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Tab. 1 The connotation and characteristics of aesthetic experience
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Tab. 3 The theoretical origin of aesthetic experience
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Fig. 1 The research framework of the tourism based on the aesthetic experience
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A Review of the Application of Aesthetic Experience in Tourism Studies
LONG Yalin / WU Jun

( School of Tourism and Urban and Rural Planning,
Zhejiang GongShang University, Hangzhou 310016, China )

Abstract: In the context of integrated development of culture and tourism, the
establishment and development of the theory of aesthetic experience provide a fresh
theoretical perspective for researchers to re-explore the tourism experience. This
article first defines the theoretical content, features, and levels of aesthetic experi-
ence. Then, it reviews the theoretical origin of aesthetic experience, mentioning that
the interdisciplinary theoretical basis of aesthetic experience includes the theory of
subject-object integration, the Gestalt principle, and the place theory. Next, this study
presents an overview of tourism research that involves the theory of aesthetic experi-
ence. It finds that the tourism research results regarding aesthetic experience mainly
focus on three aspects: tourists’ aesthetic perception, tourists’ aesthetic emotion, and
the aesthetic value of the tourist experience. Finally, in accordance with hierarchical
levels of aesthetic experience, this study establishes a tourism research framework
incorporating three levels of aesthetic experience—aesthetic sense, aesthetic emotion,
and aesthetic spirit—and proposes the direction and prospect for researching tourism
experience from the perspective of the aesthetic ecosystem.

Keywords: aesthetic experience; aesthetic perception; aesthetic emotion
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