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The present study aims to provide a model for tourist fascination with emphasis
on its antecedents and consequences. Descriptive research method from is a type
of survey. Statistical population of research Includes Iranian tourists in 2019 and
2020 in least Once the experience of traveling abroad (Turkey, Malaysia, Dubai,
Georgia, Armenia and Azerbaijan) Have. Using available sampling method, 450
people were selected for the study. To collect research data from Researcher-
maden questionnaire. Based on theoretical foundations and Experimental
background related used. Validity of the questionnaire through the opinion of
experts, Second-order factor analysis and reliability of the questionnaire through
Cronbach's alpha coefficient, Composite reliability (CR) and Mean explained
variance (AVE) Confirmed, research data were analyzed using Pearson
correlation coefficient and structural equation modeling using Amos and SPSS
statistical software analyzed. The results showed that the antecedents of tourist
fascination Includes destination identity, tourist experience and perceived image
They had a positive and significant effect on tourist fascination, Consequences of
tourist fascination include tourist trust, tourist loyalty, co-creation, content
production and word of mouth is Which have a positive and significant effect on
tourist fascination.
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Extended Abstract

Introduction

In recent decades, the tourism sector in the
world has grown rapidly; and its importance in
economic growth has become evident
worldwide. In line with the development of
tourism, tourist destinations and attractions have
also expanded to meet the growing demand for
international tourism. In addition, the tourism
industry has undergone transformation due to
the use of technologies such as social media.
Marketing research has two psychological and
behavioral perspectives to explain tourist
fascination. The psychological perspective
allows the researcher to examine the complexity
of tourist fascination with a multidimensional
approach, which includes emotional, cognitive
and behavioral elements. The behavioral
perspective focuses on non-interactive behaviors
of tourists that affect the performance of the
tourism industry. Tourist fascination is a
growing construct that appears in word-of-
mouth advertising, recommendations to others,
loyalty, helping other tourists, content
production, tourist interaction and blogging.
Empirical studies have helped to explain
tourists” behavior towards brands in the online
community, but behavioral involvement alone
may not be able to provide a complete
explanation of tourist fascination, because
tourists can also be motivated by information
acquisition or risk transfer, so researchers are
more inclined to use a multidimensional
approach that includes tourists’ psychological
and behavioral relationship with the tourism
industry. The constructs identified for tourist
fascination include: tourist preoccupation,
prevailing atmosphere, self-brand image, and
value orientation. Despite this, there is little
knowledge about the key constructs that
stimulate tourist fascination. Place image, which
is related to the attitude consisting of beliefs,
opinions, and perceptions, and place identity,
which indicates the emotional attachment of
individuals to a place, have attracted the
attention of tourist-oriented studies. Therefore,
the present study provides new insights by
studying the effect of place identity and tourist
experience, as well as place image, on tourist
fascination and the effect of this fascination on
trust, co-creation, loyalty, content production,
and word-of-mouth. This study attempts to
contribute to the value creation and performance

of the tourism sector by strengthening tourist
fascination, referential value and retention. By
understanding what was raised, the present study
seeks to answer the question of what are the
antecedents and consequences of the tourist
fascination model?

Methodology

The present study was applied-causal research
conducted using a survey method. The statistical
population of the study includes Iranian tourists
who have had at least one overseas travel
experience in 2018 and 2019, and the available
sampling method was used. The research tool is
a designed questionnaire with 47 items. The
questionnaire was pre-tested using the opinions
of a number of tourists and marketing
professors, and finally some suggestions were
made regarding the correction of sentences and
the compatibility of the items with the empirical
study. All variables were measured using a 5-
point Likert scale. Each of the structures under
study, including antecedents, tourist fascination
and consequences, were analyzed separately in a
measurement model.

Results and Conclusion

Using the maximum likelihood method,
structural equation modeling was implemented.
Considering the significance level of the
research hypotheses, it can be claimed with a
99% confidence level that the antecedents of
destination identity, tourist experience, and
perceived tourist image have a positive and
significant effect on tourist engagement.
Considering the effect coefficients of the paths,
it can be stated that among the antecedents,
destination identity has the greatest effect on
tourist engagement. That tourist engagement has
a positive and significant effect on the outcomes
of tourist trust, tourist loyalty to the destination,
co-creation, content production, and word-of-
mouth advertising. Considering the coefficients,
tourist engagement has the greatest effect on
tourist loyalty to the tourism destination. The
issue of tourist engagement has attracted the
attention of managers in recent years. Because
engaged tourists behave in a way that economic
value is obtained from their behavior. With this
understanding, the present study was conducted
with the aim of investigating the antecedents and
consequences of the tourist fascination model,
and the results show that destination identity,
place identity, tourist experience, and perceived
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tourist image have a positive and significant
effect on tourist fascination. On the other hand,
tourist fascination has a positive and significant
effect on tourist loyalty to the destination, tourist
trust, co-creation, content production, and word-
of-mouth advertising. Therefore, it can be stated
that destination identity provides a context in
which the tourist destination country has prestige
and status among tourists and has a good
reputation in the field of tourism development,
and also has its own attractions among tourists
and has prominent cultural and social indicators.
These conditions can have a positive effect on
tourist fascination. On the other hand,
fascination is different from the concept of
relationship (commitment, trust) due to the
advantage of interactive dynamics; which shows
the importance of tourists and customers'
investment in interacting with the brand. The
persuasive power of destination image is not
limited to changing the outcome of the
destination selection process, and destination
image affects all stages of tourist behavior.
Therefore, destination image is expected to be
the most appropriate factor in analyzing tourist
behavior during and after travel. Tourist
fascination provides a basis for tourists to always
make the destination country their recreational
destination and believe that the destination
country has more advantages compared to other
countries. Fascination occurs as a result of
interaction, and as a result of this fascination,
trust is expected to arise. However, little
information is available regarding the effect of
tourist fascination on co-creation and tourist
trust. It should be noted that the presence of
fascination can have various consequences in
tourists. The presence of fascination in tourists
provides conditions for tourists to provide their
experiences and suggestions to tourism service
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