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Abstract 
Although film-driven tourism has increased significantly in recent years, however, few studies have directly 

explored the impact of audiovisual products such as films on audiences’ visual senses and their willingness to 

travel. This study aims to explore the nexus between perceived visual appeal, perceived enjoyment, emotion, trust, 

and intentions to visit film destinations. A total of 283 valid respondents were recruited using convenience 

sampling. The SPSS and structural equation modelling were used to profile respondents’ characteristics and test 

the hypotheses proposed in this study. The results show that perceived visual appeal positively influences emotion 

and trust respectively. Perceived enjoyment positively influences emotion and trust respectively. The results also 

show that emotion and trust significantly and positively influence travel intentions respectively. Finally, 

theoretical contributions, practical implications, and limitations are discussed accordingly.  
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I. Introduction 
Film tourism refers to visiting locations associated with movies and TV series (Beeton, 2016; Kim & 

Reijnders, 2018). In recent years, film-driven tourism has increased significantly (Yen & Croy, 2016), and travel 

film has become a rapidly growing field (Sousa & Liberato, 2022) because it has a certain influence on shaping 

people’s perception of the destination. When a destination appears in a film or television series, it can have a 

significant impact on potential tourists’ perception of that destination (Cardoso et al., 2024) since video relies 

heavily on manipulating visual perspectives to provide a visual experience for visitors (Gan et al., 2023), and 

visual exposure and identification of tourist attractions is an important tourism-inducing factor (Hudson et al., 

2011; Nieto Ferrando et al., 2023). Tourists conceive the destination or scenic spots in the videos, which arouses 

their positive feelings and thus stimulates their desire for travelling, this is called film-induced tourism, also known 

as film tourism (Graça et al., 2022) or film tourism phenomenon (Haddad, 2023). 

Tourism and film have had a close relationship (Graça et al., 2022), a film combining visual and auditory 

elements to convey complex ideas and evoke emotional responses (Roshani, 2024). Film and audiovisual content 

can change people’s impression of a place, in the perception of potential tourists, movies are more credible than 

standard and traditional advertisements (Haddad, 2023). Some studies have showed that the tourism phenomenon 

is not only driven by films, and researchers have extended the research field to audiovisual aspects worthy of 

attention (Graça et al., 2022). Previous studies have confirmed that audio-visual products such as films, television 

series and short videos have enhanced the tourism potential of filming locations, and have widely spread to 

influence the economic development of the tourism industry (Cardoso et al., 2024), as well as the image, 

motivation and intention of tourism destinations, and the tourism experience itself (Gan et al., 2023; Hudson et 

al., 2011; St-James et al., 2018; Suni & Komppula, 2012).  

In short, as a powerful medium of communication, film has the power to influence audiences’ travel 

preferences and attract them to explore the destinations presented in film narratives (Liu et al., 2024), and 

influence the travel decisions of the audience by creating a positive image of the destination (Araújo et al., 2021). 

http://www.questjournals.org/
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However, the view that films can promote tourism development remains controversial and requires more attention 

to the subtle influence of films and the role of promoting destinations to boost tourism (Juškelytė-Bocullo, 2016). 

Previous film tourism studies mainly focused on immature film tourism destinations (Croy et al., 2018; Kim & 

Park, 2021) or narrative studies of typical film cases (Bilandzic & Busselle, 2011; Jovicic, 2019). Few studies 

have directly explored the impact of audiovisual products such as films on audiences’ visual senses and their 

willingness to travel. 

Based on above mentioned issues, this study focuses on the emotional activation path of film visual 

attractiveness on tourists’ intentions to visit a film tourist destination. The aim of this study is to provide new 

theoretical perspectives and practical basis for visual marketing and tourism behaviour research, fill the gaps in 

certain key aspects of existing research, promote the further deepening and development of research in this field, 

and offer useful references and inspirations for the innovative marketing and sustainable development of the 

tourism industry. 

 

II. Literature review and research hypotheses 
2.1 Perceived visual appeal 

Visual appeal is a kind of sensory appeal (Hu et al., 2024), refers to dynamic content such as photos, 

designs and videos, which enhance the presentation of products and services, attract consumers to make purchases 

and actively participate in the overall performance of the brand’s social media page system (Kujur & Singh, 2020). 

Numerous studies have demonstrated that visual appeal plays a decisive role in consumers’ destination selection 

(Rodriguez-Molina et al., 2015). Tourists are more inclined to be exposed to content that is visually attractive, 

especially high-quality pictures and videos (Ibrahim et al., 2025). Visual appeal contributes to the perception of 

quality, which in turn may affect the credibility, usefulness, emotional appeal, practicality, and even engagement 

(Winarti et al., 2023) and the intention to continue using things (Lau et al., 2021).  

 

Visual appeal affects consumers’ emotions and subsequently influences their intentions to visit (Wang et 

al., 2021; Zhang et al., 2020). Intrinsic and extrinsic visual cues show significant effects on healthy food 

consumers’ positive emotions and hedonic perceptions (Chonpracha et al., 2020). For example, Ibrahim et al. 

(2025) verified that the visual appeal of the content on Instagram brand accounts has a positive impact on the 

positive emotions experienced by fans. Duong et al. (2022) observed that multisensory stimulation leads to more 

positive emotional responses and perceptions, increasing the overall enjoyment of the shopping experience. Wu 

et al. (2016) investigated the relationship between the visual, auditory and tactile stimuli in virtual reality systems 

and the emotion induced in users. They found that the influence of visual stimulation on emotion is stronger than 

that of the auditory and tactile aspects.  

 

Furthermore, Tarayra et al. (2022) focus on the role of sensory marketing in increasing consumer trust,  in 

tourism marketing, sensory stimuli such as online travel reviews, sensory marketing leads and tourism influencers 

influence travel intentions through cognitive responses and trust (Ahmed & Aziz, 2024; Anubha et al., 2023). 

Winarti et al. (2023) verified that visual attractiveness has a positive and significant impact on customer trust. In 

this context, the following research hypotheses are proposed:  

 

H1. Perceived visual appeal has a positive effect on emotions. 

H2. Perceived visual appeal has a positive effect on trust. 

 

2.2 Emotions 

Emotions can be understood as reactions to an object or event and comprise both an emotional and a 

cognitive element (Forgas, 1994; Lazarus, 1991). Using technology to access destinations in an immersive way 

(Nieves-Pavón et al., 2024), such as films, can attract consumers’ logic and emotions (Haddad, 2023), in all videos, 

various elements appear together and intertwine to tell a small story or convey emotions (Graça et al., 2022). 

When people are happy, positive emotions will also be stimulated (Gong & Wang, 2023). They will be happy and 

interested in their visit to the destination, which will inspire positive attitudes and behavioural intentions. On the 

contrary, negative emotions will be generated. If they are dissatisfied or bored, this will lead to the emergence of 

bad attitudes and behaviours (Nieves-Pavón et al., 2024). Besides, emotions have been shown to play a significant 

role in behavioural intentions (Silva et al., 2021; Xie et al., 2023). Emotional engagement acts as a crucial mediator 

between sensory appeal and travel intention (Hu et al., 2024). Hence, the following hypothesis is proposed: 

 

H3. Emotions have a positive effect on travel intention. 
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2.3 Perceived enjoyment 

Perceived enjoyment is a measure of affective or hedonic perception, evaluating the extent to which users 

find an experience enjoyable (Lee et al., 2019; Wang et al., 2022). Monica and Japarianto (2022) pointed out that 

the indicators of perceived enjoyment include pleasure, pleasure and fun. In tourism marketing, perceived 

enjoyment is the tourist’s perception of the pleasure they feel while visiting a destination (Laela, 2024), it is also 

the most important factor in consumer behaviour and trust (Maria & Ss, 2023). Perceived enjoyment is also 

another key factor influencing the sensory appeal that affects the intention to travel (Hu et al., 2024).  When 

consumers feel pleasant from services or experiences, they are more likely to make emotional investments and 

play a crucial role in promoting emotional engagement (Hu et al., 2024). Studies have confirmed that enjoyment 

is the main motivation for consumers to participate in social media (Li, 2020; Wu & Pearce, 2016) and as one of 

the media, the film can also enable consumers to perceive the enjoyment of the film (Bilandzic & Busselle, 2011). 

 

Previous studies have verified the relationship between perceived enjoyment and emotions. Hu et al. (2024) 

emphasized the crucial role of pleasure in driving emotional engagement, indicating that perceived enjoyment has 

a positive impact on emotions. In addition, when tourists experience a high degree of pleasure during their visit 

to a destination, they will develop an emotional attachment (Sirakaya-Turk et al., 2015). Furthermore, perceived 

enjoyment also has a positive and significant impact on trust, The higher/positive perceived enjoyment, the 

higher/positive trust will increase (Maria & Ss, 2023; Siagian et al., 2022). Hence, the following hypotheses are 

proposed: 

 

H4.  Perceived enjoyment appeal has a positive effect on emotions. 

H5. Perceived enjoyment appeal has a positive effect on trust. 

 

2.4 Trust 

Trust refers to the belief or expectation that the trusted party is reliable (Soares et al., 2012), and it can 

effectively minimize customers’ perception of uncertainty and risk (Han & Hyun, 2015). Most behavioural 

research refers to trust as an individual’s psychological state to accept vulnerability based on his or her confidence 

and positive expectation of the behaviour of another (Gong et al., 2024; Moorman et al., 1992; Rousseau et al., 

1998). In tourism literature, building trust between travellers and destinations has been regarded as a critical factor 

for promoting travel and successfully attracting visitors to the destinations (Crotts et al., 2001; Wang et al., 2024). 

Especially, the off-site and temporary nature of tourism activities may potentially increase tourists’ risk perception 

at the destination, thus, it is becoming increasingly important to cultivate trust in the tourism environment 

(Mohammed Abubakar, 2016). 

 

 Shin et al. (2022) proposed that travel trust was one of the important factors in travel decision-making 

during and after COVID-19. Similarly, trust is also a key antecedent of tourists’ travel intentions to a destination 

(Mohammed Abubakar, 2016). Siagian et al. (2022) and Su et al. (2020) proposed that trust would influence 

behavioural intentions. Jatimoyo et al. (2021) also reached the same conclusion, indicating that trust has a 

significant impact on the intention to reuse. In this context, the following research hypothesis is proposed:  

 

H6. Trust has a positive effect on travel intentions. 

 
Figure 1. Conceptual research model 
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III. Methodology 
3.1 Data collection  

This study adopts convenience sampling to collect data due to easy accessibility, geographical proximity, 

availability at a given time, and willingness to participate are included for the purpose of the study (Etikan et al., 

2016). The questionnaires were distributed to students who are studying for bachelor’s and master’s and above 

degrees in a metropolitan city in China from 1 March to 15 March 2025. Respondents can access the 

questionnaires via a QR code. Finally, a total of 298 respondents scanned the QR code and completed the 

questionnaire. After eliminating those who were aged below 18 and never visited a tourism destination in the last 

year, left 283 valid responses, indicating an effective rate is 94.9%.  

 

3.2 Measures 

All of the questionnaires were adapted from previous related studies using a seven-Likert scale from (1) 

strongly disagree to (7) strongly agree. The questionnaire was designed in two sections, the first section includes 

constructs of the study and the second section includes demographic characteristics such as gender, age, monthly 

spending and frequency of visiting a destination in the past year. Four items belonging to perceived visual appeal 

were adapted from Hu et al. (2024), Jang and Namkung (2009), and Marasco et al. (2018), three items belonging 

to perceived enjoyment were adapted from Hu et al. (2024) and Abdalla (2024), four items belonging to emotion 

were adapted from Casaló et al. (2021), three items belonging to trust were adapted from Sun and Lin (2010) and 

Della Corte et al. (2023), and four items belonging to intention were adapted from Alvarez and Campo (2014) and 

Marasco et al. (2018).  

 

IV. Data analysis 
Among 283 valid respondents, most of them were male (53.4%), the majority were aged 20 years old 

(24%), 57.9% of the respondents were monthly spending between 1700-3000 Chinese yuan, and most of them 

visited tourism destinations two or three times in last year (27.2%) (See Table 1).  

 

Table 1. Demographic characteristics (N = 283). 
Items  Characteristics  Frequency  Percentage (%) 

Gender  Male  

Female  

151 

132 

53.4% 

46.6% 
Age  18 

19 

20 
21 

22 

High than 22 

13 

47 

68 
57 

47 

51 

4.6 

16.6 

24.0 
20.2 

16.6 

18.0 
Monthly spending  Below 1700 

1700-3000 

3001-4500 
4501-6000 

Above 6000 

33 

164 

51 
31 

4 

11.7 

57.9 

18.0 
11.0 

1.4 

Frequency to visit a destination 
in past year  

1 time 
2-3 times  

4-5 times  

6-7 times  
More than 7 times  

76 
77 

71 

50 
9 

26.9 
27.2 

25.1 

17.6 
3.2 

 

4.1 Confirmatory factor analysis  

To assess the internal consistency of the data, the value of Cronbach’s Alpha needs to be more than 0.7 

(Hair Jr et al., 2013). The proposed cut-off value for factor loadings is higher than 0.5 and ideally 0.7. To access 

the convergent validity of the measurement model, composite reliability should be higher than 0.7 and the average 

variance extracted should be higher than 0.5 (See Table 2). To access the discriminate validity of the measurement 

model, the correlations between different constructs should less than 0.9 in the Heterotrait-Monotrait Ratio 

(Hamid et al., 2017) (See Table 3).  

 

Table 2. Convergent validity of the measurement model. 
Construct (Cronbach’s 

Alpha) 

Item Factor 

loading 

Composite 

reliability 

Average 

variance 

extracted 

Emotion (α = 0.936) 1. I feel happy when I see the places and 
destinations depicted in the film. 

2. I feel joyful when I see the places and 

destinations depicted in the film. 
3. I feel excited when I see the places and 

destinations depicted in the film. 

0.924 
0.934 

0.901 

0.904 

0.954 0.839 
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4. I feel satisfied when I see the places and 

destinations depicted in the film. 
Intention (α = 0.913) 1. After experiencing the film, I will go to the 

destinations of the scenes that appeared in it. 

2. After experiencing the film, I will recommend the 
scene locations to others. 

3. After experiencing the film, I plan to learn more 

about the locations and destinations depicted in the 
film. 

4. Compared other similar destination, I would 

rather visit this destination. 

0.909 

0.907 

0.901 
0.842 

0.939 0.793 

Perceived enjoyment (α 

= 0.957)  

1. I’m looking forward to being satisfied with the 

places and destinations depicted in the film. 
2. Visiting the places and destinations depicted in 

the film will be a pleasant experience for me. 

3. Watching the places and destinations depicted in 
movies is a pleasant and interesting experience and 

can bring me happiness and satisfaction. 

0.960 

0.968 
0.952 

0.972 0.922 

Perceived visual appeal 
(α = 0.913) 

1. The places and destinations depicted in the film 
create an attractive experience. 

2. The places and destinations depicted in the film 

are visually appealing. 

3. The scenery of the places and destinations 

depicted in the film is very attractive. 

4. The places and destinations depicted in the film 
are beautiful and are popular tourist attractions. 

0.914 
0.871 

0.894 

0.879 

0.938 0.792 

Trust (α = 0.938) 1. I think the places and destinations depicted in the 

film are trustworthy. 
2. I think the places and destinations depicted in the 

film have the ability to provide good tourism 

products and services. 
3. I think the places and destinations depicted in the 

films are reliable. 

0.948 

0.934 
0.947 

0.960 0.889 

 

Table 3. Discriminate validity of the measurement model. 
Construct  1 2 3 4 5 

1. Emotion  -     
2. Intention  0.617 -    

3. Perceived enjoyment  0.623 0.554 -   
4. Perceived visual appeal  0.629 0.539 0.248 -  

5. Trust  0.414 0.631 0.377 0.347 - 

 

4.2 Structural model 

Next, the structural model test was performed for testing hypotheses proposed in this study. As shown in Figure 2 

and Table 4, all hypotheses were supported.  

 
Figure 2. Structural model results. 

 

Table 4. Results of the study. 
Item  Parameter  Estimate  p-value  t-value  Decision  

H1 Perceived visual appeal ------> emotions  0.476 *** 8.590 Supported  
H2 Perceived visual appeal ------> trust  0.262 *** 5.770 Supported 

H3 Emotions ------> travel intentions  0.408 *** 6.314 Supported 

H4 Perceived enjoyment ---------> emotions  0.477 *** 10.416 Supported 
H5 Perceived enjoyment ---------> trust  0.293 *** 4.824 Supported 

H6 Trust ------> travel intentions  0.427 *** 6.806 Supported 
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V. Discussion 
This study explores the interrelationships between perceived visual appeal, perceived enjoyment, 

emotions, trust, and travel intentions to visit a file destination. Wang and Wong (2021) stated that a path coefficient 

of below 0.1 implies a weak effect; a path coefficient of about 0.3 implies a moderate effect; and a path coefficient 

of 0.5 and above implies a strong effect. The results of this study show that perceived visual appeal positively 

influences emotions with a moderate effect since β = 0.476, p < 0.05, hence, H1 is supported. The results show 

that perceived visual appeal positively influences trust with a moderate effect due to β = 0.262, p < 0.05, indicating 

H2 is supported. There is a moderate effect of emotion on travel intentions since β = 0.408, p < 0.05, hence, H3 

is supported. Results also show that perceived enjoyment positively influences emotions with a moderate effect 

since β = 0.477, p < 0.05, meaning H4 is supported. Perceived enjoyment also significantly influences trust with 

a moderate effect since β = 0.293, p < 0.05, demonstrating that H5 is supported. Further, the results show that trust 

positively influences travel intentions with a moderate effect due to β = 0.427, p < 0.05, hence, H6 is supported.  

 

The results of this study will contribute to academia. Film and audiovisual content can change people’s 

impression of a place, in the perception of potential tourists, movies are more credible than standard and traditional 

advertisements (Haddad, 2023). However, previous film tourism studies mainly focused on immature film tourism 

destinations (Croy et al., 2018; Kim & Park, 2021) or narrative studies of typical film cases (Bilandzic & Busselle, 

2011; Jovicic, 2019). Few studies have directly explored the impact of audiovisual products such as films on 

audiences’ visual senses and their willingness to travel. The current study confirmed that perceived visual appeal 

and perceived enjoyment positively influence emotion and trust respectively, subsequently to visit a tourist 

destination.  

Furthermore, the results of this study will be beneficial to tourist destinations’ practitioners, marketers, 

and other stakeholders. Because the results of this study show that perceived visual appeal positively influences 

emotion and trust, tourist destinations’ practitioners can expose the destination’s content visually with high-quality 

pictures and videos. Those sensory stimuli will influence or increase tourists’ travel intentions through their 

emotions and trust.  

The results of this study show that perceived enjoyment positively influences emotions and trust 

respectively. When consumers feel pleasant from services or experiences, they are more likely to make emotional 

investments and play a crucial role in promoting emotional engagement (Hu et al., 2024). Hence, in tourism 

marketing, travellers’ positive feedback and experience, such as online travel reviews of their positive enjoyment 

experience will influence other potential travellers’ emotions and trust, finally influencing their intentions to visit 

a given destination.  

 Results of this study show that emotions and trust positively influence travel intentions. Tourist 

destination practitioners can use certain technologies to introduce their destinations in an immersive way (Nieves-

Pavón et al., 2024), such as 3D films that can attract consumers (Haddad, 2023). Meanwhile, tourist destinations’ 

practitioners should build a strong confidence for their potential travellers that their visit behaviours are well-

desired since trust is an individual’s psychological state to accept vulnerability based on his or her confidence and 

positive expectation of behaviour of another (Moorman et al., 1992; Rousseau et al., 1998). 

 Certain limitations can be concluded from this study. First, although convenience sampling is widely 

used in marketing studies due to its various advantages, however, respondents may be selected just happen to be 

situated, spatially or administratively (Etikan et al., 2016). Second, the current study only investigates the 

influence of perceived visual appeal and perceived enjoyment on emotions and trust, and finally influences 

intention to visit a tourist destination. Many other psychological constructs can also influence tourists’ film 

destination choices. Last, applying demographic characteristics to segment consumers is a wide tool for marketing 

practitioners such as tourism marketing. Future studies may investigate the influence of different demographic 

characteristics on film destination choice behaviours.  
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