
Citation: Hwang, J.; Joo, K.; Moon, J.

Relationships among Experience

Economy, Tour Quality, Tour

Satisfaction, and Word-of-Mouth in

the Senior Tourism Context in Korea:

The Moderating Role of Tour

Guiding Services. Sustainability 2023,

15, 6367. https://doi.org/10.3390/

su15086367

Academic Editor: Erdogan Koc

Received: 17 March 2023

Revised: 5 April 2023

Accepted: 6 April 2023

Published: 7 April 2023

Copyright: © 2023 by the authors.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license (https://

creativecommons.org/licenses/by/

4.0/).

sustainability

Article

Relationships among Experience Economy, Tour Quality, Tour
Satisfaction, and Word-of-Mouth in the Senior Tourism Context
in Korea: The Moderating Role of Tour Guiding Services
Jinsoo Hwang 1 , Kyuhyeon Joo 1 and Joonho Moon 2,*

1 The College of Hospitality and Tourism Management, Sejong University, Seoul 05006, Republic of Korea
2 Department of Tourism Administration, Kangwon National University, Chooncheon 24341, Republic of Korea
* Correspondence: joonhomoon0412@gmail.com

Abstract: The senior tourist market is growing, because the number of elderly people is increasing
in Korea. It is widely accepted that experience in travel is more important than any other factor.
Thus, the aim of this study was to examine the importance of the experience economy and its
impact on outcome variables with the moderating role of tour guiding services in the senior tourism
industry. This study more specifically proposed that there is a positive relationship between the
four dimensions of the experience economy, which include education, entertainment, aesthetics, and
escapism, and tour quality. In addition, it was proposed that tour quality has a positive influence
on tour satisfaction and word-of-mouth. Lastly, this study investigated the moderating role of a
tour guide service in the relationship between the experience economy and tour quality. The data
were collected from 323 seniors who had experienced an overseas package tour in Korea. In order to
test the proposed model, this study employed confirmatory factor analysis and structural equation
modeling analysis. The data analysis results indicated that entertainment and aesthetics play a
significant role in the formation of tour quality. The results of the data analysis also showed that tour
quality has a positive influence on tour satisfaction, which in turn positively affects word-of-mouth.
Furthermore, a tour guide service moderated the relationship between aesthetics and tour quality.

Keywords: elderly tourists; experience economy; tour guiding service; tour satisfaction

1. Introduction

Korea has a high proportion of elderly people in its population, because it has one of
the fastest aging populations in the world. The elderly population aged 65 or older was
approximately 9,000,000 in 2022, which accounts for 17.5% of the total population [1]. In
addition, the proportion of the elderly population is expected to increase rapidly from
15.7% in 2020, exceed 20% in 2025, exceed 30% in 2035, and exceed 40% in 2050 [2]. These
statistics show that it is anticipated that the senior tourism industry in Korea will experience
significant growth [3], because travel provides health benefits, which include reducing
stress, improving people’s moods, and promoting physical activity [4].

This study tries to explain the importance of experience economy in senior tourism.
The 4Es or experience economy model created by Pine and Gilmore in 1999 has gained
significant popularity and is frequently utilized for comprehending tourist characteris-
tics [5–7]. In particular, Hwang and Lee [3] applied the experience economy framework
to senior tourists and showed its internal consistency and validity in the senior tourism
market. Pine and Gilmore’s framework comprises four components: education, entertain-
ment, aesthetics, and escapism. These components are categorized based on the level of
consumers’ engagement and emotional attachment to specific events or performances. It is
more important than anything else to provide them with a memorable experience in order
to increase travel satisfaction [8]. An experience is defined as an event that engages an
individual personally, and it is crucial in regards to influencing consumer behavior, because
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consumers are more attracted to experiential benefits, which include fun, fantasies, and
emotions [9,10]. This means that tourists tend to seek experiences that will create lasting
memories and emotions in the field of tourism as opposed to just visiting a destination
for its sights and attractions. It is therefore required to develop travel packages that can
provide tourists with unforgettable experiences [5]. There have been very few studies
that are related to experience economy in the field of tourism for the elderly, so studies
that predict tourist behavior by applying experience economy have been continuously
conducted in the tourism industry.

In addition, it is necessary to identify the role of tour guide services as a moderator in
regards to explaining the formation of tour quality, because tour guides play an important
role in giving tourists the moment of truth in package tours [11]. Tourist guides are more
important for elderly tourists than for young tourists because elderly tourists expect more
from tour guides during the tour [12]. For this reason, this study aims to determine what
effect the tour guide service has on the relationship between experience economy and
tour quality.

In summary, the current study was designed in order to examine the importance of
the experience economy in the field of senior tourism. The objectives of this study were
more specifically to investigate (1) the effect of the four dimensions of the experience
economy, which include education, entertainment, aesthetics, and escapism, on tour qual-
ity; (2) investigate the influences of tour quality on tour satisfaction and word-of-mouth;
(3) investigate the relationship between tour satisfaction and word-of-mouth; and (4) inves-
tigate the moderating role of a tour guide service in the relationship between the experience
economy and tour quality. In order to achieve the objective, this study used an AMOS
program, which included confirmatory factor analysis and structural equation modeling
analysis. The results of this study would confirm and extend the existing literature by
empirically finding the important role of the experience economy in the senior tourism
industry and its impact on outcome variables with the moderating role of tour guiding
service. In addition, the results of this study will provide important information to travel
agencies that operate elderly tourism packages.

2. Literature Review
2.1. The Experience Economy

According to Oh, Fiore, and Jeong [5], consumers no longer solely seek products/services.
They seek unique and memorable experiences. A memorable experience means that tourists
are positively and consistently recalling good experiences [13]. For this reason, companies
are required to incorporate value into their offerings that can stimulate unforgettable
and satisfactory experiences, because high-quality products or services are no longer
sufficient. Pine and Gilmore’s [14] experience economy, or 4Es, has become a well-known
and widely used framework in regards to understanding consumer experiences. The
concept of memorable experience is a larger concept than experience economy. That is,
the conceptualization of memorable experience in detail is experience economy. Pine
and Gilmore’s framework includes four dimensions: education, entertainment, aesthetics,
and escapism, and they are classified based on the level of consumer involvement and
connection to particular events or performances.

First, the dimension of education is related to the desire to learn something new [14].
This dimension is classified as active participation, because the participants need to have an
enthusiastic attitude towards events or performances in order to improve their knowledge,
skills, and abilities. The output level of the educational experience therefore depends
on the participant’s attitudes [5]. The educational experience is additionally considered
absorptive, because the participants’ attention is captured by implanting experiences into
their minds [14]. A good example of the educational experience is the Statue of Liberty. The
tourists can learn about the history of the independence of the United States of America
when they visit the Statue of Liberty in New York City.
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The second dimension of the experience economy is entertainment. Entertainment
is defined as the act of amusing or entertaining people [15]. It is perceived as a passive
activity, because people enjoy watching without actively participating in the events or per-
formances [8]. Moreover, Pine and Gilmore [14] suggested that entertainment is absorptive,
because the participants tend to intently focus on the attractive aspects of the performances
or events. For instance, tourists can enjoy just watching the Fremont Street Experience or
the Silverton Hotel Aquarium in Las Vegas without actively taking part.

Third, the concept of aesthetics in the experience economy refers to how consumers
perceive the physical environment [16]. Aesthetics is characterized by passive participation,
which is where the participants observe or are easily impacted by the sensory appeal of
events or performances [5]. Aesthetics can also be considered as immersion, because the
participants are fully engaged in the events or performances [14]. For instance, Yellowstone
National Park, which is located in the Western United States, is renowned for its geothermal
features and also wildlife. The tourists visit to see the features and wildlife without
changing or affecting its current condition as observers.

Fourth, individuals seek change, which is due to the monotony of daily life, and
one significant method of breaking free from the tedium is by traveling, which offers
mental and physical relaxation [5,16]. Escapism involves active participation, because it
necessitates a passionate attitude towards performances or events. Furthermore, it falls
under the immersion category, because people become entirely engrossed in the events
or performances [14,16]. For instance, one of the adventure sports, which is paragliding,
allows people to perceive a high level of escapism.

The experience economy highly relates to tourist behavior. The experience economy
updated in 2011 also stated that tourists want various experiences, such as holidays abroad,
cultural events, nature experiences in destination, and dining experiences [17]. Penn [18]
and Yeoman and McMahon-Beattie [19] noted that micro trends illustrate the changes that
are occurring in the experience economy and that they are consumer-focused. Thus, numer-
ous researchers applied the experience economy and its four sub-constructs in the tourism
context [3,5,8]. Oh et al. [5] proposed the measurement scale of the experience economy
for the context of tourism research by conducting preliminary qualitative studies and field
surveys. Furthermore, Song et al. [8] applied the experience economy and investigated its
effect on perceived value in the context of temple stay. They found that education, enter-
tainment, and escapism affect perceived functional value, and entertainment, aesthetics,
and escapism affect perceived emotional value. Hwang and Lee [3] also demonstrated that
the four constructs of the experience economy play significant roles in forming tourists’
well-being perception. Extant studies support that the experience economy robustly relates
to tourist behavior, so the present study applied the experience economy in the context of
senior tourism.

2.2. Effect of Economy Experience on Tour Quality

According to Hwang and Lee [20] (p. 2191), tour quality can be defined as “traveler’s
evaluation about the overall excellence of a tour”, and they suggested that tour quality
is viewed as a crucial factor in regards to evaluating tourist satisfaction, which positively
impacts revisit intentions and word-of-mouth. Several of the previous studies concentrated
on increasing tour quality for this reason [20–22].

The consumers are more interested in experiential benefits that provide them with
pleasurable feelings, exciting fantasies, and enjoyable activities [10,23,24]. These types of
experiences are, more importantly, a key factor that affects tour quality [25]. This means
that if tourists have a great experience, such as education, entertainment, aesthetics, and
escapism, they would think that the package tour provides good quality. The empirical
research also supported this relationship. For example, Oh, Fiore, and Jeoung [5] examined
the effect of experience economy on the overall perceived quality using 419 samples, and
they found that esthetics has a positive influence on the overall perceived quality. In
addition, Rajaobelina [26] explored the impact of the customer experience on relationship
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quality with 289 adult respondents from a panel of individuals who reside in Canada. The
results of the data analysis indicated that customer experience is an important factor that
affects relationship quality. More recently, Moon and Han [27] developed a research model
in order to identify the importance of experience in the tourism industry. They suggested
that the experience provided by travel destinations plays an important role in enhancing
the value of travelers. This study proposed the following hypotheses, which are based on
the theoretical and empirical backgrounds.

Hypothesis 1 (H1). Education has a positive effect on tour quality.

Hypothesis 2 (H2). Entertainment has a positive effect on tour quality.

Hypothesis 3 (H3). Aesthetics has a positive effect on tour quality.

Hypothesis 4 (H4). Escapism has a positive effect on tour quality.

2.3. Effect of Tour Quality on Tour Satisfaction

Travel satisfaction can be viewed as a tourist’s emotional response, which is based
on his/her cognitive evaluation of the travel [28]. The concept originated from Oliver’s
expectancy–disconfirmation paradigm [29], which proposed that the customers have a
particular set of expectations when they purchase a tour package, which was based on their
prior experiences. This means that the travelers will be satisfied if the travel exceeds their
expectations, and the travelers will be dissatisfied if the travel is lower than expected.

In addition, it is widely known that tour quality is an important antecedent of tour
satisfaction [15,20,24,25]. For example, Lee, Jeon, and Kim [30] proposed a theoretical
model in order to explore the effect of tour quality on tour satisfaction using the case of
Chinese tourists in Korea. Their data analysis results indicated that tour quality helps
in order to enhance tour satisfaction. More recently, Hwang, Asif, and Lee [25] collected
data from duty-free travelers in order to find the relationship between tour quality and
tour satisfaction. They suggested that tour quality positively affects tour satisfaction. In
addition, Hwang and Lee [20] examined the significance of tour quality, and they revealed
that tour quality is an important predictor of tour satisfaction. The following hypothesis is
proposed as a result of the above arguments.

Hypothesis 5 (H5). Tour quality has a positive effect on tour satisfaction.

2.4. Effect of Tour Quality on Word-of-Mouth

Word-of-mouth is defined as “informal, person to person communication between
a perceived noncommercial communicator and a receiver regarding a brand, a product,
an organization or a service” [31] (p. 63). The customers are inclined to share the positive
aspects of the products or services with others when they are happy with certain prod-
ucts or services [31,32]. In addition, it is commonly acknowledged that word-of-mouth
has more impact than commercial advertising when it comes to selecting products or
services, because the information is obtained from acquaintances, such as family, relatives,
and friends [33].

The current study suggests the effect of tour quality on word-of-mouth, which is
based on empirical studies. Liu and Lee [34] collected data from 484 low-cost airline
passengers in order to identify the relationship between service quality and word-of-mouth.
They showed that good service quality leads to positive word-of-mouth. Wang, Tran, and
Tran [35] additionally examined how perceived quality affects word-of-mouth, which is
based on 303 domestic tourists. They argued that perceived quality plays an important role
in the formation of word-of-mouth. As a result, it is reasonable to propose the following
hypothesis, which is based on the empirical backgrounds. Hwang, Asif, and Lee [25]
investigated the relationship between tour quality and word-of-mouth in the tourism
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industry. They found that when tourists perceive a high level of tour quality, they are more
likely to say positive things to others.

Hypothesis 6 (H6). Tour quality has a positive effect on word-of-mouth.

2.5. Effect of Tour Satisfaction on Word-of-Mouth

This study proposed the relationship between tour satisfaction and word-of-mouth,
which is based on the following theoretical and empirical evidence. It is widely known
that customers with a high level of satisfaction tend to have a favorable behavioral
intention [36,37]. For example, Huang, Weiler, and Assaker [38] developed a research
model in order to find the effect of satisfaction on behavioral intentions. They collected
data from 287 Chinese tourists and suggested that the tourists are more likely to have
a high level of behavioral intentions when they are satisfied. Wang, Tran, and Tran [35]
also examined how satisfaction affects word-of-mouth using 303 domestic tourists. They
revealed that satisfaction is an important predictor of word-of-mouth. Recently, Preko,
Mohammed, Gyepi-Garbrah, and Allaberganov [39] proposed a relationship between tour
satisfaction and word-of-mouth in the tourism industry. They suggested that tour satisfac-
tion has a positive influence on word-of-mouth. As a result, the following hypothesis is
therefore proposed.

Hypothesis 7 (H7). Tour satisfaction has a positive effect on word-of-mouth.

2.6. The Moderating Role of Tour Guiding Service

A tour guide refers to “a person who guides groups or individuals on visits around the
buildings, sites, and landscapes of a city or region and who interprets in the language of the
visitor’s choice, the cultural, natural heritage, and environment” [40] (p. 178). Tour guides
are commonly referred to as coordinators, information providers, and sources of knowledge
during travel packages for this reason [41,42]. Tour guides play a critical role in tour pack-
ages, because they act as a bridge between tourist destinations and visitors [43]. The quality
of their services is therefore crucial in regards to determining tourist experiences [44,45].

This means that even if the travelers have a great experience at a destination, they
would think that the quality of the trip will not be good if the guide service is not good.
Thus, this study proposed the moderating role of a tour guide service in the relationship
between experience economy and tour quality.

Hypothesis 8a (H8a). The tour guide service moderates the relationship between education and
tour quality.

Hypothesis 8b (H8b). The tour guide service moderates the relationship between entertainment
and tour quality.

Hypothesis 8c (H8c). The tour guide service moderates the relationship between aesthetics and
tour quality.

Hypothesis 8d (H8d). The tour guide service moderates the relationship between escapism and
tour quality.

3. Methodology
3.1. Research Model

Figure 1 shows the research model, which was developed based on the eight hypothe-
ses that are presented in the theoretical background.
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3.2. Measurement Items

A total of seven concepts were measured that were based on the measurement items
whose reliability and validity were evaluated by the previous studies in the tourism
industry. First, 16 measurement items were cited from Hosany and Witham [16] and
Oh et al. [5] in order to measure the experiential economy, which includes education,
entertainment, aesthetics, and escapism. Three measurement items were used in studies by
Oh [46] and Taylor and Baker [47] for tour quality, and three measurement items for tourism
satisfaction were cited in studies by Chang [48] and Lee et al. [30]. Three measurement
items from Hennig-Thurau, Gwinner, and Gremler [49] were used in the study for word-
of-mouth. Finally, this study cited three measurement items from Jin, Lin, and Hung [50]
for tour guide services, which included the following factors: the tour guide service was
effective, the tour guide’s communication skills were excellent, and the tour guide’s attitude
was good. The measurement items of each concept were measured using a 7-point Likert’s
scale, which ranged from (1) strongly disagree to (7) strongly agree. Statistical analysis in
this study was performed using two pieces of software: SPSS for descriptive statistics and
AMOS for testing the measurement model and structural model.

3.3. Data Collection

A face-to-face survey was conducted in Seoul, Korea. The target sample was elderly
tourists who had experienced an overseas package tour within the last 6 months. In other
words, the respondent is an elderly person who purchases package products in Korea and
travels abroad from Korea. The legal standard for an elderly person in Korea is 65 years of
age, so the survey began after confirming that the respondents were 65 years of age or older
before starting the survey. The purpose of the survey was clearly explained to the respon-
dents, and the interviewer explained questions that were confusing or unknown during the
survey in order to enhance the understanding of the survey. A total of 400 questionnaires
were distributed, and 382 of them were collected. Finally, 59 samples, which included
insincere respondents and multivariate outliers, were deleted, and 323 samples were used
for the final statistical analysis.

4. Results
4.1. Demographic Characteristics

Table 1 shows the demographic characteristics of the respondents. There were
95 (29.4%) respondents, and there were 228 female respondents. In addition, there were
slightly more people in their 60s, which totaled 58.2%, (n = 188) than people in their 70s,
which totaled 41.8%, (n = 135), and the average age was 69.16 years old. More than half
of the respondents (55.1%) were college graduates (n = 178), and most of them, totalling
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96.6%, were married (n = 312). Finally, 22% (n = 71) of the respondents reported that their
monthly income was between USD 3001.00 and USD 4000.00.

Table 1. Respondent profile (n = 323).

Variable n Percentage

Gender
Male 95 29.4
Female 228 70.6

Age
60s 188 58.2
70s 135 41.8
Mean age = 69.16 years old

Education Level
High school diploma 74 22.9
Associate’s degree 30 9.3
Bachelor’s degree 178 55.1
Graduate degree 41 12.7

Marital Status
Single 3 0.9
Married 312 96.6
Others (divorced and widow/widower) 8 2.5

Monthly income (Korean won)
Less than 1 million 8 2.5
USD 1000~USD 2000 54 16.7
USD 2001~USD 3000 57 17.6
USD 3001~USD 4000 71 22.0
USD 4001~USD 5000 56 17.3
USD 5001~USD 6000 47 14.6
More than USD 6001 30 9.3

4.2. Confirmatory Factor Analysis

This study employed an AMOS (Analysis of Moment Structures) program for con-
firmatory factor analysis and structural equation modeling analysis. Table 2 shows the
results of the confirmatory factor analysis. The factor loadings of all measurement items of
the seven concepts were found to exceed 0.807, and the p-value showed that the statistical
significance level was also less than 0.001. The statistical fit level of the measurement model
is also indicated in Table 2 (χ2 = 754.861, df = 250, χ2/df = 3.019, p < 0.001, NFI = 0.934,
IFI = 0.955, CFI = 0. 955, TLI = 0.946, and RMSEA = 0.079). The results fitted the standard
value that χ2/df was less than 5.0, all index values (NFI, IFI, CFI, and TLI) were over 0.9,
and RMSEA was less than 0.08 [51].

The results of the correlation analysis between the construct concepts are shown in
Table 3. The composite reliabilities of the seven proposed concepts ranged from 0.942 to
0.959, the average variance extracted value of each concept exceeded ranged from 0.803 to
0.887, and the square value of the correlation coefficient between all concepts was lower
than the average variance extracted value. The results indicated that internal consistency
(CR > 0.7), convergent validity (AVE > 0.5), and discriminant validity (correlation2 < AVE)
satisfied the cutoff [51,52]
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Table 2. Confirmatory factor analysis: Items and loadings.

Construct and Scale Items Standardized
Loading a

The experience economy
Education

I learned a lot during the package tour. 0.917
The package tour made me more knowledgeable. 0.927
The package tour was a real learning experience. 0.895
The package tour stimulated my curiosity to learn new things. 0.857

Entertainment
The package tour kept me amused. 0.952
Activities in the package tour were really captivating. 0.938
The package tour was entertaining. 0.807
The package tour was fun. 0.880

Aesthetics
The sightseeing places visited through the package tour were attractive. 0.934
The atmosphere of the sightseeing places visited through the package tour was good. 0.941
The atmosphere of the sightseeing places visited through the package tour attracted my attention. 0.910
I felt in harmony with the environment of the sightseeing place that I visited through the package tour. 0.882

Escapism
I completely escaped from my daily routine during the package tour. 0.974
The package tour let me imagine being someone else. 0.949
I felt I was in a different world during the package tour. 0.842
I felt like I was in a different place during the package tour. 0.849
Tour quality
The package tour provided good quality. 0.955
The quality of the package tour was reliable. 0.957
The package tour provided a high level of quality. 0.913
Tour satisfaction
I was satisfied with the package tour. 0.928
I was happy with the package tour. 0.955
I was delighted with the package tour. 0.943
Word-of-mouth
I encourage others to use the travel agency. 0.917

I would like to spread the news about the good aspects of the travel agency to others. 0.962
I would like to recommend the travel agency to others. 0.924

Goodness-of-fit statistics: χ2 = 754.861, df = 250, χ2/df = 3.019, p < 0.001, NFI = 0.934, IFI = 0.955, CFI = 0.955, TLI = 0.946, and RMSEA = 0.079

Notes: a All factor loadings are significant at p < 0.001, NFI = Normed Fit Index, IFI = Incremental Fit
Index, CFI = Comparative Fit Index, TLI = Tucker–Lewis Index, and RMSEA = Root Mean Square Error
of Approximation.

Table 3. Descriptive statistics and associated measures.

No. of Items Mean (SD) AVE (1) (2) (3) (4) (5) (6) (7)

(1) Education 4 4.37 (0.90) 0.809 0.944 a 0.711 b 0.731 0.714 0.728 0.715 0.627
(2) Entertainment 4 4.48 (0.97) 0.803 0.506 c 0.942 0.765 0.706 0.690 0.706 0.648
(3) Aesthetics 4 4.68 (1.03) 0.841 0.534 0.585 0.955 0.709 0.703 0.665 0.660
(4) Escapism 4 4.80 (1.18) 0.820 0.510 0.498 0.503 0.948 0.691 0.730 0.596
(5) Tour quality 3 4.44 (1.04) 0.887 0.530 0.476 0.494 0.477 0.959 0.794 0.706
(6) Tour satisfaction 3 4.31 (1.16) 0.886 0.511 0.498 0.442 0.533 0.630 0.958 0.786
(7) Word-of-mouth 3 4.38 (1.02) 0.873 0.393 0.420 0.436 0.355 0.498 0.618 0.954

Notes: SD = Standard Deviation, AVE = Average Variance Extracted, a Composite reliabilities are along the
diagonal, b Correlations are above the diagonal, and c Squared correlations are below the diagonal.

4.3. Structural Equation Model Analysis

Table 4 shows the results of the structural equation model analysis, which was conducted
for testing the proposed hypotheses. The results showed the statistical goodness level that
was suggested by Anderson and Gerbing [51] (χ2 = 815.882, df = 258, χ2/df = 3.162, p < 0.001,
NFI = 0.929, IFI = 0.950, CFI = 0.950, TLI = 0.942, and RMSEA = 0.082). According to the
results of statistical analysis, among the four sub-dimensions of experience economy,
entertainment (β = 0.387 and p < 0.05) and aesthetics (β = 0.376 and p < 0.05) had a significant
effect on tour quality, so Hypothesis 2 and Hypothesis 3 were accepted. Furthermore, tour
quality had a positive effect on tourism satisfaction (β = 0.903 and p < 0.05) and word-
of-mouth (β = 0.556 and p < 0.05), so Hypothesis 5 and Hypothesis 6 were accepted.
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Finally, tourism satisfaction was found to play an important role in regards to forming
word-of-mouth (β = 0.283 and p < 0.05), so Hypothesis 7 was accepted.

Table 4. Standardized parameter estimates for structural model.

Standardized Estimate t-Value Hypothesis

H1 Education → Tour quality 0.097 1.385 Not supported
H2 Entertainment → Tour quality 0.387 4.593 * Supported
H3 Aesthetics → Tour quality 0.376 4.159 * Supported
H4 Escapism → Tour quality 0.023 0.359 Not supported
H5 Tour quality → Tour satisfaction 0.903 26.565 * Supported
H6 Tour quality → Word-of-mouth 0.556 5.853 * Supported
H7 Tour satisfaction → Word-of-mouth 0.283 2.993 * Supported
H8a The moderating role of tour guiding service in the relationship between education and tour quality Not supported
H8b The moderating role of tour guiding service in the relationship between entertainment and tour quality Not supported
H8c The moderating role of tour guiding service in the relationship between aesthetics and tour quality Supported
H8d The moderating role of tour guiding service in the relationship between escapism and tour quality Not supported

Goodness-of-fit statistics: χ2 = 815.882, df = 258, χ2/df = 3.162, p < 0.001, NFI = 0.929, IFI = 0.950, CFI = 0.950, TLI = 0.942, and RMSEA = 0.082

Notes: * p < 0.05, NFI = Normed Fit Index, IFI = Incremental Fit Index, CFI = Comparative Fit Index,
TLI = Tucker–Lewis Index, and RMSEA = Root Mean Square Error of Approximation.

4.4. The Result of Moderating Role of Tour Guiding Service

A multi-group analysis was performed in order to verify the moderating role of tour
guide services. A multi-group analysis is a statistical method that identifies the moderating
effect based on the χ2 difference between the path coefficients of the constrained model
and the path coefficients of the unconstrained model. Hypothesis 8b and Hypothesis 8c
were tested in this study by using the median value of the tour guide service in order
to divide them into groups that perceived the tour guide service as low (n = 152) and
a group that perceived the tour guide service as high (n = 171). The change in χ2 was
1.101 in regards to the moderating role of the tour guide service between entertainment
and tour quality, which was lower than the χ2 standard value of 3.84 for df = 1, so H8b
was rejected. Hypothesis 8c was accepted for the moderating role of tour guide service
between aesthetics and tour quality, because the change in χ2 was 5.713. In other words, it
can be interpreted that tourists who highly perceived the tour guiding service (β = 0.391)
thought the tour quality was better when experiencing aesthetic, compared to tourists who
perceived the tour guide service poorly (β = 0.252).

4.5. Hypothesis Outcomes

The results of the hypothesis tests are indicated in Figure 2. First, entertainment and
aesthetics play positive roles in enhancing senior tourists’ tour quality (H2, H3), whereas
education and escapism did not significantly affect tour quality (H1, H4). In addition, the
tour quality led to tour satisfaction and word-of-mouth (H5, H6), and tour satisfaction also
positively affected word-of-mouth (H7). Lastly, the test of moderating role indicated that if
senior tourists experienced better tour guiding services, they more positively perceived the
tour quality when evaluating the tour quality driven by aesthetics (H8c).
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5. Discussion and Implications
5.1. Theoretical Implications

First of all, the present study successfully investigated the crucial role of the experience
economy in regards to forming tour quality. The study focused on the growth of the senior
tourism industry in Korea, which is due to the aging population. The travelers tend to
seek unique and memorable experiences [5,8], so this study applied the four constructs
of the experience economy: education, entertainment, aesthetics, and escapism, by Pine
and Gilmore [14] as predictors of tour quality. The results indicated that entertainment
and aesthetics had positive effects on tour quality. However, the effects of education and
escapism on tour quality were not statistically supported despite their important role in the
tourism context. It can be inferred that elderly tourists have already had several tourism
experiences and possess certain knowledge, so educational experience elements did not
affect tour quality. In addition, escapism may not have been as important to the tour
quality for older tourists who are already of retirement age. On the other hand, Hwang and
Lee [3] identified that education and escapism influence well-being perception in the senior
tourism context. It can be interpreted that education and escapism are crucial elements in
regards to forming the well-being perception of elderly tourists, and not the elements of
tour quality. This study identifies the role of the sub-dimensions of the experience economy
in the senior tourism context according to these findings and discussions.

This study also demonstrated the consequences of tour quality. The study hypothe-
sized the relationship between tour quality, satisfaction, and word-of-mouth, which was
grounded in previous research [25,34,35]. The results indicated that tour quality for the
elderly positively affects satisfaction and word-of-mouth, and satisfaction also significantly
influences word-of-mouth. The study emphasized the essential role of tour quality in the
context of the experience of tourism for the elderly.

Lastly, the present study proved the moderating role of tour guide services between
the experience economy and tour quality in tourism for the elderly context. The study
focused on tour guide services as a moderator, because tour guides play a critical role in
tour packages because they act as a bridge between tourist destinations and visitors [43].
Tour guides also hold a significant role in senior tourism, because elderly travelers often
face challenges, such as physical limitations, compared to younger tourists [12]. The result
of the hypotheses test indicated that tour guide services significantly strengthen the effect of
aesthetic experience on tour quality. The study presents theoretical contributions, because
it presents the first findings of the moderating role of tour guide services between the
experience economy and tour quality.

5.2. Managerial Implications

The present study revealed that entertainment had a positive effect on tour quality.
Tour guides should amuse elderly tourists by adding entertainment elements as opposed
to educational elements. For instance, tour guides could construct interesting storytelling
by citing famous dramas when the elderly tourists are guided to historical destinations.
Moreover, the guides could take funny photos with the tourists by preparing costumes or
props that are related to the tourist destination. These types of efforts would contribute to
improving the tour quality for the elderly.

In addition, the managers should consider the aesthetic element of the destination in
regards to establishing tour plans for elderly tourists. Tourism plans can be configured
in various ways according to the purpose of the tourist, such as heritage, rural, and food
tourism [53–55]. The managers should focus on the selection of aesthetic tourist destina-
tions, and the guides could organize a pleasant trip, as suggested above. The attractiveness,
atmosphere, and harmony with the environment of the sightseeing destination can be
considered, which are in the measurement items of this study.

The effect of the aesthetic experiences of the elderly tourists on tour quality is more
importantly strengthened by tour guide services. It can be interpreted that tourists who
highly perceived a tour guide service thought that the tour quality was better when
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experiencing aesthetics compared with tourists who perceived the tour guide service poorly.
The extant studies emphasized customer orientation and communication effectiveness in
a tour guiding service context [11,42,56]. The managers should develop a service manual
that takes into account the physical limitations of elderly tourists, such as their movement
speed in tourist destinations, the need for escort services, the pace of the conversation, and
the tone of voice used by the guides.

6. Conclusions

The present study focused on the senior tourist market’s recent growth, so the study
investigated the importance of the experience economy in the senior tourism industry.
This study more specifically hypothesized the effects of the four dimensions of the expe-
rience economy, education, entertainment, aesthetics, and escapism, on tour quality, and
the effects of tour quality on tour satisfaction and word-of-mouth. The framework was
strengthened by investigating the moderating role of tour guide services in the relationship
between the experience economy and tour quality. The results indicated that entertainment
and aesthetics affect tour quality and lead to tour satisfaction and word-of-mouth, and sat-
isfaction influences word-of-mouth. Moreover, tour guide services strengthened the effect
of aesthetics on tour quality. These findings presented theoretical contributions, because
the influence of the experience economy was investigated in the senior tourism context,
which produced the first finding of the moderating role of guiding services between the
experience economy and tour quality. It also presented practical suggestions for tour guide
services and establishing tour product plans in order to enhance the quality of tours for
elderly travelers.

Nevertheless, this study has some research limitations. First, the data might have
the likelihood of a common method bias, because this study’s constructs were measured
using only one survey [57]. It is suggested to consider the data collection methods, which
can diminish the likelihood of this issue in future research. Second, the results have the
limitation of generalizability, because the study collected samples only from Korea, so
future research is necessary to test a proposed model of this study in other areas. Lastly,
nostalgia can influence the individuals’ responses and behavior. For instance, Hwang and
Hyun [58] identified that certain nostalgia triggers affect emotional responses and lead
to revisit intentions in the hospitality context. The elderly tourists already have a lot of
various tourism experiences, so nostalgia for a certain tourist destination can affect their
emotional response. A study regarding elderly tourists’ nostalgia for tourist destinations
and either its consequences or the moderating role of it is suggested.
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