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Abstract 

The purpose of this conceptual paper is to explore prospects for the 

growth of experiential heritage tourism in Pakistan. This conceptual study is 

motivated by the recent focus towards tourism as an economic savior; 

depending upon experiential values for domestic and foreign travelers in 

Pakistan. The main purpose of the paper is to explore the potential of 

experiential heritage tourism in Pakistan and analyze its mapping with the 

design thinking process. The examined secondary data was based on tourism 

and innovation literature, media reports and government statistics. The data 

triangulation through conceptual comparison of various secondary resources 

delivered findings for this original study, classifying authenticity, 

memorability, satisfaction, and engagement as key elements for effective 

experiential heritage tourism. The discussion in this paper presented the 

synthesis of findings with the design thinking process to enhance and grow 

experiential heritage tourism in Pakistan.  

 

Key Points:  

 Design Thinking has been applied to expose the benefits for Pakistan in terms of 

heritage tourism. 

 There is a need to valorize heritage sites in Pakistan in order to protect them, and 

develop the local economy through heritage tourism, in turn, creating a positive 

image of the country, (Haq & Medhekar, 2019). 

 In adding experience in heritage tourism, Pakistan could innovate the heritage 

tourism sector and attract more tourists. 
 

Keywords: Pakistan, experiential heritage tourism, Design Thinking, authenticity, 

memorability, satisfaction, engagement. 
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Table 1.  
The 5 steps of 

design thinking, 

adopted from the 

d.school at 

Stanford 

University 

(d.school, 2010). 

 

 

 

 

1.0. Introduction 

The present Pakistani Government has shifted the focus of its economic and 

financial capabilities towards tourism (Haq & Medhekar, 2019). Pakistani tourism 

has been targeting natural, economic, and religious tourists, where heritage tourism 

has been overlooked for managerial, economic and political reasons (Haq & 

Medhekar, 2019). This paper highlights the trend that businesses involved in 

heritage tourism are recognizing the potential of experiential tourism as the 

innovation required for success. For example, many museums are developing 

experiences besides their traditional exhibition. Hence, providers of heritage 

services, focusing on sustaining the heritage value of Pakistan, are designing more 

activities and events centered on visitors and their experiences. This research stresses 

upon the importance of heritage tourism for Pakistan that is considered less 

significant by tourism organizers. Although, the new government appreciates the 

crucial role of tourism in building a nation, yet the benefits of heritage tourism are 

officially not recognized. The financial cost of general hedonistic tourism based on 

tangible assets has also prompted the search for commercially manageable and 

thoughtful tourism.  

The search for thoughtful tourism for travelers and viable for business 

operators leads this study towards heritage tourism. Among various types of 

heritage tourism, experiential is more controllable and sustainable compared to 

behavioral and leisure heritage tourism (Balmer & Chen, 2016). The history of 

tourism in Pakistan showcases the unrealistic goal of establishing the image of a 

modern and fun-based tourism hub (Baloch, 2007). Consequently, this has led to 

neglect or even annihilation of such historical sites. Among many, an outstanding 

example is the destruction of various heritage sites in Lahore while building the 

Orange Train and Metro Bus Services. This study advocates to follow the global 

trend of a switch in favor of history and heritage-based tourism to improve the 

tourism image (Papadimitriou, Kaplanidou & Apostolopoulou, 2018). 

This research applies the design thinking process to develop new experiences 

based on better information, booking services, and packaging for heritage tourists in 

Pakistan. Design thinking is defined as “a process for creative solving” (IDEOU, 

2018). It is a human-centered process that includes five steps: empathy, defining, 

ideation, prototyping, and testing (Liedtka, Salzman & Azer, 2017). One of the 

authors of this paper has attended design thinking workshops at the D.School in 

Stanford University, and has suggested its application for this research.  
 

Design Thinking Steps 

1. Empathize 

2. Define 

3. Ideate 

4. Prototype 

5. Test  
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Design Thinking has several approaches; the d.school approach based on the 

five steps is a structured approach. For example, Kelley and Kelley (2013) reported 

that Stanford University students were sent to India and Nepal to try to find a way 

to produce incubators for a cheaper cost for areas who could not afford it. After 

interviewing mothers and visiting hospitals (empathy step), the students realized 

that the problem was not the incubators’ price. The real issue was that mothers in 

rural area could not reach city hospitals with incubators (defining step). They 

brainstormed many solutions, and finally prototyped a sleeping bag for premature 

babies. After testing it in rural areas and refining it, “Embrace Infant Warmer” was 

born. This product is a sleeping bag that helps low birth weight babies to keep their 

body temperature. (Kelley & Kelley, 2013).   

The first four steps of design thinking are aligned with various stages of the 

research process embraced in this study. The empathy indicates the purpose and 

benefits of the study. The defining stage demonstrates considerations set to facilitate 

the research process. The ideation explains the data analysis and data triangulation. 

The prototyping presents the concluding concepts for this study. The fifth step of 

testing includes primary research, which is beyond the scope of this paper and will 

be included in a future empirical study.  

The purpose of this paper is to study if design thinking could be applied to 

enhance the experiential heritage tourism in Pakistan. This purpose will be fulfilled 

by following two research goals: (i) underline the current position and various 

elements building experience-based heritage tourism in Pakistan constructed on 

secondary data from public and private resources, and (ii) demonstrate how design 

thinking can be applied to enhance heritage tourism experiences in Pakistan.   

n a culture at a given period and between cultures through time. International 

Council on Monuments and Sites (ICOMOS) defined “heritage” as a broad concept 

that includes tangible assets such as natural and cultural environment, 

encompassing landscape, historic places, and build environment as well as 

intangible assets such as the collection of past and continuing cultural practices, 

knowledge, and living experiences (ICOMOS, 2002). Heritage tourism can be 

divided into two sectors: natural heritage and cultural heritage (Seraphim & Haq, 

2019). The natural heritage includes natural spectacles, such as jungles, lakes, 

mountains and coastlines, while cultural heritage encompasses the history made by 

people and its various expositions (Chhabra, Healy, & Sills, 2003).   

2.0. Literature  

Tourism is accepted as the fastest growing service sectors of today’s global 

economy and one of the highest employment generators that injects with over 10% 

to global GDP. International tourist arrivals reached a total of 1.4 billion in 2018, 

which is around 6% more than the previous year and hence breaks all records 

(UNWTO, 2019). The present Pakistani Government has shown keen interest in 

developing national tourism, which Haq and Medhekar (2019) identified as the 

missing ingredient in its success. Tourism in the world has globally shown 

continuous growth in arrivals for eight straight years, the growth in 2017 was the  
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highest since 2010, which experienced a rise in arrivals of 8% and 9% (UNWTO, 

2018).  Tourism in Pakistan has also grown, despite its low numbers. In 2015, only 

536,000 international tourists visited Pakistan, whereas in 2016, they were 965,000. 

The following year, 1.6 million visitors enjoyed Pakistan touristic sites, and in 2018, 

the number of tourists reached 1.9 million persons (The Express Tribune, 2019). 

2.1. Heritage Tourism 

Heritage tourism has been observed to be a pre-historic form of travel, recently 

accepted as a type of tourism associated with culture, religion, historical customs 

and social traditions (Balmer & Chen, 2016; Chhabra, Healy, & Sills, 2003). Balmer 

and Chen (2016) concluded that heritage can be translated differently within a 

culture at a given period and between cultures through time. International Council 

on Monuments and Sites (ICOMOS) defined “heritage” as a broad concept that 

includes tangible assets such as natural and cultural environment, encompassing 

landscape, historic places, and build environment as well as intangible assets such 

as the collection of past and continuing cultural practices, knowledge, and living 

experiences (ICOMOS, 2002). Heritage tourism can be divided into two sectors: 

natural heritage and cultural heritage (Seraphim & Haq, 2019). The natural heritage 

includes natural spectacles, such as jungles, lakes, mountains and coastlines, while 

cultural heritage encompasses the history made by people and its various 

expositions (Chhabra, Healy, & Sills, 2003).   

In Pakistan, six tangible heritage sites have been identified (UNESCO, 2019): 

Archaeological Ruins at Moenjodaro (1980), Buddhist Ruins of Takht-i-Bahi and 

Neighboring City Remains at Sahr-i-Bahlol (1980), Fort and Shalamar Gardens in 

Lahore (1981), Historical Monuments at Makli, Thatta (1981), Rohtas Fort (1997) and 

Taxila (1980). A list of heritage sites that are waiting to be applied for recognition 

from World Heritage Centre includes: Badshahi Mosque, Lahore (1993), Wazir 

Khan's Mosque, Lahore (1993), and Tombs of Jahangir, Asif Khan and Akbari Sarai, 

Lahore (1993).  

2.2. Experiential Heritage Tourism 

The tourism experience is simply an outcome of physical, emotional, spiritual, 

and/or intellectual influences, which is individually perceived by tourists since they 

start planning their trip, while enoying it, and until they are back home (Andrades 

& Dimanche, 2014; Otto & Ritchie, 1996). The literature on heritage tourism as an 

experience for tourists is almost nonexistent in Pakistan, motivating this study to 

highlight various tourism products and services in Pakistan that come under the 

umbrella of heritage tourism (Haq & Medhekar, 2019). The government and private 

tourism operators of Pakistan need to recognize the commercial and social benefits 

of heritage tourism (Haq & Medhekar, 2019; Baloch, 2007). Essential elements that 

emerged from the triangulation of secondary data sources (from the literature) to be 

discussed and analyzed as findings of this research are detailed below. 

2.3. Involvement   

Involvement of a tourist in the destination and activities is the focal point of 
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experiential tourism (Meyer & Schwager, 2007; Otto & Ritchie, 1996). Meyer & 

Schwager (2007, p.2) described the customer experience as “the internal and 

subjective reactions and feelings experienced by consumers when they have any 

direct or indirect contact with the company”. Tourist involvement enhances the 

experience, as the tourist becomes a part of the tourism process through activities 

such as scuba diving, rafting, and bungee jumping (Seraphim & Haq, 2019). In this 

study on experiential heritage tourism, the direct or indirect contact with the tourism 

products and services will be measured as customer involvement 

2.4. Memorability  

In order to achieve customer satisfaction and destination loyalty, tourist 

experience must contain the sense of memorability (Andrades & Dimanche, 2014; 

Cary, 2004). As discussed, involvement of the tourist enhances the experience; 

similarly, the ever staying and meaningful effect of the journey is reflected by its 

memorability. Cary (2004, p. 63) further explains that the memorability of a tourist 

experience depends upon unplanned, incidental, and casual moments for tourists 

that “simultaneously produces and erases the tourist as a subject”. The memorability 

of a tourist includes the unexpected help from tourism providers, for example free 

drinks or sweets, a lift in personal car due to unavailability of taxis, or a free copy of 

the city guide (Seraphim & Haq, 2019). Tourism operators realize that higher the 

memorability of any tourism experience, in turn, higher will be the loyalty, travel 

frequency, and feedback by the travelers (Andrades & Dimanche, 2014).  

2.5. Satisfaction 

The satisfaction of a tourist can be described as the most expected result of 

tourism experiences (Andrades & Dimanche, 2014). Furthermore, Otto & Ritchie 

(1996) claimed from empirical research that a tourist is satisfied from the travel 

experience if there is a clear mapping between the need and performance. A tourist 

will be satisfied if he/she achieve what he/she expected before the trip. For example, 

for heritage tourists it could be a thorough knowledge of the history of the place 

(Seraphim & Haq, 2019). 

Similarly, Haq and Jackson (2009) explained that dissatisfaction is the outcome 

of a wide variance between expectation and experience of a tourist. The tourism 

experience is built on two features: existential reality and structural reality (Otto & 

Ritchie, 1996; Hamilton-Smith, 1987). Hamilton-Smith (1987, p.334) further 

explained that the existential reality indicates “high levels of satisfaction, freedom, 

involvement and (intrinsic) reward", while structural reality involves "the extent to 

which the activity is task oriented and wherein completion is externally reinforced". 

The experiential heritage tourism is more associated with existential reality since a 

satisfied heritage tourist seeks more freedom and self-fulfillment rather than a 

highly organized tourism outcome (Haq & Medhekar, 2019). 

2.6. Authenticity 

The element of authenticity in tourism experiences has primarily being analyzed 

by Redfoot (1984). Redfoot (1984, p.291) defined authenticity as: “the tourist has 

become the symbol of a peculiarly modern type of inauthenticity.” Andrades and  
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Dimanche (2014) further explained that authenticity in a tourism experience is based 

on reality experiences of tourists and depends upon different perceptions of tourists 

contributing towards their own form of inauthenticity. For example, a tourist 

studying Mogul Heritage in India and Pakistan will prefer to visit an authentic 

Mosque or Mausoleum built by a Mogul King rather than a modern-day replica (Haq 

& Medhekar, 2019). Chhabra et al. (2003, p. 702) argued about authenticity in tourism 

experiences as, “much of today’s heritage tourism product depends on the staging 

or re-creation of ethnic or cultural traditions”.  

2.7. Innovation in Tourism 

Weiermair (2006) claims that tourists seek experience rather than destination, 

hence the experience could be offered by innovatively presenting the tourism 

product as an experience. A destination acts as a stage where various tourism agents 

become actors and continuous learning for customers can transform the tourism 

experience into an innovation (Haq and Medhekar, 2016; Hjalager, 2010). Therefore, 

in modern markets, the heritage tourism product, or rather an experience, can be 

presented as an innovation in tourism (Haq & Medhekar, 2017; Seraphim and Haq, 

2019).  

3.0. Methodology 

Since there is a scarcity of literature on experiential heritage tourism and 

related topics in most countries including Pakistan, this paper attempts to fill this 

gap in literature by presenting triangulated secondary data. Denzin (2012) presented 

triangulation as a type of analysis where qualitative data collected from various 

primary and secondary sources is screened to reach research conclusions. In this 

study, secondary data collected from public and private sources such as 

publications, magazines, research outcomes, books, online essays, and newspapers 

was triangulated to extract information regarding design thinking related to heritage 

tourism in Pakistan. The central research question for this conceptual study is: “can 

design thinking be applied to enhance the experiential heritage tourism in 

Pakistan”? This research will adopt an exploratory research methodology based on 

secondary data crystallized to present and establish credible theory that could be 

used for further empirical research, qualitative and quantitative. 

4.0. Findings and Discussion 

In this research, the secondary data was collected and analyzed separately by 

both authors to reach credible findings. Both researchers extracted information from 

data analysis related to the research purpose, then the emerging themes were 

triangulated to decide upon the final findings. The first step of the design thinking 

process is empathy, which is mapped with the purpose and benefits of this study. 

The purpose has been mentioned, benefits can be presented in three aspects: 

commercial, social and the country’s image, as suggested by Papadimitriou et al. 

(2018). The commercial benefit of any form of tourism does not need any elaboration. 

The social aspect is critical as it will influence the people, government and society. 

For the empathy steps, secondary data were analyzed to understand the needs of the 

country.  
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Pakistanis are generally unaware about the heritage treasures they possess (Haq 

& Medhekar, 2019; Seraphim & Haq, 2019). For example, it was observed by one of the 

authors that several forts and castles in Pakistan, there for many centuries, are facing 

wilderness and anonymity since the locals are not aware of its value. The propagation 

of heritage sites will educate the locals also about the value and history of the place. 

Once the locals will value their heritage then they will pass it on to visiting foreigners 

(Haq & Medhekar, 2017).  

Defining is the second step of the design thinking process, which indicates the 

conditions set to facilitate the research process to reach useful findings. In this step, it 

was concluded that Pakistan needs to improve experiential heritage tourism. The 

insights revealed were that experiential heritage tourism was needed in order to 

protect heritage sites, to teach the local population about the importance and the 

significance of these sites, but also to develop the local economy and to present a 

positive image of the country. The study of the secondary data was mapped with the 

aim to enhance experience of heritage tourism in Pakistan; hence every material 

studied or reviewed was ticked in or crossed out as per the need of the study.  

The next steps of the design thinking process are ideation and prototyping that 

illustrate the data analysis. For this research, ideation and prototyping were mapped 

with the secondary data analyzed to build the theory for experiential heritage tourism 

in Pakistan. The key elements supporting the experiential heritage tourism have been 

explained in the literature review and will be discussed with respect to tourism in 

Pakistan. 

It has been clarified that involvement for tourists is the corner stone for any 

experiential tourism. In Pakistan, the involvement has never been understood by 

tourism operators; let alone applying it (Haq & Medhekar, 2019). The tourism 

operators need to know that all tourists in general, heritage tourists in specific, travel 

to engage with the people, places, monuments, nature, food, and even the residence. 

Tourists taking selfies with all these items are a clear example of involvement. Based 

on examples from the literature, activities need to be planned and presented to tourists 

for their involvement.  

Memorability also signifies experiential heritage tourism, which seems to be 

ignored by tourism operators in Pakistan (Haq & Medhekar, 2019). It has been 

anecdotally and personally observed by the author that even travelling to the most 

popular tourism destinations in Pakistan, it is impossible to find any local souvenirs 

handcrafted in Pakistan, such as spoons, cups or fridge magnets, even local road maps, 

as opposed to cheap trinkets produced outside of the country. It is important to plan 

heritage tourism within the goal of providing products and services that would be 

kept by tourists forever and hence increase the memorability of the experience.  

The satisfaction of tourists has been defined and identified for experiential 

heritage tourism in Pakistan. Over reliance on general descriptors of satisfaction such 

as effective bookings, punctuality, good pricing, product knowledge, and post travel 

experience will never make Pakistan a competitive tourism destination (Haq & 

Medhekar, 2019).  
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Table 2. 
Design 

Thinking steps 

accomplished in 

this research 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Based on the secondary data, it is suggested that at least proper communication 

and knowledge of a heritage site must be given priority for organizers of heritage 

tourism in Pakistan. The final element of authenticity has been discussed as the most 

competitively differentiating element in today’s heritage tourism. Seraphim and Haq 

(2019) have illustrated in their qualitative study that authenticity, or there lack of, is 

the key element for heritage tourism in the UAE. In Pakistan, there may not be a 

shortage of authenticity in heritage tourism, yet the organizers need to use it as a 

strength for presentations.  

 
Design Thinking Steps 

accomplished 

Results 

1. Empathize to grasp the needs of 

Pakistan experiential heritage 

tourism 

Mapped with  

a) Purpose: application of design thinking for experiential 

heritage tourism in Pakistan, 

b) Benefits: commercial, social and country’s image. 

2. Define the needs of Pakistan 

experiential heritage tourism 

Pakistan needs to improve experiential heritage tourism: 

 to protect heritage sites,  

 to teach the local population the importance of these sites,  

 to develop the local economy, 

 to show a positive image of the country. 

3. Ideate Inclusion of different indicators: 

 involvement, 

 memorability, 

 satisfaction, 

 authenticity 

4. Prototype a strategy for Pakistan 

heritage tourism  

Involvement: Need to develop more experiential touristic 

activities. 

Memorability: it is essential  

to promote Pakistani handicrafts and services. 

Satisfaction: tourism organizations should increase 

communication and knowledge about heritage sites. 

Authenticity: Pakistani heritage sites’ authenticity requires to 

be valorized by tourism organizers  

5. Test For future empirical research 

 
5.0. Conclusions and Future Research Direction  

This conceptual study has raised the issue of highlighting the potential of 

experiential heritage tourism in Pakistan. Various elements hindering the growth 

have also been identified in this study. In order to enhance the experiential heritage 

tourism, this study has mapped it with the innovative design thinking process. The 

methodological contribution of applying innovative design thinking process for 

secondary data analysis is that it enabled the data to make sense. This method 

provides an organized process that facilitates understanding the experience of 

different stakeholders in the context of heritage experiential tourism. Then, develop 

strategies and finally refine one final solution based on this understanding.  
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The elements of involvement, memorability, satisfaction, and authenticity 

have been explained with respect to innovation in heritage tourism. The study also 

concludes that regular innovations are very generic and niche innovations are 

outdated for heritage tourism; perhaps two decades earlier niche innovations were 

more applicable for heritage tourism. In analyzing secondary data about experiential 

heritage tourism in general, four essential indicators emerge: involvement, 

memorability, satisfaction, and authenticity. These indicators are used to understand 

what is required to improve experiential heritage tourism in Pakistan. The strategy 

to strengthen experiential heritage tourism in Pakistan is based on these four 

intrinsically linked indicators: to reach the tourists’ satisfaction, experiential touristic 

activities involving more tourists are needed, and increasing memorability of the 

tourists’ experience. Authenticity promotion also leads to more memorability and a 

higher tourist ’satisfaction.  

The limitation of the study is the originality of the research based on concepts 

borrowed from external sources rather than any credible Pakistani tourism data. A 

future empirical study is suggested to be based on the four elements of experiential 

heritage tourism, there is a gap to be filled about how to use them.  For example, 

how the memorability could be improved. This can be done only by investigating 

various stakeholders including tourists, tourism providers and managers, food and 

accommodation managers, and transport managers. A quantitative study with a 

positivist mindset could be used to understand the specific tastes and preferences of 

tourists regarding the given elements. A qualitative study with the paradigm of 

realism is proposed to identify issues and ideas from the tourism operators based on 

these elements of heritage tourism. 
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