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June 6, 2026 Context and Purpose: Creating emotional bonds between tourists and destinations has
become an important approach in destination marketing and management. Destination love,
Accepted: as a deep emotional relationship between tourists and destinations, can enhance destination
August 20, 2026 differentiation, strengthen tourist relationships, and support competitive advantage,
particularly in marine-based tourism destinations. This study aims to provide an integrated
Available online: understanding of destination love by identifying its antecedents, consequences, and related
September 23, 2026 mechanisms. Design/methodology/approach: A systematic literature review was conducted
based on the PRISMA 2020 framework. Relevant English and Persian studies were collected
from major academic databases. From 697 initially identified studies, 190 eligible articles were
selected after screening, quality assessment, and full-text evaluation. The extracted data were
analyzed through systematic coding and thematic content analysis. Findings: The results show
that destination love is shaped by cognitive, experiential, emotional, relational, social, and
environmental factors. Key antecedents include destination satisfaction, experience, image,
trust, authenticity, identification, and attachment, while major consequences include loyalty,
revisit intention, positive word-of-mouth, electronic word-of-mouth, and willingness to pay a
premium price. In marine-based tourism, natural and cultural attractions, coastal experiences,
authenticity, and local community interactions play an important role in creating emotional
bonds between tourists and destinations. Conclusion: Destination love can be considered a
Keywords: strategic concept in relationship marketing, tourist experience management, and sustainable
Tourism Destination Love; destination governance. Strengthening destination love requires meaningful experiences,
Marine-Based Tourism: preservation of local identity, protection of marine resources, community participation, and
Destination Governance: collaborative governance. Future studies should further explore this concept through
Participatory Governance; qualitative, mixed-method, longitudinal, and comparative approaches. Originality/value:
Sustainable Tourism. This study contributes by providing a systematic synthesis of destination love literature with a
specific focus on marine-based tourism destinations and by integrating its antecedents,
consequences, and mechanisms within the framework of sustainable destination management.
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1. Introduction

Despite the growing body of research on
destination love, the existing literature remains
fragmented, with most studies focusing on
examining specific relationships among selected
variables. Previous studies have identified factors
such as destination satisfaction, destination
experience, destination image, authenticity, trust,
identification, and attachment as key antecedents
of destination love, while variables including
loyalty, revisit intention, word-of-mouth
communication, and tourists’ supportive
behaviors have been recognized as its main
consequences. However, a comprehensive
framework that integrates the antecedents,
consequences, and mediating and moderating
mechanisms associated with destination love has
not yet been developed. This research gap is
particularly significant in marine tourism
destinations, where natural, cultural, social, and
environmental characteristics can play a crucial
role in shaping emotional bonds between tourists
and destinations. Therefore, the present study,
through a systematic literature review of
destination love, identifies and categorizes its
influencing factors, consequences, and related
relationships, providing a foundation for
developing  theoretical ~ frameworks and
improving the management, marketing, and
sustainable governance of marine tourism
destinations.

2. Research Methodology

This study was conducted using a systematic
literature review approach based on the PRISMA
2020 framework. Relevant studies on destination
love in the tourism and hospitality context were
extracted from reputable Persian and English
databases and, after screening, quality
assessment, and full-text review, were selected
for final analysis. The search process covered
English-language studies published from 1984 to
July 31, 2026, and Persian-language studies from
1397 to June 2026. A total of 697 initial articles
were identified; after removing irrelevant studies
and applying inclusion and exclusion criteria, 214
articles related to tourism and hospitality
remained, and finally 190 articles (178 English-

language and 12 Persian-language articles) were
selected for final analysis. The data from the
selected studies were systematically extracted,
coded, and analyzed through thematic content
analysis and classified into the main themes of
destination love conceptualization, antecedents,
consequences, relationships among constructs,
mediating and moderating variables, applications
in marine tourism, and research gaps. The
findings of this process provided the basis for
identifying existing patterns, synthesizing
previous evidence, and developing the proposed
conceptual framework of the study.

3. Research Findings

Destination satisfaction, destination experience,
destination image, destination loyalty, revisit
intentions, and destination word of mouth
advertising are among the most common
variables that describe consumer perceptions
within the proposed conceptual framework of
love for marine-based tourism destinations.
Destination satisfaction is defined as the degree
to which a tourist's expectations are met when
encountering the observed reality and nature
based on their prior expectations. Destination
experience refers to the interaction a tourist has
while using all goods and services associated
with the tourism destination. The destination
brand experience serves as a potential pathway to
establish strong connections with the destination
brand, influencing the perceptions and mental
reactions of its audience. Destination image
encompasses the set of perceptions, thoughts,
emotions, and feelings people have about a
country, city, or region as a tourism destination,
defined as the emotional and cognitive
associations an individual holds with a
destination. Destination loyalty reflects a positive
attitude toward a destination, indicative of a sense
of commitment. It is described holistically as the
feelings and attitudes that encourage tourists to
revisit a destination and recommend it to others.
Revisit intentions represent a form of customer
trust in a tourism destination, referring to the
willingness to revisit the same destination in the
future and recommend it to others. Word-of-
mouth for destinations involves face-to-face oral
communication between individuals about
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products, services, companies, places, etc., and
can be defined as communications among
consumers regarding a product, service, or place.

4. Conclusion

This study aimed to systematically review the
literature on destination love in the tourism and
hospitality context, with a particular emphasis on
marine tourism. The findings revealed that
destination love is a multidimensional and
relational concept shaped by the interaction of
cognitive, experiential, emotional, and social
factors, including satisfaction, destination
experience, destination image, authenticity, trust,
identification, and attachment. It generates
important outcomes such as destination loyalty,
revisit intention, positive word-of-mouth, and
tourists’ supportive behaviors. Accordingly,
destination love can be considered a strategic
asset for tourism destinations, as it facilitates the
development of long-term relationships between
tourists and destinations through effective tourist
experience management, strengthening
destination identity and authenticity, building
trust, and fostering meaningful interactions. This
concept is particularly important in marine
tourism destinations, where natural, cultural, and
social characteristics of coastal and marine
environments can create distinctive experiences
and deeper emotional bonds between tourists and
destinations. However, strengthening and
sustaining destination love in such destinations
requires participatory governance, stakeholder
collaboration, marine resource conservation,
preservation of local authenticity, and
commitment to sustainable  development
principles. Although the literature on destination
love has expanded, the lack of context-specific
studies, particularly in the field of marine
tourism, indicates the need for further research
using  qualitative, mixed-method, and
longitudinal approaches, as well as examining the
roles of mediating and moderating variables.
Overall, the findings of this study demonstrate
that destination love can be considered a novel
and strategic approach in relationship marketing,
tourist experience management, and sustainable
destination governance.
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1.Destination Image
2.Destination-Tourist Identification
3.Destination Trust

4.Destination Authenticity
5.Destination Social Responsibility
6.Destination Attachment
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1.Destination Loyalty

2.Revisit Intention

3. Positive Word-of-Mouth (+WOM)

4. Willingness to Pay a Price Premium (WTPP)
5.Electronic Word-of-Mouth (eWOM)
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