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Abstract

Today, branding for tourist destinations and attracting the attention and creating the love and
interest of tourists for these destinations is considered a strategy for tourist destinations, which
plays a vital role in the performance of destination management, in order to expand their tourism
opportunities and differentiate goals from competitors and finally achieve competitive
advantage. Therefore, due to the importance of tourism, which has a significant impact on the
environment, culture, and economy, establishing a strong emotional link between tourists and
tourist destinations can be very effective in attracting tourists and, as a result, increasing income
and sustainable development due to the tourism industry. Destination love is a phenomenon
experienced by a group of satisfied visitors, and satisfied visitors become loyal tourists, thereby
reducing costs. Since today the importance of this construct has increased as an emerging issue
for academics and professionals, therefore, the purpose of this review research is to draw a clear
and comprehensive picture of the phenomenon of tourist destination love and also to present
management concepts and applications for tourism businesses. This review provides an in-
depth insight into policymakers and planners active in tourism and hospitality businesses.
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