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Scientology, = Marketing, ) o o
Tourism, Hospitality Contgxt gnd Pgrp9se: As t}}e field of t.ou.rlsrr.1 aqd .ho.spltahty marketing is
experiencing scientific maturity and sophistication, it is important that we, as
tourism researchers, fully understand the breadth and depth of existing
knowledge and the stages of development we have experienced over the past few
decades and the future. Therefore, the present research aims to investigate the
analysis of scientific productions in the field of tourism and hospitality marketing
in the years 2001-2024.
Design/methodology/approach: This study is of an applied type. It was carried
out using a survey-descriptive method, common methods in scientific metric
studies, and the technique of co-occurrence analysis of research related to
tourism marketing and hospitality and co-authorship.
Findings: The review and analysis of relevant sources related to the topic in
question show a significant increase in the focus on tourism marketing in
academic research. From 2001 to 2013, the field of tourism marketing has
experienced significant growth and expansion. Articles decreased in 2014, but
since 2015, there has been a significant increase in the number of studies. The
number of documents has increased from 258 in 2015 to 491 in 2021. Considering
that not all journal issues have been fully produced in 2024, the total number of
articles this year is 280. In 2022 and 2023, tourism marketing studies have
decreased compared to previous years.
Conclusion: Terms such as tourism, tourist development, and sustainable tourism
have been prominently discussed in tourism marketing research from 2012 to
2018 and have an important link with sustainability.
Originality/value: This study provides a brief overview of tourism and hospitality
marketing development in the last few decades and then discusses some issues
that will help tourism and hospitality marketing researchers in the near future.
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1. Introduction

Experiential marketing is arguably the
most modern marketing direction, but
like many marketing innovations, it has
been largely overlooked by those involved
in tourism and hospitality marketing and
advertising. While in many industries,

companies have moved away from
traditional  attributes and  benefits
approaches towards a focus on

experiential marketing, marketing in the
tourism and hospitality sectors does not
seem to be explicitly engaged with the
theoretical issues involved. This raises the
question of what, if any, experiential
marketing has to offer marketers in the
tourism and hospitality fields.

Marketing is an effort to satisfy
tourists and helps tourism organizations
create an effective communication
system with potential and actual tourists.
The most important goal of marketing in
the tourism industry is to attract as many
tourists as possible to visit a particular
country, region, or place. For this reason,
a lot of effort is made to disseminate
information about all kinds of attractions
and the possibilities of using them.
Potentially, the tourist has an urgent need
for accurate and  comprehensive
knowledge of the country or place and
region he is visiting; therefore, he should
have enough information about them.

Due to the intense competition
associated with the globalization of the
market, technological advancements, and
changing consumer demands, the need
for organizations to have a strategic
advantage over their competitors is
increasing. Management researchers and
practitioners seem particularly interested
in innovation to protect organizations’

long-term  viability. =~ Tactics  that
encourage innovation enable
organizations to turn change into
opportunity. Innovative employee

behavior (i.e., the participation of people
in activities that help generate, develop,
and implement new ideas, processes,
products, or services at work) is one of
the pillars of organizational innovation.
This behavior, which is essential for
business success in service sectors, has
been widely studied. According to what
was mentioned, the present study has
analyzed the analysis of scientific
productions in the field of tourism and
hospitality marketing from 2001 to 2024.

2. Research Methodology

This study is of an applied type and was
carried out in a survey-descriptive
method using common methods in scient
metric studies and with the co-
occurrence analysis of studies related to
tourism and hospitality marketing and
co-authorship as well as network analysis
method with an exploratory approach.
Knowledge maps were used as an
effective way to present the topic
optimally. One of the best databases for
conducting such research is
ScienceDirect. At first, the metadata of
related documents available in
ScienceDirect from 2001 to 2024 were
counted, and irrelevant options were
filtered.

The reason for using the ScienceDirect
site is that this database is one of the
products of Elsevier Publishing and
provides access to more than 3,500
journals, 12,600,000 full-text scientific
articles, and 34,000 books from various
publications. ScienceDirect is one of 79
online products that Elsevier provides to
researchers. This collection has provided
about 4 million scientific articles on
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various topics since 1995. In the
introduction  section of  scientific
databases on Elsevier's official website,
you can see the names of ScienceDirect
and Scopus, among other titles related to
various industries.

3. Research Findings

A review and analysis of relevant sources
related to the topic in question shows a
significant increase in the focus on
tourism marketing in academic research.
From 2001 to 2013, the field of tourism
marketing experienced significant growth
and expansion, as the number of related
scientific documents went from 52 to an
unknown number. The publication of
articles decreased in 2014, but since 2015,
there has been a significant increase in
the number of studies. The number of
documents has increased from 258 in
2015 to 491 in 2021. Considering that not
all journal issues have been fully
produced in 2024, the total number of
articles this year is 280. In 2022 and 2023,
tourism  marketing  studies  have
decreased compared to previous years.

4. Conclusion

Terms such as tourism, tourist
development, and sustainable tourism
have been prominently discussed in
tourism marketing research from 2012 to
2018 and have an important link with
sustainability.

It provides a brief overview of the
development of tourism and hospitality
marketing in the last few decades and
then discusses some issues that will help
tourism and hospitality marketing
researchers in the near future.
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