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Abstract

This research aimed to identify the effective factors in the digital
tourism industry, based on Jung's archetypes, using qualitative and
quantitative methods. In the first step, to obtain data from the
literature, articles published in the Web of Science database between
2008 and 2025 were selected to identify the research gap in this field.
A systematic bibliometric review was conducted using VOSviewer
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and R. In this step, three clusters were identified. Cluster 1: Mental
engagement, authenticity, and customer experience in the era of
digital tourism; Cluster 2: Destination image and tourism experience
on visitor loyalty; and Cluster 3: Virtual reality, augmented reality,
and metaverse in tourism experience. In the next step, theme analysis
was conducted using interviews with experts. Coding was done
manually using MAXQDA software. In the quantitative part, the fuzzy
cognitive mapping method was used. To calculate the degree of
influence, the capacity of influence, and the centrality index, the
calculated weights for the 32 relationships, presented as a matrix, were
used as input to FCMapper. The results of the analyses showed that
the variables of symbolic codes and multisensory experience of the
digital brand had the highest level of influence, capacity for influence,
and centrality index. In contrast, the variables of tourist involvement
and destination loyalty showed the lowest level of influence, capacity
for influence, and centrality index.

1. Introduction

With the rapid development of digital technologies, virtual reality,
augmented reality, and social media platforms, the tourism industry
has increasingly shifted toward digital tourism. In this context, travel
experiences extend beyond physical visits and are integrated with
multisensory experiences, visual and auditory narratives, and digital
interaction. This transformation enables the creation of brand
experience and fosters deep emotional, mnemonic, and psychological
bonds with audiences. Recent studies in tourism neuromarketing
indicate that neuroscientific tools such as EEG and physiological
tracking can capture users’ unconscious responses to brand-related
stimuli (Al-Nafjan et al., 2023). Nevertheless, tourist behavior is not
shaped solely by unconscious reactions, as factors such as attitudes,
knowledge, awareness, and situational conditions also play a
significant role (Shirmohammadi et al., 2020).
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Within this framework, Jungian archetype theory, emphasizing
symbols and myths, provides a robust foundation for meaning-
making, identity formation, and psychological attachment to brands.
The deliberate use of Jungian archetypes in the visual, narrative, and
auditory design of tourism brands can activate symbolic associations
in the audience’s unconscious and generate lasting emotional
resonance, thereby strengthening long-term brand loyalty (Merlo et
al., 2023). However, a review of the literature reveals that existing
studies have primarily developed in isolation. Tourism branding
research has mainly focused on conscious messages, while
multisensory experience studies have primarily examined the effects
of stimuli on explicit outcomes such as satisfaction and travel
intention (Agapito, 2020; Uhl et al., 2024). Moreover, although
neuromarketing tools can identify hidden emotions and unconscious
reactions, their systematic application in digital brand experience
design and optimization remains limited (Khondakar et al., 2024). As
a result, a significant gap persists between unconscious audience
detection and symbolic brand design in digital tourism.

The present study aims to address this gap by focusing on the concept
of unconscious branding in digital tourism. For the first time, it
systematically integrates Jungian archetype theory with the design of
multisensory digital brand experiences. It employs neuromarketing
data not only for measurement but also as direct inputs for brand
experience design and optimization. This approach leads to the
development of an integrated, data-driven model that explains latent
emotional engagement and emotional resonance, offering a novel
framework for analyzing and developing digital tourism brands (Gao
& Shen, 2024).

Given the lack of comprehensive research on creating brand
experiences based on unconscious signs and symbols in digital
tourism, this study identifies the key components and seeks to answer
fundamental questions about how these experiences are formed.
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1- What are the influential factors of the digital tourism industry based
on creating brand experiences through unconscious signs and
symbols?

2- What are the relationships between the influential factors of the
digital tourism industry based on creating brand experiences through
unconscious signs and symbols?

3- What are the main components (variables) in the digital tourism
industry, and the interaction of the model components and the final
level of the model?

2. Methodology

This research is a mixed sequential exploratory study with both
qualitative and quantitative components. Since the qualitative part is
implemented first, it is considered exploratory and falls under applied
research. The qualitative and quantitative research was conducted in
two phases. The first phase was a qualitative bibliometric part. In this
research, the fuzzy cognitive mapping (FCM) method was used. Fuzzy
cognitive maps are an approach to modeling complex systems based
on causal relationships among concepts; these relationships can be
positive or negative. This method was first proposed by Kosko in 1986
and has its roots in Axelrod's cognitive maps, which were developed
in 1976. Fuzzy cognitive maps are considered a suitable tool for
analyzing complex systems due to their simplicity in structure and
ease of interpretation. These mappings are directed graphs consisting
of a set of concepts and the relationships between them. These
concepts and relationships represent fuzzy variables that are usually
described with linguistic terms such as "high", "medium", and "low".
(Gutiérrez Buitrago et al., 2025)

3. Discussion and Results

The purpose of this systematic bibliometric review is to examine
studies conducted from 2008 to 2025 on identifying effective factors
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in the digital tourism industry based on Jung's archetypes. To answer
the research questions and achieve the defined research objectives,
this research has been conducted in three steps. The first step is a
systematic review of the literature on the research topic, conducted
using the bibliometric method. The second step is an analysis of the
interview themes, and answers to the first and second questions have
been provided. The output of these two steps leads to the identification
and extraction of effective factors in the digital tourism industry based
on Jung's archetypes. Using VOSviewer, a term co-occurrence
analysis was conducted. Three clusters were classified and grouped as
follows: Cluster 1: Mental involvement, authenticity, and customer
experience in the era of digital tourism; Cluster 2: Destination image
and tourism experience on visitor loyalty; and Cluster 3: Virtual
reality, augmented reality, and metaverse in tourism experience.

According to the definitions provided, the centrality index is
computed as the sum of each factor’s influence and influence capacity
in the cognitive map. In other words, factors that have a higher sum of
influence and influence capacity are known as pivotal variables, and
their centrality index indicates the degree of their interaction and
mutual influence with other factors in the cognitive map. Paying
attention to these indicators during the monitoring and analysis of the
fuzzy cognitive map is particularly important. The column for
influence capacity indicates the intensity of a factor’s influence on
other variables; the higher this value, the more prominent the factor is
in the system. Also, the influence capacity indicates the degree to
which a factor’s acceptance and sensitivity to changes caused by other
variables are affected; in other words, more influential factors are
more affected by independent variables. Based on the data in the table,
the wvariables "symbolic codes" (centrality index: 4.97) and
"multisensory digital brand experience" (centrality index: 3.67) are
the most important and considered central factors. Several factors
influence these variables and play a key role in the formation of the



2026 | No. 74 | Vol. 21 | Tourism Management Studies | 40

comprehensive model of the digital tourism industry. After that, the
variables '"revisit intention" (centrality index: 3.42) and "time
experience" (centrality index: 3.35) are, respectively, among the
factors affecting the comprehensive model of the digital tourism
industry.

Keywords: Digital tourism, Jungian archetypes, bibliometrics, fuzzy
cognitive mapping, tourist engagement, destination loyalty
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