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Abstract: The objective of this paper is to study the relationship between memorable tourism
experiences and destination sustainability. Three hypotheses that relate dimensions of sustainability
(economic, socio-cultural, and environmental) to memorable tourism experience are considered,
based on a review of the literature. A questionnaire designed for that purpose was administered to
1034 tourists who stayed at five rural and sun and beach destinations in Spain. A multigroup analysis
with a structural equation model was conducted to establish the differences between both destination
types. The results show that destination environmental sustainability influences the memorable
tourism experience, though significant differences between rural and sun and beach destinations
have been detected. Age plays a moderating role: the younger the tourist the greater the influence of
sustainability on memorable tourism experiences.

Keywords: memorable experience; sustainability; generation; rural destination; sun and beach
destination

1. Introduction

The concept of experience is very much present in the tourist sector today [1,2].
Destinations endeavor that their visitors have satisfactory and enriching experiences during
their stay; hotels strive to ensure their guests’ experience is matchless; restaurants devise
experiences that stimulate the five senses; and the leisure offering aspires to provide
customers with new, intense, and pleasurable sensations. Presently everyone in tourism is
talking about experiences.

However, aside from being positive or negative, experiences can be memorable [3,4].
Undoubtedly, attaining a level of experiential excellence brings benefits for both tourists
and Destination Marketing Organizations (DMOs) [1,5]. However, what is a memorable
experience? Although few studies have explored this concept, it can be said that a mem-
orable experience goes beyond customer satisfaction, since it includes intense, favorable
emotions that create an emotional link between visitors and destination [4,6].

In a study on the tourist accommodation industry, Kandampully et al. (2018) reviewed
the literature of papers published on tourist experiences [1]. They concluded that despite
the importance of the construct, integration of the concept into the principles of tourist
accommodation management is very limited.

Moreover, a macro trend today is the concern for sustainability [7,8]. More and more
people are worried about the human impact on the environment and take decisions based
on their consequences [2,9]. Tourism has also progressed in this area by adapting to
the Sustainable Development Goals (SDGs). In academia, increasingly more studies are
analyzing the impact of destination sustainability on the tourism experience [2,10–13].
Hanna et al. (2018) consider that given the discrepancies between everyday behaviors
related to sustainability and decision-making in tourism, more research is needed to
understand how sustainability changes standard tourist behavior [2].

The aim of this paper is to study the extent to which the perceived sustainability
of a destination influences the generation of memorable tourism experiences. It is an
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exploratory study that uses a database of 1034 interviews to Facebook and Instagram users
who visited five Spanish tourism destinations. The study is divided into four sections. The
first outlines the two constructs being studied (memorable tourism experience and destina-
tion sustainability) and justifies the hypotheses. The second presents the methodology of
the empirical study. The third gives the results, in which the psychometric properties of the
scales used are analyzed, and a multigroup structural equation model (SEM) analysis com-
pares rural and sun and beach destinations. Finally, academic and managerial conclusions
are presented.

2. Memorable Tourism Experience

Pine and Gilmore (1998, 1999) define customer experience as a series of events that
engage individuals personally [14,15]. This definition fully encompasses tourism products
since they are experiential and functional. Stamboulis and Skayannis (2003) emphasized
that tourists actively construct their experiences on the ground through their interactions
with destinations [16].

Kim, Ritchie, and McCormick (2012) suggested that a memorable tourism experience
is selectively built from individual assessments of tourist experiences [3]. Kim (2018)
considers that a memorable tourism experience is remembered positively and invoked
after the event has occurred [4]. Therefore, memorable tourism experiences are stored
in an individual’s long-term memory and influence future decisions and word-of-mouth
recommendations alike [6,17]. Hanna et al. (2018) maintain that unique and memorable
experiences add significant value to consumers and producers, which is an opportunity for
the differentiation and competitive advantage of the destination [2].

Visitor satisfaction has traditionally been considered the main argument for tourist
loyalty. However, many studies demonstrate a low causal effect of satisfaction on loyalty
behavior [1,5]. Kim (2018) found that memorable tourism experiences directly affected
behavioral intentions, including that of revisiting the destination and word-of-mouth
referrals [4].

Kim, Ritchie, and McCormick (2012) identified seven experiential dimensions that de-
fine memorable experience: hedonism, novelty, local culture, refreshment, meaningfulness,
involvement, and knowledge [3]. Kim (2018) reduces these dimensions to five in the case of
Memorable Tourism Experiences (MTEs): hedonism, refreshment, novelty, meaningfulness,
and local culture [4].

Hedonism in travel experience is “pleasurable feelings that excite oneself” [18]. This
aspect is related to the five senses that provoke emotional and imaginative perceptions in
the consumer [19]. Tourists’ desire to see hedonistic experiences, such as excitement and
enjoyment, appear to be a key factor in tourism [17].

Novelty seeking is an internal impulse that is triggered within individuals to search
for novel information [17]. Novelty seeking involves leaving the comfort zone and taking
physical, psychological, and social risks to experience varied, new, and complex feelings.
In tourism this dimension of memorable experience is transformed into thrill, change from
routine, boredom alleviation, or surprise [20].

Local culture forms part of the essence of tourism since social interactions between
visitors and residents is a key aspect of the tourism experience [2,17]. Interaction with
local culture, including residents, helps construct unique and memorable tourism experi-
ences [21,22].

Refreshment refers to a change in state of mind. Travelling outside one’s usual
surroundings creates a feeling of vulnerability which is also extremely liberating [9]. Putting
aside everyday problems and disconnecting from the everyday social environment bring
mental release, relaxation, and a feeling of freedom that directly influences the importance
of the tourism experience [17].

Finally, meaningfulness is the fifth aspect highlighted by Kim (2018) in the review
of the MTE construct [4]. Meaningfulness is a personal and private dimension of each
person that entails a better knowledge of oneself [17]. Travelling to a tourist destination
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can involve experiences that enable tourists to have more accurate knowledge about
themselves, discover their reactions to new situations, face personal growth, and experience
self-development. Therefore, tourism experiences that contribute to self-discovery can be
described as memorable [3,23].

3. Memorable Experience and Destination Sustainability

Sustainability is a current consolidated macro trend that emerged in the last decade [9,24].
Respect for labor laws, waste recycling, care for the environment, water and energy con-
sumption, return to local society, and so forth, are concrete aspects related to sustainability
that are increasingly present in purchase decisions [2]. The tourism industry has reacted
swiftly and has adapted the triple dimensionality of sustainability (economic, social, and
environmental) by working to achieve the 17 SDGs.

The most accepted definition of sustainable development stems from the World Com-
mission on Environment and Development (1987), which considers it as development that
combines the needs of the present without compromising the ability of future generations
to satisfy their own needs [25]. Sustainable development satisfies current tourist and
destination demands, while protecting and improving future opportunities. The World
Charter for Sustainable Tourism +20 follows this line, upholding as priority objectives the
preservation of destination quality and tourism carrying capacity [26].

In this regard, the UN (2012) and UNWTO (2011) consider that sustainable develop-
ment must be based on three pillars: environmental (the planet), socio-cultural (people),
and economic (benefit) [25,27]. According to Iniesta-Bonilla et al. (2016), the environmental
dimension was the component targeted by the literature on sustainability [28]. It refers
to natural capital and the condition of renewable and non-renewable resources [29]. The
socio-cultural dimension focuses on human–environment interactions, and the protection
of the socio-cultural resources of local communities and destinations, which highlights cul-
tural interaction and the activities required to develop it in the tourist sector. It also covers
the creation and improvement of employment, residents’ satisfaction, and the upkeep of
culture and local heritage [29]. Finally, the economic dimension of sustainability entails
satisfying the economic needs of the population, producing maximum results to achieve a
high quality of life within existing limitations, as well as the upkeep and optimum use of
tourist infrastructures [24,29].

Sustainability involves a balance between the three dimensions and a harmonious
coexistence of the interests of the various stakeholders: visitors, industry, environment,
and local communities [24]. Reality shows that tourism development has led to an un-
desirable impact on natural resources, disregard for the interests of some stakeholders
(such as residents), and insufficient attention to the problem of climate change [30]. Thus,
responsible tourism seeks sustainable development through the coordinated actions of
people, businesses, and governments in their quest for a positive impact on economic,
social, and environmental surroundings [24].

It is not then about achieving memorable tourism experiences at any price, but about
guaranteeing economic, social, and environmental sustainability in a balanced way, i.e.,
sustainable development is inclusive since it seeks to harmonize the natural surroundings,
strengthen the local economy, and improve productive processes by foregrounding local
produce [29]. The question is whether sustainability positively or negatively affects the
generation of memorable experiences at a destination [2].

Though the relationship between sustainability and tourist experience has received
little attention from researchers, some studies have addressed this issue. Lee et al. (2010)
established that a hotel’s green image generated a more favorable intention to revisit [31].
Benavides et al. (2014) consider that the environmental dimension plays an important role
for a hotel because it increases the association with product quality [32]. Moliner et al.
(2019) also found a significant relationship between the environmental sustainability of
accommodation and tourist experience [33].
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Everything seems to indicate that a destination with bad sustainability practices will
generate unsatisfactory tourism experiences. Tourism research is beginning to focus on this
question [25]. This study considers that a destination’s three dimensions of sustainability
directly influence a tourist’s memorable experience. In a conceptual study, Godovykh
and Tasci (2010) consider the existence of a series of antecedent situations of the tourism
experience, among which they include environmental, cultural, social, and economic
macro-environmental factors [34]. Some authors consider that climate change is the key
driving force that is transforming the behavior of individuals [2,35]. Nevertheless, this
greater awareness about environmental questions does not always lead to the purchase
of sustainable products [36]. Solís-Radilla et al. (2019) confirmed that a destination’s
environmental sustainability indirectly influences the tourism experience through tourist
expectations [29]. However, very few studies have analyzed the impact of economic and
socio-cultural sustainability on the tourism experience. All the above lead us to raise the
following hypotheses.

Hypothesis 1 (H1). The economic sustainability of a destination directly influences the memorable
tourism experience.

Hypothesis 2 (H2). The socio-cultural sustainability of a destination directly influences the
memorable tourism experience.

Hypothesis 3 (H3). The environmental sustainability of a destination directly influences the
memorable tourism experience.

4. Methodology

The general objective of the study is to establish the causal relationship between
sustainability and memorable tourism experience. Several specific objectives are also
considered: (a) to determine the influence of each of the three dimensions of sustainability
on memorable tourism experience, (b) to study the existence of differences between a
rural destination and one of sun and sand, and (c) to establish the influence of age as a
moderating variable.

We carried out an empirical study based on a survey. Scales validated in the literature
were used for measurement instrument design (Table 1). All the items are worded positively
and negatively on a five-point Likert scale.

Table 1. Construct measurement scales.

Construct Number of Items Reference

Memorable experience of a destination One-dimensional: 5 items [4]

Destination sustainability
Economic: 4 items

Socio-cultural: 5 items
Environmental: 5 items

[28,37]

Fieldwork was done between November 2020 and March 2021. Given the health
restrictions owing to the COVID-19 pandemic that prevented in-person interviews at
the destination, the questionnaire was distributed through the social networks Facebook
and Instagram. The total sample comprised 1034 valid responses, distributed over five
destinations: 397 sun and beach tourists (Peñíscola, Benidorm) and 637 rural tourists
(Morella, La Rioja, and Asturias). Participation was conditioned by the individual having
stayed at any of the chosen destinations in the last five years. Interviewees could evaluate
one destination only.

Descriptive analysis of the data (Table 2) shows several differences between the
sample of rural and sun and sand destinations. For age, the difference lies in generations Y
and Z: Z shows 13 points more for sun and sand destinations, while generation Y gives
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12 points more for rural ones. As for gender, men score six points more for sun and sand
destinations, and women show six points more for rural tourism. No significant differences
are apparent regarding studies. Finally, for occupation, students score eight points more at
sun and sand destinations; In employment scores 11 points more at rural destinations; and
Retired shows five points more at sun and sand destinations.

Table 2. Descriptive statistics of the sample.

GENERATION Rural Sun and Sand GENDER Rural Sun and Sand

Z (18–26 years) 14.56% 27.45% Man 34.63% 40.22%

Y (27–40 years) Millennials 37.86% 25.82% Woman 65.37% 59.78%

X (41–52 years) 29.29% 25.00% NATIONALITY Frequency

Baby Boom (53–72 years) 18.12% 19.84% Spanish 96.13%

Silent (>72 years) 0.16% 1.90% Foreign 3.87%

STUDIES Rural Sun and Sand OCCUPATION Rural Sun and Sand

No formal schooling 0% 0% Student 9.55% 17.93%

Primary school 2.27% 1.36% In employment 74.76% 63.04%

Secondary school 8.09% 8.15% Working from
home 5.34% 2.72%

A levels/Certificate of higher
education–HNC 33.17% 36.68% Retired 5.34% 10.05%

University graduates 56.47% 53.80% Unemployed 5.02% 6.25%

Despite these differences, the ANOVA analysis only detected significant differences
in age grouped according to generations. Chen and Shoemaker (2014) used the theory
of generations to explain the importance of senior tourism in the USA [38]. The socio-
historical environment in which notable events occur impresses upon the youth of groups
of individuals who share a similar chronological age, which affects their system of values,
personality, tastes, and behaviors. In marketing, generation segmentation (baby boomers,
X; millennials, Y) is commonplace. Accordingly, age is established as a control variable in
the model, given that significant differences were detected for the two variables studied
(sustainability and MTE). Individuals were grouped by age cohorts according to the classi-
fication by generation: Z generation (18–26 years), Millennials (27–40 years), X generation
(41–52 years), Baby Boomers (53–72 years) and Silent generation (>72 years).

Data were analyzed using the statistical program Lavaan package in R.

5. Analysis and Results
5.1. Measurement Reliability and Validity

Dimensionality, validity, and reliability will be considered for scale validation. The
method used to test the theoretical model proposed involves Gerbin and Anderson’s (1988)
two-step approach [39]. The first stage determines the quality of the measurement scales
by a confirmatory factor analysis of all the scales. The second step involves contrasting
the relationships of the conceptual model. This approach will allow us to maximize the
performance of both the quality of the measurement scale and the results of the relationships
raised in the conceptual model.

The models were estimated using the statistical software application Lavaan pack-
age in R. First, we studied the dimensionality, reliability, and validity of the scales used
(Table 3). We used a confirmatory factor analysis with ordinal data using diagonally
weighted least squares estimation and polychoric correlation.
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Table 3. Analysis of dimensionality, reliability, and validity of the measurement scales.

Items Median Mean Factor Loading
(Standardized) t-Test

Memorable tourism experience AVE = 0.60; Composite reliability = 0.90; Cronbach’s alpha = 0.85

I had a chance to closely experience the local culture of
that destination area 4 4.02 0.88 0.000

I experienced something new (e.g., food, activity, etc.) in
this tourism experience 5 4.28 0.84 0.000

I felt revitalized from that tourism experience 5 4.47 0.76 0.000

I really enjoyed that tourism experience 5 4.55 0.77 0.000

I learned something about myself from that
tourism experience 4 3.90 0.75 0.000

Economic sustainability AVE = 0.59; Composite reliability = 0.81; Cronbach’s alpha = 0.71

The staff seemed to be well-trained
and prepared 4 4.19 0.80 0.000

The stores sold local products 4 4.09 0.79 0.000

The infrastructure and basic services at this destination
were good 4 4.30 0.71 0.000

Socio-cultural sustainability AVE = 0.58; Composite reliability = 0.87; Cronbach’s alpha = 0.83

The protection and conservation of heritage
were encouraged 4 4.07 0.85 0.000

The cultural and social development of the local
community was promoted 4 4.07 0.86 0.000

A commitment to social projects was apparent at
this destination 4 3.58 0.81 0.000

Employment discrimination for reasons of gender, race,
nationality, etc., was not observed 4 4.13 0.64 0.000

The infrastructure had been adapted for disabled people 4 3.78 0.60 0.000

Environmental sustainability AVE = 0.65; Composite reliability = 0.90; Cronbach’s alpha = 0.86

At this destination the environment was respected and
cared for 4 4.03 0.86 0.000

Energy and water saving was encouraged 4 3.73 0.85 0.000

Rubbish and waste were reduced, reused,
and recycled 4 3.68 0.78 0.000

Ecological products were used 3 3.42 0.78 0.000

The level of contamination and bad smells was good 4 4.02 0.75 0.000

Model fit indices: χ2 = 481.236; df = 124, p = 0.000; χ2/df = 3.88; SRMR = 0.043; RMSEA = 0.053; GFI = 0.995; AGFI = 0.992; CFI = 0.996;
NNFI = 0.995; IFI = 0.996. Note: CR = Composite reliability; AVE = Average variance extracted.

The probability associated with chi-squared reaches a value below 0.05, indicating
an acceptable overall fit of the scale [40]. Convergent validity is demonstrated because
the factor loadings are significant and higher than 0.5 [41–43], and because the average
variance extracted (AVE) for each of the factors is higher than 0.5 [44]. As for the reliability
of the scale, the indices of composite reliability of each of the dimensions obtained are
higher than 0.6 [42].

Table 4 shows the discriminant validity of the construct considered, evaluated by
AVE [44]. A construct must share more variance with its indicators than with other
constructs in the model. This occurs when the square root of the AVE between each pair
of factors is higher than the estimated correlation between those factors, as occurs here,
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therefore ratifying its discriminant validity. As a result, the first step was successfully
completed and determined the good quality of the measurement scales used.

Table 4. Discriminant validity analysis.

Memorable
Tourism Experience

Economic
Sustainability

Socio-Cultural
Sustainability

Environmental
Sustainability

Memorable tourism experience 0.77

Economic Sustainability 0.49 * 0.77

Socio-cultural sustainability 0.44 * 0.56 * 0.76

Environmental sustainability 0.44 * 0.53 * 0.65 * 0.81

Below the diagonal: correlations estimated between the factors. Diagonal: square root of AVE. * p < 0.05 (Pearson).

5.2. Hypotheses Testing

A specific objective of the research is to establish the causal relationship between the
three dimensions of sustainability and memorable tourism experience. Simultaneously, a
second specific objective is considered to determine whether these causal relationships are
the same for a rural and a sun and sand destination.

The sample consists of two clearly differentiated subsamples: rural tourism and
sun and beach tourism. The ANOVA detected significant differences of means in all
the variables. Given this sample structure the most appropriate statistical technique is
a multigroup analysis to determine whether there is a general pattern of behavior or,
conversely, whether the pattern differs between both types of destination.

Multigroup analysis begins with the estimation of two models: one in which all pa-
rameters are allowed to differ between groups (free model), and one in which all parameters
are fixed to those obtained from analysis of the pooled data across groups (constrained
model). If the two models are not significantly different (ANOVA), and the latter fits the
data well, it can be assumed that there is no variation in the path coefficients by group, and
the multigroup approach is not necessary. In this case, the output from the constrained
model would be reported. If they are significantly different, then the exercise shifts towards
understanding which paths are the same and which are different. This is achieved by
sequentially constraining the coefficients of each path and re-fitting the model.

A third specific objective is to determine whether age is a moderating variable of
the relationship between the three dimensions of sustainability and memorable tourism
experience. To that end, age is established as a control variable.

After the application of multigroup analysis, the comparison of the free and con-
strained models by ANOVA revealed significant differences, indicating that the coefficients
varied between the two groups (Table 5). The introduction of constraints to identify the
paths that vary between groups shows that all the paths present significant differences,
which implies that the free model best represents data behavior.

Table 5. ANOVA free model and constrained model in multigroup SEM analysis.

Chi-Squared Difference Test

Df AIC BIC Chi-sq diff Df diff Pr(>Chi-sq)

Free model 286 39,309 39,941 1115.0

Constrained model 304 39,373 39,917 1215.4 100.33 18 1.926e-13 *

Signif. code: ‘*’ 0.001.

Table 6 shows the final result of the multigroup analysis. Model adjustment is accept-
able since the χ2, SRMR, and RMSEA present within-standard values.
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Table 6. Results multigroup SEM.

Path Parameter t Results

Rural Destination R2 = 0.46

Economic sustainability→Memorable tourism experience 0.45 0.000 Supported

Socio-cultural sustainability→Memorable tourism experience −0.10 0.478 Not supported

Environmental sustainability→Memorable tourism experience 0.36 0.007 Supported

Generation→Memorable tourism experience −0.03 0.363 Not supported

Sun And Beach Destination R2 = 0.48

Economic sustainability→Memorable tourism experience 0.30 0.120 Not supported

Socio-cultural sustainability→Memorable tourism experience 0.15 0.455 Not supported

Environmental sustainability→Memorable tourism experience 0.26 0.025 Supported

Generation→Memorable tourism experience −0.19 0.000 Supported

Model fit indices: χ2 = 1115.358; df = 286, χ2/df = 3.9; p value = 0.000; SRMR = 0.043; RMSEA = 0.075; GFI = 0.988; AGFI = 0.982;
CFI = 0.912; IFI = 0.913.

In the case of a rural destination, the economic and environmental sustainability of
the tourist destination exerts significant influence on the memorable tourism experience.
The control variable (generation) exerts no significant influence.

In the case of the sun and beach destination, only the environmental sustainability
of the destination has a significant influence on the memorable tourism experience. In
this case, the influence of the control variable is significant, such that the older the visitor
the lesser the influence of environmental sustainability on the memorable tourism expe-
rience (the ANOVA indicates the significant difference appears among millennials and
baby boomers).

6. Discussion and Conclusions
6.1. Theoretical Implications and Contributions

The objective of this paper is to analyze the influence of sustainability on a destination
in generating a memorable tourism experience. The main conclusion is that the memo-
rable experience depends on destination sustainability. Nevertheless, general patterns of
behavior cannot be extracted since they depend on the type of destination [45].

A specific objective is to determine whether these causal relationships are the same
for a rural and a sun and sand destination. In the case of a rural destination, economic
(0.45) and environmental (0.36) sustainability significantly influence memorable experience.
Rural tourists value the impact of tourism on the quality of life of the tourist destination.
They value how staff are treated, the use of local products, and the degree of development
of infrastructure and basic services at the destination. Because they are far from urban
centers, rural destinations usually suffer from a lower degree of economic development.
Additionally significant in the memorable experience of a rural destination is environmental
sustainability. Tourists value respect and care for the environment, energy and water saving,
recycling, the use of ecological products, and the level of contamination and bad smells.

In the case of sun and sand destinations, the memorable tourism experience is only
influenced by environmental sustainability (0.26). It seems that the impact of mass sun
and beach tourism on the tourism experience is such that the greater the perception of
environmental sustainability the more positive the memorable experience. The control
variable is significant in this case, so that the older the tourists the lower the influence of
environmental sustainability on the memorable experience of sun and beach tourists.

Therefore, environmental sustainability is the only dimension that exerts significant
influence on the memorable tourism experience (both for rural and sun and beach tourism).
Conversely, socio-cultural sustainability exerts no significant influence on either type
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of tourism. Economic sustainability only influences rural destinations, and the control
variable, age, is only significant for sun and beach destinations.

From these results we can conclude that H3 is met, but not H1 or H2. Multigroup
analysis establishes that treating each sample separately (rural and sun and sand) provides
a better representation of data behavior. The only causal relationship reproduced in both
groups is that environmental sustainability influences memorable tourism experience (H3).
This result concurs with studies [31–33], which establish that environmental sustainability
significantly influences tourist experiences. Economic sustainability only has a significant
influence on rural destinations (H1 is partially met), while socio-cultural sustainability’s
influence on memorable tourism experience is not significant in either of the two groups.

A specific objective of the study was to analyze the moderating role of age and
generations. The results show the existence of this effect, in that sustainability exerts more
influence on the memorable tourism experience of younger tourists. More specifically
significant differences have been identified between the generations of baby boomers and
millennials. The latter are more sensitive to sustainability because of a greater awareness of
climate change, which is an event of their generation. It is noteworthy that few empirical
tourism studies based on the theory of generations have been done [38].

One remarkable aspect of this study is that the sample was obtained during the
COVID-19 pandemic, during which tourism suffered the worst crisis in its history. The
pandemic has had a considerable socio-cultural, economic, and psychological impact on
different tourism stakeholders [46]. Consumers, for example, lend increasing importance to
health and safety. The implication for tourism has been a preference for tourist resorts that
are less crowded and closer to nature [47]. The impact of harrowing tourist experiences
broadcast by the media has led to a fear of travelling [46]. Nevertheless, in the final stage
of the pandemic, with progress made by vaccination campaigns, tourists appear eager to
fraternize and socialize after many months of restricted social contact. This phenomenon is
much more pronounced among the younger generations. Undoubtedly these sociological
changes affect the assessment of tourism experience and the relevance of environmental
aspects [46]. However, we cannot infer that this circumstance has affected this study
because the tourists interviewed evaluated their stays of the last five years. Furthermore, it
is still too early to assess the structural effects of COVID-19 and the various stakeholders’
capacity for resilience.

This study makes three contributions to the state of art. First, it scrutinizes the
impact of the sustainability of a tourist destination on generating memorable tourism
experiences. Although sustainability has been the subject of academic attention in recent
years, to date its influence on generating memorable experiences has been little studied [1].
Environmental sustainability is relevant, while economic sustainability is only significant
at a rural destination.

A second contribution is that the impact of sustainability on a memorable tourism
experience depends on the type of destination. Although environmental sustainability is a
determining factor in both types of destination studied, economic sustainability only has
an impact on rural destinations. Conversely, socio-cultural sustainability is not significant
in either type of destination.

A third contribution is the role played by age. The generations have a different
perception of the importance of sustainability. Although age is only significant for sun and
beach destinations, the results show that younger generations (millennials) are the most
sensitive, while baby boomers are less so. The theory of generations is a type of analysis
rarely applied in tourism [38].

6.2. Managerial Implications

A memorable tourism experience (MTE) is based on five dimensions: hedonism,
refreshment, novelty, meaningfulness, and local culture. DMOs should be market oriented
and design their services to generate agreeable, stimulating feelings, novelty, surprise,
contact with local culture, mental release, relaxation, a feeling of freedom, and improved
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self-awareness [2]. These dimensions of the experience differ from the traditional parame-
ters of service design, where technical and functional quality are the most representative
elements. This change in paradigm entails foregrounding tourists’ feelings and emotions to
generate a permanent impact on visitors’ long-term memory, leading to a higher probability
of them repeating their visit and/or recommending the destination.

In addition, tourism destinations must manage economic, socio-cultural, and envi-
ronmental sustainability because it is one of the antecedents that influences the generation
of MTEs. In the case of rural destinations, it appears to be important to show visitors
that significant economic development has been achieved. Thus, infrastructure and public
services must be good; staff must be well-trained; and local products must be offered. It
is equally important to display the destination’s degree of environmental sustainability
through energy and water saving campaigns, recycling actions, provision of ecological
products, and low levels of contamination and bad smells.

In the case of sun and sand destinations, caring for the environment is crucial, perhaps
because they entail a type of mass tourism, which has a great impact on sustainability.
Visitors to sun and beach destinations must perceive DMOs to be carrying out campaigns
that show care and respect for the environment. In this case, consideration must be given
to the fact that age plays an important role because younger generations have a higher
regard for environmental sustainability than their elders.

Some limitations of the study must be pointed out. First, it would be advisable to
examine another type of tourist destination (cultural or urban), to analyze whether the
three dimensions of sustainability have an impact on MTEs.

A second limitation concerns cross-sectional data that represent a reality at a given
moment. Replicating the fieldwork at another time would be very useful. Building a time
series by administering the questionnaire in consecutive years would make it easier to
observe how the model’s explanatory capacity evolves.

In a future study we plan to segment the sample by generation, to explore whether
there are specific patterns of behavior in each generation, irrespective of destination type.
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