INTRODUCTION

A critical analysis of the emerging academic field of experience design management (EXDM) is the core of this review. Pine and Gilmore (1998) made a clear argument for a shift in both research and operations to support a transition from a service economy to an experience economy. The swiftness of this transition for many seems to have been increased by technology, globalization and even a pandemic. Studying this phenomenon is outside the scope of this review but worth more consideration and research. 

An argument for laying a foundational framework is not only relevant to this paper but necessary in both academics and industry circles. Professionals engaged in daily operations rarely have time to create frameworks and definitions around actions and operations they implement regularly out of consumer driven necessity and forward thinking. Though consumer research contributes monetarily this happens infrequently and opportunity for an entity or ecosystem to improve is left unrealized. Researchers often overlook industry at the micro level leaving human level operational detail unanswered by theory. Blending the theories and research methodology with operations in practice is the motivation for understanding the current state of EXDM.

Very little EXDM research can be found more than ten years ago. In fact, the bulk of the data-rich research has been done over the last three years. To engage in this discussion with relatively little micro and meso-level methodological research available, the first task, then, is to better understand the motivation for study at the macro level. What global forces be it political, technological, moral, social, or climatic are contributing to the current attention and research around experiences. Why study experience design? Who will benefit? What need is fulfilled and what micro changes will influence macro-outcomes. 

Following that understanding, there is a need to find a common language. Understanding the current definitions being used across academics and industry will help align analysis and better inform real outcomes with more measurable and readable results within the chosen ecosystem. At this level, industry or ecosystem focus is necessary. So, to further refine the intent of this review at the meso-level the articles are focused on the retail and hospitality sector of the service-turned-experience economy. 

This endeavor is further narrowed by maintaining a focus on leisure scholarship culminating in case studies directed at individual businesses or business types providing experiential leisure opportunities for consumers. Within the span of the last decade theories have already begun to arise around another economical shift from experience to transformation. Understanding the pace of industry and scholarship is key to developing research that is both relevant and stays timely. 

Thus, this review of articles has been organized chronologically to make clear sense of the macro forces motivating continued study and the consensus regarding definitions and methodology being adopted by leisure scholars and professionals. Finally, this review analyzes specific examples of the very limited contributions being made by researchers and best-practice operators as it relates to single entities and consumers. At this micro level the opportunity and need for research is wide open with eager industry, academic and consumer participants. The subsections of this article of been titled to maintain flow of ideas generated by each article rather than the article title itself. 

PART I: FOUNDATIONAL DEFINITIONS AND FRAMEWORK

CONSUMER WELL-BEING AS A GLOBAL MOTIVATOR

Scholars have been studying the core motivator for EXDM scholarship, human well-being, for centuries using differing approaches across time and disciplines. Giving a new name and a framework to old thoughts seems to be a worthy scholarly pursuit. Experiences relate to nearly every aspect of our lives. Service oriented consumptive experiences transpire constantly in contemporary society. Currently, the depth of engagement with consumers by service providers seems to be at an all-time high.

Summary:

Just over a decade ago Rosenbaum et al. (2011) set out to conceptualize Transformative Service Research (TSR) with a call for more analytical research at all levels of consumption. This article is foundational to this review not because of methodology but rather, it establishes and argues the motivational core of well-being within our current and every changing social paradigm. 

Rosenbaum et al. (2011) argues that due to many global factors improving human well-being is increasingly challenging and offers services as a potentially significant solution. In a request for more TSR et al cites research done on underprivileged demographics and marginalized segments of society as obvious areas of improvement within consumer channels. Improving well-being at the macro level is and should be a study for all people and should matter to a global economy. When left unaddressed the argument is that results for consumers is not negligible and cannot be ignored. Service organizations either negatively or positively affect the consumers well-being. TSR focuses on improving consumer and societal welfare through service. 

Many service providers are more explicitly tied to the well-being of their consumers, for instance, health and social services, whereas other providers (retail and hospitality) might be motivated heavily by outside factors. The argument is made that this natural segmentation within industry and consumption seems to play a role in why fewer studies are pursued within retail and hospitality. The opt in nature or consumer agency within consumption of leisure service offerings seems to enhance the opportunity to contribute to the study of services within retail and hospitality. 

Analysis: 

Though there is not methodology to analyze, there are assumptions made epistemologically that necessitate subjective thought. The general assumption is that service providers should be engaging more in the well-being of consumers. While most would likely agree perhaps more research should be focused on why individuals allow consumption to play such a large role in well-being. Should a consumer allow a service provider to influence well-being in either direction? Should well-being be detached from external entities or ecosystems in general? These questions seem preposterous or perhaps in an age when we are bombarded with data and influenced in all directions by individuals and companies encouraging consumption. Individuals seem to increasingly invest more time and resources than ever to external entities and ecosystems, presumably to improve well-being. 

Discussion

Perhaps a more contemporary question this article raises is how might individuals alter their consumptive habits to be less reliant on external service providers for well-being? What role might a service provider play in promoting less consumption allowing for true autonomy and less reliance on service providers for overall well-being? What benefit could the service provider retain while encouraging less reliance? These types of questions are core to the goal and outcomes of the research developing from this review. Rather than contributing to service research that seeks for more consumption, perhaps the most productive and helpful entities will be those providing transformational services that eliminate the need for the service over time, hereby contributing to more consumer autonomy and natural reliance at a more human level for positive well-being outcomes. 

To be fair, Rosenbaum et. Al (2011) may have considered this outcome and left it unarticulated hoping that further research would develop and lead to similar queries. Stating these thoughts while establishing the research framework will potentially cause some friction. However, that friction is truly assumed since the plea for more research is certainly altruistic in nature. 

AN IMPORTANT REQUEST FOR MORE RESEARCH 

Summary

As one engages in experience design research, navigation, and the friction within can be disorienting. The expansive field feels like common sense on one hand and pioneering new territory on the other. Creating narrow parameters for scholarship to pursue is indeed instructive. Anderson et al. (2013) encourages a further refinement of TSR as the blend of traditional service research and transformative consumer research. Included in the article is an enhanced definition of well-being related to human dignity. This becomes the moral imperative and the call to service providers or businesses to assume a more intentional role in the well-being of consumers especially as it relates to human dignity. Well-being is also expanded from the individual level to the collective level and the ecosystem is enlarged beyond humans to include nature as well. 

An important element of the framework being established around the meaning of well-being is introduced as well. Scholars generally discuss two types of well-being, eudaimonic and hedonistic. The distinction of these two types is critical to the future research stemming from this review and is therefore worth defining here. 
Anderson and her team define the two types very well citing additional resources:

Eudaimonic well-being emphasizes the realization of potential (Ryff, 1989). This definition is consistent with Sen’s (1999) conceptualization of the quality of life as the development of human capabilities and freedom. Furthermore, eudaimonic well-being is appropriately applied to individual, collective and even ecosystem levels. Dimensions such as access, literacy, better decision making, individual and collective health, decreasing health and well-being disparities, consumer involvement, harmony, power, respect, support, and social networks reflect this well-being orientation. Hedonic well-being is rooted in the ideas of pleasure and happiness (Diener and Lucas, 1999) (Anderson et al., 2013)

Introducing co-creative transformation is an additional expansion worth some time summarizing. While the previous article (Rosenbaum et al., 2011) mentioned only that consumers are beginning to recognize their part in creating well-being alongside the service provider, this article develops co-creation as both a framework for research and a positive outcome of exceptional service. 

Published just one year after the previous article. Anderson and her team suggests the following as the main thrust of the expanded request for research: 

	Future research should strive to transform the relationship among social, economic, and environmental systems to ensure sustainable relationships. Shirahada and Fisk (2011) define service sustainability as satisfying the needs of current providers and recipients to engage in mutual value co-creation without decreasing the quality of future value co-creation. (Anderson et al., 2013)

Analysis

The literal blend of transformative consumer research and service research leaves room for discussion about the transformation of companies as well as consumers. While emphasizing the consumer as the protagonist of the narrative a true co-creative value chain would improve the company well-being and the well-being of the humans providing the service as well. Assumed revenue should not be the only value contribution considered in a co-creative value system. 

This emphasis on co-creation of value for the consumer is the beginning of forming qualitative and quantitative methodology for the purposes of more granular research. If consumers are engaging with businesses in any way, we can begin to gather data both indirectly and directly. In addition, the consumer becomes integral to building a framework that allows for co-creating experiences where well-being is the accepted and preferred outcome. 

The expanded and typified definitions of well-being are helpful in promoting future research. Human dignity and distinction between Eudemonic and Hedonic outcomes feel societally significant. The overall sense that consumer entities (individuals, collectives, and ecosystems) well-being outweigh consideration for well-being of service entities (employee, service process, service offering, organization and sector) is perhaps limited in a co-creative value chain. The politico-social environment feeds this sort of entitlement rather than seek true harmony or balance for both. 


Discussion

Considering all entities as equally important in a global consumer ecosystem may change the narrative and emphasis. Adding nature in as a co-creative partner in service experience sends a powerful message and ads real constraints to offerings not only regarding sustainability but also eudemonic wellness. Nature is a welcome and natural consumer and, I would add, service provider. With nature in play, research possibilities seem to expand for service providers, especially in terms of leisure where leisure allows for human creativity outside the confines of work or duty. Also worth considering is the service that consumers offer to businesses in a co-creative scenario. When human dignity, and nature are both considered integral to an experience designed in a co-creative manner with business we may discover eudaimonia for all is much easier to achieve.

If transformation is the goal for consumers, nature and service providers, companies should be built more like humans and nature. Natural growth and progression is the result of activity, cultivation, and co-operation. This suggests research around creating companies with more fluid structures that can grow and evolve to stay relevant with the growth of the consumer and the environment. Situations like COVID-19 emphasized the possibility for nature to quickly recover, humans to stretch and adapt, and companies to do the same. The co-creation possibilities among such entities during a relatively short period is incentive for further research around more holistic or global opportunities for transformation within a given sector or ecosystem.  

Anderson et al. (2013) alluded to these possibilities but perhaps without acknowledging the engaging sphere of research that could develop from true co-creation with each entity offering a blend of both service and consumption.

PLEA FOR DEFINITION CONSENSUS AND DEFRAGMENTATION

As a fledgling research field develops and matures, definitions and frameworks will be generally ascribed to aid progress and to allow researchers to build upon one another’s work. An example at the macro level is the way the two previous articles built upon each other further developing the conversation and enhancing research opportunities. One of the most poignant articles to follow the request for research was et al defining the foundational aspects of experience design building a language upon which experience research might build.   

Summary

Duerden et al. (2018) describes the problem this way: 

Fragmentation is not unexpected for an emerging field, particularly one that is not yet recognized as a distinct discipline, but more as a methodology.

Citing an article by (Lynn, 2017) the thrust is for increased collaboration between professionals and establishing a shared conceptual language. Fundamental to the field and the backbone of the article are a series of definitions that build upon each other followed by propositions, the summary of which feels critical to the flow and relatability of this review. 

Duerden and his team provide the following critical definitions:

Subconscious experience: An experience where the objective elements fail to attract and hold an individual’s attention sufficiently to produce a subjective reaction

Conscious Experience – An experience where the objective elements attract and hold an individual’s attention sufficiently to produce a subjective reaction. 

Ordinary Experience – An experience where the objective experience elements attract and hold an individual’s attention but produce subjective reactions lacking strong emotions. 

Extraordinary Experience – An experience where the nature of the objective elements is such that they attract and hold an individual’s attention thereby producing strong subjective reactions exhibiting emotion, discovery, and change. 
(Duerden et al. 2018)


Establishing the distinction between subconscious and conscious experiences as well as ordinary and extraordinary is critical to understanding the development of experiences from memorable to meaningful to transformational. Below is listed the chosen definition of transformational experience since transformation is the culmination of the prior two and provides the link between past articles and future studies. 

Transformational experience – An experience where the objective elements engage an individual’s attention and produce subjective reactions involving strong emotions, the discovery of significant and personally relevant insights, and personal changes in values, beliefs, intentions, or self-perceptions. Most often transformative experiences are characterized by intrinsically motivated, enduring changes in self-perception and behavior. (Duerden et al. 2018)


The nested diagram further illustrates the building effect of experiences. 
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(Duerden et al., 2018, p. 208)

Along with definitions are also propositions about how common, how impactful, and how fluid over time an experience, of any given type is. Like the definitions the propositions build upon themselves, within their sphere and culminate at transformational experiences except regarding time where the propositions suggests that over time the same experience may move from transformational to meaningful or simply memorable if the experience is not kept bright through reflection.

Analysis

While determining definitions and propositions is intrinsically helpful, the practice of applying each definition and proposition over time in ongoing research should further clarify and refine those definitions in micro context. A consensus in language and progress toward defragmentation of the discipline will be enhanced by maintaining definitions in general but allowing detail to be included for specific studies at a human level. No clear reason to discount the definitions offered has yet developed and these definitions, their relationship to each other and the propositions seem grounded in practice. 

The pervading understanding about experiences and their outcomes will continue to develop in a more systematic way if scholars and practitioners accept and conform to these definitions and allow results of research and practice to expand or expound them in a specific sector or context. 

Discussion 

Now that definitions are in place and a baseline set, research within transformation experience design can more fully develop through cross-disciplinary research, interdisciplinary collaboration and through applying theory and practice on equal terms. This is exciting and helpful to developing research that will change the way people live and improve well-being as discussed above. 

The definitions offered also create a natural progression for experience design and something to consider as methodology is developed. Testing what types of experiences are memorable in a retail setting can be measured against whether it elicits emotion but not discovery for a consumer. Having definitions to back into will allow for qualitative research within this sphere to expand naturally and rapidly. This same progression or building effect will be helpful in co-creation with consumer entities and nature. The transformational element is lasting change. If an experience creates lasting change for a customer, the business, or the earth then we can measure the transformation using impact, time and recurrence for effectiveness. 

Thus, research within this developing field can accelerate as quickly as we can gather, analyze, and interpret data. 

PART II: METHODOLOGIES DEVELOPED FOR RETAIL EXPERIENCES

INTRODUCING TRANSFORMATIVE RETAIL SERVICES
Not to be confused with Transformative Service Research (TSR), Transformative Retail Services (TRS) is introduced and defined as a business practice emerging in contemporary retailing that facilitates consumer well-being and can be expected to lead toward positive consequences for retail organization as well. (Troebs, Wagner, and Heidemann, 2018) Services that fall under this definition are those that have the following key characteristics: 1) contribute to customers’ well-being 2) require no purchase or usage of a specific product by the retailer 3) are not restricted to current customers but available to all interested consumers. Most often these services are offered free of charge and their intent is different. TRS is intended to promote eudaimonic outcomes while non-transformative services are more focused on convenience and profitability. 
The empirical studies that follow differentiate between Free-TRS and Paid-TRS and seek to measure outcomes that positively affect brand loyalty. 
Methodology
Study One of this article focuses on the effects of TRS on relationship services. A scenario about a home improvement training class was given to 200 customers of a fictitious home goods store.  The responses were measured on a seven-point scale regarding their feelings of well-being, gratitude, reciprocity, and loyalty intentions. Results were applied to a partial least squares (PLS) structural equation which is common in retail research, giving significant data output for a small sample size. 
Study Two was conducted via a field study and focused on the effect of TRS on brand disposition. Surveys were used and a control group provided. This experiment focused on skincare because of the explicit transformational qualities.  PLS was also applied. 
Both studies were replicated, and the findings showed that field studies had a much higher resultant correlation than lab studies. 
Analysis
These studies and the resultant findings seem to be in line with best practices and are both helpful and applicable in many situations. Experiences are hard and costly to provide to large groups and so to study and interpret findings from a small sample size will be increasingly valuable. 
The chosen application of home improvement and skin care TRS was likely helpful but is limiting the broader study and understanding. The breadth of TRS that can be designed and implemented is infinite and would likely alter the outcome. Though this is not relevant for the general findings this study set out to show, alternative TRS need to be considered as a practitioner and researcher. The results may differ entirely.
The hypothesis was supportive of businesses offering free-TRS and the question remains how they do so and remain profitable. 
Discussion
The distinction between free and paid TRS is a very important one. More research around how consumers perceive value would be helpful in this context. Free is generally accepted as best, but then is the experience itself cheapened and considered less transformational over time? Is it important to pay for certain TRSs so that value is maintained over the long run for both consumer and business. Research developing from this review will further develop a distinction between paid and unpaid experiences and what lasting transformation looks like over time not just for the consumer but for the business as well. What might the consumer offer the business in return for free TRS if not money? Feedback? Product testing? Idea generation?
One element of this article that is significant to further research is specifically the gift economy. Gifts elicit both gratitude and reciprocity which this article argues will enhance well-being. Perhaps it is also worth studying the negative effects of a poorly given gift or of one given that diminishes well-being over time. Again, what expectation is being set and in what ways will the customer or general ecosystem give back over time?
A study like this is important for framing qualitative research of small sample size and for developing more ideas around what well-being looks like. 

ANALYTICAL FRAMEWORK AND TYPOLOGY WITHIN EXPERIENCE RESEARCH

Summary

Another gratifying element of research within the field of EXDM is the rapid pace of change which exists at the industry level. The retail landscape is being bombarded with changed demanded social media, online and omnichannel expectations along with speed and ease of fulfillment and gratification. The changes suggest near constant study to help professionals respond to changing needs. Paik and Lee (2021) suggest that brands act more like individuals or community centers than ever before and set out to provide applicable tools and knowledge for designing a relational brand experience based on an integrated retail experience. Like a friendship or family bond a relational experience induces a sense of belonging and a real bond between customers and brands. 

The argument made is that relationship needs to be consistent across brand channels and sets out to build another framework to develop the current dimensions of the relational brand experience. 

Methodology

The introduction of case study theories will be developed below. Case study best practices were applied in this article across 12 well known retailers who had all the necessary channels to analyze consistency and relational effectiveness. Data gathered was both primary and secondary reinforcing the main thrust of the article which is a proven and tested framework for relational experience design.  

Analysis

The aggregation of articles within the sphere of experience design is impressive and persuasive. Delineating factors of relational experience is meaningful and thorough.  Both form and context of relations are described with form being broken into strength, depth, continuity, and socialization of bond. The context where bonds are developed are analyzed through geography, subject, and social presence. The following table illustrates the framework best. 
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(Paik and Lee, 2021, p. 473)

Discussion

While this study is generally helpful in experience design and methodology to be used within the retail environment, it is less applicable to transformation services and therefore the methodology and outcomes have been simplified for the purpose of this review. 

However, as the study became more granular there are many important limitations and opportunities highlighted for future research. For instance, the physical location or flagship store is highlighted as the most evolutionary. The changes happening to physical retail channels in an omnichannel environment are important to consider when trying to contribute to individual and community well-being. Commerce has been oriented to specific locations for all history. As we introduce technology and social media to enable different methods of exchange are we truly enhancing well-being, or have we created a social monster? Considering the role brick-and-mortar retail will play in the future and whether to promote or de-emphasize other channels is an important point to consider in ongoing research.

RETAIL APOCOLYPSE: WHY RESEARCH IN RETAIL IS CRITICAL

Summary

The aim of et al article is like the previous but reinforces ideas around good or bad transformation for retail, specifically, between the physical and online experience. Retail is being transformed by social forces but is that transformation happening in a way that consumers want in the long run. What experiences will ultimately win out. 

Analysis

Using interviews and commentary alone felt oversimplified as a methodology in this case. Lots of information was gathered but little was said to further this important discussion. The general approach of either or was oversimplified in a discussion about well-being of whole ecosystems. 

Discussion

Regarding future research in the realm of physical versus online the most helpful elements in the paper identified consequences for the either or extreme. Online only or brick and mortar only questions illicit a different response than ranges of either. Another helpful framework identified and highlighted positives and negative elements of each. This becomes more of a checklist to test against when developing an experience that will be extraordinary by engaged the full attention. 

Again, this study is worth mentioning and referencing to develop future research but was limited in terms of transformational elements of retail experience design.

SPECIFIC APPLICATION OF EXPERIENCE DESIGN TO THE RETAIL SECTOR

The limitations of the last two articles focused on the role of specific channel (physical versus online) or the continuity of relational experience across all channels. That leaves room for one more at least one more limited discussion about the role of each channel within an omnichannel retail environment. 

Summary

Helm, Kim and Van Riper, (2020) supplies important hypotheses about each channel individually and their integration with each other in promotion of overall experience. The conceptual model is the simplest way to show the intent of hypotheses being the customer outcome of improved well-being.
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(Helm, Kim and Van Riper, 2020)

Analysis

What this really speaks to is the effectiveness with which entities can coordinate their design efforts across different channels and all the services that are essential to each. The customer outcomes when more clearly understood by brands may be manipulated across channels to improve a brands ability to offer services through different channels that more effectively improve well-being.

Discussion

Though limited again this article is relevant to this study because the retail environment seems to thrive only when operating across all channels possible. Practical experience has made this clear but future research, considering omnichannel retail an absolute, also may query what experiences are most transformational and to what extent can that transformation be initiated on each channel. The hypotheses analyzed may enable better discussion around why one channel is more effective than another and how each channel might contribute to an intended transformational experience. 

PART 4: A HIGHLY RELEVANT CASE STUDY

A HOLISTIC EXAMPLE OF FUTURE RESEARCH AND PRACTICE: ALBERGO DIFFUSO

EXDM research and especially TSR with practical application and granular data is still hard to come by. The actual case studies are limited. However, the research being conducted is more robust than could have been possible without the foundational work at the macro level by scholars and the co-creative work naturally occurring among individual entities and collective communities. The retail and hospitality industries are converging more than ever as communication, nature and experiences begin to transform individual lives, communities, and the earth with the ultimate goal of improved well-being for all. 

Summary

Galeone and Sebastiani, (2021) embark on a very specific study of a certain type of tourism being established by a handful of companies in the country of Italy. Albergo Diffuso (AD) literally means scattered inn or widespread hotel. This innovative hospitality model designed by marketing professor Giancarlo Dall’Ara in the 1970’s and then sanctioned in Sardinia in 1998. The model is an important one to study in experience design because it gets to the very heart of co-creation between business, locals, visitors, and the environment. The well-being of the entire ecosystem becomes critical to collective success encouraging collaboration. Examples include entire villages that had been mostly abandoned as locals left to work in urban centers. Repopulation of these villages by a hotelier and the tourists, requires locals to participate through enterprise and community. The structures and surroundings are also restored and beautified to entice tourism. 

In addition to well-being the terminology is expanded to include quality of life (QOL) and research concerning the value of vacation time. Introducing Lee and Sirgy (1995) who provide a satisfaction hierarchy where general satisfaction is associated to work, family, friendship, health, love, and money. In addition to satisfaction studies by Fresh 2000 suggest that QOL is defined as “an individual’s subjective evaluations of the degree to which his or her most important needs, goals, and wishes have been fulfilled. 

The stated goal of the article is to “research how sustainable companies accomplish the transformative potential of their business for improving the individual and collective well-being in hospitality.”

Methodology

Using a qualitative approach to their research et al used triangulation of results from multiple ADs collecting data over a two-year period starting in May 2017. Using TSR as the lens and four ADs as case studies the hope was to ascertain more robust results. This approach was based on Eisenhardt and Yin’s () guidance on theory building for case studies. 

The first phase of qualitative data gathering was the collection of secondary information through websites of over 100 ADs to gain a clear definition of the model. The second stage of research consisted of direct observation at the four chosen AD locations and 17 in-depth interviews. The third and final stage of the research process was a netnographic blended study where comments on a well-known travel website TripAdvisor were categorically analyzed and the most relevant and thorough commenters were contacted for further inquiry. 

Analysis

The analysis and categorization of the data was the most compelling and relevant analysis within this review. The categories measured are worth noting here because of the relevance for future study. The simplest way to display the categories is in the table of results. 
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(Galeone and Sebastiani, 2021)


The dimensions and results listed above are exciting for categorically defining what a transformational experience should be designed around. Authenticity as well as transparency seem to be significant components of the future of commerce and the well-being of existing and transforming ecosystems. Reciprocity, relationships, sustainability, cultural narrative, and the development of mutual networks are the hallmarks of community and quality of life. 

With analytical attention as you drill down to the examples of connection and transformation listed as subheadings to general category dimensions and qualifiers of comments you can see on the right not only the importance to the study itself but perhaps, we can read into those responses the importance of that same idea to consumers. 

Discussion

A case study like this one has monumental applications across service research. Excitement around transformation is still emerging but concrete examples of holistic transformation feel like the future in embryo. Systems and entities that interact in natural, sustainable, and very human centric ways should result in a new level of thriving. Tourism alone is not the answer. With tourism often comes crowding and crime but tourism localized and focused on enhancing through preservation and cooperation is potentially very powerful. 

Of all the articles discussed in this paper this last one bears most weight for the future. However, it must be acknowledged that the study itself was not the only contributor to thought and well-being. The ideas around Albergo Diffuso have been working themselves out over nearly 50 years. Hence the development of these types of transformational experiences takes more time and effort to become productive and have lasting impact, but the framework exists and can be altered to different sectors and locales. Perhaps the framework of this study will accelerate proliferation and adoption of Albergo Diffuso as a model for hospitality, retail, 
and service ecosystems at large.  

The real win in practice and scholarship is when ideas like Albergo Diffuso, developed in the lab of academia are adopted by business entities and developed with communities to create lasting transformational change for all involved.  

CONCLUSION

The process of discovery, for an emerging field, within this review was surprising. Approaching a discipline at this stage required slightly different tactics than simply critically analyzing scores of methodological studies. Aligning motivation with other scholars around human well-being and understanding the common language was an essential step in the pursuit of real contribution. From this vantage point one can quickly identify and pursue new fertile territory at the micro level of both research and practice. At this granular level of research in such new territory one can also assume contribution at the meso and macro level of transformational design research. 

The intent of the structure of this review was to highlight the current state of this emerging field and prove a framework and backbone for application and research in the immediate future, building on the scholarship and expertise in transformational experience design that has been developing over the last decade. 

The resulting aim of research beyond this review is to contribute at all three macro, meso and micro levels of understanding with regards to human consumption and commerce. Significant emphasis will also be placed on local, community and even domicile ecosystems and the experiences surrounding life’s most simple and integral leisure activities. Focusing on leisure and culture scholarship while layering in ideas around small or local collectives and community interchange will help focus ideas and research as it relates to the overall well-being of humanity and the places humans call home. 
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Figure 1. Experience-type framework.
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analysis
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Table 5
References distribution.

Dimensions Positive % of total Negative % of total Total of Total of references,/Total
references references references references references comments*
Sustainability Concerns
Locally-grown organic food 1.107 85% 10 0,8% 1117 85,8%
Economically relaunched 971 74,6% 0 0% 971 74,6%
territory
Local traditions 777 59,7% 0 0% 777 59,7%
Restore ancient buildings 622 47,8% 0 0% 622 47,8%
Environmentally friendly 408 87,6% 19 1,5% 427 32,8%
No new buildings 291 88,4% 0 0% 201 22,4%
Rooted in the past 136 10,4% 3 0,2% 139 10,7%
Revitalising the territory 116 8,9% 0 0% 116 8,9%
Reducing depopulation risks 58 4,5% 0 0% 58 4,5%
Reciprocal Exchange
Friendly staff 734 56,4% 0 0% 734 56,4%
Feeling like home 602 46,2% 0 0% 602 46,2%
Close relationship 174 13,4% 0 0% 174 13,4%
Working community and 0 0% 23 1,8% 23 1,8%
tourism
Mutual Network
Restaurants 777 59,7% 97 7,5% 874 67,1%
Bars 582 44,7% 46 3,5% 628 48,2%
Museums 544 41,8% 0 0% 544 41,8%
New job opportunities 466 35,8% 0 0% 466 35,8%
Diffused Economy 310 23,8% 0 0% 310 23,8%
Network 223 17,1% 0 0% 223 17,1%
Local retailers 213 16,4% 0 0% 213 16,4%
Detached AD facilities 116 8,9% 30 2,3% 146 11,2%
Resources 77 5,9% 0 0% 77 5,9%
Cultural Views
Cooking Academy 551 42,3% 38 2,9% 589 45,2%
Cultural reference 582 44,7% 0 0% 582 44,7%
Local history and tradition 544 41,8% 0 0% 544 41,8%
Scattered Library 427 32,8% 0 0% 427 32,8%
Food and wine lessons 213 16,4% 47 3,6% 260 20%
Boosting learning potential 238 18,2% 0 0% 238 18,2%
Decreasing social disparities 123 9,5% 23 1,8% 146 11,2%
Meeting place 61 5,9% 30 2,3% 91 7%
Authentic Experience
Feeling like locals 991 76,1% 0 0% 991 76,1%
True experience 680 52,2% 56 4,3% 736 56,5%
Traditional rural borrow 699 53,7% 33 2,5% 732 56,2%
Authenticity of the place 408 31,3% 0 0% 408 31,3%
Feeling part of a community 252 19,4% 0 0% 252 19,4%
Abandoned town 142 10,9% 23 1,8% 165 12,7%

* Total of references = positive references + negative references.

* Total comments = 1.302.




