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April 20, 2025 branding features. Considering the literature suffers from the deficit in destination brand
experience (DBE) bibliometrics, the main goal of this study is to carry out a bibliometric
analysis of the literature on DBE to evaluate how the destination brand experience has been
structured and identify key themes and future research. Design/methodology/approach:
The current research is a review study based on bibliometric analysis, to which evaluative
and relational techniques were applied. To accomplish this, documents were collected from
Web of Science (WoS) and Scopus databases, and VOSViewer was used for co-occurrence
and co-authorship network analysis. Findings: The main findings indicate that the
innovation and development in papers related to DBE and the special attention of
prominent countries and journals in tourism to this concept show the growing interest in
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Extended Abstract

1. Introduction

Marketers have begun to focus on a wide
variety of brand elements to gain a
competitive advantage as marketplace
competition increases (Kumar& Kaushik,
2017). The importance of visitors’
behavioral intentions has contributed to
experiential marketing becoming a crucial
aspect of destination branding (Martins et
al., 2023; Liu & Yan, 2022). The primary
objective of destination management
organizations is identifying,
differentiating, and consuming tourism
destinations' products and services as part
of their own "Destination Brand" to
maximize the positive aspects of brand
experience (Tang et al., 2023). Due to the
variety of feelings, emotions, mentality,
behavior, and interactive relationships
that visitors experience online or offline,
the destination brand experience, which is
a complex process, becomes more
important in the travel planning process,
destination = brand credibility, and
behavioral intentions (Li et al., 2022;
Gomez-Suarez & Yague, 2021; Srivastava
et al., 2022).

Several previous studies have been
conducted on  “destination brand
experience”; however, the evaluation of
the DBE construct, its progress, and its
conceptual  structure  have  been
considered less in the literature.
Regarding DBE, the current background
suggests that no bibliometrics has been
carried out. Therefore, this study aims to
address this gap by evaluating and
mapping the foundations of DBE research
that explores the most relevant and
approaching themes in this field.

2. Research Methodology

The present study applied bibliometric
analysis that, compared with the
conventional systematic review  of
literature, has been relatively novel and
considered one of the most objective
review methods to help bridge literature
gaps and discover new research trends
(Tregua et al., 2020; Serrano et al., 2020).
Three groups of bibliographic studies are
defined: (1) review techniques, (2)
evaluative techniques, and (3) relational
techniques (Koseoglu et al., 2016). In this
paper, evaluative techniques and
relational techniques are used .

This research includes four phases.
First, the initial data for evaluative
techniques were collected from WoS, and
both WoS and Scopus, the most frequently
used database of scholars (Comerio &
Strozzi, 2018), were chosen as databases
for relational techniques. To reach the
dataset, “destination brand experience”
was searched within “article title, abstract,
keywords” in Scopus and “topic” in WoS
without applying any time limit. The use of
evaluative techniques characterizes the
second phase. The Information, such as
the number of papers per academic year,
country, leading journals, and individual
authors retrieved from the WoS database,
was analyzed. The third phase is related to
relational techniques, and two methods,
namely co-word analysis and co-
authorship analysis, have been used to
analyze basic research themes and
keywords. The data was analyzed and
mapped using the VosViewer software.
Finally, future research and new themes
have been carried out based on the overlay
visualization map created based on the co-
occurrence of words.
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3. Research Findings

The findings suggest that DBE is an
emerging concept in tourism literature,
which has received special attention since
2014. The distribution of studies by
journal, author, country, and year shows
that the evolution of DBE has occurred
over three periods, the third of which is
the most populated one based on the
number of publications that reached its
peak in 2021. Additionally, the importance
of DBE in the academic field is underlined
by a significant number of published
articles from recognized tourism journals,
a high percentage of authors who take an
interest in this area with over three related
articles, and the active participation of
leading countries. Moreover, regarding
structural issues, DBE is a compound field
of study with the most structural bond
with tourist behavior, social media, and
marketing, which are also important in
upcoming research.

4. Conclusion

Based on the bibliometrics analysis of the
DBE, the research objectives and
questions were evaluated so the

conclusions could be the basis for future
debates. The findings led to the following
results. The DBE is a relatively new
phenomenon with significant growth. The
field has been explored with wide
coverage in noted countries, authors, and
journals on tourism. Results define a
comprehensive structure of the DBE of
distinguished and promising concepts
with eight core keywords essential for
policy-making, destination development,
and scholarly work.
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