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Abstract

This theoretical essay examines the role of storytelling in advertising communication,
specifically focusing on its application to destination branding. Tourism, as a dynamic and
intangible sector, faces unique communication challenges. This paper critically analyzes
storytelling as a tool to bridge these gaps, emphasizing its symbolic and emotional power to
enhance destination image, authenticity, and visitor engagement. By synthesizing tourism
communication and place branding literature, this study analyzes Portugal’s promotional
campaign "Can't Skip Portugal" as a strategic storytelling use in destination promotion. This
approach provides theoretical insights and practical implications for stakeholders in the
tourism industry.
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Resumo

Este ensaio tedrico examina o papel do storytelling na comunicacdo publicitaria do turismo,
centrando-se especificamente na sua aplicacdo ao destination branding. O turismo, enquanto
sector dindmico e intangivel, enfrenta desafios de comunicacdo Unicos. Este artigo analisa
criticamente o storytelling como uma ferramenta para colmatar essas lacunas, enfatizando o
seu poder simbdlico e emocional para melhorar a imagem do destino, a autenticidade e o
envolvimento do visitante. Ao sintetizar a literatura da comunicagao em turismo e do place
branding, este trabalho analisa a campanha promocional de Portugal “"Can't Skip Portugal”
como uma utilizacdo estratégica do storytelling na promocdo de um destino. Esta abordagem
avancga os conhecimentos tedricos ao mesmo tempo que oferece implicagdes praticas para os
intervenientes na industria do turismo.
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Introduction

Tourism is a significant global economic driver. However, its communication practices are
still constrained by the intangible and experiential nature of its offerings. Despite the
widespread recognition of storytelling in tourism promotion, the integration of this
technique into place and destination branding frameworks remains poorly explored. This
study identifies this gap, arguing that storytelling enhances the emotional resonance of
destination promotion and addresses key challenges in creating coherent, impactful
narratives for diverse audiences. It provides a conceptual framework by aligning
storytelling with destination branding theories and demonstrates how storytelling can be
used to build authentic, memorable destination identities.

Although defining tourism as a single, consensual concept is challenging (Lai & Li, 2022),
this paper adopts the definition of the World Tourism Organization (UNWTO), which
describes tourism as a “social, cultural, and economic phenomenon involving the
movement of people to countries or locations outside their usual place of residence for
personal, business, or professional purposes” (World Tourism Organization, 2023).
Furthermore, tourism can be understood as “the set of lawful activities carried out by
visitors during their travels, along with the attractions and means created to meet their
needs and the phenomena and relationships resulting from these interactions” (Cunha &
Abrantes, 2019, p.14). This indicates that tourism sustains a highly dynamic and complex
market composed of diverse products and services catering to various consumer needs.
It is driven by consumer preferences, technological advancements, and environmental
considerations, playing a pivotal role in global economies and in fostering social and
cultural exchanges.

Given the uniqueness of the industry, tourism communication involves diverse processes,
including social, informational, and promotional elements. Tourism and its
communication coexist in time and space, and how a destination’s image is promoted
directly influences visitors’ decision-making processes. Therefore, promotional efforts
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must be adapted to meet consumer needs and market trends (Marujo, 2012). This makes
innovation in advertising messages not only necessary but imperative to achieve
promotional goals. As a result, the tourism industry has implemented new strategies that
combine creativity, sustainability, and the development of new products and experiences
to contribute to a more positive and robust image of destinations in the global market.

In this context, storytelling stands out as a key advertising tool. This technique, based
on intentional narratives, offers a creative revitalization of destinations, providing an
ever-growing opportunity to enhance the promotion of tourist destinations, places,
products, and experiences.

Although it has been proven that narratives have the power to make individuals feel more
human, connecting them to their memories and identities (Ribeiro, 2020), few studies
have explored the relationship between storytelling and place branding (Yavuz et al.,
2016; Keskin et al., 2016).

This study discusses, therefore, the success factors of using storytelling to brand a place,
looking to the "Can't Skip Portugal" promotional campaign that started in 2017 and
contributed to electing Portugal as the World’s Leading Destination at the World Travel
Awards 2019 for the third consecutive year and consolidating Portugal as an unmissable
tourism destination.

Tourism, Communication, and Place Branding

The global tourism industry encompasses various destinations with different products
and services tailored to various market segments, each with its motivations and needs.
In recent decades, the exponentially increased demand, the emergence of low-cost
airlines, and the rise of Information and Communication Technologies (ICT), coupled with
more discerning consumers, have made this sector increasingly competitive. In addition,
the current trend, in terms of consumption, is very focused on experiences. Due to the
specificity of the tourism industry, where tourists’ experiences are broadly narrated from
an individual point of view and easily shared through the countless social media platforms
available, differentiating and positioning destinations in such a vast and diverse market
poses a significant challenge for tourism stakeholders.

Tourism acts as a driving force for place development by stimulating the creation and
expansion of tourism-related offerings and infrastructure. The diversification and
specialization of tourism offerings, driven by more informed and demanding travelers,
present an opportunity to revitalize and enhance destinations based on their resources,
identity, and authenticity (Melo et al., 2016). Moreover, as the tourism industry facilitates
a broad spectrum of cultural and social exchanges during the journey (Cunha & Abrantes,
2019), its communication goes beyond mere transmission of information. Its quality and
effectiveness are intrinsically linked to cultural awareness, understanding desires and
needs, and the communication methods employed (Setiawan, 2023).

Communication is a fundamental component of the viability of tourism activities, enabling
the dissemination of information about destinations, products, and services, bridging the
gap between supply and demand, shaping the stereotypes of the locations (Duarte,
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2014), and connecting visitors with host communities (Marujo, 2012). Tourism
communication encompasses all formal and informal processes that take place before,
during, and after the visitation experience, playing a key role in relationships between
supply agents, public and private tourism sectors, and the development of the tourism
industry itself. Consequently, it is crucial for the strategic dissemination and promotion
of destinations, the establishment of a destination’s image, the provision of information,
the interaction between tourists and residents, and the creation of a destination as a
message to be interpreted by visitors, whether real or potential (Baldissera, 2010).

As Anholt (2010, p.1) stated, "Places have been promoting their attractions and their
images throughout history because they have always needed to attract settlers,
customers, visitors, traders, investors and the category of people we today call
‘influencers." This idea junctions with the brand-building process of places, or place
branding, which is understood as the sum of all beliefs, ideas, and impressions that
people associate with a place (Baker, 2007), and where tourists themselves play an
important and relevant role (Freire, 2006).

The tourism communication system unfolds in three stages: before the trip, through
active search for information on destinations, products, and services; during the trip,
through the experience of consumption and interactions at the location; and after the
trip, through feedback sharing. As such, tourism communication is a “complex,
omnipresent, bidirectional, and symmetrical process that is essential for creating,
maintaining, or correcting the image of a destination, company, or brand, fostering
tourist loyalty, sparking interest, influencing the choice process, and keeping the memory
of lived experiences alive to prompt recommendations and repeat visits” (Wichels, 2014,
p.29).

Advertising Communication in Tourism

Advertising communication is a very ancient phenomenon (Duarte, 2023) that has
evolved with the cultural, social, and technological progress of societies, primarily aimed
at persuading target audiences regarding a product or service for commercial purposes.
Advertising can be defined as the “placement of announcements and messages in time
or space... aimed at informing and/or persuading members of a specific target market or
audience about their products, services, organizations, or ideas” (American Marketing
Association, 2024) and plays an important role in all organizational sectors, but especially
in services, like tourism.

The very nature of tourism products, starting with their intangibility and the volatility of
demand influenced by economic, political, health, or social contexts, poses numerous
challenges for destination communication and promotion. Tourism communication serves
as a powerful tool for promoting places, destinations, and experiences, allowing tourism
offerings to be targeted and differentiated from others in the market. This is achieved by
promoting the unique attributes of the location or service to generate consumer desire
and intent to purchase through the dissemination of positive information and images
(Salehi & Farahbakhsh, 2014). Furthermore, the communication skills of service
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providers are equally important in ensuring the quality of tourism products and creating
a pleasant experience for the visitor (Tankovic et al., 2023).

Hence, tourism advertising communication is designed to influence visitors’ decision-
making through persuasion and influence based on emotions, awareness, and
perceptions. These promotional actions aim to direct visitor behavior toward the
consumption of destinations, tourism products, and services. Its success can be
measured by the ability to lead the consumer to visit the destination or purchase a
promoted experience, product, or service (Hiekal, 2022). Therefore, tourism advertising
must be tailored to the characteristics of each visitor group and the various components
of the tourism offering, highlighting the destination’s attractions, accommodations,
dining options, and events (Souza et al., 2020).

It is also crucial to understand the factors that shape consumer perception and influence
their decision-making regarding a particular place, destination, or tourism experience.
This understanding enables more efficient adaptation, creation, and management of
tourism advertising communication. In this regard, the image of a destination plays a
critical role in a consumer’s decision-making process when choosing one destination or
experience over others. According to Alcocer and Ruiz (2020), the “destination image” is
consumers’ perceived mental conceptualization, which is directly conditioned by the
amount and quality of information available. Additionally, the formation of a destination
image, which is closely tied to place branding, results from a cognitive process involving
the deconstruction and reconstruction of information from various sources. The image
perceived by the consumer is inevitably shaped by individual subjectivity and background
and is further influenced by psychological and sociodemographic factors (Lopes, 2011).

The success of tourism communication depends on both the individual values of the
target audience (their perceptions, preferences, knowledge, etc.) and the cultural values
of the location (its notoriety, history, reputation, etc.). Tourism advertising strategies are
based on two main pillars: the content of the messages to be conveyed and the choice
of the most relevant communication channels. Advertising has the potential to reduce
the perceived risk in destination selection by promoting congruence between the visitor
and the destination (Segota, 2024).

Like most commercial communications, tourism advertising uses various approaches that
can be employed individually or together depending on the purpose of the
communication. These approaches include slogans, which help establish the message in
the audience’s mind; logos, which create and reinforce a visual identity that distinguishes
the tourist location from others; informative brochures, which serve both an informative
and persuasive function by providing information on the place to visit, maps, and points
of interest, and digital media, which have gained prominence with the rise of digitalization
and include a wide array of tools, such as websites, QR codes, augmented reality, or
artificial intelligence (Jurdana, 2024).

Considering the current trends in the sector, including new forms of consumption driven
by digitalization, visitors tend to seek more personalized experiences, allowing them to
actively create and customize their touristic experiences. As such, the innovation
associated with revitalizing tourism offerings retains visitors by providing authentic and
transformative experiences. These experiences are promoted through advertising
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communication that actively supports the promotion and development of destinations by
showcasing their points of interest (Salehi & Farahbakhsh, 2014).

Thus, if advertising is the tool through which persuasive information is provided to the
potential visitor, motivating them to visit a destination and encouraging the consumption
of its tourism products, services, and experiences, identifying and defining the target
audience as accurately as possible is crucial. Both the message and the media used must
contribute to the most effective promotion of tourism destinations.

Tourism and Place Brand Storytelling

Swain et al. (2024) used lexicometric analysis to determine the most prominent keywords
associated with place branding throughout the years. Between 2016 and 2020,
"storytelling" stood out, indicating the importance of this tool. As Youssef et al. (2018)
confirmed, its effectiveness in communicating a destination brand. Lund et al. (2020)
discovered that storytelling can also be used as an effective way to counter the negative
comments of social media users. The impact of these new digital media, called
"technologies of power" by Lund et al. (2018), due to their role in shaping social
interactions and mechanisms, implies a novel interpretation of how these online social
networks generate engagement and stimulate the circulation of destination brand stories.

Even though we can say that advertising has always been narrative (Vizcaino, 2016),
according to Lépez and Gil-Casares (2017), the birth of storytelling in the advertising
industry dates to the 1990s in the United States. The reasons behind its appearance are
anchored in the fact that advertisers and communication professionals of that time felt
the need to use communication forms that, although widely used in everyday life, had
not been seen in commercial communications until then.

For Camprubi and Planas (2020), storytelling, which has already been successfully used
in product branding (Salomon, 2007), is a tool that tourism destinations can use for place
branding.

The essence of tourism is rooted in the social and cultural interactions that occur during
a journey, collectively forming the consumer’s overall experience. Communication is a
practice that coexists with tourism itself (Baldissera, 2010). However, the continuous
development of the sector requires ongoing adaptation of the offerings provided by
destinations, actively contributing to the revitalization and innovation of communication
and promotional processes.

Given the recreational and intangible aspects of tourism, coupled with the historical and
cultural characteristics of the destinations, there is an increasing need for creative
communication about tourism destinations, places, and experiences. In this context,
storytelling has become an integral part of communication strategies in the tourism
industry to promote and differentiate destination brands (Youssef et al, 2018). A good
example is the “Mediterraneamente” campaign by the Catalonian beer brand Estrella
Damm, which not only promoted the beverage but also various tourist destinations in
Spain (Alvarez-Ruiz & Patifio, 2021, Rodriguez-Rabadan et al., 2022, Alvarez-Ruiz &
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Patifio, 2023). This campaign employed youthful, carefree narratives typically associated
with Southern Europe.

Another Spanish example is the city of Girona, used by Camprubi and Planas (2020) as
a case study to assess the extent to which the city’s myths and legends can be used in a
promotional campaign. The authors concluded that traditional stories not only have the
potential to be used in storytelling but also to reinforce the values and identity of a city’s
brand.

In Portugal, cities like Aveiro and ilhavo, for example, have created museum tourist
routes based on monuments and historical places, proposing itineraries that tell tourists
local history exclusively through narratives (Maia et al., 2013).

Telling a story makes it easier for you to remember. Not only because of the content
itself, its narrative elements, the characters, the images, the context, the action, etc. but
also because of the way they are told and how the message is transmitted. Stories are
the best tools not only to activate emotions but also memory. On the one hand, stories
are essential in activating our mirror neurons (Farran, 2013), which make us identify
with a certain situation and immediately relate to it. In this sense, when conveying a
story with certain words, images, colors, suggestions, people, etc., that connote certain
sensations, this activates certain specific areas of the brain that process the information
about the emotion that has been aroused.

On the other hand, all humans are made of stories because everything that happens to
us is relatable and, therefore, memorable. Also, as David Herman (2002) reminds us,
the more clichés and norms are broken, the more tellable and the greater the attention
the story will receive. People want to be surprised. Today’s public, whose access to
practically everything is more accessible than ever, is eager to experience, live, feel, and
participate. When this is not physically possible, use stories to experience this world. We
are now fully accustomed to enjoying infotainment experiences, and stories are a
fundamental part of this cultural and social process.

Stories also appeal to our playful selves. Faced with several informative messages,
stories make us lower our guard about our skepticism and prepare us to enjoy their
intrigue, their conflicts, and their characters (Nufiez, 2007).

Hence, the power and potential that stories have, whether in the human mind or social
relations. A good story, well told, has the power to create a strong (and often lasting)
relationship with your target audience, which can awaken aspects that are often hidden
in their subconscious and, more importantly, determine their subsequent behavior.

Of course, the impact and relevance of storytelling can vary according to several factors,
namely the moment and social context in which the story occurs. In other words, what
is narrated in the story may have greater or lesser interest, a greater or lesser impact,
depending on the moment in which it happens and is transmitted. For example, a
dramatic story about a labor rights activist told on May 1 (International Labor Day) would
have greater reception and relevance than if it were told during the middle of August,
with much of the population on vacation.
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In the context of advertising communication, storytelling is a technique that involves
creating and delivering messages through intentional narratives. According to Rodriguez
(2017), “storytelling presents itself as an emotional narrative in which a connection is
established between the audience and the narrator, which allows the message to last
longer for the viewer” (p.6).

This practice connects the axis of the advertising narrative to the current reality, and by
enhancing the sensory value of the experience, it fosters a mental association between
the stories and the consumer’s personal experience. The effectiveness of storytelling lies
in the human ability to store, consolidate, and recall information in the form of stories,
with its success depending on how well consumers identify with the narrative (Kang et
al., 2019). Storytelling, therefore, is an integral part of promotional strategies in the
tourism industry, allowing for the long-term promotion and differentiation of a destination
by coordinating all offerings within a single narrative that communicates the destination’s
key attributes and values clearly and uniquely. This promotional strategy, which involves,
emotional, and conative dimensions, aims to stimulate consumer emotions and requires
all destination stakeholders to align with the narrative (Mossberg et al., 2010; Youssef
et al., 2018).

Storytelling, by enabling the development of unique narratives, benefits both tourism
providers and visitors. Visitors’ attention has increasingly shifted from the consumption
of products and services to the experience of destinations, driven by a growing desire for
authenticity and meaning (Hosany et al., 2022). For this reason, storytelling narratives
must align with the destination’s identity, the chosen theme, and the locations selected
for strategic communication development, considering all actors involved in the process.

In addition to the purchase and consumption of tourism products, visitors seek to
consume the stories behind these offerings. The rising demand for experiences that are
based on the intangible aspects of tourism presents an opportunity to revitalize and adapt
the tourism market. In this regard, creative tourism offers unique experiences based on
direct interaction between residents and visitors, valuing visitors’ self-realization and self-
expression through the development of their creative skills (Marujo et al., 2021). The
use of storytelling to tell these experiences fosters a sense of belonging among the local
community and encourages visitor involvement and interaction. This offers tourism
providers the opportunity to transform consumers into loyal followers and active
promoters of the tourist experience by involving them in the creative process (Korez-
Vide, 2017).

In tourism promotion, storytelling allows for the design and delivery of more effective
and targeted messages through strategically developed stories and narratives aimed at
specific audiences. Additionally, when properly integrated into a destination’s value
proposition, storytelling establishes a coherent information stream that emotionally
connects consumers with promotional content. This merges the destination’s identity and
authenticity with its advertising communication in a creative manner, contributing to a
more favorable consumer perception of the destination, considering the available tourism
resources and long-term sustainability goals. However, tourism providers must
collaborate continuously to maximize the effects of storytelling and develop coherent
tourism experiences for visitors (Yavuz et al., 2016; Kang et al., 2019).
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Here's where the concept of Tellability arises, which was born in the field of
conversational storytelling, that is, telling stories in oral conversations. For Farran
(2013), this term encompasses all types of narratives that are worth telling by the sender
and, therefore, heard by the receiver. An essential issue for any story, and especially for
storytelling with persuasive objectives, is the narrative interest. In other words, the
interest must remain intrinsic to the narrative so that there is an interconnection and
reciprocity between the story and the viewer. What must be clear is that not everything
that is narrated is newsworthy and, therefore, of interest to the public. Just like in films,
despite showing ordinary scenes from everyday life, what stands out are the impactful,
transcendent, magical, bizarre, different, unusual, or unexpected events. This captures
the audience’s attention and piques their interest. Likewise, stories must tell something
relevant to the audience that somehow connects with them.

Framing the concept of advertising storytelling in the current context, amid the rise of
the Internet, big data, algorithms, artificial intelligence, machine learning, etc., it is
important to reflect on the fact that advertising communication is increasingly
bidirectional. Therefore, brands must provide sufficiently interesting content and
engagement to encourage public response. Furthermore, in this way, the consumer
becomes an active participant in the brand's content, creating, participating, sharing, and
interacting with the message that brands provide, massively increasing their reach and
impact. This change in the traditional structure of communication between a brand and
consumer is beautifully represented by Opresnik (2017) in his article: "From Bowling to
Pinball." For the author, traditional communication worked like bowling, in which a single
message (the big ball) is launched into the market, trying to reach as many consumers
as possible (metaphorically knocking down as many pins) and whose message does not
return to the starting point. In the context of social networks, UCG (User Content
Generator), the era of sharing (Dias & Duarte, 2022), a new format has emerged with
greater relevance for brands: the pinball approach. This time, the messages (possibly
smaller, that is, with smaller budgets) are sent to a market that, upon receiving this
information, begins to comment, like, and share it among its members and, often, start
a "dialog" with the issuing brand that can, this time, return the message to the market,
starting or reinforcing this interactive communication loop. As the public has moved from
listening to stories to participating in them, storytelling presents itself as a valuable
resource that anyone can advertise.

This tool enhances the emotional connection with the story being told. The different
events transmitted translate them into a sensitive world that allows us to identify each
character or scene (Atarama-Rojas et al., 2018). The storytelling technique makes
viewers feel like they are in the shoes of the characters and interact in one way or another
with them, feeling their needs, concerns, and sensations. This is especially relevant when
considering tourist destinations.

Storytelling is also a critical element in building a destination’s identity and strengthening
its brand image in the tourism market. To do so, its approach should incorporate a certain
degree of dramatization, depending on the theme and purpose of the narrative, to
validate visitors’ engagement and interaction with the creative process (Mossberg et al.,
2010). For this practice to be successful, long-term cooperation with all tourism
stakeholders is necessary, and the narratives must be conveyed through experiences,
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places, and characters, organizing all the components of the destination’s consumption
package. The narrative should convey the destination’s core values by incorporating the
locations and themes that reflect the place’s distinctive and authentic attributes (Yavuz
et al., 2016).

After understanding the essential elements of narrative construction and its purpose, one
can understand how storytelling can play a vital role in promoting tourism destinations.
Strategic narrative planning that reflects the destination’s identity, uniqueness, and
authenticity provides a purpose for the visit, positively impacting the tourist experience
and influencing both the subjective domain of the visitor and the promotional, persuasive
intent of the destination. This practice strengthens visitors’ memories of the place while
emotionally engaging them with narrative content (Cao, 2019).

Therefore, tourism communication professionals should be encouraged to use storytelling
dynamics based on narratives about local culture and heritage because these tend to
enhance the attractiveness of the tourist experience and foster emotional bonds with
visitors. Strategic storytelling planning is critical for tourism development because it
helps enhance destinations, communities, and heritage. Narratives stimulate the
inclusion of stories in the visitor's conception, appealing to their creative and emotional
dimensions. Moreover, they foster interaction with the local community, its values, and
its identity, thereby enhancing and perpetuating the tourist experience in the visitor’s
memory (Licaj & Matja, 2015). After all, as Lopez and Gil-Casares (2017) remind us, this
was the assumption that led Ashraf Ramy to open an advertising agency in Amsterdam,
called “Narrativity”, whose slogan was: “People do not buy products, but the stories that
these products represent” (p. 79).

Analysis of storytelling applied to the "Can't Skip Portugal” Campaign

As stated by Gertner (2011), the number of publications related to 'place marketing' and
'place branding' has experienced exponential growth in the last two decades, especially
after Anholt’s article on Nation Branding in 1998. Given this development, the reasons
and implications that motivate the success of territorial brands have begun to be
scrutinized. The authors state that one of these factors is storytelling, which several
destinations have begun to use to promote themselves.

For this article, we used a qualitative methodology based on a single case study (Byrne,
2009) of a promotional campaign for Portugal 's tourism. According to Quintela (2021),
the "Portugal brand" emerged in 1999 because of the need to differentiate itself from
other countries. It underwent several strategic changes depending on the different
Governments and political orientations, which resulted in distinct campaigns and
positionings over time. In May 2017, Turismo de Portugal presented the "Can't Skip
Portugal" campaign to promote the country exclusively in digital media.

The campaign was run in 20 countries, with a common characteristic: their citizens have
high purchasing power and, therefore, are better able to take advantage of the multiple
and diverse experiences that Portugal can offer, even in the winter.
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Initially, this campaign consisted of four videos, always starting from a common central
narrative idea (Can't Skip Portugal) but varying in the final specification: "Can't Skip New
Beginnings"; "Can't Skip Inspiration"; "Can't Skip Freedom"; and the last one, which
gathers the three stories: "Can't Skip Us". The use of storytelling was justified as this
technique empowers brands and tourism destinations to differentiate themselves from
competitors, thus gaining a positive advantage (Yavuz et al., 2016).

There were three protagonists who “lived” Portugal in many other films: actor James
Palmer (Figure 1), in the role of a top executive but tired of the fast-paced life; a young
French woman (Figure 2), bored with routine life and a German retiree (Figure 3), for
whom getting older is a way of living longer and therefore seeks “new beginnings”.

Figure 1 Figure 2 Figure 3

Source: Canal Youtube: VisitPortugal

The last film in the series brings together the three main characters as they return to the
emotions and regions of Portugal (Figures 4, 5, and 6). The objective is to show, through
these stories, personal but also transversal to so many people, that Portugal is a
destination for everyone who wants to visit and experience intensely everything the
country has to offer.

Figure 4 Figure 5 Figure 6

Source: Canal Youtube: VisitPortugal

Through these videos!!! - all filmed in the middle of winter (Figure 7) to prove that it is
also possible to have an unforgettable vacation at this time - whose messages are based
on an exciting, positive, and aspirational narrative, the aim is to promote the destination,
approaching and raising awareness of potential tourists through images of nature,
history, culture, and fascinating beauty, but also through the story, which is told by the
three characters looking directly at the camera (see Fig. 1, 2, 3).
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Can't skip Pertugal

Figure 7 Figure 8 Figure 9

Source: Canal Youtube: VisitPortugal

The strength of these testimonies corroborates the writings of Chronis (2012, p. 445),
who states that “a story transforms what would be an indifferent and unimportant space
into an attractive tourist destination” by involving the intended target audience and
questioning them, directly, about their own lives, ambitions, and aspirations, encouraging
them to follow their dreams, to start again, to travel, to get to know Portugal (Figure 8,
9). This strategy is in line with the arguments of Akgln et al. (2015), who stated that
storytelling helps tourists create bonds of empathy with places, because it generates
positive emotional responses and behavioral intentions toward travel destinations. These
authors also concluded that the "storytelling approach can be used as a marketing tool
in tourism companies, and it may motivate consumers for behavioral intentions such as
word-of-mouth and visit intention" (p.585). Escalas and Stern (2003) corroborated this
by proving that storytelling affects audiences” feelings and good stories have an impact
on future traveling decision-making. Wirtz et al. (2016) added that empathy, together
with sympathy in advertising communication, plays an important role in consumer
persuasion.

Once the starting point of storytelling is the construction of narratives to create affective
bonds between the stories, their characters, and the audience for whom they are
intended, thus increasing their ability to attribute meanings and facilitate understanding
and assimilation of messages (Barbosa e Souza, 2021), its use to promote Portugal as a
tourist destination is evidently understandable.

Recent studies argue that storytelling works as a key element in valuing tourist
destinations, as today s tourists are increasingly looking for unique and/or authentic
experiences (Hartman et al., 2019; Su et al., 2020), and this campaign also fulfills this
request. Framed within the theoretical framework of the competitive advantages of
nations by Michael Porter (1993), the competitive identity proposals by Anholt (2007),
and the so-called strategic “niche” generation of place marketing by Moilanen and
Rainisto (2009), the campaign "Can't Skip Portugal" explores the unique characteristics
of Portugal (sea, nature, tradition, gastronomy, history) through an engaging, emotional,
and authentic narrative.

The storytelling structure presented in the different campaign films encompasses
narrative fragments from different testimonies while presenting the elements that the
country intends to highlight. In an almost informal, relaxed way, told in the first person
by each of the participants, Turismo de Portugal manages to involve its target audience
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in @ way that is simultaneously symbolic and mobilizing. Symbolic, via the emotional
appeal of feelings such as evasion, escape, travel, freedom, dream, belief, and future.
All these elements have a transformative and powerful symbolic charge, which is in line
with the writings of McCabe and Foster (2006), who also understand storytelling as a
way of obtaining symbolic status, stating that the peculiarity of the technique lies in its
ability to offer individuals ways to escape the real. And mobilizing, through an appeal to
individual values, unique experiences, and unrepeatable feelings lived by each of the
characters, who describe their emotions not in a commercial, eminently persuasive way
but, on the contrary, in a fluid, inviting, and truthful way, which captures attention and
facilitates availability to retain the message. As Palacios and Terenzzo (2018, p. 201)
wrote, storytelling “has the ability to create a situation in which the receiver is interested
and has their attention fully focused on the message”.

In line with the findings of Youssef et al. (2018), who conducted 25 semi-structured
interviews with communication practitioners to conclude that, in the context of
destination marketing, storytelling, by involving cognitive, affective, and conative
dimensions, helps to define a destination’s identity and shape a distinct positioning, this
campaign positioned Portugal with a clear branding image of an ideal place for travelers.

Conclusion

Recognition of the financial importance of the tourism industry in recent decades has led
to unprecedented growth in this sector combined with specialization in demand and has
significantly increased competition between destinations. At the same time, the era of
exponential growth in the creation and sharing of information, combined with the
emergence and development of new technologies, has generated an overdose of data
that far exceeds the human capacity to process, understand, or even pay attention.

It is in this context of scarce attention, the multiplicity of channels, excessive information,
and accelerated technological development that organizations, brands, places, and other
advertising entities feel the need to find new ways of connecting with these new
consumers, increasingly dispersed, inattentive, unfaithful, and eager for new things and
experiences, which the tourism industry cannot be left out of.

Therefore, storytelling emerges as a response to many of these needs. Together with a
strategic and holistic vision of communication and business, requiring the integration of
all tourism entities and their respective stakeholders to create coherent value and
positively consolidate the destination’s image among consumers, this approach can
stimulate consumer desires and help visitors not only understand the information but
also interact and engage with it.

If place branding is believed to be a way of making places famous (Anholt, 2010),
storytelling can be seen as a shortcut to accelerate this process by involving people in a
(usually) emotional narrative that touches the human values of the target.

As tourism demand shifts toward transformative, innovative, participatory, and authentic
experiences, storytelling as an advertising tool allows the development of more creative,
more engaging, and more relational communications. In this way, tourist promotional
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communication not only improves the image of the destination and its tourist offers, and
has the potential to connect this imagery to the visitor s emotional involvement, creating
strong, lasting, and memorable sentimental bonds.

Storytelling reveals itself, from the outset, as a valuable tool for influencing consumer
decision-making through communicating the unique attributes of a destination,
distinguishing its offer from the competition appealingly and engagingly. On the other
hand, it aligns the promotional content with the purpose of the narrative, by considering
themes, images, speech, characters, and all other elements with the dissemination
channel itself, thereby enhancing the strength of the message. The communication
narrative can also be associated with broader destination promotion objectives, including
attracting or retaining visitors, improving cultural heritage, and/or developing, for
example, sustainable tourism practices.

Although the effectiveness of storytelling always depends on several factors, such as the
audience's degree of identification with the narrative, the elements used, the context in
which it is produced, or the media in which it is conveyed, its creative and emotional
aspects, when strategically transmitted through appropriate channels, they contribute
positively to the visitor's involvement, to improve their entire experience, and to increase
the notoriety and future memory of the destination. Storytelling can, therefore, play a
crucial role in developing tourism promotion, offering countless opportunities for this
industry, whether in destinations, products, or experiences, that no operator or
destination can afford to waste.

In short, based on what was previously discussed and analyzed, one can state that the
use of storytelling in the promotion of tourist destinations is an increasingly used
technique whose main objective is to affect the behavioral intentions of tourists but also
to generate greater involvement and empathy with visitors, contributing to destination
branding, as is the case with the "Can't Skip Portugal" campaign, which contributed not
only to increasing the number of visitors to Portugal but also to growing its prominent
position in the global tourism sector.

References

Alcocer, N. & Ruiz, V. (2020). The Role of Destination Image in Tourist Satisfaction: The
Case of a Heritage Site. Economic Research-Ekonomska IstraZivanja, 33(1), 2444-2461.
https://doi.org/10.1080/1331677X.2019.1654399

Alvarez-Ruiz, A., & Castro Patifio, C. (2021). La cerveza Estrella Damm: cémo
reposicionar estratégicamente una marca estableciendo un territorio propio y movilizando
las redes sociales. Pensar la publicidad, 15(1), 19-42.
https://doi.org/10.5209/pepu.71988

Alvarez-Ruiz, A., & Patifio, C. C. (2023). The Successfully Reposition of a Beer Brand
Applying Strategic Planning and Transmedia Communication: The Case of Estrella

108


https://doi.org/10.1080/1331677X.2019.1654399
https://doi.org/10.5209/pepu.71988

JANUS.NET, e-journal of International Relations

e-ISSN: 1647-7251

VOL 15 N.° 2, TD2

Thematic Dossier — Place Branding and Public Diplomacy

Special edition on Ibero-American States

February 2025, pp. 94-113

Destinations, Experiences, and Places: The Role of Storytelling in Tourism Advertising
Alexandre Duarte, Raquel Soeiro

Damm. Journal of Marketing Development and Competitiveness, 17(1).
https://doi.org/10.33423/jmdc.v17i1.5907

Akglin, A. E., Keskin, H., Ayar, H., & Erdodan, E. (2015). The influence of storytelling
approach in travel writings on readers’ empathy and travel intentions. Procedia-Social
and Behavioral Sciences, 207, 577-586. https://doi.org/10.1016/j.sbspro.2015.10.129

American Marketing Association (2024). Advertising.
https://www.ama.org/topics/advertising/

Anholt, S. (1998) Nation brands of the 21st century. Journal of Brand Management 5 (6):
395-406. https://doi.org/10.1057/bm.1998.30

Anholt, S. (2007), Competitive Identity. The New Brand Management for Nations, Cities
and Regions, London, Palgrave Macmillan. https://doi.org/10.1057/9780230627727

Anholt, S. (2010). Definitions of place branding—Working towards a resolution. Place
branding and public diplomacy, 6(1), 1-10. https://doi.org/10.1057/pb.2010.3

Atarama-Rojas, T., Castafieda-Purizaga, L., & Ojeda-Benites, A. (2018). El storytelling y
la condensacion de historias en el mundo publicitario. Revista de Investigaciéon Del
Departamento de Humanidades y Ciencias Sociales, 13, 1-19.
https://doi.org/10.54789/rihumso.18.7.13.1

Baker, B. (2007), Destination Branding for Small Cities: The Essentials for Successful
Place Branding, Creative Leap Books, Oregon.

Baldissera, R. (2010). Comunicagdao Turistica. Rosa dos Ventos, 2(1), 6-15. E-ISSN:
2178-9061.

Barbosa, J. W. de Q., & Souza, A. G. de. (2021). Quem conta um conto aumenta um
ponto? Uma revisdao do uso do storytelling por empresas e destinos turisticos. Revista
Turismo Em  Andlise, 32(3), 594-617.__ https://doi.org/10.11606/issn.1984-
4867.v32i3p594-617

Byrne, David (2009), “Introduction case-based methods: why we need them; what they
are; how to do them”, em David Byrne e Charles Ragin (orgs.), The Sage Handbook of
Case-Based Methods, Thousand Oaks, Sage, pp.- 1-10.
https://doi.org/10.4135/9781446249413.n1

Camprubi, R., & Planas, C. (2020). Storytelling in Tourism Destination Branding: The
Case Of Girona. Cuadernos de Turismo, (46), 617-619.

Cao, N. (2019). Storytelling and Its Effects on Tourist Experience. Trabalho Final de
Licenciatura em Hospitalidade, Turismo e Gestdo de Expeiréncia. Universidade de
Ciéncias Aplicadas Haaga-Helia: Helsinquia.

Chronis, A. (2012). Tourists as story-builders: Narrative construction at a heritage
museum.  Journal of Travel & Tourism  Marketing, 29(5), 444-459,
https://doi.org/10.1080/10548408.2012.691395

Cunha, L. & Abrantes, A. (2019). Introducao ao turismo (62 ed.). Lisboa: Lidel.

109


https://doi.org/10.33423/jmdc.v17i1.5907
https://doi.org/10.1016/j.sbspro.2015.10.129
https://www.ama.org/topics/advertising/
https://doi.org/10.1057/bm.1998.30
https://doi.org/10.1057/bm.1998.30
http://dx.doi.org/10.1057/9780230627727
https://doi.org/10.1057/pb.2010.3
https://doi.org/10.54789/rihumso.18.7.13.1
https://doi.org/10.11606/issn.1984-4867.v32i3p594-617
https://doi.org/10.11606/issn.1984-4867.v32i3p594-617
https://doi.org/10.4135/9781446249413.n1
https://doi.org/10.1080/10548408.2012.691395

JANUS.NET, e-journal of International Relations

e-ISSN: 1647-7251

VOL 15 N.° 2, TD2

Thematic Dossier — Place Branding and Public Diplomacy

Special edition on Ibero-American States

February 2025, pp. 94-113

Destinations, Experiences, and Places: The Role of Storytelling in Tourism Advertising
Alexandre Duarte, Raquel Soeiro

Dias, P. & Duarte, A. (2022), "How Portuguese adolescents relate to influencers and
brands on TikTok", Journal of Digital & Social Media Marketing, 10(1), 82-95
https://doi.org/10.69554/vshw2788

Duarte, A. A. D. 0. (2014). A atragao da educagao: o impacto do esteredtipo nacional na
intencao de escolha do destino de estudo no contexto do ensino superior europeu: o caso
de Portugal. (Doctoral Dissertation, Universidade do Minho)
https://hdl.handle.net/1822/29965

Duarte, A. (2023). The relationship between brands and consumers, in Dias, P. & Duarte,
A. (2023). Social Brand Management in a Post Covid-19 Era, 3-16. Routledge. ISBN
9781032465722 https://doi.org/10.4324/9781003382331-2

Escalas, J. & Stern, B. (2003). Sympathy and empathy: Emotional responses to
advertising dramas, Journal of Consumer Research, 29(4), pp. 566-578.
https://doi.org/10.1086/346251

Farran, E. (2013). Storytelling como herramienta y mejora de la eficacia en publicidad.
Andlisis de los casos Aquarius y BMW en television (1992-2010). (Tesis doctoral).
Universitat Jaume I, Castellén de la Plana.

Freire, J. R. (2006). ‘Other tourists’: A critical factor for a geo-brand-building
process. Place Branding, 2, 68-83. https://doi.org/10.1057/palgrave.pb.5990046

Gertner, D. (2011). Unfolding and configuring two decades of research and publications
on place marketing and place branding. Place Branding and Public Diplomacy, 7, 91-106.
https://doi.org/10.1057/pb.2011.7

Hartman, S., Parra, C., & de Roo, G. (2019). Framing strategic storytelling in the context
of transition management to stimulate tourism destination development. Tourism
Management, 75, 90-98. https://doi.org/10.1016/j.tourman.2019.04.014

Herman, D. (2002). Story Logic: Problems and Possibilities of Narrative. Lincoln,
Nebraska: University of Nebraska Press.

Hiekal, A. (2022). Tourism Advertising Strategies. International Journal of Eco-Cultural
Tourism, Hospitality Planning and Development. 5(1), 96-127. ISSN: 2735-5462.

Hosany, S., Sthapit, E., & Bjork, P. (2022). Memorable tourism experience: A review and
research agenda. Psychology and Marketing, 39(8), 1467-14861.
https://doi.org/10.1002/mar.21665

Jurdana, D. S. (2024). Evolution of Trends Affecting the Tourism Industry: Business
Challenges in The Future. Journal of Innovations in Business and Industry, 2(3), 193-
204. https://doi.org/10.61552/11B1.2024.03.008

Kang, J., Hong, S. & Hubbard, G. T. (2019). The Role of Storytelling in Advertising:
Consumer Emotion, Narrative Engagement Level, and Word-Of-Mouth Intention. Journal
of Consumer Behaviour, 19(1), 47-56. https://doi.org/10.1002/cb.1793

110


https://doi.org/10.69554/vshw2788
https://hdl.handle.net/1822/29965
https://doi.org/10.4324/9781003382331-2
https://doi.org/10.1086/346251
https://doi.org/10.1057/palgrave.pb.5990046
https://doi.org/10.1057/pb.2011.7
https://doi.org/10.1016/j.tourman.2019.04.014
https://doi.org/10.1002/mar.21665
https://doi.org/10.61552/JIBI.2024.03.008
https://doi.org/10.20460/jgsm.20161022384

JANUS.NET, e-journal of International Relations

e-ISSN: 1647-7251

VOL 15 N.° 2, TD2

Thematic Dossier — Place Branding and Public Diplomacy

Special edition on Ibero-American States

February 2025, pp. 94-113

Destinations, Experiences, and Places: The Role of Storytelling in Tourism Advertising
Alexandre Duarte, Raquel Soeiro

Keskin, H., Akgun, A. E., Zehir, C., & Ayar, H. (2016). Tales of cities: City branding
through storytelling. Journal of Global Strategic Management, 10(1), 31-41.
https://doi.org/10.20460/jgsm.20161022384

Korez-Vide, R. (2017). Storytelling in Sustainable Tourism Management: Challenges and
Opportunities for Slovenia. Journal of Advanced Management Science, 5(5), 380-386.
https://doi.org/10.18178/joams.5.5.380-386

Lai, K., & Li, X. (2022). Tourism in a Semantic Mirror: Retheorizing Tourism from the
Linguistic Turn. Journal of Travel Research, 61(5), 963-980.
https://doi.org/10.1177/00472875211019464

Licaj, B. & Matja, L. (2015). Storytelling and Cultural Tourism. Valorization of Past
Identities. In Santoro, S. (2015). Skills and Tools to the Cultural Heritage and Cultural
Tourism Management, 280-288. Edizioni D’Errico.

Lopes, S. (2011). Destination Image: Origins, Developments and Implications. Pasos,
9(2), 305-315. https://doi.org/10.25145/j.pas0s.2011.09.027

Lépez, A. T., & Gil-Casares, J. D. (2017). Bases teodricas para el analisis del proceso
organico de la narrativa colectiva y del storytelling publicitario. aDResearch ESIC
International Journal of Communication Research, 15(15), 72-
91. https://doi.org/10.7263/adresic-015-04

Lund, N., Cohen, S., & Scarles, C. (2018). The power of social media storytelling in
destination branding. Journal of Destination Marketing and Management, 8, 271-280.
https://doi.org/10.1016/j.jdmm.2017.05.003

Lund, N., Scarles, C., & Cohen, S. (2020). The brand value continuum: Countering co-
destruction of destination branding in social media through storytelling. Journal of Travel
Research, 59(8), 1506-1521. https://doi.org/10.1177/0047287519887234

Maia, S. V., Martins, U. M. O., & Baptista, M. M. T. (2013). Turismo cultural no contexto
urbano: rotas museoldgicas-Os casos de Aveiro e flhavo (Portugal). Revista Brasileira de
Pesquisa em Turismo, 7(2), 192-208. https://doi.org/10.7784/rbtur.v7i2.632

Marujo, M. N. (2012). Comunicagdo, Destinos Turisticos e Formacdo Superior. In
Sebastido, S. & Ribeiro, R. (Eds.), Portugal: Destino a Comunicar. A Comunicagdao no
Turismo Portugués (pp 74-78). Lisboa: ISCSP-CAPP. ISBN: 978-989-646-078-5.

Marujo, N., Borges, M. R., Serra, J., & Coelho, R. (2021). Strategies for Creative Tourism
Activities in Pandemic Contexts: The Case of the ‘Saidas de Mestre’ Project. Sustainability,
13(19), 10654. https://doi.org/10.3390/su131910654

McCabe, S., & Foster, C. (2006). The role and function of narrative in tourist interaction.
Journal of Tourism and Cultural Change, 4(3), 194-215.
https://doi.org/10.2167/jtcc071.0

Melo, H. M. P., Moniz, A. I. A., & Silva, F. (2016). Tourist destination image and consumer
behaviour: The case of the Azores. CEEApIA-A-Working Paper Series, 1-9.

111


https://doi.org/10.20460/jgsm.20161022384
https://doi.org/10.18178/joams.5.5.380-386
https://doi.org/10.1177/00472875211019464
https://doi.org/10.25145/j.pasos.2011.09.027
https://doi.org/10.7263/adresic-015-04
https://doi.org/10.1016/j.jdmm.2017.05.003
https://doi.org/10.1177/0047287519887234
https://doi.org/10.7784/rbtur.v7i2.632
https://doi.org/10.3390/su131910654

JANUS.NET, e-journal of International Relations

e-ISSN: 1647-7251

VOL 15 N.° 2, TD2

Thematic Dossier — Place Branding and Public Diplomacy

Special edition on Ibero-American States

February 2025, pp. 94-113

Destinations, Experiences, and Places: The Role of Storytelling in Tourism Advertising
Alexandre Duarte, Raquel Soeiro

Mossberg, L., Therkelsen, A., Huijbens, E., Bjork, P. & Olsson, A. (2010). Storytelling and
destination development. Oslo: Nordic Innovation Center.

Nestor, S., Muzychenko-Kozlovska, O., Gvozd, M. & Sroka, W. (2021). Simulation of the
Influence of External Factors on the Level of Use of the Regional Tourism Potential: A
Practical Aspect. Administrative Sciences, 11(3), 85.
https://doi.org/10.3390/admsci1 1030085

Nufiez, A. (2007). iSeréa mejor que lo cuentes! Los relatos como herramientas de
comunicacion. Storytelling. Madrid: Empresa Activa.

Opresnik, M.0. (2017). From Bowling to Pinball: Understanding How Social Media
Changes the Generation of Value for Consumers and Companies. In: Meiselwitz, G. (eds)
Social Computing and Social Media. Human Behavior. SCSM, 2017. Lecture Notes in
Computer Science, vol 10282. Springer, Cham. https://doi.org/10.1007/978-3-319-
58559-8 16

Palacios, F., & Terenzzo, M. (2018). O guia completo do Storytelling. Alta Books Editora.
Porter, M. (1993). A Vantagem Competitiva das Nacées, Rio de Janeiro, Editora Campus
(2.2 edigao).

Publituris (2024). Acedido a 25 de Maio 2024 em:
https://www.publituris.pt/2024/05/13/turismo-mundial-devera-valer-115-bilioes-de-
euros-em-2032

Quintela, D. H. (2020). Do “Projeto Marca Portugal” ao “Portugal sou eu”: que politicas
publicas para a Marca Portugal? Sociologia, Problemas e Praticas, 95, 61-
83. https://doi.org/10.7458/spp20219518739

Ribeiro, S. L. S. (2020). O contar e as historias, In Cogo, R. (Ed.). Storytelling: as
narrativas da memdaria na estratégia da comunicacdo. Aberje Editorial.

Rodriguez, A. M. Guisado (2017). Storytelling: como contar historias ayuda a la
estrategia de marketing. (Trabajo final de grado em Economia). Faculdad de Ciencias
Econdmicas y Empresariales, Universidad de Sevilla, Sevilla.

Rodriguez-Rabadan, M., Galan-Fajardo, H., & del-Pino-Romero, C. (2022).
Mediterraneamente. Quantitative efficacy study in Estrella Damm’s advertising films.
Revista Mediterréanea de Comunicacién/Mediterranean Journal of Communication, 13(1),
165-184. https://www.doi.org/10.14198/MEDCOM.20590

Salehi, H. & Farahbakhsh, M. (2014). Tourism Advertisement Management and Effective
Tools in Tourism Industry. International Journal of Geography and Geology, 3, 124-134.
https://doi.org/10.18488/journal.10/2014.3.10/10.10.124.134

Segota, T. Exploring the Role of Advertising in the Context of Tourist-Destination
Congruity. Journal of Travel Research, 63(3), 741-754.
https://doi.org/10.1177/00472875231168621

Setiawan, A. (2023). Tourism and Intercultural Communication: A Theoretical Study.
Jurnal Komunikasi, 17, 186-195. https://doi.org/10.21107/ilkom.v17i2.22733

112


https://doi.org/10.3390/admsci11030085
https://www.publituris.pt/2024/05/13/turismo-mundial-devera-valer-115-bilioes-de-euros-em-2032
https://www.publituris.pt/2024/05/13/turismo-mundial-devera-valer-115-bilioes-de-euros-em-2032
https://doi.org/10.18488/journal.10/2014.3.10/10.10.124.134
https://doi.org/10.1177/00472875231168621
https://doi.org/10.21107/ilkom.v17i2.22733

JANUS.NET, e-journal of International Relations

e-ISSN: 1647-7251

VOL 15 N.° 2, TD2

Thematic Dossier — Place Branding and Public Diplomacy

Special edition on Ibero-American States

February 2025, pp. 94-113

Destinations, Experiences, and Places: The Role of Storytelling in Tourism Advertising
Alexandre Duarte, Raquel Soeiro

Souza, J., Mendes-Filho, L. & Buhalis, D. (2020). Evaluating the effectiveness of tourist
advertising to improve the competitiveness of destinations. Tourism Economics, 26(6),
1001-1020. https://doi.org/10.1177/1354816619846748

Su, L., Cheng, J., & Swanson, S. R. (2020). The impact of tourism activity type on
emotion and storytelling: The moderating roles of travel companion presence and relative
ability. Tourism Management, 81, 104138.
https://doi.org/10.1016/j.tourman.2020.104138

Swain, S., Jebarajakirthy, C., Sharma, B. K., Maseeh, H. I., Agrawal, A., Shah, J., &
Saha, R. (2024). Place branding: A systematic literature review and future research
agenda. Journal of Travel Research, 63(3), 535-564.
https://doi.org/10.1177/00472875231168620

Tankovic, A. C., Kapes, J. & Benazi¢, D. (2023). Measuring the importance of
communication skills in tourism. Economic Research-Ekonomska IstraZivanja, 36(1),
460-479. https://doi.org/10.1080/1331677X.2022.2077790

Vizcaino, J. (2016). Del storytelling al storydoing publicitario: el papel de lasmarcas como
contadoras de historias. (Tesis doctoral). Universidad Carlos III de Madrid, Madrid.

Wichels, S. (2014). Comunicacdo Turistica: Desafios e Tendéncias na
Contemporaneidade. Estudo de Caso: Tenerife. Dissertacdao de Mestrado em
Comunicacgao e Jornalismo, Universidade de Coimbra, Coimbra.

Wirtz, J. G., Sar, S., & Duff, B. R. (2016). Does it matter if I feel sorry or sorry for you?
Testing the roles of empathy and sympathy as mechanisms driving viewer response to a
dramatic ad. Communication Research Reports, 33(2), 111-118.
https://doi.org/10.1080/08824096.2016.1154835

World Tourism Organization. (2023, November). Glossary of Tourism Terms
https://www.unwto.org/glossary-tourism-terms

Yavuz, M. C., Sumbul, M., Ergec, N. E., & Derdiyok, C. I. (2016). Storytelling in
Destination Brand Communication: A Qualitative Analysis. International Interdisciplinary
Business-Economics Advancement Journal, 1(2), 63-72.
https://www.doi.org/10.5038/2640-6489.1.2.1008

Youssef, K. B., Leicht, T. & Marongiu, L. (2018). Storytelling in the context of destination
marketing: an analysis of conceptualizations and impact measurement. Journal of
Strategic Marketing, 5(27), 696-713. https://doi.org/10.1080/0965254X.2018.1464498

113


https://doi.org/10.1177/1354816619846748
https://doi.org/10.1177/00472875231168620
https://doi.org/10.1080/1331677X.2022.2077790
https://www.unwto.org/glossary-tourism-terms
https://www.doi.org/10.5038/2640-6489.1.2.1008
https://doi.org/10.1080/0965254X.2018.1464498

