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Abstract:

This article explores the transformative power of emotional marketing in
shaping tourist experiences. It investigates the impact of emotional marketing
campaigns on travelers and examines the long-term implications for consumer
travel experiences in the tourism industry. Emotions play a vital role in the
decision-making process of tourists, and the tourism industry has recognized
the significance of leveraging emotional connections to create meaningful and
memorable journeys. Through an analysis of emotional marketing strategies,
storytelling techniques, and brand identity, this study investigates how destina-
tions and travel businesses can forge strong emotional bonds with their target
audience. By evoking positive emotions, emotional marketing can enhance
tourists’ satisfaction, loyalty, and advocacy. Moreover, this article highlights
the implications of emotional marketing and the responsibility of stakeholders
to promote authentic, responsible, and culturally sensitive experiences.
Additionally, it presents potential implications and practical guidelines for the
strategic application of emotional marketing, empowering tourism companies
and destinations to establish a stronger connection with travelers and gain
competitive advantages in the dynamic travel market.
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INTRODUCTION

The tourism industry is a vast and dynamic sector that encom-
passes various businesses and organizations involved in facilitating
travel and tourism activities (Zivkovi¢ and Brdar, 2015). The industry
plays a significant role in the global economy, generating substantial
revenue and employment opportunities in many countries (Cerovi¢
et al., 2015; Cerovié et al., 2022). As an ever-evolving sector, the tourism
industry continually adapts to changing trends, technologies, and
consumer preferences to offer unique and enriching experiences
to travelers worldwide (Zivkovié et al., 2014; Zivkovi¢ et al., 2015;
Zivkovi¢ and Brdar, 2018; Brdar and Gaji¢, 2019).

Tourism experiences are the heart of every tourist’s journey,
encompassing a diverse array of activities, emotions, and encounters
(Tung and Ritchie, 2011; Li et al., 2023). From exploring historical
landmarks and immersing in local cultures to engaging in adventurous
pursuits and savoring culinary delights, tourism experiences offer a
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tapestry of opportunities for discovery and enjoyment. These transformative encounters create lasting memories,
foster personal growth, and deepen travelers’ appreciation for the world’s diverse beauty and heritage, making
them an essential aspect of every travel adventure (Chen et al., 2020; Anaya and Lehto, 2023).

Emotions play a pivotal role in the context of tourism, shaping every aspect of the traveler’s journey
(Cohen et al., 2008; Rezaei et al. 2023). From the initial inspiration to travel, emotions drive the decision-
making process, influencing destination choices and itinerary selection. During the trip, emotions are evoked
through awe-inspiring landscapes, cultural interactions, and novel experiences, enriching the tourism experience
(Pelegrin-Borondo et al., 2015). Positive emotions, such as joy, excitement, and a sense of wonder, contribute to
increased satisfaction and the creation of cherished memories, fostering a deep emotional connection between
travelers and the destinations they visit (Bosangit et al., 2015). Tourism and emotions are intricately connected,
as travel experiences often evoke a wide range of feelings in travelers. Emotional engagement plays a vital role
in creating memorable journeys, fostering connections between travelers and destinations, and influencing
travel decisions (Nawijn and Biran, 2019). Positive emotions enrich the tourism experience, leading to
increased satisfaction, loyalty, and word-of-mouth promotion, making emotions a powerful factor in shaping
the success and reputation of tourism destinations and businesses (Cohen et al., 2014). Whether it’s the awe
of natural wonders, the joy of cultural immersion, or the sense of fulfillment from personal growth, emotions
are a driving force that enhances the overall journey and creates lasting memories for travelers.

Emotional marketing in the context of tourism involves leveraging emotions to create powerful and
engaging promotional strategies (Li, 2019). By crafting compelling narratives and evoking positive feelings
such as joy, excitement, and a sense of adventure, destinations and travel businesses can resonate with their
target audience on a deeper level (Hapairai et al., 2018). Emotional marketing allows tourists to envision
themselves experiencing the destination, fostering a sense of anticipation and desire to visit. When executed
effectively, emotional marketing can transform mere travel plans into transformative and memorable journeys,
ultimately driving increased engagement, loyalty, and advocacy for the destination or travel brand (Su et al., 2014).

The purpose and aim of this manuscript are to investigate the role of emotional marketing in shaping
the tourist experience within the dynamic and influential tourism industry. The research aims to explore the
impact of emotions on travelers’ decision-making processes and how emotional marketing campaigns can
effectively resonate with travelers, ultimately enhancing their satisfaction, loyalty, and overall experience.
Additionally, the paper seeks to provide insights into the responsible and ethical use of emotional marketing
strategies in the tourism sector. Lastly, it aims to showcase real-world examples of emotional marketing
campaigns within the tourism industry to illustrate the practical application of these concepts.

EMOTIONAL MARKETING

Emotional marketing taps into the understanding that human decision-making is heavily influenced by
emotions, rather than purely rational reasoning (Consoli, 2010). Brands utilize emotional appeals to elicit positive
responses from their target audience, aiming to create a bond that goes beyond mere product features. By
associating their brand with relatable and emotionally charged content, marketers can build trust, credibility,
and a sense of authenticity, which are essential for long-term customer loyalty (Pribadi et al., 2020).

One of the key objectives of emotional marketing is to resonate with consumers’ values and beliefs,
connecting with them on a personal level. Emotions can be powerful motivators that influence consumer
behavior, leading to increased brand recall and a higher likelihood of consumers choosing the emotionally
connected brand over competitors (Mandina et al., 2014; Likarchuk et al., 2022).

Emotional marketing is widely used across various industries, including tourism, where experiences and
emotions are intimately linked. However, emotional marketing must be approached with care and authenticity.
Misusing emotions or employing manipulative tactics can lead to a loss of trust and damage a brand’s
reputation. Ethical considerations should always be taken into account, ensuring that emotional marketing
campaigns genuinely align with the brand’s values and deliver on their promises to consumers (Geuens et al.,
2011; Khuong and Tram, 2015).
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In the digital age, emotional marketing has found new avenues through social media, where brands can
connect with their audience in real time, engage in conversations, and address consumer needs and emotions
directly. Social media platforms offer opportunities for brands to humanize themselves and establish meaningful
relationships with their followers, fostering a loyal and engaged online community (Lee, 2023).

Key aspects of emotional marketing include:

« Storytelling: Central to emotional marketing is the use of storytelling. Brands tell compelling narratives
that resonate with their audience, evoking emotions and drawing them into the brand’s world. These
stories often revolve around real people, situations, or causes, making the brand more relatable and
human (Hoyo and Molano, 2020).

+ Emotional Triggers: Emotional marketing leverages various emotional triggers to connect with consumers.
These triggers can be joy, nostalgia, empathy, fear, humor, or even a sense of belonging. The goal is to
evoke emotions that align with the brand’s identity and values, forging a stronger emotional tie (Likarchuk
et al., 2022).

o Brand Personality: Brands that excel at emotional marketing often develop a distinct brand personality that
aligns with their target audience. This personality helps consumers relate to the brand as if it were a person,
making the emotional connection more authentic and compelling (Valette-Florence and Valette-Florence, 2020).

« Building Trust and Loyalty: Emotional marketing nurtures trust and loyalty because consumers feel
understood and valued by the brand. When consumers have a positive emotional association with a
brand, they are more likely to remain loyal over the long term, even when faced with competing alternatives
(Hallberg, 2003; Ghorbanzadeh and Rahehagh, 2020).

o Shared Values: Emotional marketing often revolves around shared values between the brand and its
audience. By aligning with consumers’ beliefs and causes, the brand positions itself as more than just a
product or service provider - it becomes an ally, leading to increased brand advocacy (Rai and Nayak, 2019).

« Positive Customer Experience: Emotional marketing extends beyond advertising and communication.
It also influences the entire customer experience, from the way a brand’s employees interact with
customers to the packaging of products. Positive emotional experiences throughout the customer journey
reinforce the emotional bond with the brand (Yuan and Wu, 2008).

EMOTIONS IN THE CONTEXT OF TOURISM AND TOURIST EXPERIENCE

Emotions play a profound and intricate role in the context of tourism and the overall tourist experience.
As travelers embark on journeys to explore new destinations, their emotions become intrinsically intertwined
with the various stages of their trips, from pre-planning and anticipation to on-site experiences and post-travel
reflections (Knobloch et al., 2016). Understanding and effectively managing emotions is crucial for tourism
stakeholders, including destinations, travel companies, and hospitality providers, as it can significantly impact
the satisfaction, loyalty, and overall perception of a travel destination. The following should be considered:

Pre-Trip Emotions: The process of travel begins well before the actual journey commences. During the
pre-trip phase, travelers experience a range of emotions, such as excitement, anticipation, and curiosity. These
emotions are often fueled by expectations, perceived benefits of the destination, and the desire for novel
experiences. Tourism marketers leverage these pre-trip emotions through emotional marketing campaigns that
showcase enticing visuals, captivating narratives, and inspirational stories to evoke wanderlust and encourage
travelers to choose their destination. (Mitas ef al., 2020).

On-Site Emotions: Once travelers arrive at their destination, emotions play a central role in shaping their
experiences. Positive emotions, such as awe, happiness, and delight, can arise from breathtaking landscapes,
engaging cultural encounters, and memorable activities. Conversely, negative emotions, like frustration or
disappointment, can emerge from unexpected challenges, cultural misunderstandings, or subpar service.
Hospitality providers, tour operators, and local businesses play a vital role in managing on-site emotions
by delivering excellent service, creating immersive experiences, and addressing travelers’ needs (Isaac and
Budryte-Ausiejiene, 2015; Nawijn and Biran, 2019).
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Emotional Engagement: Emotionally engaging experiences have a lasting impact on travelers. When tourists
feel emotionally connected to a destination, they are more likely to have a positive overall experience and form
long-lasting memories. Emotions contribute to the richness of the travel experience, making it meaningful and
transformative. Elements like friendly interactions with locals, cultural immersion, and personalized service
can foster emotional engagement, creating a sense of attachment and loyalty to the destination (Servidio and
Ruffolo, 2016).

Post-Trip Emotions: The emotional journey does not end with the return from a trip. Post-trip emotions
can be influenced by the memories and souvenirs collected during the journey. Travelers may experience
feelings of nostalgia, joy, or even a desire to return. Effective destination branding and ongoing engagement
through social media or email campaigns can keep the emotional connection alive, encouraging repeat visits
or word-of-mouth recommendations to others (Glizel, 2014).

Managing Negative Emotions: Handling negative emotions is equally important in the context of tourism.
Unforeseen circumstances, like flight delays, overcrowded tourist attractions, or language barriers, can lead
to frustration or disappointment. Promptly addressing and resolving these issues can turn a negative experience
into a positive one and prevent potential damage to a destination’s reputation (Nawijn and Biran, 2019).

Emotions and evoking emotions play a crucial role in the tourism experience for several reasons:

« Memorable Experiences: Emotions are closely linked to memory. When travelers have emotionally
enriching experiences during their trips, they are more likely to remember them vividly for a long time.
Positive emotions can turn a regular vacation into a cherished memory that travelers fondly recall and
share with others (Servidio and Ruffolo, 2016).

« Enhanced Enjoyment: Positive emotions enhance the overall enjoyment of the tourism experience.
Whether it’s the awe of witnessing a breathtaking natural wonder, the excitement of trying new activities,
or the joy of connecting with local culture, emotions enrich the journey, making it more rewarding and
fulfilling (Mitas and Bastiaansen, 2018).

« Building Connections: Emotions foster connections between travelers and the destination. When travelers
feel emotionally connected, they are more likely to develop a genuine appreciation for the local culture,
traditions, and people. This emotional bond can lead to a desire to return to the destination or even
advocate for it among friends and family (Silva and Correia, 2017).

 Increased Satisfaction and Loyalty: Emotional experiences contribute to higher levels of traveler
satisfaction. When tourists have positive emotional interactions with a destination, they are more likely
to rate their overall trip as successful and fulfilling, which can positively impact their perception of the
destination and influence future travel decisions. Also, travelers are more likely to return to a destina-
tion where they felt emotionally connected and had a positive experience. Moreover, they may become
loyal advocates, recommending the destination to others and promoting it through word-of-mouth or
social media (Lee and Kim, 2009; Carneiro et al., 2019).

« Differentiation and Branding: In a competitive tourism industry, destinations and travel companies seek
ways to stand out. Emotions can be a powerful tool for differentiation and branding. Destinations that
evoke unique emotional experiences can carve a distinctive identity in the minds of travelers, making
them more memorable and appealing (Klabi, 2014).

 Positive Reviews and Word-of-Mouth: Emotions drive word-of-mouth marketing. Satisfied and
emotionally engaged travelers are more likely to share their experiences with friends, family, and online
communities. Positive reviews and recommendations can significantly impact the reputation and success
of a tourism destination or travel business (Carneiro et al., 2019).

 Impact on Decision-making: Emotions influence travel decision-making. When travelers see emotionally
compelling content or hear heartwarming stories about a destination, they are more inclined to choose
it over other options. Emotionally resonant marketing campaigns can sway travel choices and lead to
increased bookings (Santos et al., 2021).
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« Sense of Fulfillment: Emotions contribute to a sense of fulfillment and personal growth in travelers.
Experiencing new cultures, meeting diverse people, and engaging in immersive activities can evoke a
range of emotions, leaving travelers with a deeper sense of fulfillment and personal enrichment (Santos
etal, 2021).

THE ROLE OF EMOTIONAL MARKETING IN SHAPING TOURIST EXPERIENCES

Emotional marketing, as a pivotal factor influencing travel decisions, holds increasing importance in today’s
tourism landscape. The tourism industry acknowledges the potency of emotions in captivating consumers and
forging strong connections between travelers and destinations. When travelers contemplate planning a trip,
their decisions extend beyond rational factors like price, location, and amenities. Emotions play a decisive role
in this process, with travel often associated with sentiments of happiness, excitement, adventure, and relaxation.
Emotional marketing adeptly revitalizes these emotions, compelling travelers to form an emotional bond with
the destination (Hosany, 2012).

Also, emotional marketing for tourism often highlights aspirational experiences that travelers desire. By
portraying travel destinations as places of adventure, relaxation, or cultural exploration, marketers create a
desire for those experiences in the minds of potential travelers. Moreover, it empowers travel companies to
stand out amidst the deluge of information and advertisements that inundate travelers. By establishing a
personal connection and fostering emotional engagement, tourist destinations and brands emerge as authentic,
distinctive, and meaningful choices (Su et al., 2014; Khuong and Tram, 2015).

The emotional marketing approach permeates various channels, including social media, blogs, videos, and
traveler anecdotes. Captivating imagery of picturesque destinations, emotionally resonant travel narratives,
and authentic accounts of local residents evoke positive sentiments and an eagerness to explore such places.
This approach enables travel companies and destinations to attract new travelers, foster loyalty among existing
customers, and enrich travel experiences (Richard and Zhang, 2012). By connecting with travelers on an
emotional plane, the tourism sector can secure competitive advantages and achieve sustained success amidst
the ever-evolving world of travel. Emotional marketing often leverages user-generated content (UGC), such
as photos and testimonials from satisfied travelers. UGC adds authenticity to marketing efforts and provides
social proof of the positive emotions experienced by real people during their travels (Xiong et al., 2022).

A central role of emotional marketing lies in fostering travelers’ emotional attachment to their destinations.
Marketing campaigns frequently employ inspirational stories, visuals, and videos to evoke positive emotions
in travelers. By eliciting feelings of happiness, excitement, wonder, and adventure—emotions sought after by
many travelers during their journeys—an emotional marketing approach engenders a distinct and meaningful
travel experience. A trip ceases to be a mere voyage from point A to point B; instead, travelers seek to forge
indelible memories and encounter the extraordinary. Emotional marketing precisely accentuates these aspects
of travel. Through campaigns that emphasize emotions and personal narratives, travelers are persuaded that
their journeys will be distinctive and imbued with significance (Scuttari and Pechlaner, 2017).

Additionally, emotional marketing has the potency to cultivate a sense of connection and identification
with the destination. The promotion of local culture, traditions, and stories of local residents fosters a feeling
of closeness between travelers and the destination and its people. This emotional connection enriches the travel
experience profoundly, engendering meaningful memories and an intimate sense of belonging. Furthermore,
emotional marketing holds the potential for enduring effects on passenger loyalty. Travelers who have undergone
positive and emotionally gratifying experiences at a particular destination are more inclined to return in the
future. Through emotional narratives, genuine interactions, and personal engagement, tourism companies
and destinations can secure competitive advantages and foster long-term success in the dynamic travel realm.
Establishing emotional connections with travelers culminates in loyalty and referrals, which are pivotal for
maintaining a competitive edge within the travel industry (Cohen et al., 2014).

While emotional marketing can be powerful, it must be used responsibly. Brands should be mindful of the
emotions they evoke and ensure that their messaging aligns with ethical standards. Transparency and authenticity
are crucial in building trust with consumers (Khuong and Tram, 2015).
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Below are some examples of emotional marketing campaigns in the tourism industry:

1.

Travel Oregon - ‘Only Slightly (More) Exaggerated’: The campaign utilizes animation to capture the
emotional essence of a visit to Oregon. ‘Only Slightly (More) Exaggerated’ portrays Oregon as a place
of enchantment and surreal beauty. The two-minute advertisement showcases mythical creatures like
a furry beast indulging in doughnuts and giant cloud people drifting through the skies. Remarkably,
the campaign adeptly incorporates genuine elements of Oregon into the fantastical narrative (Gilliand,
2019).

China Airlines - “What Travel Brings You’: The advertisement builds upon the concept that travel can
be transformative, offering individuals the opportunity to create remarkable and enduring memories.
However, there is a twist, adding a touch of dark and amusing surprise. Instead of portraying typical
scenes of enjoyment and positivity, the ad showcases travelers returning home with an assortment
of unexpected consequences, such as regrettable tattoos, spontaneous weddings, and even unplanned
pregnancies. With its use of dark and unexpected humor, the advertisement clearly targets a younger
generation that values experiences over material souvenirs when they travel. The ad’s resonance is
evident, as the Chinese version has garnered more than six million views on YouTube since its release
(Gilliand, 2019).

Thomas Cook - “The Man Who Wakes Up in a Different Bed’: An inventive and clever marketing
campaign is launched to promote the delight and extravagance offered by their hotels. The concept, often
described as somewhat ‘sci-fi,” revolves around a man waking up in a different bed each day. These
scenarios range from highly distressing situations, like waking up beside a prisoner in the middle of the
sea, to incredibly enjoyable experiences, such as waking up in a luxurious Thomas Cook hotel. While
the campaign may not be the most meticulously planned, as any standard hotel would seem luxurious
compared to such perilous situations, it still stands as an imaginative and polished piece of marketing,
amplified by its movie-like storytelling. Additionally, it serves as a reminder that even prominent and
well-established companies require more than just decent marketing to thrive in today’s fiercely
competitive travel industry (Gilliand, 2019).

Faroe Islands - ‘Closed for Maintenance’: An initiative has been created with the dual purpose of
promoting tourism while also prioritizing sustainability. Visit Faroe Islands has taken significant steps
to address the potential environmental impact of tourism. They introduced a campaign to close the
Faroe Islands during the weekend of April 26" and 27" 2019. However, the islands would remain open
to approximately 100 volunteer tourists eager to participate in environmental maintenance projects
alongside the locals. In exchange for their efforts, these volunteers would receive complimentary food
and lodging, catering to the growing trend among travelers seeking authentic experiences. The ‘Closed
for Maintenance’ campaign not only works towards a positive outcome but also effectively showcases
the Faroe Islands’ dedication to sustainability. It highlights the challenging balance between maintaining
environmental responsibility and promoting destination tourism—a topic that will undoubtedly become
increasingly relevant for travel and tourism brands in the future (Gilliand, 2019).

Disney Parks - ‘Restore the Magic’: This emotional marketing campaign aims to evoke nostalgia and a
sense of wonder among past visitors to Disney parks. The ads feature heartwarming family moments,
beloved characters, and iconic attractions, reminding travelers of the magical memories they can create
at the parks (Bricker, 2023).

. Airbnb - ‘Live Like a Local: Airbnb’s marketing campaign focuses on emotions of belonging and

authenticity. It showcases real people’s homes and experiences, encouraging travelers to immerse them-
selves in local culture and forge genuine connections with the places they visit (Airbnb, 2016).

Airbnb - “Your Home Away From Home’: Airbnb’s emotional marketing campaign focuses on creating
a sense of belonging and comfort for travelers. It highlights the unique and personalized accommodations
offered by hosts, appealing to emotions of warmth, authenticity, and a feeling of being at home while
away (Sage, 2020).
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8. The Tourism Organization of Serbia - ‘Lifestyle Serbia’: In 2014, Serbia’s tourism promotion focused on
the youth, with the “Lifestyle Serbia” campaign being a part of the annual campaign by the Serbian Tourist
Organization. This 10-month campaign captured the essence of 120 young Serbians who stayed connected
with global trends while respecting their cultural heritage. This online campaign leveraged social media
platforms like Facebook, Instagram, and Twitter to make Serbia’s tourism offerings more accessible to the
youth, encouraging them to participate and use these platforms to promote Serbia’s beauty and attract
tourists. The “Lifestyle Serbia” campaign emphasized emotions by highlighting the country’s creativity,
innovation, entertainment, gastronomy, and active leisure opportunities (Serbiatravel, 2023).

9. The Tourism Organization of Serbia - ‘My Serbia’: The Tourism Organization of Serbia’s promotional
campaign, titled “My Serbia,” aimed at domestic guests to showcase Serbia’s tourism offerings during
the summer season, continued this year. The campaign emphasized online channels, especially social
media, to promote Serbia’s summer destinations and encourage domestic guests to spend their summer
vacations within the country. The “My Serbia” campaign sought to evoke a sense of pride, nostalgia,
and excitement among domestic guests, emphasizing the emotional connection people have with their
homeland (Serbiatravel, 2023).

CONCLUSION

In conclusion, the profound impact of emotional marketing on transforming tourist experiences cannot
be overstated. Throughout this exploration, it has become evident that emotional marketing plays a pivotal
role in the entire spectrum of travel, from pre-planning and anticipation to on-site experiences and post-trip
reflections. By leveraging emotions through evocative storytelling, captivating visuals, and personalized narratives,
tourism stakeholders have the power to create powerful connections with travelers. Emotional marketing
campaigns can ignite wanderlust, inspire dreams, and evoke a sense of excitement, ultimately influencing travel
decisions and destination choices. When travelers form emotional connections with a destination, their journeys
become more meaningful, and the memories forged become lasting and transformative. The emotional aspect
of travel enhances the overall satisfaction of tourists, leaving a profound impact on their perceptions and loyalty
to a destination. In the dynamic and competitive landscape of the tourism industry, emotional marketing
emerges as a potent tool to differentiate destinations and travel offerings. By crafting experiences that evoke
positive emotions and cater to the desires of travelers, tourism companies can gain a distinct competitive
advantage, attracting more visitors and fostering brand loyalty. Nevertheless, the responsible application of
emotional marketing is essential. Transparency, authenticity, and ethical considerations should underpin all
marketing efforts to ensure that the emotions evoked align with the actual travel experience. As the tourism
industry continues to evolve, emotional marketing will remain a driving force, reshaping the way travelers
perceive, engage with, and cherish their journeys. By embracing the potential of emotional marketing, tourism
stakeholders can create truly transformative experiences that leave a lasting imprint on the hearts and minds
of travelers, fostering a shared journey of emotion and exploration.
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