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SAZETAK: Eudaimonski turizam, kao novi koncept, ve¢ je pokazao svoju vrijednost u osigura-
vanju odrzivosti turizma pruzZanjem smislenih, emotivnih iskustava za posjetitelje. Uslijed nedostatka
znanja o naCinima osmiS$ljavanja eudaimonskih turistickih iskustava koja bi potaknula eudaimonsko
blagostanje i o ulozi osjecaja u ovom procesu, ovim se istraZivanjem sustavno proucava i sintetizira
literatura o eudaimonskom turizmu koriste¢i PRISMA protokol kako bi se odgovorilo na dva istrazi-
vacka pitanja: 1. Koji se osmisljeni signali i znakovi mogu koristiti za dizajniranje eudaimonskih turi-
stickih iskustava kako bi se potaknulo eudaimonsko blagostanje, i 2. Koja je uloga specifi¢nih emocija
u takvim iskustvima? Rezultati pokazuju da eudaimonski turizam moZe obogatiti Zivote posjetitelja i
istodobno osigurati odrZivost odrediSta. Turisti¢ke destinacije trebale bi pruZiti smislena iskustva koja
poti¢u mjesovite osjecaje i pruziti brojne moguénosti za drustvene interakcije, altruizam i ekoloski
odrzivo ponasanje. Ovo je prvo istrazivanje koje analizira literaturu koja se specifi¢no fokusira na novi
koncept eudaimonskog turizma i njegovu povezanost s odrzivoscu turistickih iskustava.
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ABSTRACT: Eudaimonic tourism, as a new concept, has already shown its value in ensuring the
sustainability of tourism by providing meaningful, emotion-driven experiences for visitors. Due to a
lack of knowledge on how to design eudaimonic tourist experiences to prompt eudaimonic well-being
and what role emotions play in this process, this study systematically explores and synthesizes the lit-
erature on eudaimonic tourism using the PRISMA protocol to answer two research questions: 1. What
design cues can be used to design eudaimonic tourism experiences to prompt eudaimonic well-being,
and 2. What is the role of specific emotions in such experiences? The findings indicate that eudaimonic
tourism can enrich visitors’ lives while ensuring the destination’s sustainability. Tourist destinations
should provide meaningful experiences that stimulate mixed emotions and offer ample opportunities
for social interactions, altruism, and pro-environmental behavior. This study is the first to analyze the
literature that specifically focuses on the emerging concept of eudaimonic tourism and how it relates to
the sustainability of tourism experiences.

KEYWORDS: eudaimonic tourism, well-being, sustainable tourism, experience design, emotions

Marta Sveb Dragija, MSc, Research Assistant, Institute for Development and International Relations (IRMO), De-
partment for Culture and Communication, Zagreb, Croatia, e-mail: msveb@irmo.hr, ORCID: 0000-0001-9466-629X

Suncana Frani¢, MA, Associate, Institute for Development and International Relations (IRMO), Department for
Culture and Communication, Zagreb, Croatia, e-mail: suncana.franic@irmo.hr, ORCID: 0009-0002-2349-4624



116

Acta Turistica, Vol 36 (2024), No 2, pp 115-142

1. UVOD

Eudaimonski turizam, novi koncept u
istraZivanjima u podrucju turizma, povezan
sa smislenim i svrhovitim turizmom, oblik
je putovanja koji daje prednost osobnom
rastu, samootkrivanju i dubljoj povezano-
sti sa svijetom. Rije¢ je o razmjerno novom
konceptu koji se u kratkom vremenskom
razdoblju pokazao kao korisno sredstvo za
osiguravanje odrZivosti turizma pruZanjem
iskustava koja su znalajna za posjetitelje
(Nawijn i Filep, 2016). Putnici viSe ne doZiv-
ljavaju putne aktivnosti kao brze lijekove za
ozdravljenje i kratkoro¢ni bijeg od stresnog
nacina Zivota - §to Cesto pruza kratkoro¢no
hedonsko iskustvo srec¢e koje je definirano
ucestalo$¢u i intenzitetom pozitivnih emo-
cija (Nicolao, Irwin i Goodman, 2009). Na-
protiv, noviji profil putnika traZi znacajnije,
transformativnije i odrzivije iskustvo koje
turizam moZe ponuditi (npr. van Iwaarden i
Nawijn, 2021; Sveb Dragija i Jelincic¢, 2022,
Al-Okaily et al.., 2022). Drugim rije¢ima,
kako bi se privuklo viSe posjetitelja i stvorilo
dugorocne odnose s njima, postalo je potreb-
no zadovoljiti potrebe posjetitelja i osmisliti
iskustva koja su nezaboravna i imaju znaca-
jan utjecaj na turiste. Doista, prema UN-ovoj
definiciji odrZivog turizma, odrZivi turizam
bavi se potrebama posjetitelja i cilj mu je
pridonijeti njihovoj fizickoj, psihickoj i drus-
tvenoj dobrobiti (UN, 2015). Stoga je nastao
eudaimonski turizam koji u srediSte iskustva
stavlja dugoro¢no eudaimonsko (psiholosko)
blagostanje turista (Nawijn i Filep, 2016).

Eudaimonski turizam potje¢e od gréke
rijeCi eudaimonia koja, prema Aristotelu,
predstavlja najviSe ljudsko dobro. Aristotelo-
vi spisi navode da najvece od svih ljudskih
dobara nije sreca, dobar osjecaj ili zadovolja-
vanje apetita (hedonija), ve¢ da su to aktivno-
sti duSe koje su u skladu s vrlinom tezZnje za
postizanjem najboljeg u nama. Dakle, eudai-
monija se odnosi na poznavanje sebe i posta-
janje onim Sto jesmo (Ryff, 2013). Dva tisué-

1. INTRODUCTION

Eudaimonic tourism, the emerging con-
cept in tourism studies linked with meaning-
ful and purposeful tourism, is a form of travel
that prioritizes personal growth, self-discov-
ery, and a deeper connection to the world. It
is a relatively new concept that has, in a short
period of time, proven to be a valuable tool
for ensuring tourism sustainability by pro-
viding meaningful experiences for visitors
(Nawijn and Filep, 2016). Travelers no longer
view traveling activities as quick remedies for
healing and a short-term escape from stress-
ful lifestyles, which often yields a short-term
hedonic experience of happiness defined by
the frequency and intensity of positive emo-
tions (Nicolao, Irwin, and Goodman, 2009).
Conversely, newer travelers are seeking more
meaningful, transformative, and sustainable
experiences that tourism may offer (e.g., van
Iwaarden and Nawijn, 2021; Sveb Dragija
and Jelinci¢, 2022; Al-Okaily et al., 2022). In
other words, to attract more visitors and cre-
ate long-term relationships with them, it has
become necessary to satisfy visitors’ needs
and design memorable experiences that have
a meaningful impact on tourists. Indeed, ac-
cording to the UN’s definition of sustainable
tourism, sustainable tourism addresses vis-
itors’ needs and aims to contribute to their
physical, psychological, and social well-be-
ing (UN, 2015). Thus, eudaimonic tourism
has emerged, which puts tourists’ longer-term
eudaimonic (psychological) well-being at the
center of the experiences (Nawijn and Filep,
2016).

Eudaimonic tourism stems from the Greek
word “eudaimonia”, which, according to Aris-
totle, represents the highest human good. Ar-
istotle’s writings state that the highest human
good is not happiness, feeling good, or satis-
fying appetites (hedonic), but that it involves
activities of the soul that accord with the vir-
tue of striving to achieve the best within us.
Hence, eudaimonia is about knowing one-
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ljeca kasnije, u pozitivnoj psihologiji, eudai-
monija se odnosi na ljudski procvat i iskustvo
osobnog rasta. Stoga je cilj eudaimonskog
turizma povecati eudaimonsku (psiholoSku)
dobrobit posjetitelja (Ryff, 2013; Sveb Dra-
gija i Jelinci¢, 2022). Psiholosko blagostanje
utvrduje se kroz Sest karakteristika eudaimo-
nije: (1) samoprihvacanje, (2) pozitivni odno-
si s drugima, (3) osobni rast, (4) Zivotna svr-
ha, (5) ovladavanje okolinom, (6) autonomija
(Ryff, 1989). Shodno tome, eudaimonska
turisticka iskustva nuzno ukljucuju smisao,
drustvenu interakciju, osobni rast, ostvare-
nje i samoprihvacdanje, §to moZe biti prace-
no pozitivnim ili ¢ak negativnim emocijama
(Park i Ahn, 2022). Nadalje, iako se ocekuje
da ¢e hedonska turisticka iskustva izazvati
isklju¢ivo pozitivne emocije (radost, sreca,
zadovoljstvo), eudaimonska iskustva mogu
izazvati negativne emocije (sram, krivnja,
usamljenost), sto moZe potencijalno dovesti
do toga da turisti pronadu viSe smisla u isku-
stvima te budu u njih ukljuceniji (Nawijn i
Filep, 2016).

Iako su istrazivanja u podrucju pozitivne
psihologije utvrdila koji se elementi psiho-
loskog blagostanja moraju ukljuciti kako bi
se potaknulo eudaimonsko blagostanje, po-
stoji nedostatak sintetiziranog znanja o naci-
nima na koje se eudaimonska turisti¢ka isku-
stva mogu osmisliti kako bi potaknula euda-
imonsko blagostanje te o ulozi koju razlicite
emocije imaju u tom procesu. Stoga je cilj
ovog preglednog rada odgovoriti na sljedeca
dva istraZivacka pitanja: 1. Koji se osmiSljeni
signali i znakovi mogu koristiti za dizajnira-
nje eudaimonskih turisti¢kih iskustava kako
bi se potaknulo eudaimonsko blagostanje?; i
2.Koja je uloga specificnih emocija u takvim
iskustvima?

Stoga ova studija sustavno istraZzuje po-
stojecu, najnoviju literaturu o novom kon-
ceptu eudaimonskog turizma, kako bi se ste-
klo dublje razumijevanje o nacinima na koje
se mogu dizajnirati iskustva eudaimonskog
turizma i kako razli¢iti osjecaji stimuliraju
eudaimonsko blagostanje turista. Razumi-

self and becoming what one is (Ryff, 2013).
Two millennia later, in positive psychology,
eudaimonia refers to human flourishing and
personal growth experience. Therefore, eu-
daimonic tourism aims to increase the visi-
tors’ eudaimonic (psychological) well-being
(Ryff, 2013; Sveb Dragija and Jelin&i¢, 2022).
Psychological well-being is identified through
six characteristics of eudaimonia: (1) self-ac-
ceptance, (2) positive relations with others, (3)
personal growth, (4) purpose in life, (5) envi-
ronmental mastery, and (6) autonomy (Ryff,
1989). Thus, eudaimonic tourism experiences
involve meaning, social interaction, person-
al growth, accomplishment, and self-accep-
tance, which may be accompanied by positive
or even negative emotions (Park and Ahn,
2022). Moreover, while hedonic tourism ex-
periences are expected to elicit solely posi-
tive emotions (joy, happiness, contentment),
eudaimonic experiences may evoke negative
emotions (shame, guilt, loneliness), which can
potentially lead tourists to find more meaning
and engagement in the experiences (Nawijn
and Filep, 2016).

Although studies in positive psychology
have determined which elements of psycho-
logical well-being experiences need to be in-
cluded to stimulate eudaimonic well-being,
there is a lack of synthesized knowledge on
how eudaimonic tourist experiences can be
designed to prompt eudaimonic well-being
and what kind of role distinct emotions have
in that process. Hence, our review aims to
answer the following two research questions:
1. What design cues can be used to design
eudaimonic tourism experiences in order to
prompt eudaimonic well-being? and 2. What
is the role of the specific emotions in such
experiences?

Therefore, this study systematically ex-
plores the existent and up-to-date literature
on the emerging concept of eudaimonic tour-
ism in order to gain a deeper understanding
of how eudaimonic tourism experiences
can be designed and how distinct emotions
stimulate the eudaimonic well-being of the
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jevanje Cimbenika potrebnih za stvaranje
eudaimonskih turistickih iskustava i naci-
na na koje emocije pomazu ovom procesu
omogucit ¢e turistickim djelatnicima prak-
tine smjernice za stvaranje smislenih isku-
stava koje ¢e zadovoljili potrebe posjetitelja
i osigurati odrZivost turizma uz povecanje
njihovog eudaimonskog (psiholoskog) bla-
gostanja.

2. MATERIJALI I METODE

Kako bi se predstavila literatura u kojoj
se koristi koncept eudaimonskog turizma, od
kraja sije¢nja do 5. veljae 2023. proveden je
sustavan pregled akademskih zapisa, koriste-
¢éi,,Preferred Reporting Items for Systematic
Reviews and Meta-Analyses* (,,PRISMA®)
protokol. Protokol PRISMA osmiSljen je kao
smjernica za standardizirano izvje$¢ivanje o
sustavnom pregledu (Page et al., 2021). Glav-
ni autor (glavni recenzent) proveo je pretragu
i analizu baze podataka, dok je sekundarni
autor (sekundarni recenzent) pregledavao
zapise nakon glavnog autora, kako bi pro-
vjerio postoje li zapisi koji su mozda nena-
mjerno iskljuceni. Svi ¢lanci objavljeni do 5.
veljace 2023. ukljuceni su u analizu. Istrazi-
vacki radovi i poglavlja knjiga napisana na
engleskom jeziku prikupljeni su pomocu
pretrazivaca SmartCat koji podrzava Sve-
uciliste u Groningenu. SmartCat ukljucuje
niz baza podataka kao Sto su Scopus i Web
of Science. Zbog specificnosti teme i njene
razmjerno nove prirode, odluceno je koristiti
ovaj pretrazivac jer obuhvaca velik broj baza
podataka za koje se ocekivalo da ukljucuju
najveci broj dostupnih zapisa. Provedeno je
Booleovo pretrazivanje za (‘eudaimonic tou-
rism*’) i u pretragu su ukljuceni svi ¢lanci i
poglavlja knjiga koji sadrze te klju¢ne rijeci.

Vazno je naglasiti da je naSe iskljuivanje
literature o, na primjer, ,,psiholoSkom blago-
stanju i turizmu® ili ,,blagostanju i turizmu*
bilo namjeravano. Na$ jedini fokus bio je
specificno na analizi literature koja koristi
novi koncept eudaimonskog turizma. Ovaj

tourists. Understanding the factors that are
necessary to create eudaimonic tourism ex-
periences and the ways in which emotions
facilitate this process will enable us to offer
practical guidelines for tourism profession-
als on creating meaningful experiences that
satisfy the visitors’ needs and ensure the sus-
tainability of tourism through increasing vis-
itors’ eudaimonic (psychological) well-being.

2. MATERIALS AND METHODS

To present the literature using the concept
of eudaimonic tourism, a systematic review of
the academic records was conducted from the
end of January until February 5, 2023, using
the Preferred Reporting Items for Systematic
Reviews and Meta-Analyses (PRISMA) pro-
tocol. The PRISMA protocol is designed to
guide standardized systematic review report-
ing (Page et al., 2021). The database search
and analysis were conducted by the prima-
ry author (reviewer), while the records were
screened by the secondary author (reviewer)
after the primary author to check for any re-
cords that might have been unintentionally ex-
cluded. All articles published by February 5,
2023, were included in the analysis. Research
papers and book chapters written in English
were obtained using the search engine Smart-
Cat, supported by the University of Gronin-
gen. SmartCat consists of various databases
such as Scopus and Web of Science. Due to
the specificity of the topic and its relatively
new nature, it was decided to use this engine
as it contains an extensive number of databas-
es, which was expected to include the most
significant number of available records. A
Boolean search for (‘eudaimonic tourism*’)
was conducted including all the articles and
book chapters containing those keywords.

It is important to emphasize that our
exclusion of the literature on, for instance,
“psychological well-being and tourism” or
“well-being and tourism” was intentional.
Our sole focus was analyzing literature that
specifically employs the emerging concept of
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namjerni izbor omogucéio nam je da dublje
istrazimo jedinstvene implikacije, osmislje-
ne poticaje i signale, emocije i iskustva pove-
zane s eudaimonskim turizmom, bez mijeSa-
nja naSe analize sa Sirim raspravama o srod-
nim, ali razli¢itim konceptima. OdrZavanjem
ovog strogog fokusa, na$ je cilj bio pruziti
sveobuhvatno razumijevanje o nacinima na
koje eudaimonski turizam oblikuje suvre-
mene turisticke prakse i istraZivanja, nudeéi
vrijedne uvide za dionike zainteresirane za
iskoriStavanje njegovog transformacijskog
potencijala, kao i za istraZivace kojima je cilj
dalje proucavati ovaj koncept. Prikupljeni ra-
dovi su zatim procijenjeni na temelju njiho-
vih saZetaka i punih tekstova, prema potrebi.
Nasa pretraga je izna$la 56 rezultata.

Od 56 rezultata, 18 zapisa detektirano je
kao duplikat i moralo je biti uklonjeno. Pre-
ostalih 38 zapisa pregledano je na temelju
sljedecih kriterija odabira. Najprije su radovi
pregledani prema naslovu i saZetku kako bi
se utvrdilo izvjeStavaju li o eudaimonskom
turizmu. Kao drugo, prikupljeni su i pregle-
dani potpuni tekstovi preostalih 25 zapisa. U
ovoj fazi, zapisi koji nisu u potpunosti izvje-
Stavali o eudaimonskom turizmu ili koji su
pokrivali temu eudaimonije, ali ne u turiz-
mu, iskljueni su iz analize. Na primjer, je-
dan od zapisa bio je usmjeren na dizajniranje
inkluzivnih usluga, ali nije bio usredotocen
upravo na turizam, stoga se ne moze uvrstiti
pod eudaimonski turizam. Nakon primjene
ovih kriterija za ukljucivanje i provjere se-
kundarnog recenzenta, na§ konacni uzorak
obuhvacao je 18 zapisa. Slika 1 prikazuje
dijagram PRISMA protokola koji ilustrira
proces odabira zapisa.

eudaimonic tourism. This deliberate choice
allowed us to delve into eudaimonic tour-
ism’s unique implications, design cues, emo-
tions, and experiences without diluting our
analysis with broader discussions on related
but distinct concepts. By maintaining this
strict focus, we aimed to provide a compre-
hensive understanding of how eudaimonic
tourism is reshaping contemporary tourism
practices and research, thus offering valu-
able insights for stakeholders interested in
harnessing its transformative potential and
researchers aiming to study this concept fur-
ther. When applicable, the collected papers
were assessed based on their abstracts and
full texts. Our search found 56 results.

Of 56 results, 18 records were detected
as duplicates and had to be removed. The
remaining 38 records were screened based
on the following selection criteria. Firstly,
papers were screened according to their ti-
tle and abstract to determine if they report
on eudaimonic tourism. Secondly, full texts
for the remaining 25 records were obtained
and screened. At this stage, the records that
did not fully report on eudaimonic tourism
or covered the topic of eudaimonia but not in
tourism were excluded from the analysis. For
example, a record that focused on service de-
sign for inclusion but did not focus precisely
on tourism was removed from under the “eu-
daimonic tourism” umbrella. After applying
these inclusion criteria and screening from
the secondary reviewer, our final sample
included 18 records. The PRISMA diagram
illustrating the record selection is shown in
Figure 1.
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Slika 1: Dijagram PRISMA protokola

Identifikacija Zapisi identificirani iz baza podataka
(n=58)
Probir Zapisi nakon iskljuéenja na temelju dupliciranja, naslova, sazetka
(n=25)
Prihvatljivost Ukupan broj ¢lanaka ¢iju je prihvatljivost provjerio glavni recenzent
(n=25)

'

Broj zapisa nakon isklju¢enja na temelju sljedecih razloga:
1. Ne izvjestava se u potpunosti o temi
2. Izvjestava se o eduaimoniji, ali ne u podruéju turizma
(n=18)

v

Ukupan broj €lanaka &iju je prihvatljivost provjerio sekundarni
recenzent (n = 18)

v

Broj zapisa nakon iskljuéenja

(n=18)
v

Ukljuceno Zapisi oko ¢ijeg su se ukljuéivanja u konaéni uzorak slozila oba
recenzenta (n = 18)

Figure 1: The PRISMA Diagram

Identification Records identified through database search
(n=158)
Screening Records after excl on basis of duplication, title, and ab
(n=25)

.

Eligibility Full articles screened for eligibility by primary reviewer
(n=25)

v

No. of records after the exclusion for the following reasons:
1) Did not fully report on the topic
2) Reported on cudaimonia but not in tourism

(n=18)
v

Full articles screened for cligibility by secondary reviewer
(n=18)

.

No. of records after exclusion
(n=18)

.

Included Records agreed by all reviewers for inclusion in the final sample
(n=18)
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3. REZULTATI

Sustavni pregled proveden je kako bi
se sintetizirala literatura o eudaimonskom
turizmu i odgovorilo na postavljena istraZi-
vacka pitanja: 1. Koji se osmiSljeni signali i
znakovi mogu koristiti za dizajniranje eudai-
monskih turisti¢kih iskustava kako bi se po-
taknulo eudaimonsko blagostanje, i 2. Koja
je uloga specifi¢nih emocija u takvim isku-
stvima? U narednim poglavljima objedinjeni
su zapisi po temama kako bi se istrazilo kako
se mogu osmisliti eudaimonska turisticka
iskustva i koju ulogu igraju emocije u pro-
cesu postizanja eudaimonskog blagostanja
kroz takva iskustva.

3.1. Eudaimonija i hedonija

Kay Smith i Diekmann (2017) u svom
radu daju opsezan pregled teme dobrobiti
u turizmu. One smatraju da su dozivljaji u
turizmu prilike za uklju¢ivanje spektra bla-
gostanja. Drugim rije¢ima, turisticko blago-
stanje moZe se kretati od kratkorocnog (he-
donskog), srednjoro¢nog (eudaimonskog i
hedonskog), dugoro€nog (eudaimonskog) do
trajnog (optimalnog) blagostanja (utilitari-
stickog). Konkretnije, njihov model upucuje
na to da hedonske aktivnosti kakve ukljucuju
turizam temeljen na suncu, moru i pijesku,
kao i momacke i djevojacke zabave donose
kratkoro¢no, hedonsko blagostanje. Odmo-
ri koji kombiniraju kulturni turizam i noc-
ni zivot ili volonterski turizam i opusStanje
na plaZzi, donose mjeSavinu eudaimonskog
i hedonskog blagostanja. Dugoro¢no, euda-
imonsko blagostanje moZe se posti¢i volon-
terskim turizmom, retreat turizmom i du-
hovnim hodocas¢em. Konac¢no, Kay Smith
i Diekmann (2017) preporucuju da turisticki
dozivljaji budu usredotoCeni na utilitaristic-
ko blagostanje, Sto podrazumijeva ,,...razvi-
janje destinacija koje stvaraju najveci broj
prednosti za najveéi broj ljudi unutar granica
Zemljinih resursa.” (str. 2), jer taj oblik turiz-
ma ¢uva dobrobit lokalnog stanovnistva. Pri-

3. RESULTS

The systematic review was conducted
to synthesize the literature on eudaimonic
tourism and answer the research questions:
1. What design cues can be used to design
eudaimonic tourism experiences to prompt
eudaimonic well-being? and 2. What is the
role of specific emotions in such experienc-
es? In the sections below, the records have
been combined thematically to explore
how eudaimonic tourism experiences can
be designed and what role emotions play in
achieving eudaimonic well-being through
such experiences.

3.1. Eudaimonia and Hedonia

Kay Smith and Diekmann (2017) give an
extensive overview of well-being in tourism
in their paper. They see experiences in tour-
ism as opportunities to include a spectrum of
well-being. In other words, tourist well-being
can range from short-term (hedonic well-be-
ing), medium-term (eudaimonic and hedon-
ic well-being), and long-term (eudaimon-
ic well-being) to permanent (optimum)
well-being (utilitarian well-being). Specifi-
cally, their model suggests that hedonic ac-
tivities such as sun, sea, and sand tourism
and stag and hen parties yield short-term,
hedonic well-being. Holidays that combine
cultural tourism and nightlife or volunteer
tourism and beach relaxation yield a mix of
eudaimonic and hedonic well-being. Long-
term, eudaimonic well-being can be achieved
through volunteer tourism, retreat tourism,
and spiritual pilgrimage. Lastly, Kay Smith
and Diekmann (2017) urge tourism experi-
ences for utilitarian well-being, which means
“...developing destinations which create the
greatest number of benefits for the greatest
number of people within the limits of the
earth’s resources.” (p. 2) because that type
of tourism preserves the well-being of local
people. Examples of such tourism are sus-
tainable ecotourism and ethical indigenous
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mjeri takvog turizma su odrZivi ekoturizam i
eti¢ki autohtoni turizam. ZavrSavaju svoj rad
Modelom integrativne dobrobiti turistickog
dozivljaja, koji predstavlja optimalni oblik
dobrobiti koji poboljSava turizam i ukljucuje
kombinaciju: (1) zadovoljstva i hedonizma,
odmora i opuStanja, (2) smislenih doZivljaja
(npr. obrazovanje i aktivnosti osobnog razvo-
ja), (3) altruisticke aktivnosti i odrZivost (npr.
ekoloski odrzivo ponaSanje i ostvarivanje
koristi za lokalnu zajednicu). Medutim, iako
njihov model nudi sustavno razumijevanje
doZivljaja optimalne dobrobiti u turizmu te
kombinira hedonizam i eudaimoniju, stvoren
je iz zapadne perspektive i treba provjeriti
njegovu utemeljenost na isto¢nom trzistu, jer
je broj azijskih turista kontinuirano u porastu.

Druga studija o odnosu izmedu hedonije
i eudaimonije provedena je s dalekoistocnim
sudionicima iz JuZne Koreje i1 Filipina (Lee
i Jeong, 2019). Njihovo istrazivanje, koje se
sastojalo od dvije studije, usmjereno je na
dobrobit turista na samoj lokaciji. Prva stu-
dija testirala je odnos izmedu eudaimonskog
i hedonskog turizma, dok je druga studija
ponovila nalaze iz prve studije. Otkrili su da
postoje dva oblika srece u turizmu: (1) eu-
daimonija koju karakterizira smisao, auten-
ti¢nost, izvrsnost i rast, (2) i hedonija koju
karakterizira zadovoljstvo i ugoda. Nadalje,
zakljucili su da eudaimonski turisti¢ki do-
Zivljaji nisu odvojeni od hedonskih doZiv-
ljaja. U vedini turistickih doZivljaja, smisao,
autenti¢nost, izvrsnost i rast kombinirani
su, ili ¢ak obogacdeni, s ugodom i uzitkom.
Iako ova studija nije ukljucivala angaZiranje i
ukljucenost kao vaznu dimenziju eudaimon-
skog turizma, ukljucila je vec¢inu utvrdenih
dimenzija te ponovila nalaze Kay Smith i
Diekmann (2017), koje su takoder ustanovile
medusobnu povezanost izmedu eudaimon-
skih i hedonskih turistickih doZivljaja, ali
unutar zapadnog uzorka. Pored toga, Rah-
mani, Gnoth i Mather (2018) napravili su
psiholingvisti¢ku analizu eudaimonije i he-
donije i otkrili da se najvece turisticko blago-
stanje moze posti¢i kombiniranjem hedonije
i eudaimonije. Kada se to dvoje kombinira,

tourism. They finish their paper with a Mod-
el of Integrative Well-being Tourism Experi-
ence, which represents the optimum form of
well-being-enhancing tourism and includes
a combination of (1) pleasure and hedonism,
rest, and relaxation, (2) meaningful experi-
ences (e.g., education and self-development
activities), (3) altruistic activities and sustain-
ability (e.g., pro-environmental behavior and
benefiting the local community). However, al-
though their model offers a systematized un-
derstanding of optimal well-being experienc-
es in tourism, which combines hedonism and
eudaimonia, it was created from the Western
perspective, and its validity in the Eastern
market should be verified, as the number of
Asian tourists is constantly on the rise.

Another study on the relationship be-
tween hedonia and eudaimonia was con-
ducted with Eastern participants from South
Korea and the Philippines (Lee and Jeong,
2019). Their research, which comprised two
studies, focused on on-site tourist well-being.
The first study tested the relationship between
eudaimonic and hedonic tourism, while the
second study replicated the findings from
the first study. They discovered two forms of
happiness in tourism: (1) eudaimonia, which
is characterized by meaning, authenticity, ex-
cellence, and growth, (2) and hedonia, which
is characterized by pleasure and comfort.
Furthermore, they concluded that eudaimon-
ic tourism experiences are not separated
from hedonic experiences. In most tourism
experiences, meaning, authenticity, excel-
lence, and growth are combined, or even
enriched, by comfort and pleasure. Although
this study did not include engagement as an
essential eudaimonic tourism dimension, it
included a majority of defining dimensions
and replicated the findings by Kay Smith and
Diekmann (2017) who also found intercon-
nectedness between eudaimonic and hedon-
ic tourist experiences but within a Western
sample. Moreover, Rahmani, Gnoth, and
Mather (2018) conducted a psycholinguis-
tic analysis of eudaimonia and hedonia and
found that the highest tourist well-being
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turisti ¢e najvjerojatnije doZivjeti stanje pro-
toka (tzv. flow state) (Csikszentmihalyi 2002,
citiran u Rahmani, Gnoth i Mather, 2018).
Preciznije, kako bi se izazvala hedonska do-
brobit, doZivljaji bi trebali potaknuti pasivno
angaziranje, dok eudaimonska dobrobit daje
prednost aktivnom angaZiranju, mentalnom
i fizickom. Stoga se menadZeri u turizmu
mogu odluciti za dizajniranje destinacija
kako bi unaprijedili jednu od Zeljenih vrsta
dobrobiti ili kombinaciju obje vrste. Ova je
studija ponudila novu metodu istraZivanja
nacina na koje doZivljaji turista na odrediStu
za odmor utjecu na njihovu dobrobit, ali je
koristila podatke samo s web stranice travel-
blog.org, $to je moglo utjecati na generaliza-
ciju nalaza.

3.2. Eudaimonsko iskustvo turista

Maderios et al. (2020) prepoznali su ne-
dostatak empirijske konstrukcije iskustva eu-
daimonskog turizma. Kako bi se pozabavili
time, proveli su opseZan pregled literature i
anketu medu putnicima koji su do tada imali
eudaimonsko iskustvo putovanja koje je na
njih utjecalo. IstraZivanje je provedeno na
578 brazilskih sudionika koriste¢i 96 euda-
imonskih stavki. Faktorska analiza izna$la
je Sest faktora koji odgovaraju Sest dimenzija
eudaimonskog iskustva: (1) drugost i dobro-
namjernost, (2) intimnost i pripadnost, (3)
osobni znacaj, (4) otvaranje novom, (5) au-
tonomija i (6) sazrijevanje. Drugost i dobro-
namjernost odnose se na iskustvo empatije i
altruizma postavljanjem sebe u tude cipele
i pruzanjem pomoc¢i ili velikoduSnosti, inti-
mnost i pripadnost odnose se na pozitivne
odnose s drugim ljudima, osobni znacaj od-
nosi se na dimenziju iskustva koja omogu-
¢uje Covjeku da pronade smisao i svrhu u Zi-
votu, otvaranje novom predstavlja otvorenost
novim iskustvima, autonomija se odnosi na
sposobnost neovisnog razmisljanja i djelova-
nja, dok se sazrijevanje odnosi na samorazvoj
i rast. lako ova konstrukcija nema potvrdnu
validaciju, koliko nam je poznato, to je je-

can be achieved by combining hedonia and
eudaimonia. When combined, the tourists
are most likely to experience the flow state
(Csikszentmihalyi 2002, cited in Rahma-
ni, Gnoth, and Mather, 2018). Specifically,
to elicit hedonic well-being, experiences
should stimulate passive engagement, while
eudaimonic well-being favors mental and
physical active engagement. Hence, tourism
managers can either opt for designing desti-
nations to enhance one of the desired types
of well-being or a combination of both. This
study offered a novel method for exploring
how tourists’ experiences of a holiday des-
tination affect their well-being. Still, it used
data only from travelblog.org, which might
affect the generalization of the findings.

3.2. Eudaimonic Tourist Experience

Maderios et al. (2020) recognized a lack
of empirical construct for the eudaimon-
ic tourism experience. To tackle this, they
conducted an extensive literature review and
survey of travelers with eudaimonic trav-
el experiences that have influenced them to
this day. The survey was conducted with 578
Brazilian participants using 96 eudaimonic
items. The factor analysis yielded six factors
that correspond to six eudaimonic experience
dimensions: (1) alterity and benevolence, (2)
intimacy and belonging, (3) personal signifi-
cance, (4) opening to the new, (5) autonomy,
and (6) maturation. Alterity and benevolence
refer to experiencing empathy and altruism
by putting oneself in someone else’s shoes
and offering help or generosity, intimacy and
belonging refer to having positive relation-
ships with other people, personal significance
refers to the dimension of the experience that
allows one to find meaning and purpose in
life, opening to the new represents open-
ness to new experiences, autonomy refers to
the ability to think and act independently,
while maturation refers to self-development
and growth. Although this construct lacks
confirmatory validation, to the best of our



124

Acta Turistica, Vol 36 (2024), No 2, pp 115-142

dan od rijetkih pokusaja izrade konstrukcije
eudaimonskog iskustva turista koja se moze
primijeniti na dizajn turistickog iskustva.

3.2.1. Emocije

Iako konstrukcija koju su predlozili Ma-
derios et al. (2020) ukljucuje veéinu eudai-
monskih dimenzija, nedostaje joj element
emocionalnog iskustva koji je potreban i za
eudaimoniju i za hedoniju. Na primjer, Len-
gieza, Swim i Hunt (2019) nazivaju takve
emocije eudaimonskim cuvstvima. Oni su
proveli internetsku anketu kako bi analizira-
li povezanost izmedu eudaimonskog cuvstva,
eudaimonskih promiSljanja i samotranscen-
dentnih ishoda. Eudaimonsko cuvstvo usko
je povezano sa samotranscendentnim emo-
cijama, kao $to je na primjer suosjecanje.
Takoder su otkrili da eudaimonska Cuvstva
(ili eudaimonske emocije) umiruju odnos iz-
medu eudaimonskih promisljanja (refleksija
0 osobnom rastu ili smislu i razvoju koji se
doZivljava tijekom putovanja) i samotrans-
cendentnih ishoda kao $to su povezanost s
drugim ljudima i prirodom, kao i filantrop-
sko i prosocijalno ponasanje. Stoga, tvrde
oni, doZivljavanje eudaimonskih emocija
¢ini vjerojatnijim da ¢e promisljanja o pro-
Zivljenom putovanju ohrabriti osobe da se
ukljuce u pro-drustveno ponasanje, $to tako-
der utjeCe na razliCite dimenzije odrZivosti
turizma (npr. druStvene i ekoloske).

Osim toga, eudaimonski afekt moZe
ukljucivati mjeSavinu pozitivnih i negativ-
nih emocija (Nawijn i Biran, 2018). U svom
konceptualnom radu, Nawijn i Biran (2018)
tvrde da su negativne emocije sastavni dio
turistickih iskustava koja ukljucuju tran-
sformaciju i stoga su eudaimonska. Primjeri
ukljuCuju mraéni turizam (dark tourism), tu-
rizam u opasnim zonama, volonterski turi-
zam i hodoca$¢a. lako su pozitivne emocije
u turizmu cCeSce, negativne emocije imaju
tendenciju imati jaci, transformacijski uci-
nak koji rezonira s eudaimonskom dobrobiti.
Drugim rije¢ima, doZivljavanje negativnih

knowledge, it is a rare attempt to create a
eudaimonic tourist experience construct that
may be applied to tourism experience design.

3.2.1. Emotions

Furthermore, although the construct pro-
posed by Maderios et al. (2020) includes
most of the eudaimonic dimensions, it lacks
the element of emotional experience, which
is necessary for both eudaimonia and hedo-
nia. For example, Lengieza, Swim, and Hunt
(2019) refer to such emotions as eudaimon-
ic affect. They conducted an online survey
to analyze the association between the eu-
daimonic affect, eudaimonic reflections, and
self-transcendent outcomes. The eudaimonic
affect is closely connected to self-transcen-
dent emotions, such as compassion. They also
found that eudaimonic affect (or eudaimonic
emotions) moderates the relationship between
eudaimonic reflections (reflection about per-
sonal growth or meaning and development
experienced during traveling) and self-tran-
scendent outcomes such as connectedness
to other people and nature as well as philan-
thropic and pro-social behavior. Hence, they
argue that experiencing eudaimonic emotions
makes it more likely that a person’s reflec-
tions about their trip will encourage them to
engage in pro-social behavior, which also in-
fluences different dimensions of sustainabili-
ty of tourism (e.g., social and environmental).

In addition, eudaimonic affect may in-
volve a mix of positive and negative emo-
tions (Nawijn and Biran, 2018). In their
conceptual paper, Nawijn and Biran (2018)
argue that negative emotions are integral to
tourism experiences that involve transforma-
tion and are eudaimonic. Examples include
dark tourism, danger zone tourism, volunteer
tourism, and pilgrimages. Although positive
emotions in tourism are more common, neg-
ative emotions tend to have a more substan-
tial, transformational effect, which resonates
with eudaimonic well-being. In other words,
experiencing negative emotions may result
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emocija moZe biti rezultat aktivnosti koje u
tom trenutku nisu ugodne, ali zato $to po-
drazumijevaju postizanje odredenog cilja ili
stjecanje novih vjestina, one pruZaju smisao
i moguénost samorazvoja, Sto na kraju olak-
Sava odgodeni pozitivan u¢inak. Na primjer,
osjecanje krivice potice pojedince da razmis-
le o svojim postupcima, §to moZe dovesti do
osobnog rasta i buduéeg prosocijalnog pona-
Sanja. Nawijn i Biran (2018) tvrde da su ne-
gativne emocije ,,...izgubljena prilika za bolje
razumijevanje potros$nje u turizmu.” PobliZe
gledano, mracni turizam (npr. posjeta kon-
centracijskom logoru) izaziva mjeSavinu po-
zitivnih 1 negativnih emocija pri i§¢ekivanju
iskustva, dok su tijekom posjeta negativne
emocije, poput tuge i Soka, istaknute. U slu-
¢aju turizma u opasnim zonama, koji podra-
zumijeva putovanje u opasnu regiju u kojoj
postoji drustveno-politicki sukob, turisti se
suocavaju s vlastitim strahom od smrti koji
ih potic¢e da pronadu smisao Zivota.

Osim toga, volonterski turizam i hodoca-
$¢a takoder poticu negativne emocije koje na
kraju dovode do osobnih promjena. Stoga, u
hedonskim kontekstima negativne emocije
povecavaju hedonsko zadovoljstvo i eudai-
monsku srecu te mogu podupirati pro-eko-
losko i odrZivo ponaSanja. U ne-hedonskim
kontekstima (npr. mracni turizam), negativne
emocije doprinose stvaranju smisla. Stoga,
Nawijn i Biran (2018) pozivaju menadZere u
podrucju turizma da se koriste negativnim
emocijama jer su one pokretaci smislenih tu-
risti¢kih iskustava i odrzivog turistickog po-
naSanja. Pozitivne emocije takoder su vazne
u stvaranju eudaimonskih turistickih doZiv-
ljaja. Filep, Macnaughton i Glover (2017) pro-
veli su studiju temeljenu na intervjuima kako
bi istrazili kako se vrednuju Cinovi ljuba-
znosti stranaca prema turistima. Zamolili su
dvadeset turista da ispricaju o trenutku kada
su dozivjeli ¢in ljubaznosti stranca tijekom
putovanja. Rezultati su pokazali da ukazana
ljubaznost stranca dovodi do eudaimonskog
rasta (npr. povjerenje i ukazana ljubaznosti
doveli su do samopouzdanja i samoaktuali-
zacije) 1 zahvalnosti prema strancu. Zahval-

from activities that are not pleasant at that
moment. Still, because they entail reaching a
specific goal or gaining new skills, they pro-
vide meaning and self-development, eventu-
ally facilitating delayed positive affect. For
example, experiencing guilt stimulates indi-
viduals to reflect on their actions, which may
lead to personal growth and future pro-social
behaviors. Nawijn and Biran (2018) further
argue that negative emotions are “... a lost
opportunity for a better understanding of
tourism consumption.” To explain in greater
detail, dark tourism (e.g., a visit to a concen-
tration camp) elicits a mix of positive and
negative emotions in anticipation of the ex-
perience. In contrast, negative emotions, such
as sadness and shock, are salient during the
visit. In danger zone tourism, which entails
traveling to dangerous regions where there
are socio-political conflicts, tourists are con-
fronted with fear of dying, which stimulates
them to find meaning in life.

Moreover, volunteer tourism and pil-
grimages also stimulate negative emotions,
eventually leading to personal transforma-
tions. Hence, in hedonic contexts, negative
emotions enhance hedonic pleasure and eu-
daimonic happiness and may serve as facil-
itators of pro-environmental and sustainable
behaviors. Negative emotions contribute to
meaning-making in non-hedonic contexts
(e.g., dark tourism). Therefore, Nawijn and
Biran (2018) urge tourism managers to use
negative emotions as they drive meaningful
tourism experiences and sustainable tourist
behaviors. Positive emotions are also crucial
in creating eudaimonic tourism experienc-
es. Filep, Macnaughton, and Glover (2017)
conducted an interview study to explore how
acts of kindness from strangers towards tour-
ists are valued. They asked twenty tourists to
share their stories about a time they received
an act of kindness from a stranger while
traveling. The results showed that kindness
from a stranger led to eudaimonic growth
(e.g., trusting and receiving kindness led to
personal confidence and self-actualization)
and gratitude towards the stranger. Gratitude
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nost prema strancu imala je ucinak prelijeva-
nja i na samo odredisSte i njegove stanovnike.
Zbog toga su turisti smatrali kako su i drugi
lokalni stanovnici ljubazni te su imali pozi-
tivan stav o odredisStu. Medutim, kako bi se
empirijski potvrdio u¢inak prelijevanja, bilo
bi potrebno ispitati uzro¢no-posljedicni od-
nos izmedu ¢ina ljubaznosti lokalnog stanov-
niStva i osjecaja privrzenosti mjestu.

3.2.2. Odrediste i individualni
cimbenici turista

Studiju koja se posebno usredotocila
na doZivljavanje eudaimonske dobrobiti na
odredistu i osjecaja privrZenosti mjestu pro-
veli su Vada, Hsiao i Prentice (2019). Oni
su proveli internetsku anketu kako bi istra-
zili vezu izmedu nezaboravnog turistickog
iskustva, hedonskog i eudaimonskog blago-
stanja i osjecaja privrZzenosti mjestu. Njiho-
vi su rezultati pokazali da nezaboravna tu-
risti¢ka iskustva znaCajno utjeCu na osjecaj
privrZenosti mjestu i da je ova korelacija u
potpunosti posredovana kombinacijom he-
donskog i eudaimonskog blagostanja. Stoga,
stvaranje nezaboravnih turisti¢kih iskustava
koja povecavaju hedonsko i eudaimonsko
blagostanje moZe dovesti do odrZivosti tu-
rizma razvojem osjecaja lojalnosti i privrze-
nosti prema odrediStu (Vada, Hsiao i Pren-
tice, 2019). Medutim, nezaboravna turisticka
iskustva ne ovise o specificnom kontekstu te
ovise o pojedincu, stoga je potrebno dodatno
istraziti §to predstavlja nezaboravno turistic-
ko iskustvo i kako se blagostanje moZe kori-
stiti u tu svrhu. Iz tog su razloga Vada, Pren-
tice i Hsiao (2019) proveli jo§ jednu studiju
kako bi rasvijetlili Sto sacinjava nezaboravno
turisticko iskustvo i kako se ono razlikuje
medu razli¢itim posjetiteljima. SluZili su se
internetskim anketama koje su ukljucivale
razliCite ljestvice za mjerenje hedonskih i
eudaimonskih ciljeva, nezaboravnih turistic-
kih iskustava, hedonskog i eudaimonskog
blagostanja i ponaSanja. Njihovi rezultati po-
kazali su da ciljevi turista, eudaimonski ili

towards the stranger had a spillover effect on
the destination and its people as well. There-
fore, the tourists perceived the other locals as
kind persons and developed positive views of
the destinations. However, in order to empir-
ically confirm the spillover effect, it would
be necessary to test the causational relation-
ship between the acts of kindness of the local
people and place attachment.

3.2.2. Destination and Tourists’
Individual Factors

Vada, Hsiao, and Prentice (2019) con-
ducted a study specifically focused on expe-
riencing eudaimonic well-being at the desti-
nation and place attachment. They conducted
an online survey to explore the relationship
between memorable tourism experiences,
hedonic and eudaimonic well-being, and
place attachment. Their results showed that
memorable tourism experiences significantly
influence place attachment, and that a com-
bination of hedonic and eudaimonic well-be-
ing fully mediates this relationship. There-
fore, creating memorable tourism experi-
ences that increase hedonic and eudaimonic
well-being can lead to the sustainability of
tourism through the development of desti-
nation attachment and loyalty (Vada, Hsiao,
and Prentice, 2019). However, memorable
tourism experiences are not context-specif-
ic and depend on the individual tourist, so
it is necessary to investigate further what
constitutes a memorable tourist experience
and how well-being can be used to that end.
Hence, Vada, Prentice, and Hsiao (2019) con-
ducted another study to shed light on mem-
orable tourist experience and how it differs
among visitors. They used online surveys,
which included different scales to measure
hedonic and eudaimonic goals, memorable
tourism experiences, hedonic and eudaimon-
ic well-being, and behavioral intentions.
Their results showed that the goals that tour-
ists set, either eudaimonic or hedonic, have a
direct impact on the well-being that they will
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hedonski, izravno utje¢u na dobrobit koju ¢e
dozivjeti. Ova poveznica posredovana je ne-
zaboravnim turistickim iskustvom. Drugim
rije¢ima, ako posjetitelj Zeli iskusiti samora-
zvoj tijekom putovanja, iskustva koja omogu-
¢uju rast bit ¢e za njega/nju nezaboravna, a
to ¢e dovesti do eudaimonskog blagostanja.
Medutim, kako bi se posjetitelje potaknulo
da preporuce destinaciju drugima, eudai-
monsko blagostanje mora biti obogaceno
hedonskim blagostanjem. Iz perspektive
menadZmenta, vazno je potaknuti turiste da
odaberu turisticke destinacije/usluge koje su
u skladu s njihovim ciljevima. Takoder, ako
je eudaimonsko blagostanje cilj iskustva, tre-
balo bi ga stavljati na trZiSte zajedno s hedon-
skim aspektima (kao Sto je uZitak) kako bi se
posjetitelje ohrabrilo da drugima preporuce
odrediste. Medutim, budu¢i da je ova studija
provedena na uzorku zapadnih turista, po-
trebno je ponoviti je u istocnom kontekstu
jer mogu postojati razlike u ponasanju turista
nakon putovanja.

Budu¢i da nezaboravna turisti¢ka isku-
stva ovise o pojedina¢nom turistu, Sie, Pegg
i Phelan (2021) analizirali su poveznice
motivacija starijih turista, izbora obilazaka,
znacajnih iskustava i zadovoljstva uslijed pu-
tovanja. Podaci su prikupljeni na uzorku sta-
rijih turista iz Australije u dobi od 50 godina
ili starijih koji su bili na edukativnoj turi. Re-
zultati pokazuju da individualni rast, stjeca-
nje znanja i druZenje predstavljaju glavne po-
ticaje starijih turista koji sudjeluju u obrazov-
nom turizmu, dok je prisjecanje na iskustva
klju¢no za nezaboravna iskustva putovanja, a
koja utjeu na uoceno poboljSanje dobrobiti i
zadovoljstva Zivotom. Rezultati upucuju i na
to da iskustva putovanja koja su oporavljaju-
¢a, osobna i pruZaju smisao, nude priliku za
ucenje i povecanje razine tolerancije, poticu-
¢i putnike da budu razumniji i fleksibilniji.
Uzbudenje susreta s posebnim kulturama
ili komunikacije s lokalnim stanovniStvom
jo§ je jedan znacajan element obrazovnog
turizma. Rezultati studije takoder otkrivaju
da stariji putnici mogu razmisljati o negativ-
nom iskustvu kao pozitivnoj prilici za ucenje

experience. Memorable tourism experiences
mediate this relationship. In other words, if
a visitor wants to experience self-develop-
ment during a trip, experiences that enable
growth will be memorable for them leading
to eudaimonic well-being. However, in order
to stimulate the visitors to recommend the
destination to others, eudaimonic well-being
needs to be enriched with hedonic well-be-
ing. From the managerial perspective, it
is essential to encourage tourists to select
tourism destinations/services that align with
their goals. In addition, if the goal of the ex-
perience is eudaimonic well-being, it should
be marketed with hedonic aspects (such as
pleasure) to encourage the visitors to recom-
mend the destination to others. Nevertheless,
as this study was conducted with Western
tourists, it is necessary to replicate it in the
Eastern context as they might differ in their
behavioral intentions after the trip.

Because memorable tourist experiences
depend on the individual tourist, Sie, Pegg,
and Phelan (2021) analyzed the connections
of senior tourists’ motivations, choices of
tours, notable experiences, and contentment
due to travel. The data was gathered from
senior tourists from Australia aged 50 years
or older who had undertaken an education-
al tour. The findings show that individual
growth, gaining knowledge, and socializ-
ing embody the principal incentives of se-
nior tourists who participate in educational
tourism, whereas recalling experiences is
essential to having travel experiences worth
remembering, which impacts the observed
well-being improvement and life satisfac-
tion. The findings suggest that travel expe-
riences that are recuperating, personal, pro-
vide meaning, offer chances to learn and in-
crease tolerance levels, stimulating travelers
to be more sensible and flexible. The thrill of
encountering distinctive cultures or commu-
nicating with locals is another significant el-
ement of educational tourism. The study also
revealed that senior travelers might reflect on
a negative experience as a positive learning
opportunity (Sie, Pegg, and Phelan, 2021).
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(Sie, Pegg i Phelan, 2021). Medutim, podaci
iz studije nisu prikupljeni tijekom putovanja,
ve¢ iskljucivo prije i nakon putovanja, stoga
je potrebno ispitati napore industrije u posti-
zanju pristupacnijeg i raznovrsnijeg opsega
turistickih i rekreacijskih aktivnosti za sta-
rije putnike.

Jo§ jedan vaZan aspekt su motivacije tu-
rista. Konkretnije, eudaimonska motivacija
moze uciniti turiste manje podloZznima ‘za-
vidnom usporedivanju’. Zavidno usporedi-
vanje dogada se nakon kupnje, kada turist
prepoznaje postojanje ,,bolje ponude* od one
za koju se on/ona pogodio/la (Yang, Zhang
i Fung So, 2021). Yang, Zhang i Fung So
(2021) proveli su dva eksperimenta kako bi
ispitali tu pretpostavku i potvrdili da je, kada
je eudaimonska motivacija za kupnju prisut-
na, manje vjerojatno da ¢e se turisti upusta-
ti u zavidno usporedivanje, Sto takoder Cuva
njihovo blagostanje. Drugim rije¢ima, kada
su turisti motivirani kupiti turisticki paket
aranZman jer Zele rasti kao osoba tijekom
putovanja, manje je vjerojatno da ¢e se osje-
¢ati prevareni ako postoji druga ponuda koja
je bolja od one koju su oni odabrali. lako je
studija provedena nakon putovanja i nije mje-
rila motivacije prije putovanja, implikacije
ove studije za menadZere posebno su korisne
za dizajniranje turistiCkih iskustava. Yang,
Zhang i Fung So (2021) vjeruju da bi struc-
njaci iz podrucja turizma trebali ukljuciti ko-
risti povezane s eudaimonijom u promotivne
materijale putovanja. Osim toga, predlazu
prakticarima uklju€ivanje aktivnosti koje po-
ti¢u eudaimoniju u njihove programe, kao $to
su na primjer ,,meditacija na plazi“ tijekom
izleta u prirodu ili ,,pomaganje zajednici* ti-
jekom istrazivanja kulture. Konkretnije, daju
primjer kako se eudaimonski potencijal moze
naglasiti prilikom promoviranja kulturnih
susreta s lokalnim stanovnisStvom: ,,1) osjetiti
osjecaj ovladavanja okolinom i samostalnog
rasta kroz steceno znanje o egzoti¢noj kulturi
i razvoj svoje kulturne inteligencije, 2) u pot-
punosti zadovoljiti znatiZelju i strast prema
kulturnom istraZivanju (autonomija), 3) ojaca-
ti svoju povezanost s drugima (drustveni od-

However, the data from the study was not ac-
quired during the trips but only before and
after the travels. Thus, an examination of in-
dustry efforts to attain a more accessible and
diversified scope of tourism and recreational
activities for senior travelers is needed.

Another vital aspect is tourists’ motiva-
tion. Specifically, having eudaimonic mo-
tivations might make tourists less suscep-
tible to invidious comparisons. Invidious
comparison occurs after making a purchase
when the tourist recognizes the existence of
“a better deal” than the one they had struck
(Yang, Zhang, and Fung So, 2021). Yang,
Zhang, and Fung So (2021) conducted two
experiments to study that assumption and
confirmed that in cases of eudaimonic pur-
chase motivation tourists are less likely to
engage in invidious comparisons, which also
preserves their well-being. In other words,
when tourists are motivated to buy a tourist
package because they want to grow as a per-
son during the trip, they are less likely to feel
scammed because another deal is better than
the one they bought. Although the study was
conducted after the trip and did not measure
the pre-trip motivations, the managerial im-
plications of this study are beneficial when
designing tourist experiences. Yang, Zhang,
and Fung So (2021) believe tourism practi-
tioners should include eudaimonia-associat-
ed benefits in the promotional materials of
the trip. Moreover, they suggest practitioners
include eudaimonia-inducing activities into
their programs, such as “meditation at the
beach” during nature excursions or “helping
the community” during cultural explorations.
More specifically, they provide an example
of how eudaimonic potential can be stressed
when promoting cultural encounters with lo-
cal people: “(1) feel a sense of environmental
mastery and self-growth through the gained
knowledge about an exotic culture and devel-
opment of your cultural intelligence, (2) fully
satisfy the curiosity and passion about cul-
tural exploration (autonomy), (3) strengthen
your affiliation with others (social relation-
ships) by connecting with locals and peers
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nosi) povezivanjem s lokalnim stanovnistvom
i osobama koje dijele sli¢ne kulturne interese,
4) biti uronjen u duhovno iskustvo potaknuto
snagom autenticne prezentacije kulture, Sto ¢e
vam dati mo¢ da promiSljate o svojem nacinu
Zivota (svrha u Zivotu) i slavite sebe zbog svo-
jeg autenti¢nog ja (samoprihvacanje)” (Yang,
Zhang, and Fung So, 2021, str. 8).

3.2.3. Dugotrajnost eudaimonskog
iskustva

Jo§ jedna prednost za oglaSavanje za eu-
daimonskih turistickih iskustava mogla bi
biti ¢injenica da se intenzitet takvih iskusta-
va ne mijenja tijekom odmora, u usporedbi s
hedonskim iskustvima (Su, Tang i Nawijn,
2020). Su, Tang i Nawijn (2020) proveli su
viSe eksperimenata i istraZivanja kako bi te-
stirali kako se eudaimonija i hedonija mije-
njaju tijekom putovanja i koja iskustva mogu
izazvati eudaimoniju. Njihovi su rezultati
pokazali da eudaimonija ima konstantan in-
tenzitet i izaziva se u aktivnostima koje su
viSe izazovne nego opustajuce. Osim toga,
oni preporucuju da turisticka iskustva uklju-
uju i hedoniju i eudaimoniju. Cak i puto-
vanja koja su namijenjena isklju¢ivo uzitku
(odmor na plazi) mogu koristiti eudaimon-
ske elemente kako bi se povecale koristi za
posjetitelje. Primjerice, turisti bi mogli biti
potaknuti na povezivanje s lokalnom zajed-
nicom ili na pripreme detaljne strategije pu-
tovanja kako bi povecali svoj osjecaj ovlada-
vanja okolinom (npr. pripremanjem popisa
najboljih restorana u tom podrucju). Studija
je provedena na uzorku kineskih turista pa
bi rezultate trebalo potvrditi i na uzorku za-
padnih turista. Autori su proveli jo§ jednu
studiju o intenzitetu eudaimonskog iskustva
(2021). U tri promatranja turista (tijekom
putovanja, Cetiri tjedna i osam tjedana po-
slije) eudaimonsko blagostanje se postepeno
i marginalno smanjivalo nakon odmora u
usporedbi s hedonskim blagostanjem koje
se smanjivalo mnogo brze. No, studija nije
mjerila endaimonsko blagostanje prije puto-

sharing the similar cultural interest, (4) get
immersed in a spiritual experience sparked
by the power of an authentic culture pre-
sentation, which will empower you to re-
flect on your way of living (purpose in life)
and celebrate you for your authentic self
(self-acceptance)” (Yang, Zhang, and Fung
So, 2021, p. 8).

3.2.3. Durability of Eudaimonic
Experiences

Another selling point for eudaimonic
tourist experiences could be that the inten-
sity of such experiences does not change
during the vacation, compared to the hedon-
ic experiences (Su, Tang, and Nawijn, 2020).
Su, Tang, and Nawijn (2020) conducted mul-
tiple experiments and a survey to test how
eudaimonia and hedonia change throughout
travel and what experiences are likely to in-
duce eudaimonia. Their results showed that
eudaimonia has constant intensity and is
elicited in challenging rather than relaxing
activities. Moreover, they suggest that tour-
ism experiences include both hedonia and
eudaimonia. Even trips intended to be solely
pleasurable (beach vacations) could use eu-
daimonic elements to increase visitor bene-
fits. For example, tourists could be encour-
aged to engage with the local community or
prepare detailed travel strategies to improve
their environmental mastery (e.g., prepar-
ing a list of the best restaurants in the area).
Since this study was conducted with Chi-
nese tourists, the results should be validated
with Western tourists. Another study on the
intensity of the eudaimonic experience was
conducted by Yu, Smale, and Xiao (2021).
They carried out three observation surveys
of tourists (during the trip, four weeks after,
and eight weeks after). They confirmed that
eudaimonic well-being decreased gradually
and marginally after the holiday compared
to hedonic well-being, which decreased
much faster. However, this study did not
measure the eudaimonic well-being before
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vanja, §to bi moglo biti plodonosno za budu-
ée studije.

3.2.4. Oblici turizma i eudaimonija

Razli¢iti oblici turizma mogu imati ko-
risti od koriStenja eudaimonskih turistickih
iskustava. Zadovoljstvo posjetitelja integrira-
nih odmaraliSta tema je studije Ahna, Backa
i Choea (2019), koja predlaZe ljestvicu koja
ukljucuje tri aspekta (zadovoljenje potre-
be povezanosti, kompetenciju, autonomiju),
putem istraZivanja mjeSovitim metodama.
Utjecaj triju aspekata na hedonsku i eudai-
monsku dobrobit ispitan je u Aziji i SAD-u.
Studija podrZava utjecaj triju dimenzija na
dobrobit i potice pruZatelje usluga na traZe-
nje novih nacina osmisljavanja usluga kako
bi se njegovala dobrobit posjetitelja. Autori
navode primjere dizajna usluga, npr. nuditi
mogucénosti za diskretnu i neovisnu rekreaci-
ju (poboljSanje autonomije), ponuditi samo-
vodene programe i obrazovne programe koji
koriste tehnologiju koja posjetiteljima nudi
mogucénost da slobodno donose svoje odluke.
Djelatnici takoder mogu koristiti tehnologiju
kako bi stvorili okruZenje koje posjetiteljima
omogucuje lak pristup informacijama. Kva-
lificirano osoblje moZe pomo¢i posijetitelji-
ma da uZivaju u aktivnostima i uslugama na
kompetentan nacin. Povezanost je jos jedan
¢imbenik, jer drustvene mreZe ili aplikacije
pomaZu posjetiteljima u interakciji. Autori
zakljuCuju da ulaganje u odgovarajuée pro-
izvode i usluge moZze rezultirati ve¢im zado-
voljstvom posijetitelja, Sto bi poboljSalo nji-
hovo blagostanje (Ahn, Back i Choe, 2019).
Daljnja ispitivanja u razli¢itim okruZenjima
potrebna su za generalizaciju ovih nalaza.

Drugaciji oblik turizma istrazuju Hao i
Xiao (2021). Povezanost rezidencijalnog tu-
rizma i eudaimonske dobrobiti produbljena
je pristupom dodane vrijednosti. Rezidenci-
jalni turizam podrazumijeva dulji boravak
na mjestu koji bi mogao dovesti do pro-
mjene okruzZenja, nacina Zivota, druStvenih
veza, kao i vrijednosti. Istrazivanje proSiruje

the trip, which might be a fruitful avenue for
future studies.

3.2.4. Forms of Tourism and
Eudaimonia

Various forms of tourism can benefit
from utilizing eudaimonic tourism experi-
ences. The satisfaction of integrated resort
visitors is the topic of a study by Ahn, Back,
and Choe (2019), which proposes a scale that
includes three aspects (relatedness needs sat-
isfaction, competence, autonomy) through
mixed methods research. The influence of
the three aspects on hedonic and eudaimonic
well-being was examined in Asia and the US.
The study supports the impact of the three
dimensions on well-being and incites pro-
viders to seek new means of service design
to nurture visitors’ well-being. The authors
provide examples of service design, e.g.,
offering possibilities for discrete and inde-
pendent recreation (autonomy improvement),
self-guided programs, and educational pro-
grams that use technology that allow visitors
to make their decisions freely. Practitioners
can also use technology to create a setting
that enables visitors to access information
easily. Staff competence is another compo-
nent worthy of developing appropriate strat-
egies; for example, qualified staff can com-
petently aid visitors’ enjoyment of activities
and services. Connectedness is another con-
sideration since social networks or apps help
visitors interact. The authors conclude that
investing in suitable products and services
can increase visitor satisfaction, enhanc-
ing their well-being (Ahn, Back, and Choe,
2019). Further testing in diverse settings is
called for to generalize these findings.

A different form of tourism is researched
in a study by Hao and Xiao (2021). A val-
ue-added approach delves into the connec-
tion between residential tourism and eu-
daimonic well-being. Residential tourism
entails an extended stay in a location that
could lead to changing the environment, way
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Ryffov (1989) model blagostanja koristeci
dimenzije produzene mladosti i unutarnjeg
mira. Utvrdeno je da je takva vrsta iskustva
povoljna za samoaktualizaciju i pozitivno
rjeSavanje izazova, npr. stjecanje autono-
mije i sposobnosti kontrole vlastite okoline,
osobni razvoj, otkrivanje smisla i svrhe, pro-
duzenje mladosti, povoljne drustvene odno-
se, samoprihvacanje i unutarnji mir (Hao i
Xiao, 2021). Medutim, studija je usredotocCe-
na samo na kvalitativno razumijevanje isku-
stva, stoga je potrebna kvantitativna analiza
sa Sirim geografskim okvirom.

Utjecaj turizma na eudaimonsku dobro-
bit turista takoder je istraZen u studiji Far-
ki¢, Filepa i Taylora (2020). U istraZivanju se
propitivala percepcija vodi¢a na otvorenom,
o njihovoj ulozi u omogucavanju mentalnog
blagostanja turista iskustvima spore avantu-
re, putem intervjua s desetak Skotskih pu-
stolovnih vodi¢a. Polagano, avanturisticko
iskustvo sastoji se od aktivnosti koje uklju-
¢uju voznju kanuom, gledanje zvijezda ili
traZenje hrane, tijekom kojih vrijeme prolazi
sporije, osoba je uronjena u prirodu i osjeca
pripadnost manjoj drustvenoj grupi. Rezulta-
ti su otkrili nacin na koji vodi¢i sporih pu-
stolovina koreografiraju percepciju vremena,
znacajne trenutke i osjecaj zajednice kako bi
poboljsali mentalnu dobrobit turista putem
duboko angaziranih vodenih iskustava, po-
mazudi im u ponovhom povezivanju s priro-
dom. Na taj nacin pokazuju kako pustolovni
turisti¢ki vodi¢i organiziraju eudaimonska
turisticka iskustva u prirodnim okruZenjima.
Glavne teme koje su se pojavile iz nalaza su
kvalitetno vrijeme (hedonska tema dobrobi-
ti), procvat kroz znacajne trenutke i osjecaj
zajedniStva (eudaimonske teme). Na primjer,
vodici bi se usredotocili na navigaciju putni-
ka kroz prostor, poti¢uéi ih da prihvate sa-
dasnji trenutak, nastojali upudivati skupine
da zaborave svoje dnevne rasporede i hektic-
ne Zivote kako bi se opustili i probudili osje-
¢aje oslobodenja, otkri¢a i duboke duhovne
veze s okolinom, omogucili moguénosti
stvaranja ugodnog i inkluzivnog ambijenta,
mogucénosti za formiranje zajednickih veza,

of life, social connections, and values. The
study expands on Ryff’s (1989) well-being
model using the dimensions of prolonged
youth and inner peace. It is found that this
sort of experience is conducive to self-ac-
tualization and the positive negotiation of
challenges, e.g., gaining autonomy and the
capacity to control one’s environment, per-
sonal development, discovering a sense of
meaning and purpose, extending youth, fa-
vorable social relations, self-acceptance, and
inner peace (Hao and Xiao, 2021). Yet, the
study merely concentrates on acquiring a
qualitative understanding of the experience.
Therefore, a quantitative analysis with a wid-
er geographic framework is necessary.

The impact of tourism on the eudaimon-
ic well-being of tourists is also explored in
a study by Farki¢, Filep, and Taylor (2020).
The study explored outdoor guides’ per-
ception of their role in enabling tourists’
mental well-being through slow adventure
experiences through interviews with a doz-
en Scottish adventure guides. A slow adven-
ture experience is comprised of activities
that include canoeing, stargazing, or forag-
ing, during which time passes more slowly.
One is immersed in nature and feels like
belonging to a smaller social group. The
results disclosed the way slow adventure
guides choreograph time perception, mean-
ingful moments, and a sense of community
to enhance travelers’ mental well-being by
way of deeply engaging guided experienc-
es, assisting travelers in re-connecting with
nature, and thus show how adventure tour
guides organize eudaimonic tourist experi-
ences in natural settings. The central topics
surfaced from the findings are quality time
(hedonic well-being theme), flourishing
through meaningful moments, and a sense
of togetherness (eudaimonic themes). For
example, the guides would focus on navigat-
ing travelers through space, inciting them to
embrace the present moment, seek to instruct
the groups to forget their daily agendas and
hectic lives to unwind and evoke feelings of
liberation, discovery and profound spiritual
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dijeljenje intimnih prostora koji bi izgradi-
li povjerenje i omogudili dublje, smislenije
trenutke (Farkié, Filep i Taylor, 2020). Au-
tori objasnjavaju da bi dopuStanje da speci-
jalizirani vodi¢ vodi turiste kroz nepoznato
okruZenje, a istovremeno im pruZa sredstva
za uzivanje u osjetilnim iskustvima, moglo
privremeno obnoviti mir turista. Ogranic¢enje
studije je nedostatak uvida turista i istraZiva-
nja njihovog vlastitog blagostanja u odnosu
na praksu vodenja.

Transformativna putovanja takoder su
ispitali Laing i Frost (2017) analizom prica
koje su napisale autorice o svojim putovanji-
ma u Italiji. Knjige imaju u prvom planu Zelju
za promjenama i poimanje da bi putovanje
moglo ponuditi moguénost oslobadanja od
svakodnevnih zadataka i pruZiti nacin Zivota
koji bi izazvao kulturne i druStvene norme.
Zene prikazuju sebe kao sigurnije u sebe i
smatraju da posjeduju vece razumijevanje
samih sebe, a putovanja prikazuju kao od-
vazna i puna kusnji, ali i kao fantasti¢an san,
senzualan, kojim se ugada samom sebi. He-
donske i eudaimonske dimenzije blagostanja
su, dakle, naznaCene. Detektirani su svi psi-
holoski mehanizmi dobrobiti u DRAMMA
modelu (odvajanje - oporavak; autonomija;
ovladavanje; smisao; pripadanje), zajedno
s Cetiri od pet dimenzija PERMA modela
(ovladavanje; smisao; pripadanje; pozitivne
emocije). Oba modela potrebno je prosiriti,
a potrebno je i istrazivanje kako bi se tema
analizirala kvantitativno.

Nadalje, Mateucci i Filep (2017) su
istrazili iskustvo eudaimonskog turizma s
obzirom na turisti¢ko iskustvo glazbenih i
plesnih teajeva flamenka u Spanjolskoj pu-
tem intervjua s 20 sudionika. Cetiri klju¢ne
teme karakterizirale su iskustva: socijalno i
fizicko okruZenje, odnosno mjesta flamenka
u Sevilli i komunikacija sudionika s predava-
¢ima i drugim sudionicima; izazovno isku-
stvo, obiljeZeno nevoljama i Zrtvovanjem u
nastojanju da se savlada vjeStina flamenka;
aktiviranje tjelesne senzualnosti; i konacno,
urodena i duboka ¢eZnja za samootkrivanjem
(Mateucci i Filep, 2017). Slijedom svega na-

connection with their surroundings, enable
possibilities of enjoyable and inclusive am-
biance creation, opportunities for forming
community bonds, while sharing intimate
spaces that would build trust and allow for
deeper more meaningful moments (Farki¢,
Filep and Taylor, 2020). The authors explain
that letting a specialized guide navigate tour-
ists through an unknown setting while giv-
ing them the means to enjoy the sensory phe-
nomena could temporarily recover travelers’
serenity. The study’s limitation is a lack of
insight into the well-being of tourists and an
inquiry into their self-determined well-being
related to guiding practices.

Transformative journeys were also exam-
ined by Laing and Frost (2017) through the
analysis of narratives written by female au-
thors about their travels in Italy. The books
foreground a yearning for change and the no-
tion that traveling would offer a possibility to
free oneself from mundane tasks and provide
a way of living that would challenge cultural
and social norms. The women portray them-
selves as more self-assured and possessing
greater self-understanding, and the travels as
daring and testing, but also as fantastic dreams,
sensuous and self-indulgent. Hedonic and eu-
daimonic well-being dimensions are thus in-
dicated. All the psychological mechanisms of
well-being in the DRAMMA (detachment-re-
covery, autonomy, mastery, meaning, and af-
filiation) were detected, along with four of five
dimensions of the PERMA model (mastery,
meaning, affiliation, positive emotions). Both
models need extension, and research is needed
to analyze the topic quantitatively.

Eudaimonic tourism experience was fur-
thermore explored by Mateucci and Filep
(2017), who considered the tourism experience
of flamenco musical and dancing courses in
Spain through interviews with 20 participants.
Four key themes characterized the experienc-
es: the social and physical surroundings, refer-
ring to on-site flamenco spots in Seville and the
participants’ communication with the tutors
and other attendees; the challenging experi-
ence marked by adversity and sacrifice while



Marta Sveb Dragija, Sun¢ana Frani¢: Eudaimonski turizam: osiguravanje odrZivosti oblikovanjem...

133

vedenoga, nalazi upucuju na to da je iskustvo
eudaimonske prirode jer turisticko isku-
stvo flamenka duboko koristi samostalnosti
i osjecaju ostvarenja. OgraniCenja studije
ukljucuju nejednakost spolova (visok omjer
Zena), iskljucivo zapadni uzorak turista i ne-
dostatak prethodnih i naknadnih evaluacija
turistickih iskustava.

3.2.5. Mjerenje eudaimonskog
turistickog iskustva

Istrazivanje koje su proveli Lengieza,
Hunt i Swim (2019) nudi mjerljiv alat za
procjenu eudaimonskih osobina turisti¢kih
iskustava koristeéi dva aspekta takve vrste
iskustava: ,,0sobno znacenje” i ,,samore-
fleksiju®. Na primjer, osobno zna€enje moze
se mjeriti pomocu stavke ,,Ovo putovanje
pomoglo mi je da se razvijem kao osoba®,
dok se samorefleksija moZe mjeriti pomocu
stavke ,,RazmiSljao sam o smislu Zivota na
ovom putovanju®. Ova studija o eudaimon-
skoj dimenziji turistickih iskustava na loka-
ciji prosiruje postojecu percepciju putovanja
kao aktivnosti koja promice opée blagostanje
i kvalitetu Zivota. Alat odvaja eudaimonske
i hedonske dimenzije putnickih iskustava,
omogucujudi vecu diferencijaciju (Lengieza,
Hunt i Swim, 2019). Mjerenja iz studije mo-
gla bi unaprijediti usporedivost eudaimon-
skih iskustava koja pojedina¢no utjecu na
nalaze unutar razlicitih kategorija putovanja,
¢ak i kroz veéi broj stavki.

4. RASPRAVA

Za proucavanje onoga Sto je do sada
istrazeno o konceptu eudaimonskog turizma,
provedena je analiza literature koristeéi PRI-
SMA protokol kako bi se utvrdilo: (1) Koji
se osmisljeni signali i znakovi mogu rabiti u
dizajniranju eudaimonskih turistickih isku-
stava za poticanje eudaimonskog blagosta-
nja? i (2) Koja je uloga specificnih emocija u
takvim iskustvima? Na$ je pregled pokazao
da eudaimonski turizam dobiva na zamahu,

pursuing flamenco mastery; activating the
bodily sensuality; and an innate and profound
longing for self-discovery (Mateucci and Filep,
2017). The findings reveal that the experience
is eudaimonic since the tourists’ flamenco ex-
perience deeply benefits their self-realization
and sense of accomplishment. The study’s
limitations include gender disproportion (high
female ratio), an exclusively Western cohort of
tourists, and a lack of pre- and post-evaluations
of tourists” experiences.

3.2.5. Measuring Eudaimonic Tourist
Experience

The research by Lengieza, Hunt, and
Swim (2019) offers a measurable tool for
evaluating eudaimonic traits of tourism expe-
riences using two aspects of this kind of expe-
rience: “personal meaning” and “self-reflec-
tion”. For example, personal meaning may be
measured using the item “This trip helped me
grow as a person.”, while self-reflection can
be measured using the item “I thought about
the meaning of life on this trip.” This study on
the eudaimonic dimension of on-site tourism
experiences broadens the existent perception
of travel as fostering general well-being and
quality of life. The tool separates eudaimonic
and hedonic dimensions of traveling experi-
ences, allowing for more significant differen-
tiation (Lengieza, Hunt, and Swim, 2019). The
measurements from the study could advance
the comparability of eudaimonic experiences
individually affecting findings within various
traveling categories, even though a more ex-
tensive set of items.

4. DISCUSSION

To explore what has been researched thus
far about the concept of eudaimonic tourism,
a literature analysis was conducted using the
PRISMA protocol to determine: (1) What
design cues can be used to design eudaimon-
ic tourism experiences to prompt eudaimon-
ic well-being? and (2) What is the role of
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postajuci sve vazniji kao nacin obogadivanja
Zivota posjetitelja i osiguravanja odrzivosti
turisticke destinacije.

Rezultati pregleda usporedivi su s na-
lazima drugih akademskih radova o eu-
daimonskim iskustvima. Na primjer, Sveb
Dragija i Jelin¢i¢ (2022) provele su studiju o
eudaimonskim iskustvima u muzejima, koja
je pokazala da takva iskustva moraju biti
»atraktivna, ugodna, razumljiva, participa-
tivna, inovativna i odrZiva®“ (str. 11). To je u
skladu s onim §to su Kay Smith i Diekmann
(2017), Lee i Jeong (2019) te Rahmani, Gno-
th i Mather (2018) zakljucili navode¢i da eu-
daimonska iskustva nuzno ukljucuju hedon-
ske dimenzije poput privlacnosti i ugode, §to
pruza uzitak i zadovoljstvo. Kada su iskustva
razumljiva, ona stimuliraju osjecaj ovlada-
vanja okolinom, §to izravno povecéava euda-
imonsko blagostanje. U turistickom okruze-
nju, ovladavanje okolinom moZe se postici
uklju¢ivanjem u nova iskustva (Maderios et
al., 2020), izazovnim iskustvima (Su, Tang
1 Nawijn, 2020) i detaljnom pripremom za
putovanje (Yu, Smale i Xiao, 2021). Parti-
cipativnu prirodu eudaimonskih turistickih
iskustava potkrepljuju Maderios ef al. (2020)
koji pozivaju na aktivnosti participativnog
turizma koje nude mogucénosti za pozitivne
drustvene interakcije. Drustvenu ukljucenost
dodatno poticu Sie, Pegg i Phelan (2021),
koji su utvrdili da su drustvene interakcije
tijekom putovanja posebno vazne za dobro-
bit starijih turista. Hao i Xiao (2021) tako-
der su zakljucili da je socijalna ukljucenost
vazna korist rezidencijalnog turizma, dok je
zajednistvo Cesto povezano sa sporim turiz-
mom (Farkié, Filep i Taylor, 2020) i kultur-
nim praksama flamenka (Mateucci i Filep,
2017). Inovativne prakse nerijetko ukljucuju
koristenje digitalnih alata, $to takoder pred-
laZu Ahn, Back i Choe (2019), koji predlazu
koriStenje tehnologije u odmarali§tima kako
bi se zadovoljilo potrebe potrosaca i na kraju
povecalo njihovo eudaimonsko blagostanje.

Odrzivost u muzejima odnosi se na ko-
riStenje vanjskih prostora muzeja, dok u
eudaimonskom turizmu odrzivost ima vise

specific emotions in such experiences? Our
review showed that eudaimonic tourism is
gaining momentum by becoming increasing-
ly important as a way of enriching visitors’
lives and ensuring the sustainability of the
tourism destination.

The review results are comparable to the
findings of the other academic papers on
eudaimonic experiences. For example, Sveb
Dragija and Jelinc¢i¢ (2022) conducted a study
on eudaimonic experiences in museums,
which showed that such experiences need to
be “attractive, comfortable, comprehensible,
participative, innovative, and sustainable”
(p. 11). This is in line with what Kay Smith
and Diekmann (2017), Lee and Jeong (2019),
and Rahmani, Gnoth, and Mather (2018)
concluded by stating that eudaimonic expe-
riences necessarily involve hedonic dimen-
sions such as being attractive and comfort-
able, which yields pleasure and satisfaction.
When experiences are easily understandable,
they stimulate the feeling of environmental
mastery, which directly increases eudaimon-
ic well-being. In the tourism setting, envi-
ronmental mastery may be achieved by en-
gaging in new experiences (Maderios et al.,
2020), challenging experiences (Su, Tang,
and Nawijn, 2020), and by having a detailed
preparation for the trip (Yu, Smale and Xiao,
2021). The participative nature of eudaimon-
ic tourism experiences is supported by Ma-
derios et al. (2020) who urge participative
tourism activities that offer opportunities for
positive social interactions. Social engage-
ment is further encouraged by Sie, Pegg, and
Phelan (2021), who found social interactions
during traveling especially important for the
well-being of senior tourists. Hao and Xiao
(2021) also concluded that social inclusion
is an essential benefit of residential tourism,
while togetherness is often associated with
slow tourism (Farkic, Filep and Taylor, 2020)
and cultural practices of flamenco (Mateucci
and Filep, 2017). Innovative practices fre-
quently involve using digital tools, which is
suggested by Ahn, Back, and Choe (2019)
who propose using technology in resorts to
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dimenzija. Primjerice, razliciti oblici eudai-
monskog turizma smatraju se odrZivima, kao
Sto su odrziv ekoturizam, eticki autohtoni tu-
rizam (Kay Smith i Diekmann, 2017), pa ¢ak
i spori turizam (Farkié, Filep i Taylor, 2020).
Altruizam, empatija (Alves de Maderios et
al., 2020) i prosocijalno ponaSanje (Lengie-
za, Swim i Hunt, 2019) takoder pridonose
odrZivosti turizma. Osim toga, nezaboravna
turisticka iskustva takoder su pokazatelj odr-
Zivosti, jer su Cesto povezana s poveanom
privrZzenoS§¢éu mjestu koja rezultira namjerom
da se odrediSte preporuci i na njega se vrati
(Vada, Hsiao i Prentice, 2019; Vada, Prentice
i Hsiao, 2019). Stoga, eudaimonski turizam
ima izrazit znacaj za odrZivost turizma zbog
svog fokusa na holisticko blagostanje, ura-
njanje u kulturu i upravljanje okoliSem. Za
razliku od uobicajenih turisti¢kih modela
koji su usredotoceni iskljuivo na potragu
za uZicima, eudaimonski turizam naglaSa-
va iskustva koja pozitivho doprinose poje-
dincima, zajednicama i okoliSu. Poticanjem
smislenih interakcija s lokalnim kulturama
i promicanjem odgovornih ekoloSkih prak-
si, eudaimonski turizam podupire oCuvanje
kulturne baStine i prirodnih resursa (Kay
Smith i Diekmann, 2017; Lengieza, Swim i
Hunt, 2019), te jaca lokalne zajednice pru-
Zanjem ekonomskih Sansi i promicanjem
ponosa medu stanovnicima (Kay Smith i
Diekmann, 2017). Zbog svog inherentnog
naglaska na odrZivost, provedba koncepta
eudaimonskog turizma ne samo da pobolj-
Sava ukupnu kvalitetu turistickih iskustava,
ve¢ takoder i osigurava dugoro¢nu odrZivost
destinacija minimiziranjem negativnih uci-
naka i izgradnjom otpornosti na vanjske iza-
zove, §to donosi korist i sada$njim i budu¢im
generacijama.

Pored toga, nezaboravna turisti¢ka isku-
stva takoder su lako usporediva s prikazom
nezaboravnih iskustava Pinea i Gilmorea
(2013) koji pretpostavlja prilagodavanje
iskustva na temelju potreba pojedinca. Dru-
ge nalaze iz ovog pregleda takoder podupiru
Cetiri nacela dizajna Pinea i Gilmorea (1998)
koja su posebno relevantna za eudaimonski

satisfy customers’ needs and eventually in-
crease their eudaimonic well-being.

Sustainability in museums refers to uti-
lizing museums’ outdoor spaces, while
sustainability in eudaimonic tourism has
multiple dimensions. For example, different
forms of eudaimonic tourism are considered
as sustainable, e.g., sustainable ecotourism,
ethical indigenous tourism (Kay Smith and
Diekmann, 2017), and even slow tourism
(Farki¢, Filep, and Taylor, 2020). Altruism,
empathy (Alves de Maderios et al., 2020),
and pro-social behavior (Lengieza, Swim,
and Hunt, 2019) also add to the sustain-
ability of tourism. Moreover, memorable
tourism experiences are also indicative of
sustainability, as they are often associated
with increased place attachment that results
in the intention to recommend and return
to the destination (Vada, Hsiao, and Pren-
tice, 2019; Vada, Prentice, and Hsiao, 2019).
Hence, eudaimonic tourism holds significant
importance for tourism sustainability due
to its focus on holistic well-being, cultural
immersion, and environmental stewardship.
Unlike conventional tourism models cen-
tered solely on pleasure-seeking, eudaimon-
ic tourism emphasizes experiences that con-
tribute positively to individuals, communi-
ties, and the environment. By encouraging
meaningful interactions with local cultures
and promoting responsible environmental
practices, eudaimonic tourism supports the
preservation of cultural heritage and natural
resources (Kay Smith and Diekmann, 2017,
Lengieza, Swim, and Hunt, 2019), and fos-
ters community empowerment by providing
economic opportunities and promoting pride
among residents (Kay Smith and Diekmann,
2017). Because of its inherent emphasis on
sustainability, implementing the concept of
eudaimonic tourism not only enhances the
overall quality of tourism experiences but
also ensures the long-term viability of desti-
nations by minimizing negative impacts and
building resilience to external challenges,
benefiting both present and future genera-
tions.



136

Acta Turistica, Vol 36 (2024), No 2, pp 115-142

turizam: (1) pruZite nezaboravnu temu, (2)
koristite pozitivne znakove, (3) ponudite us-
pomene ili druge fizicke podsjetnike na isku-
stvo i (4) ukljucite sva Cetiri ¢ula kako biste
osmislili nezaboravno iskustvo. Angaziranje
osjetila poticu Laing i Frost (2017), Far-
kié, Filep i Taylor (2020) i Mateucci i Filep
(2017) kada se zalazu za apeliranje na osje-
tila kako bi se povecao osjecaj smisla i au-
tonomije turista. Nasi nalazi ukazuju na iza-
zivanje mjeSovitih emocija, kako pozitivnih,
tako i negativnih, u dizajnu eudaimonskih
turistickih iskustava, jer su pozitivne emo-
cije povezane s uZivanjem i prosocijalnim
ponasSanjem (Lengieza, Swim i Hunt, 2019;
Filep, Macnaughton i Glover, 2017), dok su
negativne emocije povezane sa smislenoséu
i angazmanom (Nawijn i Biran, 2018). Nave-
deno je u skladu s nalazima Nawijna i Filepa
(2016) koji zakljuCuju u svom konceptual-
nom radu da eudaimonska turisticka iskustva
mogu koristiti znakove koji izazivaju pozitiv-
ne i negativne emocije kako bi pobudili osje-
¢aj smisla.

IstraZivanje je takoder iznjedrilo speci-
ficne dizajnerske znakove koji se mogu kori-
stiti za dizajniranje eudaimonskih turistickih
iskustava koja poti¢u eudaimonsko blagosta-
nje i u skladu su s nacelima dizajna iskustava
Pinea i Gilmorea (1998), kao i nalazima pre-
gleda Sveb Dragije i Jelingi¢ (2022). Diza-
jnerski znakovi najbolje su saZeti modelom
integrativne dobrobiti turistickog iskustva
Kay Smith i Diekmann (2017) koji ukljucu-
je (1) zadovoljstvo, (2) smislena iskustva, (3)
altruisticke aktivnosti i odrzivost. Zadovolj-
stvo se moZe posti¢i iskustvima koja su po
svojoj prirodi ugodna i izazivaju pozitivne
emocije, kao $to su uzbudenje (Sie, Pegg i
Phelan, 2021), suosjecanje (Lengieza, Swim
i Hunt, 2019) i zahvalnost (Filep, Macnaugh-
ton i Glover, 2017). Smislena iskustva ovise
o0 posjetiteljevim ciljevima i motivacijama za
samorazvoj (Vada, Hsiao i Prentice, 2019;
Yang, Zhang i Fung So, 2021; Sie, Pegg i
Phelan, 2021), ali i o pruzanju iskustava koja
su izazovna (mentalno i fizicki) (Rahmani,
Gnoth i Mather, 2018; Ahn, Back i Choe,

Additionally, memorable tourism expe-
riences are also easily comparable to Pine
and Gilmore’s (2013) depiction of memora-
ble experiences that infers the customization
of the experience based on the individual’s
needs. Other findings from this review are
also supported by Pine and Gilmore’s (1998)
four design principles, which are particularly
relevant to eudaimonic tourism: (1) provide
a memorable theme, (2) use positive cues,
(3) provide memorabilia or other physical
reminders of the experience, and (4) en-
gage all four senses to design a memorable
experience. The engagement of the senses
is encouraged by Laing and Frost (2017),
Farkié, Filep, and Taylor (2020), and Ma-
teucci and Filep (2017) when they advocate
for appealing to the senses to increase the
tourists’ sense of meaning and autonomy.
Our findings indicate the elicitation of mixed
emotions, both positive and negative, in the
design of eudaimonic tourism experiences
because positive emotions are connected to
pleasure and pro-social behavior (Lengieza,
Swim, and Hunt, 2019; Filep, Macnaughton
and Glover, 2017), while negative emotions
are connected to meaningfulness and en-
gagement (Nawijn and Biran, 2018). This
aligns with the findings by Nawijn and Filep
(2016), who conclude that eudaimonic tourist
experiences may use cues that elicit positive
and negative emotions to stimulate meaning.

The study also yielded some specific
design cues that may be used to design eu-
daimonic tourist experiences that prompt eu-
daimonic well-being and are in line with Pine
and Gilmore’s experience design principles
(1998) as well as Sveb Dragija and Jelin&i¢’s
review findings (2022). The design cues are
best summarized with Kay Smith and Diek-
mann’s (2017) Model of Integrative Well-be-
ing Tourism Experience, which includes (1)
pleasure, (2) meaningful experiences, and (3)
altruistic activities and sustainability. Plea-
sure may be achieved through experiences
that are inherently enjoyable and elicit pos-
itive emotions such as excitement (Sie, Pegg,
and Phelan, 2021), compassion (Lengieza,
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2019), ukljucuju negativne emocije (Nawijn
i Biran, 2018), nude moguénosti za druStve-
ne interakcije (Farkié, Filep i Taylor, 2020;
Mateucci i Filep, 2017) te ukljucuju osjetila
(Farki¢, Filep i Taylor, 2020; Mateucci i Fi-
lep, 2017). Altruisti¢ke aktivnosti i odrZivost
mogu se posti¢i promicanjem altruizma i
prosocijalnog ponasanja naspram lokalne
zajednice (Madeiros et al., 2020; Lengieza,
Swim i Hunt, 2019), pro-ekolo$kog ponaSa-
nja (Lengieza, Swim i Hunt, 2019), koriste-
njem pozitivnih i negativnih emocija (Nawi-
jn i Biran, 2018) te jaCanjem povezanosti s
prirodom (Farkié¢, Filep i Taylor, 2020).

Cilj naSeg preglednog rada bio je prouciti
mogucénost turistickih iskustava koja unapre-
duju eudaimonsku dobrobit turista te nacin
na koji bi se to moglo posti¢i osmiSljavanjem
smislenih turistickih iskustava. Iako je bilo
mogude istraZivati i brojne druge metode
primjene dizajna doZivljaja u turizmu, ovim
se istraZivanjem prvenstveno nastojalo ste-
¢i dublje razumijevanje takvih iskustava iz
perspektive povecanja eudaimonske dobro-
biti turista, kao i utjecaja razlicitih turistic-
kih dozivljaja na eudaimonsko blagostanje
turista. Medutim, kako bi se u potpunosti
dokucili pristupi dizajniranju eudaimonskih
turisti¢kih iskustava, potrebno je potpunije
i cjelovitije ispitivanje odnosa eudaimon-
skog blagostanja i turistickih iskustava. Na
primjer, s obzirom na razliite definicije
blagostanja u razli¢itim kulturama, kori-
sno je ispitati konceptualne razlike izmedu
isto¢nih i zapadnih turisti¢kih populacija u
pogledu pristupa eudaimonskom blagostanju
u kontekstu turizma te nacina na koji ga se
percipira. Vrijedno je istraziti anticipiraju li
posjetitelji iz ovih zemalja eudaimonsko bla-
gostanje kao rezultat svog turistickog posjeta
i mogu li se isti dizajnerski znakovi koristiti
za poticanje eudaimonskog blagostanja kod
isto¢nih i zapadnih posjetitelja.

Stoga bi buduca istraZivanja mogla ispi-
tati percipiraju li posjetitelji iz isto¢njackih
kultura prednosti eudaimonske dobrobiti u
sklopu eudaimonskog turizma na nacin us-
porediv s onima iz zapadnih kultura. Takva

Swim, and Hunt, 2019), and gratitude (Filep,
Macnaughton, and Glover, 2017). Meaning-
ful experiences depend on the visitor’s goals
and motivations for self-development (Vada,
Hsiao, and Prentice, 2019; Vada, Prentice,
and Hsiao, 2019; Yang, Zhang, and Fung So,
2021; Sie, Pegg and Phelan, 2021) and offer
challenging experiences (mentally and phys-
ically) (Rahmani, Gnoth and Mather, 2018;
Ahn, Back and Choe, 2019), involve negative
emotions (Nawijn and Biran, 2018), present
opportunities for social interactions (Farkié,
Filep and Taylor, 2020; Mateucci and Filep,
2017), and engage senses (Farki¢, Filep and
Taylor, 2020; Mateucci and Filep, 2017). Al-
truistic activities and sustainability can be
achieved by promoting altruism and pro-so-
cial behavior towards the local community
(Madeiros et al., 2020; Lengieza, Swim and
Hunt, 2019), pro-environmental behaviors
(Lengieza, Swim and Hunt, 2019), the use
of positive and negative emotions (Nawijn
and Biran, 2018), and by enhancing the con-
nection to nature (Farkié, Filep and Taylor,
2020).

Our review envisaged addressing the
possibility of tourism experiences advancing
the tourists’ eudaimonic well-being and how
it could be attained through the design of
meaningful tourist experiences. Even though
numerous other methods of employing ex-
perience design in tourism were possible for
investigation, this research primarily sought
to gain an in-depth understanding of such
experiences from the perspective of increas-
ing the eudaimonic well-being of tourists,
as well as the impact of various tourism ex-
periences on tourists’ eudaimonic well-be-
ing. However, to grasp the approaches to
designing eudaimonic tourism experiences
fully, a more complete and holistic examina-
tion of the relationship between eudaimonic
well-being and tourism experiences is neces-
sary. For instance, given the varying defini-
tions of well-being across cultures, there is
value in examining the conceptual dispari-
ties between Eastern and Western tourist
populations concerning their approach to eu-
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bi istraZivanja ne samo pridonijela interdis-
ciplinarnom podrucju turizma i dobrobiti,
veé bi takoder predstavljala moguénost za
uspostavljanje smjernica za osmisljavanje
eudaimonskih turistickih iskustava koja za-
dovoljavaju razli¢ita ocekivanja i preferen-
cije posjetitelja. Prepoznata su ogranicenja
istraZivanja jer se identificiralo studije koje
proucavaju klju¢na pitanja kao $to je, na
primjer, odnos eudaimonskog blagostanja
i teme inkluzivnosti, a koja ipak nisu bila
izravno povezana s turizmom. Buduca bi
istrazivanja stoga mogla istraziti eudaimon-
sko blagostanje i njegov transformativni
potencijal za poboljSanje dostupnih i inklu-
zivnih turistickih iskustava diljem svijeta.
Prenosivo znanje i alati iz drugih sektora
znacajan su bududi predmet izucavanja jer
mogu ponuditi vrijedan uvid u prakse diza-
jniranja inkluzivnih eudaimonskih iskusta-
va koja bi mogla biti relevantna za turisticki
sektor. Na primjer, Fisk et al. (2018) oslanja-
ju se na transformativno istraZivanje usluga
kako bi ocrtali metodu olaksavanja ljudskog
napretka s izgledom postizanja ukljucivosti
usluga na globalnoj razini do 2050. godine
te predlazu Cetiri glavna stupa za tu svrhu:
omogucavanje prilika, ponuda izbora, ubla-
Zavanje patnje i poticanje sre¢e. Promjena
ove vrste zahtijeva veci fokus na ukljucivost
usluga kroz dizajn. Iako je naveden primjer
ukljucive prakse za svaki od Cetiri stupa,
bilo bi neophodno dodatno testirati njihovu
provedbu. Uz ispitivanje prenosivosti teh-
nika za poboljSanje eudaimonske dobrobiti
turista, dobrobit turistickih zaposlenika joS
je jedno pitanje od iznimne vaznosti koje za-
htijeva daljnja istraZivanja kako bi se dobio
sveobuhvatan pregled dinamike integriranog
turistickog iskustva.

5. ZAKLJUCAK

Eudaimonski turizam ima potencijal po-
taknuti eudaimonsku dobrobit turista nudeci
ugodna iskustva koja su smislena, altruistic-
ka i ekoloSki odrziva. Takva iskustva, uz

daimonic well-being within the tourism con-
text and the manner in which it is perceived.
It is worth investigating whether visitors
from these countries anticipate eudaimonic
well-being as an outcome of their visit and
whether the same design cues can stimulate
eudaimonic well-being in Eastern and West-
ern visitors.

Thus, future research could investigate
whether visitors from Eastern cultures per-
ceive the eudaimonic well-being advantag-
es of eudaimonic tourism in a comparable
manner to those from Western cultures.
Such inquiries would contribute to the inter-
disciplinary field of tourism and well-being
and present opportunities for establishing
guidelines to design eudaimonic tourism
experiences that cater to diverse visitor ex-
pectations and preferences. The limitations
of this research are acknowledged, as other
studies assessing vital issues like eudaimon-
ic well-being concerning the topic of inclu-
sivity were identified, although they were
not directly connected to tourism. Future re-
search could, therefore, explore eudaimonic
well-being and its transformative potential
to improve accessible and inclusive tourism
experiences worldwide. Transferable knowl-
edge and tools from other sectors are thus a
notable subject matter for future studies as
they may offer valuable insight into practices
of designing inclusive eudaimonic experi-
ences that might be pertinent to the tourism
sector. For instance, Fisk et al. (2018) draw
upon transformative service research (TSR)
to outline a method for facilitating human
progress to achieve service inclusion global-
ly by 2050 and propose the four central pil-
lars for this purpose: enabling opportunity,
offering choice, relieving suffering, and fos-
tering happiness. This shift requires greater
focus on service inclusion through design.
Although an inclusive practice example for
each of the four pillars is provided, it would
be vital to further test their implementation.
Besides examining the transferability of tech-
niques for enhancing tourists’ eudaimonic
well-being, another key concern that requires
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poveéanje eudaimonskog blagostanja turi-
sta, takoder osiguravaju odrZivost jer poticu
pro-ekoloska ponaSanja i povecavaju privr-
Zenost mjestu, $to posljedi¢no ima potencijal
za promoviranje turisticke destinacije kao
one koja nudi najbolje moguénosti za isku-
stvo osobnog rasta.

MenadZeri turistickih destinacija mogli
bi promovirati destinaciju kao potpuno eu-
daimonsku, prema tome nude¢i iskustva koja
vode osobnom rastu. Ako je cilj posjetitelja
doZivjeti osobni razvoj tijekom putovanja,
manja je vjerojatnost da ¢e dozivjeti neza-
vidnu usporedbu. MenadZeri takoder mogu u
ponudu svoje destinacije ukljuciti eudaimon-
ske aktivnosti, poput onih koje su izazovne,
¢ak i ako je destinacija hedonska. Na primjer,
destinacije mora i sunca mogu ponuditi lek-
cije surfanja koje su izazovne i dovode do
osjecaja ovladavanja okolinom. Navedeno ¢e
dodatno povecati trajnost ucinka putovanja
na dobrobit posjetitelja, buduci da enudaimon-
sko blagostanje obi¢no nakon putovanja traje
duZe od hedonskog blagostanja.

Nadalje, turisticka iskustva trebaju po-
nuditi Sirok spektar mogucénosti za drustve-
ne interakcije, kako sa suputnicima, tako i s
lokalnom zajednicom, $to moZe dovesti do
povecanja altruizma i prosocijalnog pona-
Sanja izazivanjem pozitivnih emocija. Pri-
like za neovisne rekreacijske aktivnosti za
poboljSanje autonomije i samovodeni pro-
grami uz koriStenje tehnologije koja pruza
slobodu u procesu donoSenja odluka takoder
je potrebno uzeti u obzir. Vazni su ¢imbeni-
ci kompetentno osoblje i vodici koji posje-
duju vjestine, brigu i Zelju za oblikovanjem
eudaimonske dobrobiti turista kroz vodena
iskustva, pomazuci im ostvariti svjesno i eu-
daimonsko posjetiteljsko iskustvo. MozZe se
razmotriti i stvaranje osjecaja zajedniStva i
dijeljenje intimnih prostora koji bi izgradili
atmosferu povjerenja i dubljeg smisla, kao
i omogucavanje uZivanja svim osjetilima,
$to pridonosi duevnom miru turista. Stovi-
Se, ponovno uspostavljanje veze s prirodom
kroz eudaimonsko turisti¢ko iskustvo moze
biti korisno za postizanje cilja odrZive i holi-

further research to gain an ample overview
of integrated tourism experience dynamics is
tourism employee well-being.

5. CONCLUSION

Eudaimonic tourism has the potential
to stimulate tourist eudaimonic well-being
by offering pleasurable experiences that are
meaningful, altruistic, and environmental-
ly sustainable. Such experiences, on top of
increasing tourists’ eudaimonic well-being,
also ensure sustainability because they stim-
ulate pro-environmental behaviors and in-
crease place attachment, which consequently
bears the potential to market the destination
as the one that offers the best opportunities
for experiencing self-growth.

Tourism destination managers could pro-
mote the destination as entirely eudaimonic
and thus offering experiences that lead to
personal growth. If the visitors’ goals are to
experience personal development while trav-
eling, they will be less likely to experience
invidious comparisons. Managers could also
include some eudaimonic activities in their
destination offers, such as the challeng-
ing ones, even if the destination is hedonic.
For example, sun and sea destinations may
offer challenging surfing lessons that will
lead to a feeling of environmental mastery.
This will further increase the durability of
the trip’s effect on the visitor’s well-being, as
eudaimonic tends to last longer than hedonic
well-being after the trip.

Furthermore, tourism experiences must
offer ample opportunities for social inter-
actions with fellow travelers and the local
community, which may lead to altruism and
pro-social behaviors by eliciting positive
emotions. Another consideration is opportu-
nities for independent recreational activities
to improve autonomy and self-guided pro-
grams using technology that provide freedom
in the decision-making process. A significant
concern is competent staff and guides with
the skillset, care, and desire to shape tour-
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sticke turisticke prakse. Osim toga, mogu se
izazvati negativne emocije kako bi se pota-
knulo pro-ekolo$ko ponaSanje, ali i kako bi
se iskustvu dao smisao. Konac¢no, drustvena,
kulturna, ekoloska i ekonomska odrZivost
postiZe se svrhovitim dizajniranjem turistic-
kih iskustava kako bi se povecala eudaimon-
ska dobrobit posjetitelja.
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