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Abstract - This study provides a comprehensive review of
tourism storytelling research using a bibliometric analysis
approach to systematize major research streams and clarify the
field’s evolution over time. A total of 271 scholarly publications
indexed in the Web of Science database from 2002 to 2025 were
collected and analyzed using VOSviewer. Through keyword co-
occurrence analysis, the study identifies five core thematic
clusters, highlights dominant research approaches, and reveals
significant gaps that remain underexplored. The findings offer a
structured overview of the intellectual landscape of tourism
storytelling and provide a solid scientific foundation for guiding
future empirical research in this field of study.
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1. Introduction

In the context of globalization and international
integration, tourism has increasingly affirmed its position
as a key economic sector, making important contributions
to the sustainable growth of many countries. Whereas
tourism activities were previously associated mainly with
visits to natural landscapes or the exploration of cultural
works, in recent years, the global tourism industry has
witnessed a strong shift from traditional product-based
models to the experience economy [1].

On this basis, storytelling is approached as a strategic
tool in tourism development, serving to convey meanings
and create experiences for tourists through emotional and
cognitive connections [2]. Existing studies have
demonstrated that storytelling affects various aspects of
tourism activities, including contributing to the
development and consolidation of destination brands [3-5],
supporting tourism promotion [6], shaping destination
image and destination personality [7-11], and enhancing
the experiential value for tourists [12, 13]. From these
approaches, storytelling in tourism is conceptualized as a
research field that focuses on organizing and sharing
stories associated with destinations, products, and tourist
experiences through interactions among relevant actors
throughout the tourism journey [14, 15].

However, according to Li et al. [16], this field has not
yet developed a widely recognized core theoretical
framework, which limits the accumulation and systematic
development of research. Their analysis indicates that the
level of research concentration remains low, as reflected
in the dispersion of scholarly contributions and the
limited number of scholars with long-term engagement in
the topic. In addition, co-cited documents show low
citation frequencies and centrality indices, suggesting the

absence of highly influential works in the field of
storytelling in tourism. At the same time, research
collaboration networks have not been stably established
and still lack leading research groups. Although Li et al.
[16] provide important insights, their study approaches
storytelling primarily in relation to the Sustainable
Development Goals, thereby limiting the scope of
synthesis to a specific thematic branch of the field and not
fully highlighting the strategic role of storytelling in the
development of the tourism industry. This indicates a
continued lack of review studies capable of providing a
comprehensive overview of the field and explaining the
shifts in research orientations in the current period.

Therefore, this study is conducted to comprehensively
systematize studies on storytelling in tourism through
bibliometric analysis. Specifically, the study focuses on
three objectives: (1) identifying core research themes;
(2) analyzing developmental trends over time; and
(3) recognizing existing research gaps. Accordingly, this
study not only contributes theoretically but also provides a
scientific basis for subsequent empirical research and
suggests useful implications for managers, tourism
enterprises, and relevant stakeholders when considering
the application of storytelling in tourism practice.

2. Theoretical background

Storytelling is a combination of “story” and “telling”,
encompassing narrative genres with plots and not limited
to spoken or written language, but also extending to non-
verbal forms such as films, television programs, music,
games, or advertising [5, 17]. According to Bernard [18],
storytelling is also understood as the recounting of an event
or a sequence of events constructed in a way that can attract
the attention of the audience. A prominent characteristic of
storytelling is its ability to evoke emotions and stimulate
human cognitive activity [19].

In the tourism context, storytelling is understood as an
interactive process aimed at creating shared value
associated with activities of exploring, experiencing, and
sharing stories about destinations; thereby contributing to
meeting tourists’ desires and leaving profound impressions
[20]. Storytelling in tourism involves the participation of
multiple actors, such as tourists, tour guides, and local
residents, in creating tourism experiences and memories
[21]. These stories can be organized and disseminated
through social media, travel diaries, or interpretive
activities at destinations [22]. When tourism messages are
constructed around stories, communication becomes easier
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and is capable of evoking both symbolic elements and
actual experiences. Therefore, storytelling plays an
important role in introducing destinations and tourism
services [15].

3. Research methodology

This study applies bibliometric analysis due to its
ability to process a large volume of scientific documents
and systematically and objectively map knowledge, while
minimizing the subjective influence of researchers [23,
24]. According to Zupic and Cater [25], bibliometric
analysis enables the description of the structure and
development of a field through the relationships among
concepts and research themes. On this basis, this study is
designed to identify major themes, explore developmental
trends, and clarify research gaps in the field of storytelling
in tourism.

Data were collected from the Web of Science (WoS)
database on December 22, 2025. The search process
employed a Boolean keyword combination of
“storytelling” AND “tourism”, with 2002 identified as the
starting point, corresponding to the publication year of the
first work related to this topic in WoS. The initial search
yielded 283 records. After screening according to the
following criteria: (1) only journal articles, conference
papers, and book chapters were included; (2) English-
language publications; and (3) the keywords appeared in
the title, abstract, or author keywords, the number of
eligible documents was reduced to 271. This dataset was
then preliminarily assessed before being analyzed using
VOSviewer 1.6.20.

During data processing, the keyword co-occurrence
technique was used to describe the conceptual network,
identify thematic clusters, and visualize the development of
the research field [26]. Network visualization maps helped
clarify core thematic groups, while temporal visualization
enabled the tracking of changes and research trends across
different periods [27]. Finally, research gaps were identified
based on rarely occurring themes, limited linkages, or
potential approaches that have not yet been explored.

Step 2 .
Data collection .
Step 3 :
Data analysis .

Figure 1. Research procedure

Scope: storytelling in tourism ]

Step 1
[ Research design Objectives: main themes, trends, and research gaps

Database: Web of Science

Search query: “storytelling” AND “tourism”

Time span: 2002 to December 22, 2025

Search fields: title, abstract, keywords; English language
Document types: articles, conference papers, book chapters
Results: 283 — 271 documents

Preliminary assessment of the dataset

Software: VOSviewer 1.6.20

Technique: keyword co-occurrence analysis

Analysis focus: conceptual network, thematic clusters, and
temporal trends

Identify under-researched themes, weak linkages, and
emerging research directions

Step 4
Gap identification

4. Research results
4.1. Descriptive statistics

The descriptive statistics show that studies on
storytelling in tourism have developed over time.

However, during the period 2002-2013, the number of
publications remained low, ranging only from 0 to 2
articles per year. This reflects that, in the early stage,
storytelling had not yet been widely approached as an
independent research direction in the field of tourism.
Entering the period 20142019, the number of publications
gradually increased, although at a slow pace; in particular,
14 articles were recorded in 2019, indicating that the scale
of research had begun to expand. The period 2020-2025
witnessed a rapid increase, from 23 articles in 2020 to a
peak of 53 articles in 2025. In addition, the number of
citations also increased significantly, demonstrating the
growing scholarly interest in this topic.

5
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Figure 2. Number of scientific publications during
the period 2002-2025

In terms of authors, scholarly contributions are
distributed relatively evenly among authors with high
numbers of publications (Table 1), with Kasemsarn and
Nisi leading with 7 publications each. Although there are
certain differences in total citations, the gap among authors
is not substantial, indicating that research on storytelling in
tourism has not yet formed dominant groups of scholars,
but remains academically dispersed.

With regard to geographical distribution (Table 2),
studies on storytelling in tourism are mainly concentrated
in Europe. Italy (36 publications) and Portugal
(35 publications) are the two countries with the highest
numbers of publications. The England
(18 publications), the United States (17 publications),
Spain (16 publications), and Australia (15 publications)
maintain stable levels of contribution. In addition, the
participation of China (15 publications), Thailand (13
publications), and South Korea (9 publications) indicates
that the scope of research is gradually expanding to Asia.
Notably, Portugal and Italy are also the two countries with
the highest total citations, reaching 239 and 182 citations,
respectively, reflecting the considerable scholarly
influence of studies from Southern Europe.

Table 1. Authors with the highest number of publications

No Author Number of Total Total link
) publications | citations strength
Kasemsarn,
U | Kittichai 7 51 6
Nisi,
2 Valentina 7 46 5
3 Nickpour, 6 51 .
Farnaz
Dionisio,
4 Mara 5 45 5
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Table 2. Countries with the highest number of publications

No. Country Nun‘lbex" of .Tofal Total link

publications | citations strength
1 Italy 36 182 5
2 Portugal 35 239 8
3 England 18 144 11
4 USA 17 81 3
5 Spain 16 143 5
6 Australia 15 152 4
7 China 15 18 2
8 Thailand 13 47 6
9 Greece 11 88 8
10 | South Korea 9 31 1

4.2. Research themes
Table 3. Keywords with the highest occurrence frequency and

link strength
No|  Kowos | G | Tom ok

1 storytelling 72 160
2 tourism 63 129
3 digital storytelling 26 38
4 experience 22 62
5 augmented reality 21 40
6 cultural tourism 21 51
7 heritage 20 53
8 cultural heritage 19 44
9 satisfaction 18 73
10 social media 17 44

Table 3 presents the ten keywords with the highest
occurrence frequencies and total link strengths in the
analytical network. Among them, the keywords
“storytelling” (72  occurrences), “tourism” (63
occurrences), and “experience” (22 occurrences) are
identified as the core concepts of the research field, as
reflected in their high frequencies and strong connections
with other keywords, directly aligning with the focus of
this study. At the same time, the presence of keywords such
as “digital storytelling”, “augmented reality”, and “social
media” indicates that storytelling is widely and diversely
applied through digital technology platforms and online
communication environments.
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Figure 3. Keyword co-occurrence network map

Based on the results of keyword co-occurrence
analysis, the study identifies five main thematic clusters in
the field as follows:

Cluster 1. Tourist Experience and Behavior: This
cluster focuses on analyzing tourists’ emotional responses
during tourism experiences under the influence of
storytelling and their effects on behavioral intentions [6,
28, 29]. Studies in this cluster also clarify the relationship
between storytelling and tourists’ satisfaction and loyalty
toward destinations [30, 31]. This indicates that
storytelling is viewed as a mechanism capable of
influencing the quality of experience and behavioral
outcomes of tourists, rather than merely serving the
function of conveying information about destinations.

Cluster 2. Storytelling and Value Co-creation: This
cluster emphasizes the role of storytelling in fostering
community engagement and encouraging stakeholder
participation in value co-creation processes within tourism
[32, 33]. The emergence of the keyword “social media”
reflects how stories are created, shared, and disseminated
across social media platforms to support destination
branding and communication activities [34, 35]. In this
context, storytelling represents the interaction among
multiple actors, where tourism value is not generated
unilaterally but is co-created through the participation of
various stakeholders and continuously amplified through
ongoing exchanges and shared narratives.

Cluster 3. Marketing Strategy and Destination
Positioning: Storytelling is approached as a strategic
marketing method in the digital era, associated with
promotional and communication activities that apply
technology and multimedia storytelling forms [36, 37]. In
addition, studies indicate that storytelling contributes to
enhancing the authenticity of destinations, thereby
supporting the formation and retention of tourists’
experiential memories [38]. This thematic cluster shows
that storytelling has moved beyond a mere promotional
function to shape the way destinations are perceived,
remembered, and differentiated in tourists’ minds.

Cluster 4. Heritage Interpretation and Cultural
Identity: This cluster emphasizes the interpretive and
educational functions of storytelling in tourism,
especially in the context of heritage tourism. Studies
focus on analyzing the role of stories in preserving and
conveying heritage meanings and shaping destination
identity [39, 40]. In addition, the application of AR shows
a trend toward using digital tools to enhance vividness
and tourists’ receptiveness at destinations [41]. This
cluster highlights the role of storytelling in transforming
heritage values and cultural identity into accessible
content that stimulates tourists’ interest. The presence of
AR also demonstrates the expansion of interpretive
methods at destinations toward enriching experiences and
enhancing interactivity.

Cluster 5. Digital Experience Design and Virtual
Reality: This cluster refers to the application of storytelling
in designing tourism experiences based on digital
technology platforms and virtual reality. Studies in this
cluster clarify the role of digital storytelling and user
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experience design in enhancing tourists’ immersion,
interactivity, and experiential motivation [42-44]. Overall,
storytelling has expanded from the function of content
transmission to become a component directly involved in
structuring tourism experiences in digital environments,
contributing to shaping how tourists approach and interact
with tourism spaces.

Table 4. Summary of main thematic clusters

Cluster name Keywords

Behavior, behavioral intentions,
consumption, destination image,
dimensions, experience, image, loyalty,
model, perceived value, place
attachment, satisfaction, travel.

Cluster 1 (Red)
Tourist experience
and behavior

Co-creation, destination branding,
Cluster 2 (Green) |engagement, impact, management,
Storytelling and value | museums, social media, stories,
co-creation storytelling, sustainability, tourist
experience.

Authenticity, dark tourism, destination
marketing, experiences, memory,
place, sustainable tourism, technology,
tourism experience, tourism marketing,
transmedia storytelling.

Cluster 3 (Blue)
Marketing strategy
and destination
positioning

Cluster 4 (Yellow)
Heritage
interpretation and
cultural identity
Cluster 5 (Purple)
Digital experience
design and virtual
reality

Augmented reality, education, heritage,
heritage tourism, identity, narrative,
performance, sustainable development,
tourism.

Art, cultural heritage, cultural tourism,
design, digital storytelling, motivation,
user experience, virtual reality.

4.3. Research trends

Figure 4 illustrates the network of research keywords
related to the field of storytelling in tourism, in which
differences in color indicate the average publication time
of the studies. Through keyword overlay analysis, this
visualization enables the identification of shifts in research
themes from earlier approaches to emerging trends in
recent years [45].

Based on the analytical results, keywords in the early
stage appeared sparsely, and their linkages were not
sufficiently clear to form stable trends. Therefore, the trend
analysis focuses on the period from 2018 onward, when the
keyword network began to show clearer differentiation in
research content and average publication time.
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Figure 4. Temporal distribution map of keywords

During the period 2018-2021, studies mainly
approached storytelling from the perspective of technology
and tools, as reflected in the presence of keywords such as
“augmented reality”, “digital storytelling”, “transmedia
storytelling”, and “virtual reality”. The research content
focused on applying digital technologies to support
interpretive activities at destinations, particularly heritage
and cultural destinations [41, 44, 46].

The period 2022-2023 shows an expansion in
research approaches, as the research focus shifted toward
factors related to participating actors and interaction
processes. The presence of keywords such as
“authenticity”, “co-creation”, “engagement”, “identity”,
and “social media” reflects that storytelling was
examined in association with the participation of tourists
and stakeholders. Studies emphasized the role of co-
creation in the process of forming story content, while
also analyzing the relationship between storytelling and
perceptions of destination authenticity and identity [3, 32,
38]. In addition, social media was identified as an
important environment for sharing and disseminating
stories and enhancing the level of interaction between
tourists and destinations [5].

Table 5. Main research keywords by period

Period

Representative keywords

Augmented reality, cultural heritage, digital
storytelling, education, impact, management,
narrative, transmedia storytelling, virtual
reality.

Authenticity, co-creation, cultural tourism,
dark tourism, design, engagement, identity,
museums, social media, tourist experience.

2018-2021

2022-2023

Behavioral intentions, perceived value, place
attachment, satisfaction, sustainable
development, tourism marketing.

By the period 20242025, studies had focused more on
evaluating the outcomes and impacts of storytelling on
tourists. Keywords such as “behavioral intentions”, “place
attachment”, “satisfaction”, and “sustainable
development” indicate a research trend toward measuring
the influence of storytelling on behavioral responses,
satisfaction, and destination attachment [47-49]. In
addition, storytelling was also placed in close connection
with sustainable tourism development orientations, as
stories were utilized as a tool contributing to the promotion
of responsible tourism behavior [16, 50].

2024-2025

4.4. Research gaps

Based on the results of the analysis of thematic clusters
and the developmental trends of the keyword system over
time, this study identifies several important gaps that have
not yet been fully explored and need to be clarified in future
research.

First, in terms of geographical context, the analytical
results show considerable dominance by scholars and
research contexts from Southern Europe, such as Italy,
Portugal, and Spain. This imbalance partly suggests the
need to increase empirical studies in emerging markets and
non-European contexts. In fact, several studies have been
conducted in Asian countries such as South Korea [14],



ISSN 1859-1531 - THE UNIVERSITY OF DANANG - JOURNAL OF SCIENCE AND TECHNOLOGY, VOL. 24, NO. 6A, 2026 147

China [47], and Thailand [49], but these contributions are
mainly isolated and associated with specific cases. From
this distribution, it can be observed that research on
storytelling in tourism has not yet expanded
proportionately to other contexts. Southeast Asia can be
considered a noteworthy case due to its cultural diversity,
historical depth, and distinctive tourism resources, which
create favorable conditions for implementing storytelling
in tourism activities; however, to date, this region has not
been systematically approached and studied from the
perspective of tourism science.

Second, regarding research methodology, keywords
appearing in recent years indicate a shift from conceptual
exploration to measuring the outcomes of storytelling,
particularly those related to tourists’ behavior and
satisfaction. However, studies still focus on measuring
relationships at a specific point in time using cross-
sectional designs [51], while the number of studies
applying mixed methods or longitudinal designs remains
limited [52]. This gap reduces the ability to assess the
long-term impacts of storytelling on experiential memory
and tourist loyalty, thereby limiting a comprehensive
understanding of the sustainable value of storytelling
throughout the entire tourism experience chain.

Third, concerning the integration between technology
and human factors, although studies on AR, VR, and digital
storytelling developed strongly during the period 2018—
2021, works that directly compare the effectiveness of
traditional storytelling based on human interaction and
technology-based storytelling remain relatively limited
[53]. At the same time, few studies have proposed and
tested optimal interaction models between these two forms
to enhance the authenticity and depth of tourism
experiences [54].

Finally, the role of storytelling in orienting
responsible tourism behavior is identified as a potential
research direction that has not yet been explored
proportionately [55]. Most current studies have only
discussed or proposed theoretical models, while empirical
studies clarifying the specific psychological mechanisms
through which storytelling can transform tourists’
awareness into actual behavior remain lacking, such as
reducing plastic waste, saving energy, or protecting
indigenous cultural values [56, 57, 58]. This gap indicates
the need for future studies to affirm that storytelling is not
only a destination marketing tool but also an effective
means of behavioral education in the context of
sustainable tourism development.

5. Conclusion

This study was conducted to systematize scientific
works related to storytelling in tourism using bibliometric
analysis, based on 271 documents collected from the Web
of Science (WoS) database during the period 2002-2025.
The analytical results show that storytelling has become a
research direction that has increasingly attracted attention
in the field of tourism. However, scholarly contributions
remain dispersed and have not yet formed a widely
recognized core theoretical framework.

Through keyword co-occurrence analysis, this study
identified five main thematic clusters, including: (1) tourist
experience and behavior; (2) storytelling and value co-
creation; (3) marketing strategy and destination
positioning; (4) heritage interpretation and cultural
identity; and (5) digital experience design and virtual
reality. These thematic clusters reflect the diversity of
approaches to storytelling, associated with communication
activities, experience design, and the transmission of
meanings for tourism destinations.

In addition, the analysis of research trends over time
shows a significant shift from approaches focused on
technology and digital storytelling forms toward the
evaluation of the impacts of storytelling on tourists’
emotions, cognition, and behavior. This trend emphasizes
the role of storytelling as a strategic tool in destination
management and in promoting sustainable tourism
development.

Theoretically, this study contributes to addressing the
fragmentation of the field of storytelling in tourism by
providing a comprehensive overview of the structure and
developmental trends of the field. The research findings also
clarify that storytelling is not only approached in separate
contexts or individual research branches, but can also be
viewed as a meaningful research direction for explaining
tourist experiences, the process of value creation, and the
role of storytelling in tourism development.

Practically, the findings suggest that storytelling should
be regarded as a tool for experience management in tourism
rather than merely a communication method for destination
promotion. Destination management agencies, tourism
enterprises, and relevant stakeholders, such as local
communities, heritage management units, and tour guides,
need to shift from developing fragmented introductory
messages to organizing stories as a continuous component
throughout the entire tourist journey, from the stage of
information search and destination access to participation in
on-site activities and post-trip sharing. Storytelling can be
applied in designing interpretive content, developing
tourism products associated with local identity, organizing
heritage experiences, or integrating with digital platforms to
enhance tourists’ level of interaction and memorability. The
consistent implementation of storytelling not only
contributes to clearly positioning the destination image but
also enhances experiential value and strengthens tourists’
attachment to destinations.

Despite making certain contributions, this study still
has several limitations. Specifically, the analytical data
were limited to English-language documents indexed in
WoS, while works published in other databases such as
Scopus or Google Scholar were not considered. In addition,
bibliometric analysis mainly focuses on relationships
among keywords and citations, and has not deeply
analyzed the content and theoretical foundations of each
study. Therefore, future studies may expand the scope of
data and combine bibliometric analysis with systematic
reviews or empirical research to further clarify the
mechanisms through which storytelling exerts its effects in
the tourism context.
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