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In this research, we constructed a new standard model of the theory and

method of experiential value marketing in tourism destinations. Specifically, we built a
comprehensive framework for marketing management that should be implemented in tourism destinations.

In addition, as the core theory of experiential value marketing, we built five axioms of tourist
experiential value (prototype) and constructed comprehensive categories of tourist experiences and
value consciousness. Furthermore, as a case study using the core theory, we conducted an online
guestionnaire survey on the experience value of tourists in Hokkaido and clarified the actual
structure of the tourist experience value throughout Hokkaido.
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