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Abstract:

This study aims to explore the role of storytelling on social media in
boosting sales within the cultural tourism industry. It seeks to elucidate
how storytelling can be utilized as a strategic tool to enhance
competitiveness and revenue generation in this domain. Additionally,
analyzing successful campaigns and identifying the key elements of
storytelling are among the research objectives. The study also focuses
on providing new insights for marketers to design and implement
effective campaigns in this field.

The research employs a qualitative approach using thematic analysis,
which is capable of uncovering complex relationships between
storytelling and sales performance. Data were collected through semi-
structured interviews with 12 key stakeholders, including social media
managers, marketing managers, and sales supervisors in tourism
organizations and agencies. The interviews aimed to explore
participants' perspectives on the impact of storytelling on audience
engagement, sales growth, and the challenges of implementing this
strategy.

Purposeful sampling was used, with selection criteria including active
use of storytelling on social media, a focus on cultural tourism, and
observable success in engagement or sales metrics. The interview data
were analyzed using MAX-QDA software, following the stages of open
coding, axial coding, and the extraction of main and sub-themes.
Ultimately, six main themes and 23 sub-themes were identified.

The research identified six main themes: emotional trust, feedback and
engagement, technology and personalization, content production
challenges, the power of storytelling in sales, and strategic storytelling.
These themes revealed that storytelling significantly impacts audience
engagement and sales growth. Notably, message personalization and
continuous audience feedback were highlighted as key success factors.
Challenges such as creating culturally relevant content and maintaining
consistency were identified as major obstacles to implementing this
strategy.

Storytelling on social media is an effective tool for enhancing audience
engagement and driving sales in the cultural tourism industry. The
findings indicate that effectively leveraging this strategy helps
organizations improve their competitiveness and achieve higher
revenue. The key themes identified in this research provide marketers
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with a framework to design and execute purposeful storytelling
programs.
Keywords: cultural tourism, social media, storytelling
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