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CO-CREATING SPIRITS TASTING 

TOURIST EXPERIENCE: A 

CONCEPTUAL FRAMEWORK 

 
Abstract: Spirits tasting is typically seen as an on-site 

sensory experience predicated on the tasting of whisky, wine, 

beer, or other spirits by professionals, aficionados, and 

general consumers.  However, given its increasing 

significance in shaping tourist experiences, which relies on 

mutual engagement between providers and consumers, the 

domain of spirit tasting necessitates a novel 

conceptualization to adequately capture this evolving role. In 

this paper, the conventional notion of spirits tasting is 

conceptualized from a co-creation design paradigm using a 

narrative literature review of academic papers and online 

articles to provide an analysis of the current landscape. 

Apart from the on-site tasting experience, this paper 

elaborates on the pre-tasting and post-tasting experience 

phases from a tourist experience design perspective. To place 

spirits tasting design in a broader tourism sector, both 

drivers and potential outcomes of this seminal approach are 

outlined, together with further research questions. 

Keywords: spirits tasting, tourist experiences, beverage 

tourism, co-creation, sustainable service 

 

 

1. Introduction 
 

Spirits tasting during a beverage tour is 

defined as the use of taste, smell, and visual 

senses to understand, appreciate, and 

experience spirits (Carmer et al., 2024; 

Carmer & Stankov, 2023; Dsouza et al., 

2022). Spirits will be used throughout the 

paper as the inclusive term for whisky, beer, 

wine, and other alcoholic beverages. 

Engaging in the spirits tasting portion of the 

tour has the highest value from the 

perspective of the owner for marketing and 

selling their spirits (Back et al., 2023; 

McBoyle & McBoyle, 2007).  

A tourist experiencing a beverage tour is 

most focused on the product-tasting portion 

of the tour where the relationship with the 

company is solidified (Quadri-Felitti & 

Fiore, 2012). The experience often includes 

specialized glassware, small samples of the 

spirits along with key tasting terms and 

sensory notes to help the tourist. The tourist 

is led through the tasting experience by a 

guide trained by the company. The tasting 

guide is trained in the art of sensory 

perception, the use of seeing, tasting, and 

smelling the spirits offered by the company. 

Guides are experts in explaining the features 

of their company‘s beverage products and 

transferring their knowledge and enthusiasm 

for the spirits to the guests through the 

tasting experience (Chun, 2012; Way & 

House, 2019). 

Traditional views on spirits tasting make it a 

limited spatial (e.g. distillery and its 
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immediate surroundings) and temporal 

activity (during the on-site tasting).  In its 

essence, spirits taste a form of sensory 

experience, but from a tourism point of view, 

it could be considered as a constitutive part 

of a total tourist experience (Carmer & 

Stankov, 2023; Coomes et al., 2020; Murphy 

& Kaeney, 2018). In a broad sense, anything 

a tourist takes in while visiting a destination 

could be considered an experience, and it 

depends on both push (internal tourist 

inputs), and pull (external provider inputs) 

factors  (Crompton, 1979; Pavluković et al., 

2023; Vujičić et al., 2023). The field of 

beverage tasting could go beyond marketing 

and managerial implications for beverage 

producers and develop into an exciting field 

of academic research, and a practical 

necessity for the producers. Given the 

escalating significance of spirit tasting in 

shaping tourist experiences (Carmer & 

Stankov, 2023; Dsouza et al., 2022), wherein 

the dynamic interplay between providers and 

consumers plays a pivotal role (Carvalho, 

Kastenholz, & Carneiro, 2023), it becomes 

imperative to develop a new conceptual 

framework that can comprehensively capture 

the evolving nature of this domain.   

For tourism service providers it is vital to 

present customers with a unique and 

meaningful experience (Câmara et al., 2023). 

This often requires linking consumers to 

experiences in a process of co-creation, 

creating a connection that links the customer 

to the experience (Tao et al., 2022). In the 

co-creation paradigm (Campos et al., 2018), 

most of the value creation in service 

industries starts with the service provider, 

who offers value propositions (like 

knowledge, skills, and resources) to the 

customer. The customer may realize the 

value of these propositions through the use 

or interaction experience itself (Breidbach & 

Maglio, 2016). In this manner, modern 

tourist experiences in tourism are now highly 

mediated, influenced, and even enhanced by 

technology (Neuhofer et al., 2014; Stankov 

et al., 2019; Struwe & Slepniov, 2023).  

 

Accordingly, spirits tasting experiences 

could be viewed as an intersection of 

individual tourist experiences, and the 

business goals of beverage providers and 

group tourism providers (Carmer & Stankov, 

2023). The gap this position paper is 

addressing lies in the fact that spirits tasting 

experiences predominantly occur on-site, 

while tourism experiences encompass a 

much wider range of activities. By 

integrating spirits tasting experiences with 

traditional tourist activities, we argue their 

overall value can be enhanced using a co-

creation paradigm. 

A systematic analysis by Mohammadi and 

colleagues (2020) found that that most of the 

co-creation studies in the tourism domain 

focused on the antecedents and prerequisites 

for co-creation, but less is put on the co-

creation context. Therefore, this position 

paper sets the framework for spirits tasting 

tourist experiences (SPIRITEX) grounded on 

the co-creation theory and practice of tourist 

experience.  A framework is needed to make 

the spirits business resilient, desirable and 

engage in more sustainable practices 

(Gretzel & Scarpino-Johns, 2018).  

We employed a narrative literature review 

approach to evaluate and incorporate an 

extensive range of literature focusing on co-

creation and a myriad of spirits tasting 

experiences. A narrative literature review 

was strategically adopted to effectively 

support our perspective (Vada et al., 2020) 

by providing an understanding of co-creation 

in spirits tasting experiences, offering 

context in broader tourism experiences, and 

engaging readers. The study, undertaken in 

2023, employed a systematic approach 

wherein relevant research articles were 

selected from the Scopus database. A total of 

84 documents were analyzed, comprising 

publications spanning the decade from 2014 

to 2023 across diverse academic disciplines, 

predominantly in business and management, 

social sciences, economics, econometrics 

and finance, computer science, 

environmental science, and agricultural and 

biological science. To place spirits tasting 
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design in a broader tourism sector, this paper 

outlines both drivers and potential outcomes 

of spirits tasting experiences.  Subsequently, 

we constructed a cohesive narrative that 

highlighted elements of SPIRITEX, 

conceptualizing the main inputs and outputs 

of the co-creation process. The novelty of 

this approach is that it extends perspective 

on the pre-tasting and post-tasting 

experience, as a necessary introductory and 

conclusive phase as seen through a tourist 

experience design perspective. 
 

2. Theoretical underpinnings 
 

2.1 Co-creation and tourism experience  

 

Co-creation is a concept highly researched in 

the connection of tourism encompassing 

areas such as tourism experience design, 

management and marketing, tourist 

attractions and events, hospitality, and 

destination management (Campos et al., 

2018). In particular, co-creation has 

transformed the way tourism experiences are 

designed and delivered. By involving 

tourists in the design process, tourism 

providers can tap into a wealth of insights 

and preferences, resulting in more engaging 

and personalized offerings (Prebensen & 

Xie, 2017; Tseng & Chiang, 2016). 

Typically, the co-creation of experiences in 

tourism happens on-site, when two parties 

(consumers and providers) meet in a 

physical setting (Campos et al., 2016). Here, 

more players from the tourism sector can 

engage, including tourism destinations and 

supporting parties. However, with the 

omnipresence of the internet, social media 

and new business model development, a 

connected consumer  (Neuhofer et al., 2013) 

can now be engaged in co-creation 

practically anywhere. This significantly 

expands the number of providers directly 

(hotels and restaurants) or indirectly (waste 

management) involved in the co-creation 

process, aexpanding its occurrences on pre- 

and post-travel phases, and the inputs and 

outcomes of the co-creation process 

(Stankov & Filimonau, 2020).  

 

2.2 Co-creation in the spirits industry 

 

Co-creation has become an intriguing 

concept within the spirits industry, 

revolutionizing the way consumers engage 

with distilleries, wineries, and breweries. 

This collaborative approach empowers 

consumers to take an active role in the 

production and tasting process, enhancing 

their overall experience. Co-creation and 

spirits tasting tourism experiences are 

innovative approaches to engage tourists in 

immersive and interactive activities, 

particularly focused around the exploration 

of spirits in a way that goes beyond 

traditional tastings (Rachão et al., 2019). 

These experiences aim to provide 

participants with a deeper understanding of 

the production process, cultural significance, 

and flavor profiles of various spirits (Tardivo 

et al., 2017). This aligns with the 

conventional notion of co-creation, wherein 

customer engagement plays a pivotal role in 

shaping products or services. This 

involvement entails the contribution of 

resources such as time, energy, and ability 

(Stankov et al., 2023; Sugathan & Ranjan, 

2019). For instance, In the realm of wine, co-

creation might involve wine enthusiasts 

participating in grape harvesting or even 

blending sessions to craft their unique 

flavors. For beer aficionados, it could mean 

contributing ideas for new brewing recipes, 

leading to limited-edition releases that reflect 

collective creativity. Whisky enthusiasts 

could delve into the blending process, 

witnessing first-hand how their input 

influences the final product's character. 

Tourist may also create bespoke labels, make 

unique wines or create their own cocktails.  

The co-creation and spirits tasting tourism 

experiences might come together in 

interactive workshops, that involve hands-on 

activities where participants are guided 

through the process of crafting their own 

spirits. This could include selecting 
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ingredients, distilling, blending, and bottling 

their own unique creations under the 

guidance of experts (Carvalho et al., 2021). 

Experts can provide insights into the 

intricacies of distillation, ageing, and flavor 

profiles, enhancing participants' 

understanding of the craft (Garcia et al., 

2019). 

Apart from personalization by allowing 

participants to tailor their experiences based 

on personal preferences, these experiences 

can be educational by offering insights into 

the science and art behind the production 

(Carvalho, Kastenholz, Carneiro, et al., 

2023).  

Co-creation and spirits tasting experiences 

often involve group participation, making 

them excellent opportunities for social 

interaction. This typically involves 

immersion in the cultural context of the 

location (Rachão et al., 2021). Participants 

may learn about the history and traditions of 

the region's spirits, exploring how they've 

evolved over time and the role played in 

local celebrations and rituals (Floričić & 

Jurica, 2023). There is little to no group 

activity or team building, also, no 

acknowledgement of the group dynamic 

other than safety or protocol concerns. These 

are a few examples of opportunities for 

improvement in implementing co-creative 

tactics. 

Some experiences may also emphasize 

sustainability and responsible consumption 

rituals (Rachão et al., 2020). Examples could 

be educating participants about the 

environmental and social impacts of spirits 

production, the cultural heritage of the spirits 

and tastings (Dressler & Paunovic, 2021; 

Stankov et al., 2023). 

 

3. A Logical Framework 
 

Spirits tasting offerings in tourist contexts 

are enabled by larger drivers and market 

transformation processes. These critically 

influence both resources and perceptions that 

tourists and providers bring to the table and 

therefore should be discussed first. Given the 

focus on the influential level of co-creating 

spirits tasting experiences from the 

providers' perspective, conceptualizations in 

this paper emphasize desirable outcomes 

(Mathis et al., 2016) (Figure 1).  

 

Figure 1. A logical framework of spirits tasting tourist experience (SPIRITEX) 
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4. Drivers of spirit tasting tourist 

experiences 
 

As consumer preferences, habits, and 

demands change, the spirits industry is 

rapidly evolving in an attempt to keep up 

(Lindner, 2023). The drivers for the 

development of SPIRITEX are diverse, as 

they stem from a variety of changes in 

consumer characteristics. These consumer 

drivers are further supported by changes in 

the spirits (distillery/winery/brewery) 

industry and the general drivers that come 

from the tourism domain and are amplified 

by technological advancements (Sultanova et 

al., 2024).   

Changed consumer perspective on spirits 

tasting and wellbeing.  The alcohol industry 

is seeing a greater emphasis on safe drinking 

(Ritchie et al., 2009), health and wellness, 

and increased demand for low- and no-

alcohol products (Bland, 2022). The trend 

toward cleaner living, as well as a broader 

increase in awareness of general well-being, 

has been perhaps the most visible shift in the 

industry (Stankov & Filimonau, 2021). For 

instance, the "sober curious" movement, 

which favours drinks such as mocktails and 

kombucha to mingle "over a drink" but 

without the detrimental consequences of 

alcohol, is predominantly driven by the 

Millennial generation (Tuinen, 2022). As 

tourists venture into attractions with these 

zero-proof beverages, they will also benefit 

from the SPIRITEX framework. 

The rising popularity of classic drinks and 

premium products. This trend coincides with 

an increase in wellness products as 

consumers seek higher-quality goods 

(Gretzel & Stankov, 2021; Lindner, 2023). 

The trend toward premium beverages has 

resulted in an increase in sales and interest in 

general with all categories of spirits (Statista, 

2024). The quality of the alcohol that 

consumers drink has increased as they start 

to drink more at home rather than in 

restaurants (Bland, 2022). Consumers have 

raised their own bar as tourists (Carmer & 

Stankov, 2023).  

Emerging markets. Old, saturated markets in 

Europe and North America no longer 

promise appreciable growth (Bakke, 2007). 

The spirits industry is searching for lucrative 

new markets, attempting to take advantage 

of the middle class, using aggressive 

marketing efforts, and promoting new 

lifestyles that include drinking spirits 

(Trouble Brewing, 2018). This has created 

new opportunities for local producers (e.g., 

regional distillers or domestic 

manufacturers) to approach newly created 

market needs with their differentiated 

products, often relying on tourism.   

Advances in technology of production. 

Advances in production technology have 

enabled distillers to produce spirits more 

efficiently and with greater precision 

(Crnobrnja et al., 2024; Power et al., 2020; 

Ribeiro et al., 2024). For example, 

computer-controlled distillation systems can 

precisely control the temperature during the 

distillation process, resulting in higher 

quality and more consistent spirits (Upton, 

1996). Additionally, innovations in 

fermentation technology, such as the use of 

hybrid enzymes and proprietary yeast 

strains, have improved the yield and flavor 

of spirits (Martinez et al., 2022). Another 

advance is the dividing wall column, which 

uses considerably less energy per distillation 

and may provide a more sustainable process 

(Dejanović et al., 2010).   

Advances in marketing and distribution. A 

tourist‘s expectations are often framed 

around the spirits tasting by advertising, 

word of mouth, and electronic word of 

mouth (Kellershohn, 2022). The rise of 

social media and e-commerce platforms has 

revolutionized the way spirits, and thus the 

distilleries that produce them, are marketed 

and sold (Lindner, 2023; Wannarak et al., 

2024). Beverage tourisms‘ social media data 

shows the tasting experience attraction to the 

tourist is disproportionately impactful 

compared to other parts of the tour 

(Soonthararak & Miller, 2017).  
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Distillers can now target specific audiences 

through social media advertising and 

influencer marketing, and consumers can 

purchase spirits online and have them 

delivered directly to their homes (Fleming & 

Head, 2021; McGiverin, 2022). During the 

pandemic of 2019-2021, consumers who 

were confined to their homes turned to their 

computers and ordered online (Bland, 2022).  

Technological advancements in logistics and 

transportation have made it easier and more 

cost-effective to distribute spirits globally. 

For example, GPS tracking and automated 

inventory management systems can help 

distillers optimize their supply chain, thus 

reducing waste. Additionally, innovations in 

packaging, such as lightweight and durable 

bottles and eco-friendly materials, have 

made it easier and more sustainable to 

transport and store spirits with less breakage 

and spoilage (Abdelrazik et al., 2022). 

Policy support and economic investments. 

Tax and regulatory incentives may 

encourage or reduce investment in the spirits 

industry (Mudd, 2015). Providing education 

and training programs for distillers and other 

industry professionals to improve the quality 

of the spirits produced and increase the 

competitiveness of the industry (Carmer et 

al., 2024). Finally, governments can often 

provide support for the promotion and 

branding of locally produced spirits to help 

increase their visibility and competitiveness 

in the global market, including but not 

limited to, Irish whiskey (Adams, 2023), 

Australia, New Zealand and South African 

wine (Overton et al., 2019), and Belgian beer  

(Poelmans & Taylor, 2019). 

Sustainability drinks (eco-drinks), a greater 

emphasis on green credentials.  

Sustainability has become a key 

consideration for many, with technology 

playing an increasingly important role in 

reducing the environmental impact of spirits 

production (Lindner, 2023). The trend 

toward sustainability in spirits products 

reflects greater awareness generally for 

greener, more planet-friendly products 

(Stankov, et al. 2023). Consumers are 

making their preferences clear, with research 

from the Kerry Group showing nearly half of 

all consumers consider a brand‘s 

sustainability credentials when buying food 

and drink (Grebow, 2021). Furthermore, 

research from the International Wines and 

Spirits Record (IWSR) shows nearly half of 

American alcohol drinkers are positively 

influenced by a brand‘s environmental 

position when considering a purchase 

(Bland, 2022). Aswani (2023) also identified 

specific green critical goals for distilleries 

including second-life ingredients, zero 

waste, locally sourced alternative 

ingredients, closed-loop systems, and single 

producers and local sourcing. 

 

5. Co-Creation of spirits tasting 

tourist experience 
 

The environment of the tourist destination 

plays a crucial role in shaping how a spirits 

tasting experience is created for tourists 

(Carmer & Stankov, 2023; Dsouza et al., 

2022). This includes planning before the trip, 

the actual experience during the visit, and 

reflections after returning, all of which are 

influenced by the particular style of spirits 

tasting associated with that location (Carmer 

& Stankov, 2023). Spirits tasting practices 

can range from a brief session (for example, 

paired with a food course), part of an 

excursion, part of a tour, or a major theme of 

a tourist trip (Dsouza et al., 2022). The 

nature of the tourist experience delivered 

(for example, leisure or business trip) by the 

provider, and the willingness and abilities of 

tourists to co-create in these domains, 

influence the variations of inputs in the co-

creation (Buonincontri et al., 2017). The 

ideas that follow will elaborate on the 

essential inputs distillery tours (Figure 1) 

engage in for co-creating spirits tasting 

experiences.  
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5.1 Major tourists’ inputs in the co-

creation of spirits tastings with their 

experiences 

 

Beverage consumption habits of today's 

tourists have been shifting in parallel with 

internationally changing consumption habits, 

rapidly developing technologies, 

globalization, and consumers' pursuit of, and 

insistence for, innovation (Türker & Süzer, 

2022). 

Major travellers‘ motivations and 

expectations. Tourist motivation refers to the 

reasons why consumers choose to travel and 

engage in tourism activities (Vujičić et al., 

2020), and could directly influence the role 

or perception of spirits tasting as part of the 

overall experience. Travel motivation could 

include; relaxation and escape, cultural and 

educational experiences, adventure and 

excitement, social interaction and bonding, 

business and work-related travel, health and 

wellness (Vujičić et al., 2020). 

Understanding the different types of tourist 

motivation can help spirits providers tailor 

their offerings to better meet the needs and 

desires of their target markets. 

Expectations of spirits tasting.  Expectations 

around spirits tasting can be influenced by a 

variety of factors, including cultural and 

regional preferences, personal taste 

preferences, prior experience with spirits 

(Betancur et al., 2020) and the anticipation 

of a distillery tour. Additionally, 

expectations around spirits tasting can vary 

depending on the occasion and the purpose 

of the tasting (Carmer & Stankov, 2023; 

Dsouza et al., 2022). For example, casual 

tasting with friends may have different 

expectations than a professional tasting event 

or a formal tasting with a specific theme, or 

a distillery tour. 

Relationship to technology and its use. 

Consumer relationships to technology and its 

use have evolved significantly over the years 

(Garibaldi & Sfodera, 2020). Today, 

technology is an integral part of our daily 

lives, and many consumers have a strong and 

complex relationship with technology 

(Stankov & Filimonau, 2019, 2021). These 

can include various relationships ranging 

around dependence, convenience, trust, 

engagement and/or frustration, which all 

could play a role in co-creating spirits tasting 

tourist experiences educ. No evidence or 

examples were found in the literature 

extrapolating the potential for the 

relationship to technology and its use in co-

creation with tours of any kind, let alone 

distilleries. 

 

5.2 Major providers’ inputs in the co-

creation of spirits tasting tourist 

experiences 

 

Experience and assistance from on-site 

workers.  Engaging with the front-line 

personnel directly impacts the progression of 

food and wine encounters (Rachão et al., 

2021). Frontline workers play a crucial role 

in providing a positive experience for guests 

during spirits tastings (Lee et al., 2021). By 

providing knowledgeable guidance, 

personalized recommendations, engaging 

storytelling, attention to detail, and a warm 

and welcoming environment, they can create 

a memorable and enjoyable experience. In 

2023 these behaviors are best-case scenarios 

and do not include or address the 

opportunities presented through the 

SPIRTEX co-creation model in Figure 1. 

Service standards would be more seamless 

when SPIRITEX is applied. One example 

would be the personal greeting videos when 

a booking is made would be sent. The video 

deepened the rapport between the tourist and 

the distillery and helps build anticipation of 

both experience and service. 

Supportive physical settings. The physical 

setting of a spirits tasting can have a 

significant impact on the overall experience 

of the taster (Lee et al., 2021). By paying 

attention to the lighting, temperature, 

seating, glassware, size of the room, and 

decor, tasting rooms can create a welcoming 

and comfortable environment that support 

and allow tasters to fully appreciate and 
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enjoy the spirits being offered (Dsouza et al., 

2022). Following the philosophical mandate 

of co-creation, these physical setting 

elements should be purposefully elevated 

and incorporated into the spirits tasting by 

the distillery and its onsite workers. 

Marketing and managerial efforts. Marketing 

and managerial efforts are critical for the 

success of spirits producers (Festa et al., 

2016). The collaborative approach induced 

by co-creation could allow spirits producers 

to connect with their audience in a novel 

way, gathering more feedback, and creating 

extraordinary and engaging experience. For 

instance, the Glenlivet, a Scotch whisky 

brand, initiated "The Glenlivet Guardians' 

Chapter," a program designed to involve 

whisky enthusiasts in the creation and tasting 

of new, limited-edition whiskies. This 

approach effectively engaged consumers in 

the creation and tasting process, building a 

strong sense of community and brand 

loyalty. The collaboration fostered a sense of 

ownership among the participants, 

amplifying the marketing impact and 

enhancing brand-consumer relationships 

(Team, 2013).  

Technology-related inputs. New 

technologies are being developed to enhance 

the spirits tasting experience, providing 

consumers with more information and a 

more immersive experience (Garibaldi & 

Sfodera, 2020). Innovations such as; virtual 

tasting experiences, that emerged with the 

COVID-19 pandemic (Filimonau et al., 

2022; Stankov et al., 2020), to augmented 

reality being used to enhance the spirits 

tasting experience (Chandra  Kruse & 

Drechsler, 2022), to smart glasses equipped 

with information to provide real-time 

information (about the product, production 

methods, and history), to digital tasting notes 

that can be accessed on smartphones and 

tablets to provide a more engaging and 

immersive tasting experience. Regarding 

wine tourism, Kirova (2021) highlights, that 

it's essential for managers to adeptly 

incorporate technology to ensure a seamless 

and immersive encounter for visitors. This 

entails creating a multi-sensory experience 

that maximizes engagement and minimizes 

any potential disruption in value, that can 

sometimes happen leading to value co-

destruction (Neuhofer, 2016). While many 

new ideas are proffered, no new framework 

has been suggested or shared for a deliberate 

change to the default tour distilleries offer. 

Tourists may visit a distillery that invests in 

VR and AR technology, allowing them to 

view past tourists' cuvées, interact with 

them, or be inspired by them, thereby co-

creating experiences with previous visitors. 

 

5.3 Extending phases of spirits tasting 

experience 

   

The on-site tasting phase is typically also 

considered the highlight of the spirits tasting 

experience (Carmer & Stankov, 2023; 

Dsouza et al., 2022). For SPIRITEX it is still 

the highlight phase, but the value of pre-

spirits and post-spirits tasting phases also 

come into play. From the SPIRITEX 

perspective, the pre-spirits tasting phase is an 

important part of the overall experience, 

setting the tone for the tasting and providing 

the taster with the tools they need to fully 

appreciate the spirits being sampled. Typical 

elements of the pre-spirits tasting phase 

usually include a physical setting element for 

the mood of the taster (lighting, music, or 

temperature), choosing the right glassware, 

and providing water and palate cleansers. 

SPIRITEX, however, puts more emphasis on 

this phase by extending the scope, as it can 

be integrated into the overall tourist 

experience. For instance, this phase could be 

enriched with storytelling, providing 

information about the spirits being tasted, 

such as their origin, production method, and 

tasting notes to enhance the taster's 

appreciation of the products. Managing 

expectations can be more effectively 

accomplished with the use of technology 

(Garibaldi & Sfodera, 2020).  Tasters may be 

informed of what they can expect from the 

tasting and any limitations, such as the 

number of samples they will be able to try or 



International Journal for Quality Research, 19(2), 669-688, 2025, doi: 10.24874/IJQR19.02-21 

 

 

 

677 

have access to. 

A bespoke, or cuvee, co-creation 

implementation may include a tourist 

participating in blending their own wine or 

creating their unique cocktail. Perhaps they 

get a keepsake video, produce a unique label, 

take it or ship it as a gift. The trained staff 

will be educated, (perhaps a graphic 

designer, a sommelier, a cicerone, or a 

cooper) in the manner befitting the 

distilleries' bespoke offerings, using the 

SPIRITEX model. 

From the SPIRITEX perspective, the post-

spirits tasting phase is essential as it becomes 

an integral part of the continued tourist 

experience, providing time and space for the 

continuation of outreach of the pre- and on-

site spirits tasting experiences. Furthermore, 

with technological assistance, the post-

tasting phase could be extended to after the 

trip (Garibaldi & Sfodera, 2020; Radojević 

et al., 2023), mostly with the use of social 

media and analysis of online data. More 

importantly, as SPIRITEX is an integration 

of beverage and tourism stakeholders it also 

includes influence for the wider socio-

economic environment (Back et al., 2023) of 

spirits tasting setting. For SPIRITEX it is a 

phase for organizing discussion and analysis. 

Following the tasting, tourist can analyse the 

different tastes, scents, and features they 

notice while expressing their opinions about 

the spirits. A chance for education and 

knowledge exchange may result, which may 

lead to increased purchasing decisions. 

Participants may provide specific feedback 

to the producers, sharing their impressions of 

the spirits and offering suggestions for 

improvement. Follow-up communication 

assisted with technology can help to build 

relationships with customers and encourage 

future purchases. Co-creation increases 

consumer feedback (France et al., 2020) the 

SPIRITEX approach could extend to 

creating both partners and evangelists who 

can become more enthusiastic about the 

experiences and can actively promote it to 

others, using social media, for instance.  

While the benefits of traditional spirits 

tasting are well documented, the impact of 

spirits tasting experiences, conceptualized in 

this paper is an unexplored topic. The most 

likely outcomes of SPIRITEX involve the 

original players (tourists and distilleries), but 

the outcomes may also include external, 

indirect effects (Mathis et al., 2016; Zhang, 

2023). However, these outcomes may occur 

simultaneously, thus positively 

compounding the effects. For example, more 

supportive frontline workers could 

experience increased work enthusiasm, 

prompting more engagement and creativity 

in the co-creation of experiences. The output 

will further lead to improved and higher 

consumer satisfaction, and decreased 

dissatisfaction, thus increasing the chances 

of boosted profitability for the company 

(Rachão et al., 2023). From a wider 

perspective, external outputs of the spirits 

tasting experiences further fuel original 

external drivers of spirits tasting, thus 

snowballing the trend.   

From the tourist viewpoint SPIRITEX may 

provide more memorable or meaningful 

experiences, increased consumer satisfaction 

and/or decreased dissatisfaction, along with 

new skills development and behaviours. 

Research supports the idea of customers 

tasting spirits leading to increased sales of 

the product. From the distilleries' viewpoint, 

the SPIRITEX approach could, apart from 

the potential for profitability and loyalty 

building (Mathis et al., 2016), have wider 

external impacts, by further developing the 

supply chain, support for local development 

and support for a sustainability agenda. 

Where is the beginning, and is there an end? 

SPIRITEX provides a multitude of co-

creation from providing liminal spaces for its 

introduction to the blending and overlapping 

of the elements introduced in the SPIRITEX 

model. There is no best point of origin, as 

SPIRTEX is both a bespoke option for the 

distilleries and the tourists. One of the great 

strengths of SPITRITEX is the chameleon-

like way the model may be expressed. 
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6. Theoretical contributions 
 

SPIRITEX transcends the conventional 

prosumer marketing perspective, which 

typically posits the consumer as one of the 

parties involved in the co-creation of a 

product or service (Vargo & Lusch, 2004). It 

is at the juncture where the traditional on-site 

tasting experience concludes and the co-

creation process commences that the bespoke 

spirits tasting encounter truly comes to life 

(Prahalad & Ramaswamy, 2004). This 

transition represents a paradigm shift from 

passive consumption to active participation, 

aligning with the principles of value co-

creation as described in the Service-Dominant 

(SD) logic (Lusch & Vargo, 2006). Here, a 

theoretical contribution is centered on the 

juxtaposition of two distinct experiential 

domains: spirits tasting experiences and 

broader tourism experiences. This seeming 

dichotomy can be conceptually anchored in 

co-creation of value through interactive 

service processes. Spirits tasting experiences, 

typified by their on-site nature, align with the 

idea of service provision at a specific locus. 

Conversely, tourism experiences encompass a 

spectrum of activities and services, reflecting 

the multifaceted nature of service sector. 

Advancements in production technology hold 

the potential to significantly impact and 

enhance co-creative experiences within the 

SPIRITEX. However, it is imperative to 

acknowledge that such technological 

contributions are frequently underutilized, 

excluded, or misunderstood by proprietors, 

impeding their integration into the co-creative 

process. This observation can be situated 

within the theoretical framework of the 

Technology Acceptance Model (TAM) 

(Cimbaljević et al., 2023; Davis, 1989). 

 

7. Practical contributions 

 

SPIRITEX could foster more active 

engagement between tourists and service 

providers. This heightened engagement not 

only deepens their connection to (destination 

and spirits) brands but has the potential to 

create memorable, personalized experiences 

that drive customer loyalty and positive 

word-of-mouth. 

SPIRITEX also introduces flexibility and 

variety into tourism offerings, even going 

beyond the traditional understanding of 

tailor-made experiences (Kastenholz et al., 

2022). Tailor-made experiences primarily 

focus on the provider's expertise, where they 

take into account customer desires and 

preferences, and design and deliver an 

experience based on their knowledge and 

existing offerings. SPIRITEX offers 

different levels of control and input. In a co-

created experience, there's a back-and-forth 

exchange of ideas and decisions, before, 

after and on-site, while in tailor-made 

experiences, the consumer provides the 

direction, and the provider executes it 

(Edmundson, 2020). By allowing tourists to 

customize their spirits tasting experiences, 

tourism providers can cater to a broader 

range of preferences and tastes. This 

diversification attracts a more extensive 

customer base, including those seeking 

unique and tailored experiences, thereby 

increasing revenue streams and market 

reach. Tourists also control an infinite 

variety of combinations leading to 

anticipation of fresh, unique experiences 

over multiple visits. 

SPIRITEX could empower tourists to 

actively contribute to the value proposition. 

This collaborative approach enhances the 

overall quality of the experience, resulting in 

higher customer satisfaction and improved 

service delivery. 

SPIRITEX could facilitate knowledge 

exchange between tourists, service providers 

and destinations. Furthermore, embracing 

co-creation in spirits tasting tourism can set 

businesses apart in a competitive market.  

SPIRITEX is offered to the industry as a 

means of incorporating traditional elements 

of the tours in a new manner and providing a 

framework for innovative co-creation of past 

and future elements to provide a bespoke 
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experience. There are few if any, overt or 

purposeful co-creation experiences industry 

wide. 

 

8. Further research 
 

8.1 An empirical exploration of SPIRITEX 

 

Spirits tasting is gaining traction as a promising 

study area for the tourism industry (Cole, 2017; 

Wen & Leung, 2021). As a result, an 

increasing amount of research is being 

conducted to evaluate different aspects of 

spirits tasting. However, there is currently no 

specialized study stream connecting spirits 

tasting, tourist experiences and the co-creation 

paradigm.  A new study stream may 

investigate some of the recommendations for 

input components in the co-creation of 

SPIRITEX.  

It would be expected, that from the distilleries' 

point of view, SPIRITEX is not perceived as 

an academic endeavour. The initial interest of a 

spirits producer and tourism providers is in the 

potential to monetize these kinds of 

experiences with the enhancement of tourists‘ 

interpretations of spirits tasting. As such, 

SPIRITEX should be evaluated as a tool of 

experience design in support of achieving 

business objectives through co-creation.   

 

8.2 Technology-related opportunities and 

treats for SPIRITEX 

   

While existing approaches to advances in 

spirits production, management, and marketing 

favour further inclusion of information 

technology as a way of more efficient 

operations (Garibaldi & Sfodera, 2020; J. B. 

Ribeiro et al., 2023), more technology could 

endanger traditional views on spirits tasting. 

Spirits tasting experiences strip of technology 

assistance could, for example, aid consumers in 

valuing more for the holidays, revealing new 

benefits and patterns of more meaningful 

experiences (Stankov & Filimonau, 2021). If 

facilitated through technology, the SPIRITEX 

can be used to deliberately identify and 

transmute unpleasant experiences into a 

positive emotional experience. Seamless polls 

or surveys can be recorded with interactive and 

fun technology like eye tracking, touch and 

smell sensory experiences, or one-time 

photo/video testimonials in real-time leading to 

a coupon or free logo merchandise. 

 

8.3 Consideration of different levels of 

SPIRITEX design  

 

The framework for co-creating SPIRITEX, as 

presented in the paper, requires a purposeful 

design for a spatially limited tourism setting. 

Even in this case, a set of prerequisites and a 

complex preparatory phase combining bottom-

up (e.g., the equipment requirements of a 

specific setting) and top-down (e.g., a 

corporate program for managers) approaches 

are required to ensure a successful co-creation.  

However, since we argue that numerous 

elements drive SPIRITEX, and there is also a 

considerable number of outputs, some of which 

could have fundamental wide and long-term 

impacts, there is a necessity for developing 

novel means for road mapping and designing 

such complex systems. All stakeholders 

involved in the experience design, tourist 

design, and destination management should be 

included in these approaches, which should be 

able to span both the level of specific settings 

and the entire destination, that is the 

environment in which spirits tasting 

experiences occur (Carvalho et al., 2021).  

Best case examples of co-creation would 

institute a rethinking of their offerings by the 

distillery, whereby the distillery would then 

incorporate the ideas of the SPIRITEX model 

in all phases of their tour. The distillery would 

create a meaningful pre- and post-phase of 

their customer engagement and rework the 

tour, so all elements were in line with the 

vision and gestalt of the distillery brand. 

Co-creation, while seamless in its application, 

is best implemented in all three phases of the 

tour. SPIRTEX focuses on the transitional 

spaces between and including the three phases 

of the tour experience, and the liminal spaces 

within each phase. The distilleries‘ options are 

wide-ranging and inevitably unique and 
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bespoke to the business. 

 

8.4 Obstacles to SPIRITEX exploitation 

 

Our conceptualization of SPIRITEX starts with 

an idealistic point of view, where a quest for 

more meaningful experiences is set as a 

positive aspect of tourist engagement in co-

creating tourist experiences. Stil, what triggers 

some tourists into co-creation may also be 

repellent for others (Stankov & Filimonau, 

2020). For example, anti-alcohol trends and 

campaigns. However, what can be seen as a 

major limitation for consideration of 

SPIRITEX, are consumers and managers that 

are satisfied with the status quo in traditional 

spirits tasting. Those unaware of SPIRITEX's 

potential objective or those employees for 

various reasons unable to buy into the need for 

acceptance of new technological, managerial or 

experiential change. Understanding no 

alternatives have been offered, many may be 

energized and excited, while others may prefer 

the status quo. The business itself must survive 

for all stakeholders to remain in the game. 

On the other side of the equation, the use of 

SPIRITEX as just another commodity or a 

gimmick in the alcoholic beverage industry 

could be a potential limitation for the wider 

tourism sector. That limited understanding of 

SPIRITEX, without wider social responsibility 

and engaged forms, could potentially serve to 

promote inauthentic experiences. The 

SPIRITEX framework provides a framework 

to make the distillery business resilient, 

current, innovative, desirable and sustainable. 
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