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On Consumer Experiences and the Extraordinary 

In today’s society, consumers are increasingly looking for experiences that 
are hedonic, positively intense, and intrinsically enjoyable, or what is called 
an extraordinary experience. Although, extraordinary experience as a 
concept has been gaining importance in consumer research, it still lacks both 
theoretical and empirical development. Previous work has focused on 
activities that are high-risk and that occur in environment that are already 
extraordinary in nature. However, there is a general lack of research on how 
mundane experiences that are inherently part of the daily life of consumers 
are conceived of as extraordinary when consumed within a non-ordinary 
context. Therefore, using the context of food in tourism and hospitality, this 
thesis aims to provide insight into what constitutes an extraordinary 
experience. Using qualitative methods such as existential phenomenology 
and grounded theory, empirical data was collected using interviews and 
observations of food tourists, consumers visiting an oyster bar and an oyster 
festival. This resulted in five papers that were framed using a variety of 
theoretical perspectives, such as Turner’s structure and anti-structure model, 
Bourdieu’s notion of cultural capital, sharing, and value co-creation. In 
contrast to the current literature, this thesis offers an alternate way of 
theorizing extraordinary experiences. It identified elements such as 
profaneness, collaborative and/or limited interactions and conflict-easing 
situations. These elements are representative of both the ordinary and the 
non-ordinary. In particular, the thesis contributes to the current literature by 
showing the co-existence of structure (ordinary) and anti-structure (non-
ordinary) as being positive and important when considering the extraordinary 
food experience. Since the co-existence of these elements is perceived as 
being positive, the term synstructure is proposed to refer to this relationship. 
In addition, the thesis also goes a step further and contributes to the current 
literature by showing how consumers with different cultural and social 
resources also experience the extraordinary differently. 
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