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An Investigation of Factors Which Influence the Provision of 
Memorable Marine Tourism Experiences 

 

Altouise Jonas*, Laetitia Radder** and Marle van Eyk** 
 

Marine tourism is one of the most popular forms of tourism worldwide and South Africa is 
no exception.  However, South Africa has to pay more attention to this form of tourism, if 
it wants to benefit from the opportunities presented by marine tourism.  Particular 
attention should be given to understanding and meeting the needs of marine tourists. 
One of the needs displayed by marine tourists is the need for memorable experiences.  
The current paper has been developed in response to this need as it seeks to determine 
which factors must be present in order to stage a memorable marine tourism experience.  
The desktop research structure followed included an assessment of current information, 
a selection of three factors which could have an influence of memorable marine tourism 
experiences, followed by a discussion on the selected factors. 

 

1. Introduction and Problem Statement 
 

Marine tourism is one of the fastest growing types of tourism (Coastal Tourism 
Research, 2017) with predictions indicating that the popularity of this type of tourism will 
continue to increase (Damanaki, 2016). The growth of marine tourism is reflected by the 
increase in participation in various activities such as snorkeling, scuba-diving, boating 
and whale-watching.  For example: the number of individuals participating in whale-
watching has more than doubled within the last decade(O’Connor, Knowles & Cortez, 
2009).  Similarly, more individuals are signing up for diving instruction, with more than 
24 million scuba-divers receiving certification from the Professional Association of Dive 
Instructors (PADI) since 1967 (PADI, 2016).  
 
In South Africa, marine-related activities such as beaches, shark-cage diving and 
whale- watching, rank among the top-ten tourist activities to participate in (South Africa, 
no date).  The popularity of marine-related activities in South Africa could be attributed 
to the fact that the country has a coastline extending more than 2 500 kilometres; and it 
is home to one of the most diverse marine systems in the world (WWF, no date).   
 
Despite the opportunity provided by the country’s location and its marine system, 
marine tourism appears to be relatively untapped when compared to other types of 
tourism in South Africa (South African Maritime Safety Authority, no date). This is  
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evident  in the fact that this type of tourism is not promoted or even regarded as the key 
attraction that it should be. (Saayman, 2014).  Further evidence alluding to the fact that 
marine tourism is an untapped activity in South Africa is demonstrated by the fact that  
very few organisations are driving its implementation at a national level and surprisingly, 
even the National Tourism Strategy of South Africa makes no reference to marine 
tourism.   This type of tourism is mentioned in the cruise tourism strategy but only from 
a cruise point of view, therefore excluding the other elements of marine tourism 
(Tourism Business Africa, 2014).   

Despite, South Africa’s apparent silence on marine tourism, this type of tourism 
contributes a significant amount to the country’s economy, for example, in 2013, the 
sector contributed R19 billion to the country’s GDP (Fayo, 2016). Furthermore, marine 
tourism is expected to create between 800 000 and 1 million jobs by 2033 (Fayo, 2016).  
These contributions provide an indication of the opportunities presented by marine 
tourism for future developments and economic acceleration for South Africa, if the 
country were to take advantage of the possibilities presented by its seascape and inland 
waterways (Tourism Business Africa, 2014).  
 
Should South Africa want to take advantage of the opportunities presented by marine 
tourism, it would be important for the country’s tourism industry to determine what 
customers are looking for when purchasing a marine tourism offering. 
 
Across the world customers appear to be actively searching for and purchasing 
experiences, as opposed to products or services (Rageh, Melewar & Woodside, 2013). 
However, customers are not only searching for ordinary experiences but rather 
memorable experiences, which are considered to be more special (Jefferies & Lepp, 
2012).   
 
In order to respond to customers’ demand for memorable experiences the tourism 
industry has to understand the factors which contribute to creating this type of 
experience (Ivanovic & Saayman, 2013).  However, the amount of knowledge that 
South African managers have about the changing nature of tourist experiences is 
questionable; as the stakeholders are not responding to the call from tourists (Ivanovic 
& Saayman, 2013).  
 
 
Therefore, there is a need to provide South African managers with more information 
regarding memorable experiences.  Consequently, the question that has to be 
answered is: Which factors must be present in order to stage a memorable marine 
tourism experience? 
 
 
Objectives: 

 To provide a brief overview of marine tourism experiences in South Africa. 
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 To discuss selected factors that may have an influence on memorable marine 
tourism experiences in South Africa. 
 

2 LITERATURE REVIEW 

 
Even though there appears to be an increased interest in marine tourism worldwide, 
little has been written about this type of tourism in South Africa (Orams, 1999).  Past 
research has focused on: the growth and the impact of tourism on specific marine 
locations, such as Mozambique (Tibirica, Birtles, Valentine & Miller, 2011),  and on 
specific marine tourism activities, such as cruising (Brida & Zapata 2010), whale-
watching (Cisneros-Montemayor, Sumaila, Kaschner & Pauly, 2010), and diving (Hasler 
& Ott, 2008); the management of marine resources (Cinnear, Wamukota & 
Randriamahazo, 2009); and tourist motivation for travelling to marine destinations (Van 
der Merwe, Slabbert & Saayman, 2011).  
 
Customer experience is not a foreign concept in the tourism industry (Cetin & Bilgihan, 
2016) because of the fact that tourism products and services are created to provide 
experiences (Andersson, 2007:47).  What is new is the idea of providing not just 
standard experiences, but providing memorable tourist experiences (Van der Merwe & 
Saayman, 2014). 
 
The concept of memorable experiences has been studied in different tourism contexts. 
For example: Kim (2010) investigated the experiential factors that enhance an 
individual’s ability to recall and retrieve past tourism experiences. In a later study 
Chandralal and Valenzuela (2013) examined the antecedents and behavioural 
outcomes of memorable tourism experiences, focusing specifically on Australian 
travellers’ perspectives.  In another study Rageh, Melewar and Woodside (2013) 
explored the underlying dimensions that constitute a tourist experience.   

The aforementioned studies do not focus on memorable marine tourism 
experiencesspecifically therefore, the section that follows will provide examples of 
studies conducted on memorable experiencesin a marine tourism context.   
 
 
Curtin (2010) sought to identify factors which contribute to a memorable wildlife 
encounter.  The study was based on two activities namely: whale-watching and bird-
watching.  A more recent study was conducted by Hurombo, Kwanisai and Aitken 
(2014) which focused on determining the antecedents of a memorable tourism 
experience in the boating sector in Kariba, Zimbabwe.  Barbieri, Henderson and Santos 
(2014) investigated memorable surfing trips and identified three themes namely: living 
surfing, having indelible experiences and discovering an-other, which constitute a 
memorable trip. 
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Each of the fore-mentioned studies identified factors which contribute to enhancing the 
memorability of a tourism experience.  These factors are illustrated in Figure 1. 
 
As illustrated in Figure 1 numerous factors can have an influence on memorable marine 
tourism experiences (Barbieri et al, 2014; Chandralal & Valenzuela, 2013; Curtin, 2010; 
Hurombo et al, 2014; Kim, 2010; Rageh et al, 2013).  However, for the purpose of this 
paper three factors (Hedonism, Novelty and Social interaction) will be discussed as 
factors with a possible influence on memorable marine tourism experiences. It was 
deemed appropriate to select three factors as a discussion on all the illustrated factors 
would be too extensive for the nature of this paper.  The reasons for selecting these 
three factors are briefly discussed below. 
 
Hedonism was selected as it is a key characteristic of marine tourism experiences 
(Dimmock, 2009) as well as a key motivator for participation in marine tourism 
experiences.  Furthermore, hedonism has been found to have an influence on the 
memorability of experiences (Knobloch, Robertson & Aitken, 2016). 

Social interaction was also selected as a factor because it is a key motivator (Ziegler, 
Dearden & Rollins, 2012) and an important characteristic of marine tourism activities 
(Van der Merwe et al, 2011). Furthermore, social interactions play a significant role in 
memorability.  This is evidenced by the fact that social interactions can become more 
memorable than the actual experience (Chandralal & Valenzuela, 2013). 

Novelty was selected as a factor due to the fact that novel experiences have become an 
important motivator (Van der Merwe et al, 2011) for travel and this factor is often 
regarded as an important contributor to a memorable marine tourism experience 
(Curtin, 2010; Hurombo et al, 2014; Ziegler et al, 2012).  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

FIGURE 1 
FACTORS INFLUENCING MEMORABLE MARINE TOURISM EXPERIENCES 
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Source: Own construction (based on: Barbieri et al, 2014; Chandralal & Valenzuela 
2013; Curtin, 2010; Hurombo et al, 2014; Kim, 2010; Rageh et al, 2013) 
 

3  METHODOLOGY 

Desktop research is also referred to as secondary research (Travis, 2016) and does not 
require access to respondents (Zikmund, Babin, Carr & Griffin, 2013).  Instead, it 
requires the collection of secondary data which has already been collected for other 
studies (Hague & Wilcock, 2015).  The data can be accessed via academic research, 
news or media sources, government or non-governmental organisational statistics and 
the internet (Berndt & Petzer, 2011). 

The primary advantage of using desktop research is the availability of the data, which 
makes the data collection process faster and less expensive (Zikmund et al, 2013).  
However, two major disadvantages of using secondary data is the reliability of the data 
and determining whether the subject matter is consistent with the current problem 
definition (Zikmund et al, 2013).  

In spite of these disadvantages, desktop research is useful as it can provide answers to 
questions and assist in solving problems and drawing conclusions (Berndt & Petzer, 
2011). Furthermore, it useful for determining whether there are existing findings which 
could be built upon or which could be tested further (Berndt & Petzer, 2011). 
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For the current paper, secondary information were sourced and analysed to identify 
potential factors which could have an influence on memorable marine tourism 
experiences.   

The researchers completed a comprehensive review of secondary sources in the form 
of textbooks, journal articles as well as the internet.  This was done in order to enhance 
and verify the information sourced.  Thereafter, the information which was collected was 
evaluated in order to determine if it was applicable to marine tourism experiences. After 
the evaluation three factors were selected as potential factors which could have an 
influence on memorable marine tourism experiences.  This was followed by a 
discussion on the selected factors. 

4 DISCUSSION 
 
The section which follows will provide a discussion the three selected factors namely: 
hedonism, social interaction and novelty. 
 

4.1  Hedonism 

Hedonism refers to the enjoyment or pleasure derived from participating in an 
experience or consuming a product (Kim, 2014).  It is claimed that every individual is 
somewhat hedonistic as human beings in some form or other prefer to experience a 
pleasurable life (O’Shaughnessy & O’Shaughnessy, 2002).Furthermore, some 
individuals are actually driven by the feeling of pleasure as opposed to necessity (Skov 
& Egeberg,2011).   

 
The preceding discussion creates the impression that it is important for businesses to 
ensure that society’s desire for pleasure is catered to.  This is particularly true in the 
tourism industry, as tourists primarily seek and expect enjoyment when participating in 
these experiences (Bagdare, 2016). 

A clear illustration of the importance of hedonism in tourism experiences is found in 
studies on marine tourism where hedonism was identified as a key characteristic of the 
activities.  For example, scuba diving is characterised as an hedonic experience 
(Maccarthy, O’Neill & Williams, 2006) that triggers feelings of pleasure (Dimmock, 
2009), relaxation and well-being (Straughan, 2012).  Similarly, sea-kyaking experiences 
have also been described as being pleasurable and relaxing (Morgan, Moore & Mansell, 
2000).  Another marine tourism activity namely, wind-surfing has also been found to 
evoke positive feelings of enjoyment, recreation and self-gratification (Barbieri & 
Sotomayor, 2013). 

 
 
The positive emotions and feelings such as excitement and happiness which are 
frequently experienced when participating in tourism activities are critical components of 
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memorable tourism experiences (Kim, 2014).  Rageh et al (2013) agree that hedonism 
is one of the most significant contributors to a memorable experience as tourists 
frequently recall the emotions of excitement and amusement (emotions which are 
related to hedonism) which were felt during the experience. 
 
These emotions have been recalled as important components of memorable tourism 
experiences in other studies as well.  For example: Chandralal and Valenzuela (2013) 
found that tourists are more likely to remember experiences which evoked certain 
emotions such as happiness, excitement, enjoyment, surprise and curiousity.  
Knoboloch et al (2016) agree that emotions linked with hedonics are a major contributor 
to memorable experiences as participants frequently refer to experiences which were 
exciting, fun and thrilling and experiences which left them feeling elated and ecstatic as 
being the most memorable. 
 

4.2  Social interaction 

Social interaction is a process which occurs when tourists meet and talk to new people 
with similar interests while they are participating in an experience (Huang & Hsu 2010 in 
Riantafillidou & Petala, 2016).  In most instances when tourists participate in a tourism 
experience the presence of fellow customers is unavoidable as it is highly likely that 
other customers will also be present to participate in the same experience (Huang & 
Hsu 2010:79).For example: customers who make a booking for a shark-cage diving 
experiencecan expect to be accompanied by at least five crew members (two skippers, 
two divers and a medic) (Great White Shark Tours, 2017) as well as other customers 
who have booked for a tour. 

 
 
The presence of fellow customers will inevitably lead to some form of interaction among 
different individuals. This interaction is an indispensable part of the consumption 
experience as it adds to the enjoyment of the experience (Huang & Hsu 2010:79).  
Furthermore, the social interaction can assist in alleviating boredom resulting from a 
waiting period.For example: an individual waiting for a turn to do a shark-cage dive can 
interact with other customers while waiting.  This will not only alleviate the boredom but 
will also assist in reducing anxiety associated with taking the dive(Rosenbaum & 
Massiah, 2007).   

 
 
An individual participating in a tourism experience can have interactions with three types 
of social contacts including service personnel, the local community and other tourists 
(Chandralal & Valenzuela, 2013). Interaction amongst tourists can be further sub-
divided into intragroup and intergroup interactions.  Intragroup interactions refer to 
interactions among travel companions such as friends and families who travel together. 
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While, intergroup interactions relates to interactions among unacquainted tourists met 
en route (Pearce, 2005 in Huang & Hsu, 2010).   

 
 
Irrespective of whether the experience is being shared amongst family, friends or new 
acquaintances it still provides participants with an opportunity to form closer relations 
with friends and family or new relations with new acquaintances (Dimmock, 2009).  
(Triantafillidou & Petala, 2016) agrees that experiences help to create a sense of 
togetherness amongst participants.   

 
 
Travel experiences where new relations were made or existing bonds with friends or 
family were strengthened, tend to be more memorable than experiences which were 
enjoyed alone (Chandralal et al, 2015).  There is even a probability that the interactions 
with others can be more memorable than the actual experience (Chandralal & 
Valenzuela, 2013).   
 
An illustration of the importance of social interaction in tourism experiences is found in 
studies on marine tourism where social interaction was identified as a key characteristic 
of the activities. For example: social interaction is vital in diving experiences (Cater, 
2008).  In other marine tourism activities such as marine wildlife tours social interaction 
helps to consolidate experiences and also assists in transforming experiences into 
cherished memories (Curtin, 2005). Similarly social interactions which took place while 
participating in marine tourism activities such as turtle viewing, whale-watching, visits to 
aquariums and marine theme parks have also been found to contribute to the process 
of reflection (Ballantyne, Packer & Sutherland, 2011). 
 

4.3  Novelty 

Novel experiences can be described as first-time, distinctive or unique experiences 
which are different from every-day experiences (Chandralal et al, 2015). These types of 
experiences consist of four dimensions thrill, change from routine, boredom alleviation 
and surprise (Lee & Crompton, 1992) which are briefly discussed below. 

The first dimension associated with novel experiences is the ability to thrill.  This 
dimension is defined as the excitement which an individual derives from participating in 
an experience (Weaver, McCleary, Han & Blosser, 2009).  The second dimension 
classified as change from routine, refers to the fact that novel experiences enable 
participants to experience something new and different from their everyday experiences 
The third dimension associated with novel experiences isboredom alleviationwhich 
refers to the ability of novel experiences to provide individuals with a new form of 
stimulation different to the everyday environment (Weaver et al, 2009).  The last 
dimension associated with novel experiences is surprise.  This dimension relates to 
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unexpected occurrences brought about as a result of a discrepancy between an 
individual’s perception and reality (Weaver et al, 2009). 

Novelty has become an important motivator for individual travel (Kim, 2014), this is 
evident in the increasing number of tourists who seek novel experiences (Chandralal & 
Valenzuela, 2013).  Rageh et al (2014) agree that novelty has become an experiential 
need among tourists as many tourists place an emphasis on participating in 
experiences which are thrilling, positively surprising or different from the routine.   

 
Novel experiences have also been found to be more memorable than repeat 
experiences.  For example Curtin (2010) found that participants of two different tours 
(whale-watching and bird-watching) often referred to first-time sightings as being 
memorable because of the novelty of the experience.   

Barbieri et al (2014) agrees that novel experiences are impossible to forget.  Lending 
further support is a study conducted by Hurombo et al (2014) who found that 
respondents in their study had the most vivid memories about food that was different to 
what they were familiar with.  This element is closely related to novelty.  Chandralal et al 
(2015) also supports the finding that novel experiences are more memorable than the 
common tourist experiences.  
 

5 Conclusion, Limitations and Future Research 
 
Marine tourism is one of the fastest growing forms of tourism worldwide and its 
popularity is set to increase in the years to come.  South Africa can benefit from this 
increasingly popular form of tourism as the country is ideally located to host marine 
tourism activities,since it has a coastline extending more than 2500 kilometers and is 
home to one of the most diverse marine systems in the world. 
 
At present marine tourism appears to be relatively untapped compared to other types of 
tourism in South Africa.  Despite the fact that this form of tourism already makes 
significant contributions to the South African economy and these contributions are 
expected to increase in the years to come.   

 
However, if the projected contributions are to marterialise more attention will have to be 
given to the provision of marine tourism experiences in South Africa. Of particular 
importance is the provision of memorable marine tourism experiences and not just 
ordinary experiences.     

In order for the tourism industry to provide memorable marine tourism experiences it 
would first have to identify factors which contribute to the provision of this type of 
experience.  Numerous factors can be identified; however for the purpose of this paper 
only three potential factors were discussed in detail namely: hedonism, social 
interaction and novelty.  
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Hedonism refers to the enjoyment or pleasure derived from participating in an 
experience.  While, social interaction refers to a process which occurs when tourists 
meet and talk to new people with similar interests while they are participating in an 
experience; and novelty refers to first-time, distinctive or unique activities.  

The above mentioned factors were selected as they each represent important 
motivators for participation in marine tourism experiences. Furthermore, these three 
factors are all key components of a marine tourism experience and have all been found 
to be contributors of memorable marine tourism experiences.  

The study explored potential factors which could have an influence on memorable 
marine tourism experiences in South Africa. From the literature review which was 
conducted it is recommended that marine tourism businesses stage experiences which 
are perceived to be pleasurable or enjoyable as well as unique.  Furthermore, the 
experiences should provide tourists with an opportunity to interact with other individuals.   

When considering the limitations of the study it is important to note that although several 
different factors were identified as having a possible influence on memorable marine 
tourism experiences only three factors were selected and discussed.  It may be possible 
that the factors which were not extensively discussed have a greater influence on the 
memorability of the marine tourism experience. 

Future research could test the impact of each factor on memorable marine tourism 
experiences.  Another suggestion for future research is to select a particular marine a 
tourism activity and determine which factors have the biggest impact on the 
memorability of the selected activity. 
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