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Abstract
       Tourism marketers increasingly use storytelling techniques to enhance the transportation and the persuasion of their visitors. Brand stories play a crucial role in making sense of a brand for consumers. This article reviews the role of storytelling in destination branding, focusing on how compelling narratives can enhance a destination promotion. Storytelling allows marketers to create emotional connections and behavioural intentions with tourists. By exploring key elements from many studies, like authenticity, historical connection, and emotional resonance, this paper highlights strategies for crafting impactful narratives that strengthen a destination's brand. Based on research examples, this article demonstrates how storytelling influences tourists' perceptions and behaviours, highlighting its importance in building a memorable and competitive destination brand.
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Introduction
        In order to influence tourists’ decision-making process, tourism destinations seek to build a unique and distinctive image (Morgan and Pritchard, 2007). The tourism industry aims to satisfy the tourist who is always looking for new experiences and destinations to discover. Here, the concept of branding now applies to tourism and is not limited to products and businesses (Bianchi and Pike, 2014; Cai, 2002). The destination brand and the creation of a strong brand is one of the main topics of tourism marketing in terms of strengthening differentiation and competitiveness (Chen et al., 2020; Huerta-Álvarez et al., 2020; Kim et al., 2016; Konecnik and Gartner, 2007). Every successful destination brand ensures the reputation, the value and the competitive power of any destination (Yavuz et al., 2016). But how can we reinforce the connection between destination brands and tourists? 
        In terms of brand in general, the construction of emotional bonds between the customer and the brand was well verified by the integration of storytelling in various previous studies (Kang et al, 2020; Lundqvist et al., 2013) with its effects on the concept of behavioural intent of consumers. Especially in tourism, tourism organisations should aim to enhance the impact of their communication efforts (Godey et al., 2016) in order to build a positive link between tourists’ destination brand perceptions and their preferences, here storytelling is an effective tool for destination brand communication (Escalas, 2004a, 2004b; Frunză, 2019; Green et Brock, 2000; Phillips et McQuarrie, 2010; Kim et al., 2016; Ryu et al., 2019) due to its ability to convey information and making it easy to remember (Lundqvist et al., 2013), and the fact that people often retain and remember information better when it is conveyed through stories (Schank, 1999). In fact, storytelling has become a key component of communication strategies in the tourism industry in order to attract the tourist to tourism destinations (Bassano et al., 2019). In destination brand marketing, storytelling plays an important role in reinforcing the uniqueness of the destination brand and differentiating it from competitors (Bassano et al., 2019). According to (Taylor et al., 1998), people who are exposed in a narrative travel story are more likely encouraged to imagine specific events that they would experience when travelling. In the tourism context, previous research has already demonstrated the positive effect of storytelling on tourist behavioural intentions (Choi, 2016; Jang et al., 2024; Zargari et al., 2021). In accordance with the conceptualization of narrative transportation, which is vital in narrative study, the more intense the experience of transportation, the stronger the effect of persuasion and making decisions (Appel and Richter, 2010). In this study, we try to highlight the role of storytelling in destination branding research as a specific objective. This is what we aim to address in the present research by addressing mainly these two research questions:
How can brand stories affect tourism destinations? 
What are the keys to obtain a successful brand story to promote a destination brand?
Literature review
1. Destination branding:
    Cities and regions are also affected by branding strategies, as products and services. In fact, cities have various characteristics, such as their heritage, culture, and natural resources, which can be used to create brand images that make one place distinct from another. 
    In recent years, destination branding has become a significant concern, defined as a means of communication to showcase the unique identity of a destination and differentiate it from its competitors (Yavuz et al., 2016). A destination brand is described as the essence of the destination from the perspective of potential visitors (Briciu, 2013). Leisen (2001) defined the destination brand as a powerful tool for evoking emotional appeal. Thus, it affects visitors' responses towards the destination by strengthening their connection with it. Cai (2002) defines destination branding as “selecting a consistent element mix to identify and distinguish it through positive image building. A brand element comes in the form of a name, term, logo, sign, design, symbol, slogan, package, or a combination of these, of which the name is the first and foremost reference” (p. 722). Indeed, destination branding can be defined as a set of consistent elements used to identify and distinguish a place through a positive image (Cai, 2002). These elements may include a name, term, logo, sign, design, symbol, slogan, packaging, or a combination of these components. The name serves as the primary and most significant reference (Cai, 2002). Unlike products and services, a destination brand's name is typically based on the actual geographic name of the location (Cai, 2002). A destination brand's name nearly always refers to the place's current name (Kim et al., 2009).
    Many studies have highlighted the role of destination branding in tourism promotion through several concepts such as the destination brand engagement, destination brand authenticity, destination brand image and destination brand equity (Chen et al., 2020; Huerta-Álvarez et al., 2020; Gomez et al., 2015). In this context, a successful brand can enhance the value of tourist destinations, and numerous studies have emphasized the significance of the added value that brands provide to tourism destinations and the importance to examine brand equity for tourism destinations to build a strong destination brand (Konecnik & Gartner, 2007). 
2. Storytelling:
      According to Pachucki et al. (2022), storytelling is a compound word made up of "story" and "telling," encompassing all narrative genres. Moreover, the story, as a system of symbols, gives meaning to events, represents experiences of reality, and allows us to create our personal identities (Mladkova, 2013). Several authors have contributed to the presentation and definition of storytelling in their previous studies. Malita and Martin (2010) emphasized in their study that storytelling serves as a means to exchange information, generate understanding, and share knowledge and values throughout the narrative. In fact, information is stored and retrieved through stories (Woodside, 2010).    
    In general, consumers look for experiences connected to their emotions and dreams. The Experience Economy (Pine and Gilmore, 2011) is defined by consumers seeking unique experiences, products or services that resonate with their emotions and perceptions. This concept had a significant effect in the tourism industry. Stories play an important role in creating these experiences (Fog, 2005). Indeed, storytelling not only helps in connecting destination brands and tourists but also plays a crucial role in conveying experiences (Chronis, 2005; McCabe and Foster, 2006). From this perspective, stories act as a vehicle for knowledge transfer from one party to another by helping audience to understand and perceive the reality (Benjamin, 2006). While research in implementing storytelling in tourism is still in its early states (Moin et al., 2020; Moscardo, 2020), there is a growing body of knowledge is starting to highlight its importance in tourism experience (Bassano et al., 2019; Moin et al., 2020; Moscardo, 2020). The knowledge incorporated in the story helps the audience to interpret the message conveyed by the story. This is the reason why destinations have begun incorporating storytelling to present their potential to tourists, creating a connection between destination brands and visitors while also influencing their tourist experiences (Youssef et al., 2018).
3. Storytelling and destination branding:
     Storytelling is more than just presenting words and images; it evokes feelings, emotions, interpretations, and reflects personal traits. Stories have the power to make people feel, expand their knowledge, and allow them to reflect and change their behaviour (Floch and Jiang, 2015). Previous studies (Fog et al., 2005; Woodside, 2010; Lundqvist et al., 2013; Feng, 2018) have demonstrated that brand storytelling is an effective marketing tool for attracting consumers by generating positive responses. It is also useful for creating strong brands and enhancing brand loyalty through its persuasive power by embedding the brand in consumers' memory. A brand story defines the brand identity and facilitates communication by connecting brands with values and emotions, and creating a sense of authenticity and quality to products (Trisakti and Alifahmi, 2018). In fact, brand storytelling refers to the art of crafting a compelling and engaging narrative around a brand, fostering emotional connections between the brand and consumers (Lundqvist et al., 2013). This compelling story involves characters, plots, causality, and the chronology of events associated with the brand (Escalas, 2004b; Solja et al., 2018). Moreover, through these stories, customers often form emotional connections with the brand (Woodside, 2010; Hamby et al., 2019). Therefore, utilizing storytelling emerges as a powerful and effective communication strategy. In general, well-told brand stories can influence emotions and evoke both cognitive and behavioural responses about the brand (Lundqvist et al., 2013). Several researches show that storytelling play in important role in affecting brand elements such as brand trust (Huang and Guo, 2021), brand image (Huang, 2010; Ryu et al., 2019), brand equity and experience (Lundqvist et al., 2013) and brand awareness (Chiu et al., 2012; Chronis, 2012).
     In tourism marketing, destination have the ability to exploit its distinctive resources and products and differentiate them from those of its competitors to ensure the improvement of their image (Pechlaner et al., 2006; Schianetz et al., 2007), especially after the Covid-19 pandemic which has increased competition (Rasoolimanesh et al., 2021). Many studies shed the light on the importance of including storytelling in tourism marketing (Chronis, 2012). Stories have the potential to make consumers remember the content and connect the story with experiences already in memory (Schank, 1999). One of the ways that convey destinations' messages is destination storytelling. In fact, Tourists express their personal experiences with places and people through stories (Tussyadiah & Fesenmaier, 2008). They seek inspiration from other travellers’ recommendations to make their travel decision. Thus, narratives provide more detailed information then traditional sources which generate WOM influencing tourists’ interest in destination (Hsiao et al., 2013). So, using storytelling in communication and sharing people’s experiences with destinations, can have a positive impact on potential tourists' preferences for those destinations.
        Destination branding uses storytelling to highlight the unique cultural aspects of a place that are difficult to replicate (Olsson et al., 2016). By creating a sense of mystery and exploration, storytelling encourages tourists to discover something new. Bassano et al. (2019) highlighted the role of storytelling in destination branding and they ensure the importance of the implication of local governments and tourism stakeholders in the storytelling process. They demonstrate that the creation of stories involves three stages: developing the place story (story building), sharing it with stakeholders (storytelling), and receiving feedback on the story (story listening). For the story building, the preliminary phase consists of three distinct sub-stages. The first one is to associate the unique features that characterise the place (culture) and significant events that define the destination's image and identity, with the region in a memorable manner. The second one is to define the preferred plot narrative structure to enable the destination to be distinguishable from its competitors. And finally, is to convey the core of destination stories to stakeholders and reinforce the connections that link people to the place.  In their study, Ben Youssef et al. (2019) suggested that the content and expected effects of storytelling can be classified into cognitive, affective, and conative dimensions of Lavidge and Steiner’s (1961) hierarchy of effects model. They noted that the experience of the interviewed storytelling practitioners suggests that storytelling has a cognitive aspect aimed at raising awareness, as well as an affective aspect which emphasize destination identity, authenticity, and uniqueness by highlighting the destination’s assets and what sets it apart. This takes the conative component designed to evoke emotions, trust, engagement and travel decisions. 
[bookmark: _heading=h.gjdgxs]      In destination branding, several authors confirm that storytelling can be used as a marketing tool and may influence consumers’ behavioural intentions such as word-of-mouth, brand image, destination brand attitude and travel decisions (Akgün et al., 2016; ben Youssef et al., 2019; Cao et al., 2021; Ryu et al., 2019).  Yavuz et al. (2016) highlight the importance of storytelling marketing in promoting brand destinations, showing how it creates positive emotions and attracts interest in destinations. They emphasize that tourists are drawn to myths and engaging stories, making storytelling an effective communication tool for the tourism industry. In other study, Lie, (2014), showed that storytelling has a strong positive impact on attracting tourists by increasing their travel involvement and it also enhances the connection between travel involvement and the intention to choose a destination.  Several studies have shown the role of storytelling in creating cognitive and behavioural outcomes toward the destination. The aim study of Jo et al. (2022) was to examine whether tourists perceive destination brand value through the storytelling experience. They found that the uniqueness, interestingness, and educability of storytelling significantly impact destination brand value, while sensibility, descriptiveness, and interestingness affect the formation of lovemarks. And for consequence, brand value and lovemarks have a positive impact in strengthening the relationship between tourist and destination. Choi, (2016) demonstrated that understandability; interestingness, educability, uniqueness and sensibility as storytelling attributes, influence destination brand value which in turn evoke tourist behaviour towards destination. 
Some systematic reviews of the representative application of narrative are listed in Table 1.









Table 1: The application of narrative in Tourism Destination
	Theme
	Area
	Results
	Authors

	The influence of a narrative transportation approach on luxury hotel consumers’ perceptions of brand image
	Hotel brand story
	A well-structured brand story has the potential to enhance brand image, mediated by narrative transportation
	Ryu et al., 2019

	The role of narrative transportation in short tourism videos in enhancing destination brand attitude.
	Destination brand story
	The narrative acts as a ‘vehicle’ in short videos which visually transports potential tourists to the destination and brings them a sense of presence, which in turn enhances their attitude towards the destination.
	Cao et al., 2021

	The role of storytelling in promoting places.
	Place storytelling
	Storytelling acts as a functional tool for the development of a strong and unique identity by creating emotions and a sense of belonging to a place.
	Bassano et al., 2019

	The role of storytelling in enhancing destination brand communication.
	Destination brand story
	Storytelling is a tool that enables a destination to effectively convey their brand through narratives and transforming tangible experiences, by highlighting the essential characteristics and elements for integrating storytelling into branding strategies.
	Yavuz et al., 2016



Source: Own elaboration
To communicate messages and create connections and relationships with brands, telling an effective story is crucial (Huang, 2010).
So, how to build a good brand story?
4. A compelling brand story:     
In order to create a compelling brand story, companies need to focus on the structure of the narrative (Mckee, 1997). Dessart and Pitardi (2019) demonstrate that establishing cognitive and emotional connections with brand, is the result of an effective immersion in a well-structured plot.  Several studies have highlighted that immersion is closely linked to a well-structured story. 


4.1. Narrative transportation:
    Every successful story should provide the immersion effect for the audience. Moreover, immersion provides an explanation regarding how consumers process the information in a brand story. In fact, every individual immersed in the narrative world, he or she occurs a feeling of losing in the story. the process of mental travel into the narrative world created by the story writer (Green and Brock 2000).  In fact, stories capture consumer’s attention (Escalas, 2004a) by achieving persuasion through narrative transportation where the reader changes attitudes after being immersed in the story (Escalas, 2004a; Green and Brock, 2000). In the narrative world, immersion describes how individuals process information within a story. It refers to the mental journey into the narrative universe created by the author, meaning that when a consumer feels lost in a story, they are experiencing immersion (Green and Brock, 2000). In the narrative context, Byrne (2016) defined immersion as an engagement and narrative transportation where an individual's attention, emotions, and imagery are focused on the events of the story. Moreover, immersion is one of the outcomes of transportation (Green and Brock, 2000; Green et al., 2004). Therefore, narrative transportation plays a crucial role in producing immersion within the narrative experience.
     According to Green and Brock (2000), narrative transportation depends on an individual’s ability to process, imagine and react emotionally towards the narrative. This definition was verified and supported in other research, which shows that narrative transportation occurs when a person decides to mentally immerse themselves in a narrative world, engage their imagination with the plot, interacts with the characters of the story and feel the world as they do (Green, 2008, Van Laer et al., 2014). Narrative transportation is a concept that has been extensively studied in the context of brand communication (Escalas, 2004a, 2004b; Green and Brock, 2000; Huang and Guo, 2020; Kang et al., 2020; Phillips and McQuarrie, 2010; Ryu et al., 2019). Indeed, some researches have indicated that advertisements using narrative which lead to transport people to the narrative world, have an important role in enhancing their attitude towards a brand (Escalas, 2004b; Kim et al., 2016).
   Narrative transportation in brand stories has the potential to evoke emotional and cognitive responses, beliefs, attitudes and intentions (Van laer et al., 2014). According to (Byrne, 2016), people who are deeply immersed in a story are less likely to generate counterarguments than those who are not.  In previous research in branding, we found that people who were transported in a narrative brand story created a positive perceived brand image (Ryu et al., 2019) and perceive the brand story as more authentic and trustworthy (Huang and Guo, 2020).                  Additionally, Cao et al. (2020) verified that those who experienced narrative transportation were more likely to develop a positive brand attitude towards the destination. Thus, transportation is crucial to ensure these results. According to Van Laer et al. (2014), individuals who are transported on a tale are more likely to take action than those who are not.
   Several studies have reinforced the idea that being immersed or transported in a story is linked to a well-structured story. Thus, narrative transportation occurs when individuals engage with well-structured brand stories. They show that brand narratives incorporating elements like plot, historical context, characters, and authenticity are more likely to create immersive experiences than those without such components (Dessart & Pitardi, 2019; Ryu et al. 2019; Wang and Calder, 2006). In fact, if consumers are unable to become immersed or transported in stories, it is due to the lack of persuasion elements (Ryu et al., 2019). 
4.2. Structure of brand story:
    In the literature, at first, according to Lundqvist et al. (2013), every story must have a beginning, a middle, and an end. To create a compelling and attractive story, earlier research (Fog et al., 2010; Mossberg, 2008) has confirmed that the storytelling is defined as a series of events in chronological order consisting of four essential elements which are the message, the character, the conflict and the plot.
     The message is based on the purpose and objective that the sender wants to communicate (Fog et al., 2010). In fact, as a branding tool, storytelling doesn't just serve to present entertaining stories but rather to communicate a message that reflects a positive attitude through a brand (Fog et al., 2010). 
     The vital part of the storytelling process is the conflict, which is essential for a good story as it drives the narrative to reach its climax (Lundqvist et al., 2013; Fog et al., 2010; Mossberg, 2008). This element requires convincing and interactive characters to facilitate the development of the conflict in the narrative (Fog et al., 2010). 
     The character must be convincing and relatable for consumers so they can identify with them (Lundqvist et al., 2013) to resolve the conflict and achieve the story's goal (Fog et al., 2010). According to Dessart, 2019, having characters in a story can create empathy and enhance consumers to experience the immersion. 
     Finally, the Plot is the sequence of events in the story, starting from the emergence of the conflict and the character's decision to resolve it (Fog et al., 2010; Lundqvist et al., 2013). Thus, a brand story utilizes these elements to convey its message, and seeks to differentiate itself by creating a perception of uniqueness (Mossberg, 2008). Furthermore, a good story must not only include the elements mentioned above but also have content that differentiate it from other stories and be aimed to a specific target audience (Griffin et al., 2017) based on demographics, preferences, and psychographics. 
    While many brands have their own stories, telling a compelling story is crucial to build a strong brand (Huang, 2010). In their study on structural elements of a brand story, Escalas and Stern (2003) identify the three dimensions of a brand story which are telling, tale and teller. Therefore, using a well-structured approach to narrate a brand story can effectively convey brand messages and develop strong connections (Huan, 2010; Ryu et al., 2019). In their study, Ryu et al. (2019) tested the effectiveness of structural elements on narrative transportation in order to generate a positive brand image. They found that a brand story with a clear plot, historical connection, and a first-person narrator (I or We) is effective in creating a positive image for the hotel brand. Therefore, a clear plot that connects the beginning, the middle and the end, is crucial to create a cohesive narrative in a brand story (Huang, 2010). 
· Telling / Emplotment 
[bookmark: _GoBack]     In general, stories allow people to share their experiences in a way that gives them meaning and the plot plays an important role in this process by arranging these experiences in meaningful order (Stern, 1994). The telling is also known as emplotment, is the initial element of a brand story, defined by the process of crafting a sequence of experiences into an engaging narrative within a storyline (Kent, 2015). The plot arranges events in a story based on their chronological sequence and causality (Woodside, 2010). Indeed, a clear plot should create an emotional connection between consumers and the brand. According to Mandagi & Sondakh (2022), this element enhances intrigue and appeal in a story by organizing its structural components in a clear and easily comprehensible way. 
· Tale / Historical connection
     Historical connection refers to how the content of the story is connected to history in a sequential and historical context (Escalas & Stern, 2003). When engaging in a story, people often question the authenticity of the information they receive. Every story loses its credibility and authenticity if the events contradict historical facts (Holt & Macpherson, 2010). Consumers need to perceive historical connections as aligning with their expectations of how things “ought to be” (Grayson & Martinec, 2004; Huang, 2010).  Consequently, including historical elements in a story can increase consumer acceptance, even if the story is not real. Historical connection refers to authenticity attributes which can enhance consumers' trust in the brand and positively change their perceived image of it (Huang, 2010). Therefore, a historical connection can enhance the brand's credibility with consumers and influence brand’s outcomes. 
· Teller / Narrator
      The teller is the one who integrates brand story events in a coherent narrative (Esacalas & Stern, 2003). Narrators are crucial in creating a compelling story as they determine the manner to tell the story and select the content to include in the narrative and they play an important role in guiding and persuading the audience by adding authenticity to the stories through the use of the first-person narrator (Huang, 2010). Using the first-person narrative as the principal character of the story allows consumers to perceive the events through the viewpoint of the narrator’s perspective (Mollová, 2015). In fact, in previous research, individuals who read a story narrated in the first person (I or We) tended to have a more positive attitude toward the content than those who read it in the third-person narration (He or She) (Green, 2004). Brand stories narrated in the first person can enhance the persuasive power of the brand which increases the strength of brand associations (Huang, 2010) and can create an intimate connection for consumers which lead to facilitate immersion in the narrative (Trope & Liberman, 2012).
    Therefore, to effectively transport consumers in a narrative and enhance their attitudes and behaviours towards the brand, a story should incorporate essential structural elements: a well-defined plot with engaging characters and settings, meaningful historical connection to ensure credibility, and a first-person narrative voice to drive the storyline. Relatively to Lloyd & Woodside, (2013) study, brands can use story structures with archetypal plots and historical connections told from a first-person perspective, to engage consumers more deeply.                      On the other hand, it should be noted that the most common conceptualization of brand stories in previous studies is divided into four dimensions: authenticity, consciousness, reversal, and humor (Chiu et al., 2012; Huang & Guo, 2021). The authenticity is an important dimension in a brand story, as people question the truthfulness of the information they receive. In fact, authenticity can enhance consumer trust in the brand which in turn influences their perceived image (Huang, 2010). The reversal which is the surprise element of the story. It represents the resolution of the conflict and encourages people to adopt positive attitudes, reinforcing their attachment with the brand (Chiu et al., 2012; Huang & Guo, 2021). The concision in a narrative is important. It refers to the ability to present a brand story in a clear and brief manner while ensuring that the main message is well communicated (Chiu et al., 2012). Finally, the humor aspect in the story can be effective, as it increases brand linking (Alden et al., 2000). It has been known as an effective ingredient in a compelling brand story (Alden et al., 2000; Chiu et al., 2012). This dimension encourages consumers to enhance their attitudes and behaviours towards brands (Chiu et al., 2012).
    These elements impact how consumers feel toward a brand (Chiu et al.,2012). However, they are not yet studied and practised in brand destination stories.
Discussion 
     According to various studies, crafting a compelling brand story with key elements strengthens the destination's brand image (Yavuz et al, 2016).  Based on 26 Adana’s stories, they demonstrate that a well-structured and successfully executed brand strategy contributes to the value, reputation and competitive power of any tourism destination (Yavuz et al., 2016).  
     Therefore, they improve that storytelling is a powerful tool for destination brand communication. This research shows how storytelling can influence Adana's tourism brand and highlights the importance of strong destination branding. Effective communication with visitors depends on telling stories through actions, experiences, places, and characters. Based in these findings, these results suggest that storytelling can enhance a destination's image by amplifying its strengths and distinguishing it from competitors. Likewise, in Tunisia, marketers can use this powerful tool to promote the country’s image in the olive oil tourism, given Tunisia's position in global olive oil production (Dabbou et al., 2015; Laroussi-Mezghani et al., 2016). 
     Olive oil tourism is underexploited in Tunisia, even though it is a new concept in the country and a source of sustainability. Storytelling can create immersive experiences where visitors engage in sustainable activities, such as olive harvesting and attending eco-friendly workshops. These narratives help tourists feel actively involved in sustainability while strengthening their connection to the product and destination. Destinations can highlight how olive oil tourism supports small producers and enables visitors to positively impact the environment through responsible travel choices. Thus, incorporating storytelling into destination branding for olive oil tourism in Tunisia can be an effective tool for attracting potential visitors.
Conclusion
      In summary, tourism destination marketing is a key component in the management of destinations (Blumberg, 2005), and storytelling appears to be an important aspect as it becomes a vital component of destination branding. It helps destinations to create connections with potential tourists and enhance their behaviours and attitudes.  Moreover, this study shows the essential elements of a brand’s core narrative to create a compelling brand story. In fact, a well-crafted brand story should incorporate relatable characters, clear plot, and integrate historical connections that resonate with the audience and align with the unique identity of the destination. Therefore, by blending these elements, destinations can create powerful narratives, not only to build brand identity but also to boost positive attitudes and enhance connections with tourists.
Managerial implications
       According to the importance of storytelling in the creation of a destination brand story, this article offers practical recommendations for destination marketers on how to create a compelling brand story by respecting the narrative structure, choosing compelling characters and including historical connections. This article outlines the role of storytelling in differentiating destinations from others, it can help managers using narratives to be different in a competitive market and communicate its unique identity effectively. It explains how story structure such as the first-person narrator, the plot and the historical connections can enhance the immersion and the authenticity which in turn improve the destination brand perceptions (Ryu et al., 2019; Huang, 2010). Thus, by creating an authentic and unique narrative, managers can position their destination in a more captivating and memorable way. Finally, this research can help destination marketing organisations to use storytelling to build an emotional connection with tourists which enhance positive responses. Thus, these managerial implications focus on offering destination marketing organisations strategies for crafting an effective destination storytelling to build their brand image and gain a competitive edge.
Theoretical implications
     In this article, we demonstrate the importance of the resort to the narrative transportation theory and its application in the destination branding context. Moreover, this comprehensive examination of storytelling in the context of destinations could enrich theoretical models on brand creation by highlighting the narrative aspect in building brand image. Theoretically, by exploring the emotional and behavioural connections, this article would be valuable to develop models that connect emotional narratives with behavioural intentions such as destination loyalty and visit intention. These theoretical implications seek to enhance academic insights for how storytelling influences destination brands and how they can build a successful brand story.
Limitations and future research: 
    This article suggests that the idea of using brand stories to promote destinations elicits positive outcomes, it remains in its early stages. Despite the growing interest in storytelling within marketing literature, as mentioned by Merchant et al. (2010), scholars have indicated that research on storytelling and narrative transportation remains in its early stages with brand storytelling particularly evident in studies focused on destination branding. Therefore, it presents an opportunity for further research. This article highlights the role of storytelling in the traditional context on the brand destination. With technological advancements, future research can shed light on the role of digital storytelling in marketing destinations which allows managers to expand their reach and create more interactive and engaging stories to attract diverse tourists.
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