and vivid data (Gorichanaz, 2017). In tourism, 

this would imply that a researcher or tourist marketeer observes his/her own experiences 

while taking part of tourist activities. 

 

Value the ordinary 

Data collection should not underestimate the power of ‘ordinary’ daily activities. The 

idea that experience occurs in one’s lifeworld can be applied to different contexts. In 

particular, such daily and ordinary events contain everyday intelligibility, which is in line with 

our scientific endeavour to lay out an approach that discovers, describes and analyses 

everyday social phenomena (Rodriguez & Ryave, 2002; Sacks, 1992). Exemplifying this, a 
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researcher or tourist marketeer can immerse in typical tourist activities. This does not 

particularly mean to join the climaxes of travel trips. We notably advocate to engage in the 

ordinary, meaning that a researcher can join a group of tourists in visiting a museum, joining 

in social activities or simply taking careful note of his/her experience before and after any 

onsite occasions. 

 

Embrace eclectic techniques 

In bringing experiences to light, one can consider different techniques that are 

consistent with (systematic) self-observation principles (Gorichanaz, 2015, 2017; Rodriguez & 

Ryave, 2002; Wheeler & Reis, 1991). For example, interval, event-contingent and free-format 

narrative recording and in situ self-interviews. Interval recording refers to registering notes at 

specific moments in time. Event-contingent recording implies recording experiences at any 

time when an event occurred. Free-format narrative recording allows us to freely create thick 

descriptions without any further guidelines. Finally, in situ self-interviews can be deployed to 

capture detailed experiences, including visceral sensation, which is a need that has been 

pointed out recently (Becker & Jaakkola, 2020). Phenomenological invitations to describe 

experiences such as ‘Tell me about your experience right now’ and open questions such as 

‘How do you live through this experience and what does it mean to you?’ can guide such self-

interviews. Concretely, tourism researchers and practitioners may switch back and forth 

between different techniques to render rich insights and triangulate findings with each other. 

Exemplifying this more specifically, one can adopt the principles of event-contingent 

recording in attaining information from tourist on moments of truths in pre-core-post 

experiences. 

 

Move along the hermeneutic circle 

In regard to analysing the data, in line with the (auto)hermeneutic phenomenological 

tradition, we pay special attention to the circular nature of hermeneutic analysis, which is also 

commonly known as the ‘hermeneutical circle’ (Gadamer, 1982; Heidegger, 1962). This is the 

continuous sense-making process that focuses on moving back and forth between individual 

parts and the overall text (Dreyfus, 1991; Helkkula et al., 2012; Sloan & Bowe, 2014). By 

spiralling through reading, reflective writing and interpretation, one can reach a sensible 

meaning (Laverty, 2003). In this abductive process, the ‘existentials’ of Van Manen (2016a), 

which consist of lived relations (relationality), lived bodies (corporeality), lived space 

(spatiality), lived time (temporality), and lived things and technology (materiality), may serve 

as a guiding typology for reflection on the data under analysis (Sloan & Bowe, 2014). 

Specifically for the tourism field, the hermeneutic circle can guide in making sense of tourists’ 

experiences on different aggregation levels. For example, what does one specific event mean 

to a tourist in relation to one’s higher order goals in life? The core idea for researchers and 

practitioners interested in recording tourist experience is to appreciate the continuous and 

meticulous recording and analysis of experience at different aggregation levels. 

 

Safeguard depth of the think piece 

Depth is key in phenomenological work. It can be created through rich descriptions 

that explore meaning structures that extend beyond what is immediately experienced (Van 

Manen, 2016a). To assure the depth of phenomenological work, Van Manen (2016a) proposed 

seven evaluative criteria. First, in heuristic questioning, one poses the question of whether the 

text induces a sense of wonder and questioning attentiveness. Second, descriptive richness 

assesses whether the work contains rich and noticeable experiential material. The third 
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criterion, interpretive depth, appraises the extent of reflective insights that go further than 

the taken-for-granted understandings of daily life. Fourth, distinctive rigor questions whether 

the text is constantly guided by a self-critical question of the distinct meaning of the 

phenomenon in quest. Strong and addressive meaning assesses if the writing resonates and 

speaks to the reader. The sixth factor, experiential awakening, asks whether the think piece 

awakens prereflective or primal experiences through vocative and presentive language. 

Finally, inceptual epiphany questions the extent to which the work offers the possibility of 

deeper and original insights. These elements can be also applied by researchers and 

practitioners in a tourism context. One should pay careful attention to whether the tales of 

the experience safeguard depth and meaning and is not too descriptive. If properly applied, a 

reader might have the feeling of (re-)living or imagining the experience. This principle can be 

for example applied to attract and convince tourists to purchase and consume certain 

services. 

 

A guiding framework for autohermeneutic phenomenological studies 

 

Through a careful synthesis of the guidelines, we crafted a framework that presents 

the guidelines in a coherent way, which can be used for guidance in conducting 

autohermeneutic phenomenological studies. At the heart of the framework, the self is centred 

as the object and subject of the research. In other words, the researcher ‘looks at himself in 

the mirror’. This process is accommodated through eclectic research techniques. The 

techniques are, and should be, flexible as long as they grant access to the lived experience 

through building thick descriptions. Furthermore, the framework depicts that the ordinary 

and the taken-for-granted experiences form the locus of observation over time. These three 

elements continuously move through the hermeneutic circle, which challenges making sense 

of the data. These guidelines are continuously appraised through the seven evaluative criteria 

discussed in safeguarding a think piece’s depth. 

 

--------------------- 

FIGURE 1 HERE 

-------------------- 

 

 

Figure 1 - A guiding framework for autohermeneutic phenomenological studies 

 

 

CONCLUSION 
 

With an increasing interest within marketing and tourism theory and practice in 

experience, it is superfluous to state how important it is to profoundly understand experience. 

Although the interpretive stream has increasingly become wider, the methodological 

opportunities for directly accessing experience remain rather sparse, especially those tapping 

into customers’ and tourists’ experience (e.g., Godovykh and Tasci (2020)). In response, this 

think piece initiates a precise contemplation of autohermeneutic phenomenology in the 

marketing and tourism realm that offers a more rigorous and invasive way to study 

experience. 

Our approach autohermeneutic phenomenological perspective allows for touching 

upon a deeper characterisation of, so far unnoticed, experience. Examples are the inception 
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and evolution of experience throughout pre-core-post journeys, its sensitivity to 

contingencies, and the twilight zone between experience facilitated provider-owned and 

unowned touchpoints. Another challenge is the elicitation of experience of intangible 

offerings before actual consumption (Rather, 2020) and experience as lived, that is in situ, 

instead of as evaluated (Kim & Chen, 2018). These examples are notably applicable to 

consumption-related and experientially intensive fields such as tourism for several reasons. 

First, it is highly subject-centred and temporal in nature. Second, it is generally accepted that 

tourism is service- and encounter-intensive (Yachin, 2018) lived in by the subject in a viscerally 

rich fashion (de Jong, 2015).  

As touchpoints in journeys are increasingly blurred and digitalized making it difficult 

to sense and respond to experience, researchers and practitioners in the tourism industry are 

increasingly challenged with creating memorable experiences for ever demanding customers. 

The guidelines we propose in this chapter make it possible to address these challenges from 

an in-depth micro-level perspective, which begs in the first place for putting ourselves back in 

the shoes of the tourist however mundane the encounters or non-touchpoints may appear. 

Furthermore, engaging customers in the experience seeking process by involving the elements 

and questions we proposed in our framework can help identify the most critical touchpoints 

in the customer journey or beyond. The proposed guidelines may help to systematically map 

the possible experiences in the journey and provide the ingredients to improve service quality 

or even help (re-)design service strategies based on an in-depth understanding of what 

customers experience.  

With this chapter, we also hope to set a stage for a further discussion and empirical 

research on the broadening and deepening of experience’s methodological palette. Because 

this approach in marketing and tourism is in its infancy, we call for scholars to provide the 

empirical evidence to solidify the potential of autohermeneutic phenomenology in regard to 

tapping into the characterisation of experience. 
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