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<Literary 

pilgrims seek 8a physical body to enable their senses to connect with objects read=

Shakespeare9s Stratford, the Bronte9s Yorkshire,

Hardy9s Dorset

<hot authentication=, different from <cool authentication=, which 

whereas <hot= authentication

9 fantasies are 



places comes from the author9s subconscious 

, since it requires the visitors9 

influences travelers9 decisions to visit fantasy

9 



How does the perceived destination image influence travelers9 motivations to engage with 

insights that address the study9s primary research questio



that are said to be <fictional= 

as a <literature of the impossible= 

essay <On Fairy Stories=, fictional stories are based on

giving shape to people9s 

Boucher9s (2024)

to the reader9s imagination, but both ways provide a short

(Lipovšek et al., 2015)



beyond physical travel, but it9s rather a psychological journey. 

that interact with people9s 

King9s Cross Station (Platform 9¾) and Warner Bros. Studio Tours

As Doležel states <the 

constructing activity of human minds and hands= (Doležel, 2000, p. 30)

(Lipovšek et al., 2015)

may be that Dracula9s home will 



9

defining one9s 

traditional view of <tourists

makers=, and it9s adopting

tourists9 <



= , as well as the <post travel= 

When it comes to the <pre travel= exp

experiential marketing in shaping travelers9 expectations and emotions.

travelers9 senses and 

rocesses, called <dual processing theories=

don9t consider the experiential aspects of tourism 

9

9

Schmitt9s (1999)



is defined as <the attribute that moves us to do 

or not to do something= 

as <the reasons underlying behavior= 

A person9s 

people9s travel behavior 



Maslow9s hierarchy of needs, Dann9s theory of Push and Pull motivations, Ahola9s 

Maslow’s Hierarchy of Needs and Travel Motivation

Maslow9s (1943)

Maslow9s model suggests that:

•

•

•

•

•

Maslow9s 

linear path through Maslow9s hierarchy



Dann’s Theory of Push and Pull Motivations

is Dann9s 

Two years after Dann9s theory of push and pull motivations,

Ahola’s Seeking

psychological model building on Maslow9s work and 

two significant factors driving travelers9 

•

•



Ahola9s escape 3

expansion of Maslow9s hierarchy of needs and Ahola9s theory

and the traveler9s choice of 

an individual9s 



•

•

•

9s



is associated with travelers9 motivation 

tourists9

define them as 8special interest tourists9, 

empathize with others9 imaginations 



themselves as <Potterheads= and < =

• Platform 9¾ at King9s Cross Station, London

ecame one of London9s most visited attractions by fans of the series 

King9s Cross Station

•

and has been rated the 8No. 1 Thing to Do in the United Kingdom9 

•

as the <birthplace of Harry Potter= 



get the visitors9 attention 

bringing the tourists9 attention to the visual experiences around them 

lieux d’imaginatio

, the meaning of <image= is always evolving

to which destination image is <

destination=. 



•

• , which denotes tourists9 mental representations of a destination

•

•

•

•



the tourist9s 

destination9s promotion activities

regard an individual9s personal characteristics since the 

Consequently, the individuals9 perception of the destination is affected 





influence travelers9 motivations to engage with fantasy literary tourism 

of the phenomena behind travelers9 

motivational factors that trigger people9s desire to 



to better find out the role of destination image in traveler9s 

destinations has been conducted, since TripAdvisor is the world9s largest travel site 



he size of a concept9s dot reflects how connected it is to other concepts, while the 



from the participants9 output. 

around travelers9 motivations to explore 

< =, followed by <books= (251 hits), <imagine= (79 hits), and <media=

also relevant to point out that the most significant theme, <places=, shares 

<imagine= and <books=, while the <media= theme is more isolated 



Being <places= the most significant theme, as well as the one with most hits, 

concepts such as <experience=, 

<emotional=, <story=, <fantasy=, which are concepts that are shared also with the other two most 

In addition to this, we can also see how the <books= concept is the one with 

and that it9s connected to concepts such as <read=, <movies=, 

<series=

< = through <series=, <fantasy=

<love= <imagine= going <places=, <story=

<experience= , and <characters= , but also to <media= 

<movies= , and <fan=

      

     

       

     

     

      

    

      

    

     

    

     

            

          

     

      

       

    

       

       

          

      
    

             

        

       

         

          

       

          

        

      

   

    

     
       

    





<Tour= is the most significant concept with 

the map. Some of the concepts belonging to this theme are <guide=

< = (23%), recommend (23%)

related site. <Experience= is the second most significant theme, with 

It connects concepts like <fun= (15%), family friendly (

<history=, 

concepts such as <information= (20%) and movie (19%), highlights the tourists9 motivation 

<adventure= and <ride=, with respectively 35 and 32 hi

On top of this, the themes <experience=, <tour=, and <history= have a strong connection to one 

overlapping on the concept map and sharing some key terms like <fun=, <group=, 

<enjoyed=, and <fan=





< = < = < = < =

< =

9



the most dominant theme, which is <books=

< = < = < =

quote <The 

impressions created through reading Tolkien9s novel=

<imagine= further underlines this connection with connected concepts being < = < =

< = < = < = <story=

was most frequently talked about is <Places=, and the concepts associated with it are <story=, 

<fantasy=, <life=, <visit=, <experience=, and <emotional=, which indicates that trave



< , it’s a big part of my childhood. That’s 

really the main reason it’s my favorite. It’s been with me for so long.= 

<I expected it to be fun, but I didn’t expect to feel so Seeing places I’d 

= 

<

= 

<

… walking through its streets felt like basically being inside of the show…

= 

<

.= 

<Also memories, because being there instantly brought back key moments from the 

immersive because I didn’t I felt like I had stepped into the 

reality were merging around me.= 

with the recurring theme <experience=

with associated concepts being <fun=, <family=, <amazing=, and < =

The last main theme associated with psychological and emotional motivations is <adventure=

<



<

=

<

=

<Harry Potter and the Forbidden Journey= is a thrilling ride that combines cutting

=

<

=

most common theme is yet again < laces=, 

also connected to concepts like <real=, < =, and < =

this <sense of place= that they seek after reading the fantasy

<I think I’ll be surprised by the special effects I expect to see. However, I’m also afraid that 

= 

<I’m imagining that what's in the books would be kind of the same or similar in 

= 

<I think it would make the experience much more exciting. I’d probably walk around 

.= 



<

landscapes from the books and films, and I’d imagine the there and feel like I’m a 

= 

<

= 

travelers9 minds when visiting a 

more of a subjective rather than objective experience, since it9s a combination of what the

< = 

< = 

<What might be disappointing is if the connection to Harry Potter felt too commercial or 

minimal, if there weren’t enough references or experiences that bring the magic to life.= 

<Experience=, <History=, 

and <Tour= are most prominent. 

<

.=

<

=

<

.=



The theme <History= is tied to concepts like <place=, <visit=, <information=, 

involve sightseeing and immersion, but also <learning for fun=, according 

review9s <Tour=, with a total of 761 mentions. This theme 

contains concepts such as <guide=, <filming=, <group=, and <recommend=,

Rabotić 

<

=

<

locations, including local Māori

=

<

.=

<What a great day out! Our 

drove to the sites.=

<Media=, <Ride=, <Tour=, and <Experience=. 

main theme is <Media=, even if with lower significance compared to the other themes, it is still 



<Media= 

<friends= and <shop=, 

can have an impact on the traveler9s decision. 

<

= 

<

= 



<

studios in London, and I’d realize those places existed. Then I’d start looking into them more 

= 

themes associated with this cluster are <Ride=, <Tour=, and 

<Experience= <staff=, <recommend=, and <filming=, which 

The theme <Ride= is mostly associated with 

concepts which belong to the <Experience= theme, such as <staff= and <worth=, 

<

=

<

=

<

you’re

=

<

=

<I can’t give 

Never been on rides like that before!=



destination image and influence travelers9 motivation. 
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