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ABSTRACT ARTICLE HISTORY

Engagement in tourist experiences is essential for destination Received 13 June 2023

development. However, how tourist engagement generates positive Accepted 15 May 2024

psychological outcomes, such as tourist well-being, remains

underexplored. Consequently, drawing on an interpretivist paradigm, Tourists: .
. : . . . ourists; engagement;

this study conducts m-depth focus groups ywth 23 tourism prpfe55|or)als facilities: information;

to explore the mechanism through which engagement in tourism service; well-being

experiences is enhanced and subsequently influences tourist well-being.

Findings indicate three key pull factors (accessible facilities, available

information and accomplished services) which enable tourists to

negotiate intrapersonal barriers, fostering behavioral, cognitive and

emotional engagement in tourism experiences. With the accumulation

of multidimensional engagement experiences, tourists reaped enhanced

tourist well-being. A Triple-A model is developed from this study to

depict the dynamic connection among the pull factors of tourist

engagement, intrapersonal barriers negotiation and tourist well-being.

Future studies should seek to strengthen emerging empirical evidence

which can inform policy intervention designed to demonstrate the

efficacy of tourism experiences for enhancing tourist well-being.

KEYWORDS

1. Introduction

The well-being of the global population has become a significant concern, with the United Nations
claiming healthy lives and promoting well-being for all at all ages as a Sustainable Development Goal
(SDG 3) (United Nations, 2015). The disruption in most human activities and social isolation during
the COVID-19 pandemic (Williamson et al., 2022) (2019-2023) may produce a second and more pro-
found and long-lasting pandemic, a ‘mental health crisis’ (Choi et al., 2020). In response, various mul-
tidisciplinary research activities have been launched to improve individuals’ mental health and well-
being towards achieving SDG 3 by 2030 (Zyoud, 2023).

Tourism has emerged as a compelling avenue for enhancing human mental health and psycho-
logical well-being (Buckley, 2019; Filep & Laing, 2019). Simultaneously, the COVID-19 pandemic has
heightened people’s awareness of maintaining well-being, leading to projections of a robust 12.4%
annual growth in the global wellness tourism market from 2023 to 2030 (Liao et al., 2023; ReportLin-
ker, 2023). Indeed, people are happier during travel than at home (McCabe & Johnson, 2013; Vada
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et al, 2019). It is also well-accepted that participating in travel activities enables the satisfaction of
psychological needs, which in turn, leads to psychological well-being (Gupta et al., 2023; Vada
et al,, 2023). Tourist psychological well-being encompasses the accumulation of happy moments
and the promotion of human flourishing (Filep et al., 2024). It has been linked to improved physical
health outcomes, reinforced destination loyalty, and increased travel consumption (Patterson & Bal-
deras, 2020; Steptoe et al.,, 2015; Vada et al., 2022). Nevertheless, well-being research in tourism has
been criticised as being atheoretical (Chang et al., 2022; Filep et al., 2024).

Some of the most prominent well-being models in the tourism literature such as PERMA (Selig-
man, 2011) and DRAMMA (Newman et al., 2014) models which have been borrowed from the posi-
tive psychological discipline to provide a better understanding of how different aspects of tourism
experiences may influence well-being (Laing & Frost, 2017). Recently, Filep et al. (2024) developed a
tourism well-being model termed DREAMA which proposes five dimensions conceptualising tourist
well-being - detachment-recovery (DR), engagement (E), affiliation (A), meaning (M), and achieve-
ment (A). Whilst existing studies have focused on how the dimensions of detachment-recovery,
affiliation, meaning and achievement contribute to tourist well-being (e.g. Alrawadieh et al., 2021;
Chen et al., 2016; Smith & Diekmann, 2017; Vada et al.,, 2022), the role of engagement in tourism
experiences in generating positive psychological outcomes remains underexplored and concep-
tually underdeveloped.

Engagement denotes a deeper level of involvement or immersion in experiences as a result of
interactions between consumers and the objects (Rasoolimanesh et al., 2021). In tourism, the
objects are typically intangible and involve thoughts (cognitive) and feelings (affective) evaluations
of an experience such as interactions with people (e.g. between the customer and tour guide) and
participation in activities (e.g. the feeling of snorkeling on a reef). The opportunity to engage in
tourism experiences is crucial not only for generating revenue but also for promoting social equality
(Bianchi & de Man, 2021). For this reason, developing a deep understanding of elements that trigger
or constrain consumer engagement in the context of tourism is needed (So et al., 2020). Conse-
quently, this research draws on established and emerging positive psychological well-being
models and leisure constraints theory to explore how pull factors (objects) in tourism destinations
enhance tourists’ engagement and subsequently contribute to well-being. By synthesising the inter-
view outcomes from 23 tourism professionals with the findings from conceptually related empirical
research, a conceptual model - termed by this study as the Triple-A model - is developed to illus-
trate the connection between pull factors for tourists’ engagement in tourism experiences and
psychological well-being.

The Triple-A model integrates multidisciplinary perspectives on tourist engagement, drawing
from leisure constraints theory and psychological well-being models. In doing so, it extends the con-
ceptualisation of engagement, an undervalued but imperative concept in understanding the well-
being of tourists. The findings intend to inform destination planning, policy and service design to
empower a broader group of people to engage in tourism experiences and experience the
related well-being outcomes. This, ultimately, aligns with and contributes to the advancement of
SDG 3 which emphasises enhancing human health and well-being (United Nations, 2015). The fol-
lowing section overviews the literature on positive psychology and how it relates to tourism well-
being and engagement.

2, Literature review
2.1. Positive psychology, tourist well-being and engagement

Positive psychology is commonly regarded as the science of well-being and studies what makes
human functioning optimal (Kern et al., 2020; Sirgy, 2019; Uysal et al.,, 2016). Thus, this area of
research highlights the positive aspects of how people behave and perceive life (Csikszentmihalyi,
2020). The concept of well-being has its roots in philosophical schools of thought, namely
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hedonia and eudaimonia (Lambert et al., 2015). The hedonic dimension of well-being focuses on the
pursuit of pleasure and avoidance of pain, emphasising immediate satisfaction and positive
emotions such as pleasure, relaxation and contentment (Vada et al., 2020). The eudaimonic well-
being centres on the realisation of one’s potential, involving personal growth, the development
of meaningful relationships, fulfilling one’s capabilities and having a greater purpose in life (Huta,
2013; Sirgy & Uysal, 2016). Together, these hedonic and eudaimonic well-being dimensions
provide a holistic and comprehensive framework for understanding the intricate nature of human
flourishing (Filep et al., 2024).

Prior research shows that travel has the potential to produce positive psychological benefits (Filep
& Laing, 2019; Neal et al., 2007). Research also suggests that travellers are usually happier than non-
travellers (Ratz & Michalkd, 2011). The conceptual mechanisms linking travel activities and psycho-
logical well-being have been explained through the adoption of influential theories (Sirgy et al.,
2017) including the broaden and build theory (Fredrickson, 2004), flow theory (Csikszentmihalyi,
2020) and self-determination theory (Ryan & Deci, 2000). Notably, the theory of flow initially links
the optimal experience of deep immersion and engagement in tourism activity, resulting in pro-
found satisfaction and fulfillment. Commonly described as being ‘in the zone’, this state is achieved
when individuals are completely absorbed in a task that presents a balanced challenge to their skills
(Wesson & Boniwell, 2007). However, the conceptualisation of tourist psychological well-being has
been critiqued for being dichotomous as a single perspective may not fully capture the psychologi-
cal benefits of tourism experiences (Filep & Laing, 2019). To address this concern, hybrid models such
as PERMA (Seligman, 2011), and DRAMMA (Newman et al., 2014), which encapsulate both hedonic
and eudaimonic dimensions have been proposed (Laing & Frost, 2017).

The PERMA model illustrates five building blocks of well-being: positive emotions (P), engage-
ment (E), relationships (R), meaning (M) and achievement (A). It is used by tourism researchers to
explain the psychological benefits derived from tourism experiences (Filep & Laing, 2019). For
example, Zhou et al. (2021) adopted the PERMA model to analyse hedonic and eudaimonic well-
being of different roles, including the paraders, volunteers and organisers, at an LGBT event. The
dimensions drawn from the PERMA model were also identified through women'’s travel narratives
in Italy (Laing & Frost, 2017). In this study, Laing and Frost (2017) also used the DRAMMA model
to frame the triggers promoting tourist well-being. The DRAMMA mechanisms include detach-
ment-recovery (DR), autonomy (A), mastery (M), meaning (M) and affiliation (A).

To further contextualise these multidimensional models into a tourism field, Filep et al. (2024) devel-
oped DREAMA model (detachment-recovery (DR), engagement (E), affiliation (A), meaning (M), and
achievement (A)) by integrating PERMA and DRAMMA. The DREAMA model extends beyond PERMA
and DRAMMA by applying the affiliation (relationship) dimension to both social and natural environ-
ments (Lee et al., 2024), singling out the positive link between tourists and the natural environment
(Huang et al., 2019). Additionally, DREAMA synthesises, and combines the overlapping dimensions
of the two models, and extrapolates key subdimensions. For example, the concept of autonomy (A)
in the DRAMMA model is argued to align with engagement (E) in the PERMA framework (Filep
et al.,, 2024). Despite the extant insight, the role of engagement in travel experiences and its specific
conceptual associations with psychological well-being remains unclear (Rather, 2020).

2.2. Multidimensionality of tourist engagement

The concept of engagement spans various academic fields, including psychology, organisational
behaviour, sociology, and marketing (Hollebeek et al.,, 2019; Kumar et al., 2019; Verhoef et al,,
2010). However, the exploration of engagement within specific contexts, such as on-site tourism
experience, remains limited (Harrigan et al., 2017). Current insights into tourist engagement are pri-
marily derived from consumer behaviour research (Rasoolimanesh et al., 2021) where, consumer
(tourist) engagement is conceptualised as the interactive encounters with surroundings and other
stakeholders (Brodie et al., 2011).
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Yet, within the literature, there is a lack of consensus regarding the definition of consumer
engagement and the concepts that underpin it (Hao, 2020). Chen et al.'s (2021) systematic review
of consumer engagement in hospitality and tourism literature identified two categories of
definitions: unidimensional and multidimensional. The unidimensional perspective focuses mainly
on behavioural involvement, whereas the multidimensional view emphasises the synthesis of cog-
nitive, emotional and behavioural investment (Chen et al., 2021).

Studies by So et al. (2016), Hao (2020) and Rasoolimanesh et al. (2021) highlight the omission of
focusing solely on the behavioural component when examining tourist engagement. Subsequently,
a multidimensional view of engagement in tourism is prevailing. Combining existing perspectives,
this study adopts a comprehensive definition of tourist engagement that includes cognitive,
emotional, and behavioural dimensions (So et al., 2014). Specifically, the cognitive dimension
relates to a tourist’s thought process and depth of reflection about an activity; The emotional dimen-
sion denotes the positive affection or attachment tourist experiences during an activity; The behav-
ioural dimension signifies the energy, effort, and time a tourist dedicates to exploring a destination
and participating in activities (Hollebeek et al., 2014).

2.3. Triggers and constraints to tourist engagement

Previous studies have highlighted the positive outcomes of tourist engagement at destinations,
including increased trust in the destination, loyalty, and value co-creation (Rather et al., 2019).
Given the significance of such destination performance, the triggers of tourist engagement have gar-
nered considerable interest among scholars (Prentice et al., 2019). However, much of the existing
research in tourism focuses on online engagement, such as interactions with social media platforms,
online communities, and websites (Chen et al.,, 2021). For example, Buhalis and Sinarta (2019)
suggests that tourism brands can leverage almost constant connectivity through social media to cul-
tivate consumer engagement and build interactions with potential tourists. Yet, customer engage-
ment research in the offline context is relatively scarce (Chen et al., 2021).

Extant studies that examine the triggers of offline tourist engagement were mainly grounded on
pull-based factors as tourism providers’ efforts, and push-based factors as customers’ intrinsic needs
(Chen et al., 2021; Yiamjanya & Wongleedee, 2014). Correspondingly, tourists may also face obstacles
that constrain engagement in travel experiences. From a tourism providers’ perspective, these bar-
riers often stem from inadequate facilities, an insecure environment, limited availability of resources,
or poor staff attitude (Cole et al., 2019; Figueiredo et al., 2012; Sisto et al., 2022). From tourists’ intrin-
sic perspective, barriers to engagement include perceived risk, limited knowledge, and lack of inter-
est (Chathoth et al,, 2014; Gu & Huang, 2019). Despite the bilateral insights, an integrated perspective
is imperative which incorporates pull factors offered by tourism providers and barriers faced by indi-
viduals (Gu et al., 2020; Heinonen, 2018). This nuanced view is critical to acquire a deeper under-
standing of how to enhance tourist engagement in experiences.

Leisure constraints theory offers insight into how tourists can overcome perceived barriers to
participation. It suggests that if the barriers preventing people from travelling are negotiated,
non-participants may become participants in tourist experiences (Crawford & Godbey, 1987).
Lower levels of constraints tend to result in higher levels of participation and engagement
(Nyaupane & Andereck, 2008). Consequently, constraint negotiation plays a vital role in tourist
engagement in experiences.

Previous research suggested three types of travel constraints: intrapersonal, interpersonal, and
structural (Crawford & Godbey, 1987). Intrapersonal constraints refer to the internal factors at a
psychological or cognitive level, including stress, depression, anxiety, religiosity, perceived self-
skill, and lack of interest. Interpersonal constraints are social constraints which arise when an individ-
ual lacks companions in travel. Structural constraints encompass physical or operational restrictions,
such as limited financial resources, lack of time and insufficient places to visit (Crawford &
Godbey, 1987; Shin et al., 2022). The hierarchical theory of leisure constraints suggests that the
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first level - that is, intrapersonal constraints - are considered the most powerful constraints that
need to be negotiated first (Crawford et al., 1991; Zhang et al., 2016).

Consequently, this study draws upon the multidimensional conceptualisation of tourist engage-
ment and integrates it with positive psychological perspectives of well-being and the leisure con-
straints theory to advance understanding of the relationship between engagement and well-
being in the tourism experience. In doing so, this study intends to address the following research
objectives:

1. To critically identify and assess the pull factors in tourism destinations critical to negotiate travel
constraints and enhance engagement in tourism experiences;

2. To develop a conceptual model that illustrates the dynamic relationship among pull factors for
travel engagement, travel constraints negotiation and tourist well-being.

3. Methodology

Previous research on tourism and well-being has predominantly adopted quantitative methods
(Vada et al., 2020), however, there is a call for qualitative studies to delve into the richness of how
tourists perceive well-being from different experiences (Chang et al., 2022; Filep & Laing, 2019). Con-
sequently, given the exploratory nature of the research objectives, this study adopts an interpretivist
qualitative perspective to gain an in-depth understanding of how tourists perceive well-being out-
comes from engagement in tourism (Chang et al., 2022; Vada et al., 2020).

3.1. Data collection

Data was collected via three focus group discussions with 23 tourism professionals (12 males and 11
females) who were local community leaders, business entrepreneurs, managers of non-profit organ-
isations/non-government organisations (NGOs) or occupied in academia and government. The 23
tourism professionals were visiting Australia on an international programme and were requested
to participate in this study. Prior to visiting Australia and, again, upon arrival in Australia, participants
were briefed on the research aim and data collection protocol. Specifically, they were asked to
observe elements that influence their well-being experiences during travel in Australia. The
various tourism attractions included nature-based tourism experiences, heritage and indigenous
attractions, and a wildlife park.

Following their visits to different tourism attractions, focus group discussions were organised. Focus
group discussion was the most suitable approach for this study due to two key reasons. Firstly, partici-
pants of this study share similar characteristics such as ethnicity and social class background hence are
more likely to fully engage in group discussion, which is crucial for generating rich and extensive
opinions (Khalil et al., 2020). Secondly, focus group discussion allows researchers to act as ‘facilitators’
rather than ‘investigators’ as in one-on-one interviews. This role enables effective interaction between
participants about the results of the observation and encourages in-depth discussion of the meanings
that lie behind their common experiences in Australia (O. Nyumba et al., 2018).

The focus group discussions took place in October 2022 in Australia, coordinated by the first and
second authors who have an ongoing programme of research on tourist well-being (Burrows &
Kendall, 1997). The second author is central to the discussion by prompting the discussion and creating
a relaxed talking environment, while the first author is in charge of documenting the discussion and
observing non-verbal interactions (Rabiee, 2004). Participants were divided into three groups, each
consisting of five to nine people (Burrows & Kendall, 1997; Krueger & Casey, 2000). As suggested by
Hennink et al. (2019), for participants with similar social backgrounds, two groups provided a compre-
hensive understanding of issues, and it is generally accepted that between four and fifteen participants
in each group are suitable (O. Nyumba et al., 2018). Furthermore, evidence showed that mixed-gender
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groups tend to improve the quality of discussions and outcomes (Burrows & Kendall, 1997; O. Nyumba
et al,, 2018), hence each group encompassed both genders.

Focus groups commenced with a recap of the purpose of the current study. The focus group dis-
cussion interview questions were adapted from So et al.’s (2014) tourism customer engagement
scale and the DREAMA model (Filep et al., 2024). Initial questions include ‘In what attractions
were you interested? Why?' ‘Please describe a moment when you feel carried away or forgot
about everything around you.’ ‘What factors during this travel influence your well-being?’ Partici-
pants were prompted to elaborate in further detail. With the subsequent articulation of group
members, a clear pattern emerges and no new information covering a larger topic is identified
when running the third group discussion, hence theoretical saturation is announced (Krueger,
1994). Each session was approximately one hour in duration, consistent with O. Nyumba et al. (2018).

3.2. Data analysis

Following focus group discussions, the first author initially transcribed the recording with the soft-
ware Otter ai (Williams et al., 2023), and listened and re-read the transcripts line by line in order to
ensure the quality of the data. Transcripts were imported into NVivo qualitative data analysis soft-
ware for further analysis (Leech & Onwuegbuzie, 2011). Subsequently, an open, axial and selective
coding approach was selected to interpret deeper theoretical meanings (Corbin & Strauss, 2008).
Open coding was conducted through a line-by-line reading of interview transcripts and coding of
key ideas, expressing data and phenomena in the form of concepts (Williams & Moser, 2019),
Axial coding was subsequently utilised to single out emerging themes and identify connections
between open codes, with the purpose of developing categories (Strauss, 1998). Selective coding
generated a higher level of abstraction which ultimately led to the formulation and elaboration of
how engaged tourism experiences contribute to tourist well-being (Flick, 2009).

To improve credibility of the coding process (Palaganas et al., 2017), a panel of three experts with
significant knowledge and experience in tourist well-being and accessibility studies reviewed and
discussed the coding results (Dillette et al., 2019). The first author worked on open and axial
coding independently whilst the second researcher reviewed the coding results (Dillette et al.,
2019). If disagreement occurred, the first two researchers negotiated with each other and only
occasionally needed to seek the third researcher’s assessment (Huang et al., 2019). The coding
process and examples were shown in the Appendix. An audit trail was adopted to ensure the trust-
worthiness of the data: the second author delivered an online presentation of the preliminary
research findings to the 23 participants in January 2023. This provided an opportunity to cross-
check the accuracy of the data and validate the initial findings with participants. Following rec-
ommendations by Heaton (2022), the pseudonym of tourism professionals (TP) was applied to pre-
serve the privacy and anonymity of the respondents.

4. Results

Accessible facilities, available information and perceptions of high-quality accomplished services
were identified in this study as the three key themes to enhance tourist engagement across behav-
ioural, cognitive and emotional dimensions. This study found that these themes, in turn, have poten-
tial links to positive well-being outcomes. The following analysis explains the key findings relating to
each of these factors.

4.1. Accessible facilities - inclusion, safety and competence

Easy access to facilities is reported to enhance visitors’ engagement in tourism experiences through deli-
vering a sense of inclusion, perceived safety and competence. A sense of inclusion occurs when tourists
are provided with resources, security and information to access the tourism experience regardless of
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their abilities. This sense of inclusion eliminates barriers to fully engaging with the environment (Riley &
White, 2016), facilitating flourishing (Boyle et al., 2023). Participants noted that facilities accessible to
diverse age groups and abilities foster this inclusion, exemplified by one saying, ‘I love how the govern-
ment built the facility because it can be used for all the groups and all ages’ (TP0O1). Therefore, ‘everybody of
any ability was able to go to the place, like the wetland forest, and enjoy the view’ (TP04). The importance
of inclusion is further illustrated when a participant observed,

They built the trail in a flat in the corner because they want parents to go there with their children. It’s very simple but
useful ... | took a picture as | was impressed when | saw a parent bringing their baby. The trail is so accessible, both
for children also for disabilities. (TP18)

Additionally, inclusive facilities like a prayer room are highly valued, with one participant stating ‘it is
very important to me as a Muslim’ (TP16). These facilities enhance visitor behavioural engagement by
fulfilling their specific needs, as explained by the participant that, ‘it can accommodate people like me
to pray and it's really good and comfortable, otherwise we have to pray at parks outside’. Owing to the
accessible facilities, the associated sense of inclusion serves as the facilitator of hedonic well-being
such as pleasure and enjoyment, with the participant noting that '/ am so happy that | have the acces-
sibility to visit the place’ (TP18). This sentiment is shared by a new visitor in Australia, who appreciate
the tailored experiences that accessible facilities provide, enabling them to fully enjoy their visit,
remarking that ‘these facilities are designed to give new visitors a different experience to all of the
places that they visit' (TP07). As such, they ‘feel that it’s really enjoyable and pleasant, especially for
a new visitor in Australia’ (TP07).

Easy access to facilities significantly transformed the experiences of potential visitors who were
initially reluctant to engage in certain tourism activities. These accessible amenities addressed intra-
personal constraints like anxiety and perceived safety concerns, leading to a noticeable shift in visitor
attitudes and well-being. For instance, TP20, who is ‘not an outdoor person’ (TP20), had a precon-
ceived notion about the difficulty of accessing natural sites:

In my perception, going to the National Park or going to the jungle, is difficult with difficult access. It’s not nice to the
shoes, difficult to step and etc. [However], when | arrived, there’s a path for the cutting, very easy. (TP20)

The provision of well-constructed paths not only made movement easier but also promoted a sense
of ‘safety’ and ‘no limitation’ (TP20), encouraging deeper engagement with the environment and
leading to transformative experiences: ‘It changed my mind to visit natural settings because this is
very enjoyable, because the access is very easy ... I'm really happy when | can see the view', and
have the opportunity to ‘extend your thought and get more swinging in nature’ (TP20).

Similarly, the high-quality facilities helped those with a fear of height to ‘be brave enough’ (TP23) to
engage in activities. As TP23 remarked, ‘I feel convinced to take the Skyrail that | can do this because I trust
that the facilities have a good quality’ (TP23). The perceived safety of the facilities enables participants to
challenge themselves and generate a sense of competence. This feeling resonated with another partici-
pant, adding that ‘I conquered my fear of heights and | am pretty reliant on the safety of Australian experi-
ences' (TP20). Engagement in such challenging activities was facilitated by the perceived safety of the
facilities, enabling the generation of a feeling of achievement, as participants narrated, ‘after that right
away | text my daughter that | saw that sense of achievement’ (TP20) and ‘we can get very aware of some-
thing like, I can” (TP07). Overall, the ease of access to facilities at the destination allowed visitors to nego-
tiate their psychological and cognitive barriers such as anxiety and perceived unsafety, resulting in
increased behavioural engagement. This further contributes to the hedonic well-being of pleasure
and enjoyment, and a pivotal dimension of eudaimonic well-being - the sense of competence.

4.2. Available information - self-construal alignment, natural connection and learning

A second prominent theme is the availability of tourism information, which is essential in facilitating
tourists’ engagement in experiences through aligning their self-construal types, offering learning
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opportunities, and fostering connection with nature. Self-construal refers to individuals’ perceptions
of their connections with others, categorised as either independent or interdependent (Luan et al.,
2023). Those with independent self-construal value autonomy and prefer social distancing, while
those with interdependent self-construal emphasise relationships and closer interactions (Peker
et al.,, 2018). Participants, especially those with independent self-construal, can be more naturally
drawn into the destination surroundings when there was accessible and easily discernible infor-
mation, such as well-placed signage, interpretive displays, and informative visitor centres. As articu-
lated by a participant,

Maybe no one will need to talk too much, because | just see the sign and follow the next. | think it is good, as when
people like me who are afraid to ask somebody or don’t want to get close to check all, they just can go to one place
that provides all of the information. (TPQ7)

Accessible visual information helps avoid the pressures of social interaction, leading to a more seam-
less and enjoyable visit for independent tourists, as added by the participant ‘/ just follow the direction
and end up in an enjoyable visit with no interruption’ (TP07). For those with interdependent self-con-
strual, interactive information is more valuable: ‘The most important thing is that we will not only learn
from the text, but the interaction with the interpreter, and they are really here’' (TP01). The instant and
accessible interaction enables the eudaimonic feeling such as ‘we were socially supported’ (TPO1).
Consequently, the availability of information from both visual and interactive sources facilitates
the alignment of the self-construal preferences of visitors, deepening their engagement with desti-
nations, and enhancing the enjoyment of their experiences.

Specifically, in nature-based destinations, detailed information enhances visitors’ connection to
the environment. Participants noted that

There are so many signages offered by the government and the national park or even the rain forest. They talk to
everybody about the level of hills or the level of the river and then not jumping into waves ... you cannot go that way
and you can do this thing. (TP04)

Such indicative and educational information minimises the perceived distance between nature and
the self, as the participant added that it ‘feels like there isn’t any border between nature and me as a
visitor' (TP04). Additionally, the participant was touched by the governments’ foresights observing
the ‘interpretation media set in a friendly height for children’ (TP18), noting that ‘it’s a sign that the
country wants their children to learn about the environment and respect nature since their childhood
... it’s very good’ (TP18). The availability of environmental information prompted participants to
feel deeply connected with nature, as they illustrated ‘I feel very connected with nature’ (TP04). enhan-
cing visitors'. Such a connection represents the deep engagement with the destinations.

Tour guides also play a pivotal role in enriching tourist well-being by facilitating cognitive
engagement through conveyed knowledge. This is exemplified by a participant who recounted a
significant learning moment: ‘The message really touched my mind that | learned | don’t have to do
anything when the tree went down, just let it happen, because the forest is doing the right things for
the ecological system.’ This information processing prompts a deep cognitive engagement and reflec-
tion: ‘That message really amazed me. Oh, | need to change the way how to behave toward nature’
(TP23). Such cognitive reflection is echoed by other participants, retrospecting that

I learned about the connection between nature and our health, like if we take a deep breath and go around forest 10
minutes a week, it’s really good for health. Then | think | will try it and just relax and enjoy it. (TP02)

Learning through tourism-related information is perceived to be ‘really meaningful' (TP02), linking
with an eudaimonic aspect of well-being.

4.3. Accomplished service - trust-building, being welcomed and absorbing experiences

Findings depict the impact of proficient service on tourists’ engagement, emphasising the expertise
and capability of staff as crucial for trust-building, feeling welcomed, and absorbing experiences. For
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instance, proficiency in operating and managing various modes of transportation significantly
improved the experience of visitors who have certain access limitations, such as those who experi-
ence seasickness. This allowed participants to build their trust and improve confidence to engage in
experiences. One participant described the skill of the staff during a boat ride, narrating that,

On the way to the scene it was like surfing on the boat. It was scary, but the guys held up the surfs. You can still sit like
this, even though some of us got seasick, but you felt safe, and you can enjoy the scenery on the way. (TP05)

A similar sentiment is expressed by TP20, noting that, ‘l have the sense of trust even though | am
afraid of height, | know health and safety will be the top priority of this country, so | am not
really afraid of this’. A proficient and reliable service also allows visitors to ‘feel relaxed on the vehicles
and enjoy the calm’ (TP23). This trust enabled participants to engage themselves in the surrounding
view, potentially negotiating intrapersonal constraints such as anxiety and stress about the
experiences.

Responsive staff members are essential in creating a relaxed and welcoming atmosphere that
enhance visitors’ engagement in experiences at destinations. For instance, in the open ceremony
on the first day of their arrival, the participant ‘was really impressed with one of the indigenous
people coming and welcoming us in their language. And then we feel that we are totally accepted to
come to Australia’ (TP13). The feeling of being welcomed and accepted fosters tourists’ emotional
connection with place and space, evidenced by TP14 who added, ‘This is also related to what we
are earning on the week, friendly to everyone, welcome me and send me off (TP14). In addition, the
friendly interactions with the indigenous tourism workers further elicit the participants’ reflection
on 'how people live in Australia love people from a lot of countries or ethnic and respect each other
(TP17). This strengthens their emotional engagement with the destination, especially as a visitor
from a different country and ethnicity, as another remarked that ‘I feel more relatable on Australia’
(TP20). This sense of attachment and connection is closely linked to the eudaimonic aspects of
well-being.

The accomplished service from the interpreter also helps navigate specific constraints like a lack
of interest in attractions, triggering deeper engagement and even a flow state during experiences.
The ‘passionate and infectious means of narrative’ (TP11) captures the participant’s attention and
evokes their interest, which leads to the feeling when they ‘spent about one hour getting into the
forest ... it doesn't really feel like an hour already passed, because the way she narrates and describes
what happened there is pretty interesting’ (TP11). This perception of time flying reflects the flow
state, a concept from the flow theory, where an individual being completely involved in an activity
(Csikszentmihalyi, 2020). The interpreter’s delivery with ‘energy and inspiration’ (TP22), not only cap-
tures attention but also emotionally connects visitors to the experience: ‘the patience when she tells
us stories about the nature touched my heart. The passion, the spirit and the emotion she has get us
charged for the positive energy’ (TP10), which contributes to the emotional engagement to ‘an
amusing experience’ (TP10). Overall, the accomplished service from tourism workers builds trust,
foster visitors’ sense of being welcomed, and facilitates the experience of absorption and flow
state, thereby contributing to both hedonic and eudaimonic well-being of tourists.

5. Discussion

The analysis of the data generated three key themes that serve to reinforce engagement with travel
experiences and well-being, specifically accessible facilities, available information and accomplished
service. These pull factors are fundamental in negotiating intrapersonal travel constraints and gen-
erating well-being through facilitating engaging tourism experiences. The accessibility of facilities
enhances visitors' behavioural engagement by fostering a sense of inclusion, safety and compe-
tence. Providing available comprehensive information is vital for promoting tourists’ cognitive
engagement as it aligns their self-construal types, offers learning opportunities, and strengthens
their connection with nature. Accomplished service contributes to tourists’ emotional engagement
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through trust-building, creating a welcoming environment, and generating absorbing experiences.
The ensuing discussion draws on the three emerging themes in combination with leisure constraints
theory and conceptions of well-being embedded in positive psychology to develop the Triple-A
model. The model depicts the relationship between pull factors, travel engagement and tourist
well-being.

Findings reveal that the easily accessible facilities perceived as safe and inclusive enhance partici-
pation in activities at unfamiliar locations, thereby mitigating intrapersonal barriers such as per-
ceived unsafety and uncertainty. This, in turn, facilitates the experience of hedonic emotions
derived from engagement in tourism experiences. Consequently, the experience of novelty in a
safe and inclusive environment encourages tourists’ engagement in activities that challenge one’s
limits, enhancing their sense of competence - an eudaimonic dimension of well-being. This
aligns with the Self-Determination Theory which argues that competence is a crucial element of
human motivation (Ryan & Deci, 2000), and provides insights into how accessible facilities help over-
come intrapersonal constraints and facilitate competence. Additionally, the research adds value to
conceptually related literature on leisure constraints (Lam et al., 2020), indicating that insufficient
facilities and inaccessible infrastructure create barriers that can inhibit engagement. Such findings
reinforce the perspective that individuals who are not currently engaged in travel may become tour-
ists when constraints are addressed or removed (Wan et al.,, 2022).

Self-construal significantly influences consumer behaviour (Gardiner et al., 2023), yet, it has been
underexplored in research on tourist engagement (Su et al., 2022). This study highlights that visual
information suits the preferences of independent tourists by reducing potential social anxiety and
minimising cognitive disruptions hence promoting their engagement in experiences. In contrast,
interactive information caters to the preference of interdependent tourists for close social connec-
tion, enhancing their engagement in tourism activities. This observation aligns with findings by
Moses et al. (2018), which indicate that individuals with a high interdependent self-construal have
more immersive experiences in environments that foster social connections. Furthermore, learning,
a cognitive process, can be facilitated through engagement with informative materials about
tourism destinations. Available information about the destination environments encourages tourists
to reflect cognitively on their connection with nature, fostering a sense of closeness. Such a connec-
tion is associated with individual well-being, especially the eudaimonic aspects (Chang et al., 2024).
According to Lam et al. (2020), who identified knowledge constraints as a significant barrier to visitor
engagement and interest, this study suggests that available tourism information at destinations can
potentially address unfamiliarity and lack of knowledge about the surroundings, subsequently
enhancing cognitive engagement.

Service quality is a critical precursor to consumer engagement (Hapsari et al., 2017). This research
demonstrates that tourism workers who demonstrate proficient capabilities in creating a reliable and
welcoming environment are able to build trust with tourists and foster an emotional attachment
between tourists and the destination. These emotional connections in turn enhance visitors’ engage-
ment in experiences, supporting the notion that trust and rapport with service providers predict
higher levels of customer engagement (Sim & Plewa, 2017). Furthermore, this research highlights
the fundamental importance of high-quality interpretation which involves not only the content con-
veyed but also the manner of narration. An attractive and passionate interpretation enables tourists
to connect emotionally and experience a state of flow, characterised by a delightful sensation of
losing track of time due to deep immersion in the activity (Csikszentmihalyi, 2020). Trust in the
service provider and emotional connection to the place and activities potentially negotiate the intra-
personal constraints, such as lack of interest or perceived uncertainty, thereby contributing to a
higher level of engagement (Kim & Barber, 2022), and is further linked to human well-being (Basu
et al,, 2020; Vada et al., 2023).

Combining empirical findings with new and established theoretical perspectives on engagement,
leisure constraints and tourist well-being (Chen & Rahman, 2018; Filep et al., 2024), this research con-
tributes the Triple-A Conceptual Model of tourist engagement and tourist well-being designed to
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extend our understanding of the relationship between pull factors of tourist engagement and tourist
well-being (Figure 1).

As displayed in Figure 1, the pull factors of tourist engagement in experiences are comprised of
three key elements, specifically, accessible facilities (in enhancing inclusion, safety and competence),
available information (in fostering self-construal alignment, natural connection and learning), and
accomplished service (in facilitating trust-building, being welcomed and absorbing experiences).
Accessible facilities, as positioned on the left of the model, enable individuals of varying ages,
families with children, and first-time tourists to equally access tourism offerings. The easy access
to well-constructed facilities supports the negotiation of tourists’ certain intrapersonal constraints,
such as perceived unsafety, uncertainty and anxiety, thereby expanding the pool of behavioural
engagement of potential tourists (Wan et al., 2022). Available information, positioned at the top
of the model, facilitates the alignment of self-construal and provides tourists with a deeper under-
standing of the place and environment. This not only helps overcome constraints such as lack of
knowledge and interest but also enhances visitors’ connection and cognitive engagement with
the destination (Chaulagain et al., 2021). Accomplished service, positioned on the right of the
model, fosters tourists’ emotional connection with the place and trust in the service provider,
thereby alleviating perceived uncertainty and concerns about safety. Additionally, proficient inter-
pretative skills enable visitors to fully immerse in the experience and achieve a state of flow. Com-
bined, these three elements effectively facilitate tourists in negotiating intrapersonal constraints,
fostering their behavioral, cognitive and emotional engagement respectively. This, in turn, leads
to heightened tourist well-being encompassing hedonic aspects such as pleasure and enjoyment,
as well as eudaimonic aspects such as connections with nature, a sense of belonging, and personal
achievement.

This research contributes to the existing body of knowledge on tourism engagement and tourist
well-being in multifaceted ways. Firstly, this research study illuminates the multidimensionality of
tourists’ engagement in experiences, linking behavioural, cognitive and emotional engagement
with hedonic and eudaimonic well-being dimensions. This finding deepens our understanding of
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Figure 1. The Triple-A model of tourist engagement and tourist well-being.
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hybrid well-being models such as PERMA and DREAMA, demonstrating that their underlying dimen-
sions are interconnected rather than completely independent. For instance, engagement in tourism
experiences can lead to other well-being aspects, such as positive emotions, affiliation and
achievement.

In tandem with the growing need for further research on travel engagement, there’s an increasing
emphasis on ensuring that tourism experiences are accessible to everyone (Qiao et al., 2022). While
previous studies have largely focused on the accessibility needs of those requiring moderate or high
assistance, limited attention has been given to the mild access needs that all tourists may encounter
(McKercher & Darcy, 2018). This research therefore advances our understanding of accessible tourism
for all by considering the mild access needs of tourists within the framework of tourism engagement
and well-being. Such a framework also opens opportunities for tourism services and facilities
designed to accommodate diverse tourist groups.

Furthermore, despite the interplay between engagement and well-being being predominantly
examined in different non-tourism contexts, such as education (Boulton et al., 2019), gerontology
(Niedderer et al., 2022), and human resources management (Kim & Kim, 2021), this connection
remains underexplored in the context of tourism (Rather, 2020). Consequently, this research contrib-
utes the Triple-A model, which articulates the multidimensional nature of engagement by empha-
sising how accessible facilities, available information, and accomplished service collectively
enhance tourism engagement, with which tourists are more likely to receive greater well-being
benefits.

This finding broadens existing conceptualisation of a key dimension of tourist well-being -
engagement (Filep et al., 2024; Seligman, 2011), responding to calls for a deeper exploration of
human well-being by specifically focusing on the often-neglected engagement dimension (Farki¢
et al., 2020). The Triple-A model also provides an integrated perspective that incorporates both
the pull factors offered by tourism destinations and the constraints faced by tourists, which is critical
for understanding how to promote tourist engagement effectively (Wen et al., 2020).

The Triple-A model offers a sound theoretical foundation for further empirical testing and vali-
dation, setting the stage for developing management strategies that enhance engagement in
travel experiences and tourist well-being. For example, to enhance tourists’ perceived safety and
engagement in activities, it is crucial to implement comprehensive safety insurance protocols and
visibly display related certificates to reassure tourists. Secondly, tourism managers and service pro-
viders should be trained to recognise and respect the different self-construals of visitors. For inde-
pendent tourists, it is essential to provide self-guided tools, solo traveller services, and easily
accessible information to support autonomy and personal exploration. For interdependent tourists,
offering interactive information services, group activities, and family-friendly amenities to foster con-
nections would be more important. Additionally, tourism managers could conduct an arrival briefing
at the destinations to help tourists become more familiar with the surroundings and alleviate their
perceived uncertainty about the place. To create a hospitable environment that enhances tourists’
emotional engagement at a destination, it is vital to provide attentive service across all touchpoints.
Training staff to be genuinely caring and responsive to tourist needs can make a significant differ-
ence. Organising welcoming and farewell events that integrate local culture and traditions can
also enrich tourists’ emotional connections, fostering a sense of belonging and attachment to the
place.

6. Conclusion

Tourist engagement is emerging as a crucial area for both academic research and industry practice
(Michopoulou et al., 2015), driven not only by the critical need to promote human well-being and
address a fundamental human rights concern, but in response to exceptional business opportunities
(United Nations, 2016). This study critically identifies three pull factors in tourism destinations namely
accessible facilities, available information, and accomplished service, and assesses their mechanisms
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for intrapersonal travel constraints negotiation and the enhancement of tourist engagement. Well-
being outcomes derived from heightened tourist engagement are discussed drawing on empirical
findings and literatures. The Triple-A model is developed to depict the dynamic relationship
among pull factors for travel engagement, travel constraints negotiation and tourist well-being.

This research contributes to the existing body of knowledge on tourist well-being, engagement
and the need for a more accessible and inclusive tourism industry. By focusing on the multidimen-
sional engagement concept, this study offers timely insights for tourism providers and policies
designed to empower a broader group of people to engage in tourism experiences (Eusébio
et al.,, 2021). In particular, a notable investment should be placed in constructing accessible facilities
in destinations, offering readily available information with respecting the diversity of visitors, and
training employees to ensure the provision of accomplished service. For example, to negotiate
the intrapersonal constraints of perceived unsafety from potential tourists, grants could be allocated
to upgrade security equipment for risky activities and establish first aid facilities. This research also
advances our understanding of tourist engagement beyond consumer marketing implications,
towards psychological benefits of tourists themselves, which potentially broadens the tourism
business market, and contributes to the achievement of SDGs, specifically SDG3 to improve the
health and well-being of the global population (United Nations, 2015).

Several limitations exist in this study that should be addressed in future research. First, this research
adopted a qualitative approach with a small sample size, future studies could adopt a quantitative
approach, such as big data analysis, with a larger sample size to further examine the pull factors of
engagement and tourist well-being. Second, future studies can further investigate the Triple-A
model in a specific tourism context such as nature-based attractions and indigenous tourism experi-
ences, enriching the visitor engagement management protocol from various tourism contexts. In
addition, this study focuses on the pull factors for tourist engagement designed by destination man-
agers, further investigation on how the host community influences tourist engagement in experiences
could provide valuable insights. It would also be beneficial to explore the pull factors that drive resi-
dents’ engagement in tourism and the subsequent effects on their psychological well-being. With the
increasing application of new technologies in tourism context (Bec et al.,, 2021), future studies are
encouraged to explore how the employment of new technologies can assist individuals to negotiate
perceived uncertainty and unsafety, thereby attracting and fostering meaningful visitor engagement.
For example, pre-activity experience with virtual reality and mixed reality devices could be an efficient
approach to alleviate potential tourists’ psychological and cognitive constraints related to certain
tourism activities. Further research into inclusive tourism, combining the Triple-A model with new
technology applications, could be particularly advantageous for individuals with access needs for
tourism, such as the elderly or people with disabilities.
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Appendix: Example of coding process

Selective Coding (pull factors of
engagement and mechanisms to
well-being)

Axial Coding (mechanisms of
engagement and well-being)

Open Coding Examples

Quote Examples

Accessible Facilities —
behavioural engagement —
well-being

A) Perceived inclusion - behavioural
engagement - hedonic well-being

B) Perceived safety — behavioural
engagement — hedonic well-being

C) Behavioural engagement —
competence — eudaimonic well-
being

Available Information —
cognitive engagement — well-
being

D) Self-construal alignment - cognitive
engagement — hedonic and
eudaimonic well-being

E) Connecting with nature - cognitive
engagement — eudaimonic well-
being

A-a) Observed accessible facilities for all groups
and ages - love

A-b) Observed accessible facilities for parents
with baby - happy

A-c) Perceived accessible facilities for new
visitors — pleasant

B-a) Changing attitude due to easy access —
enjoyment

B-b) Willing to participate due to trust in facilities
quality — confidence

C-a) Conquering personal limits with the aid of
facilities

C-b) Accomplishing challenging activities —
achievement

C-c) Generating a sense of competence through
participation

D-a) Available visual information enables
independent tourists to engage with less social
pressure and interruption — enjoyment

D-b) Available interactive information enables
interdependent tourists to engage in close
social communication- social support

E-a) Understanding nature through informative
signs — getting closer to nature

E-b) Learn about the environment through
various media — respect nature

‘I love how the government built the facility because it can be
used for all the groups and all ages.’

‘| took a picture when | saw a parent bringing their baby. The trail
is so accessible, both for children also for disabilities ... | am so
happy that | have the accessibility to visit the place.

‘It's really enjoyable and pleasant for me, especially for the new
visitor in Australia.’

‘In my perception, going to the National Park or going to the
jungle, is difficult with difficult access ... [However], when |
arrived, there’s a path for the cutting, very easy ... It changed
my mind to visit natural settings because this is very enjoyable,
because the access is very easy ... I'm really happy when | can
see the view.'

‘I'm afraid of height [but to be] brave enough to join in the
activities [because] | feel convinced to take the Skyrail because |
trust that the facilities have a good quality.’

‘| conquered my fear of heights and | am pretty reliant on the
safety of Australian experiences.’

‘after that right away | text my daughter that | saw that sense of
achievement.’

‘we can get very aware of something like, ‘l can’’

‘Maybe no one will need to talk too much, because | just see the
sign and follow the next. | think it is good, as when people like
me who are afraid to ask somebody or don’t want to get close to
check all, they just can go to one place that provides all of the
information ... | just follow the direction and end up in an
enjoyable visit with no interruption.’

‘The most important thing is that we will not only learn from the
text, but the interaction with the interpreter, and they are really
here ... you can feel that we were socially supported.’

‘They talk to everybody about the level of hills or the level of the
river and then not jumping into waves ... it feels like there isn’t
any border between nature and me as a visitor.”

‘There is interpretation media set in a friendly height for children.
It's a sign that the country wants their children to learn about

(Continued)
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Continued.

Selective Coding (pull factors of
engagement and mechanisms to
well-being)

Axial Coding (mechanisms of
engagement and well-being)

Open Coding Examples

Quote Examples

Accomplished Service —
emotional engagement — well-
being

F) Learning with reflection — cognitive
engagement — hedonic and
eudaimonic well-being

G) Trust-building with service provider
- emotional engagement — hedonic
well-being

H) Feeling welcomed by the place and
people — emotional engagement —
eudaimonic well-being

I) Emotionally absorbed in the
experiences — emotional
engagement — eudaimonic well-
being

F-a) Gaining knowledge - touching

F-b) Learning with reflection on the personal life
envision — meaningful

G-a) Building trust with the service provider
helping to focus on the scene — enjoyment

G-b) Perceived proficiency of service provider —
relaxation and calm

H-a) Being welcomed by the local staff - being
accepted

H-b) Perceived hospitality and friendliness of staff
- feeling welcomed

I-a) Attractive interpretation enables the
experience of flow state

I-b) being infected by the passion and spirit of
staff - touching

the environment and respect nature since their childhood ... it's
very good.’

‘The message really touched my mind that | learned | don’t have
to do anything when the tree went down, just let it happen,
because the forest is doing the right things for the ecological
system.’

‘So we learn not only from the text we found in the jungle ... the
guide and the interpreter aid our learning. | learned about the
connection between nature and our health, like if we take a
deep breath and go around forest 10 minutes a week, it's really
good for health. Then | think | will try it and just relax and enjoy
it. This is really meaningful experience.’

‘On the way to the scene it was like surfing on the boat. It was
scary, but the guys held up the surfs. You can still sit like this,
even though some of us got seasick, but you felt safe, and you
can enjoy the scenery on the way.’

‘| feel relaxed on the bus and enjoy the calm.’

‘| was really impressed with one of the indigenous people coming
and welcoming us in their language. And then we feel that we
are totally accepted to come to Australia.’

‘This is also related to what we are earning on the week, friendly
to everyone, welcome me and send me off.’

‘We spent about one hour getting into the forest ... it doesn’t
really feel like an hour already passed, because the way she
narrates and describes what happened there is pretty
interesting.’

‘The patience when she tells us stories about the nature touched
my heart. The passion, the spirit and the emotion she has get us
charged for the positive energy.’
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