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Abstract: With the development of the “Hallyu” (Korean Wave) and people’s deep understanding of
South Korea, the phenomenon of “Hallyu” idols driving tourism has become very common. Tourists,
especially fans are no longer satisfied with the traditional tourist attractions with special symbolic
meanings when visiting South Korea, but instead focus on common places associated with idols. For
example, restaurants, cafes, bookstores, parks and convenience stores that have appeared in an idol’s
social network accounts. With the application of the theory of attachment and sense of place in the
tourism field, this study will start from the celebrity attachment, to exploring the specific processes
and mechanisms by which idols affect the behavioral intentions of the fans. The associations between
visitors and idol-related places based on celebrity attachments has also become possible, and the
fans/tourists’ opinions and attitudes toward idol-related places will also change due to this emotional
attachment. Relevant data were collected in the form of online questionnaires, and 440 valid responses
were finalized for data analysis. Through data analysis, all the hypotheses proposed in this paper are
supported, and there are significant relationships and positive influences among the variables. Data
analysis results show that idol attachment can positively influence the four cognitive dimensions
of sense of place (place identity, place dependence, social bonding and atmosphere). The various
dimensions of sense of place can promote the generation of place attachment.

Keywords: celebrity attachment; idol attachment; sense of place; place attachment; behavioral intention

1. Introduction

With the diversification of cultural forms and the development of modern technol-
ogy and network media, more and more tourists begin to travel with the purpose and
motivation of pop culture, such as games, animation, idol music and so on [1]. These
phenomena can be easily found in the tourism field. On Twitter, an account named “BTS
places” is dedicated to posting information about BTS-related places and has more than
27,000 followers, with more than 10,000 likes and 4000 retweets of popular posts. “Weibo”,
China’s social networking site, has a “super topic” that is where fans gather to discuss their
favorite idols. Whether searching “Idol name + place name” directly on Weibo or entering
any idol-related place name in an idol’s super topic, you can see various fans discussing,
recommending and visiting these locations directly. For example, in the super topic of
Bangtan Sonyeondan (BTS), there are searches for “coffee shop” (the recording scene of
BTS’s Entertainment program), “BTS bus stop” (the bus stop of a scene in BTS’s music
video), “Blue Sky park” (a park where BTS members have visited) and so on. Not only can
you see messages, pictures and related records, but even fans make these locations into a
travel guide, indicating the route for other fans to find and visit. There are many ways to
find many idol-related places and the visiting records of fans on social media and websites.
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The role of celebrities such as singers, movie stars, and sports stars who are subject
to envy and attachment in brand endorsements has been widely studied. As a common
phenomenon in the market, brands are using celebrities’ high popularity and wide-ranging
popularity to improve their image and enhance the equity [2]. The familiarity, attrac-
tiveness, credibility, and expertise of celebrities to the public make their endorsement
effective [3]. In many early studies, fans were considered to be the pathological existence of
alienation from society, and the criticism and negative evaluation of fans’ fanatical behavior
always existed [4]. However, with the deepening of research on cultural economy, many
researchers have begun to regard fans as a normal phenomenon that prevails in society. Fan
activities have rational and positive aspects, which are not only conducive to the formation
of cultural capital, but also play an effective role in the generation and accumulation of
social capital [5]. The cultural industry in the current environment is exporting pop idols
to the audience at an unimaginable speed and scale.

Particularly, a new market segment in special interest tourism, pop culture tourism
has emerged in that individuals travel to destinations mainly driven by pop culture or
relative media themes such as movies, music, and celebrities [6]. Media and pop culture
have been significant agents of South Korea’s recent image. Pop culture and idols played a
role in creating a positive image while news media covering natural disasters and political
and social issues induced a negative image [7]. For fans, their favorite idols played a
significant role in weakening a negative image of destination and strengthening a positive
image of destination. That is, celebrities are directly involved with creating new sustainable
destination images. As a group that accepts and consumes, fans can not only obtain
personal benefits but also realize the acquisition of pop culture capital through the close
connection with social pop culture.

These examples show that in the eyes of fans, some places are not only physical
buildings and environments. They endow these places with special meaning, in which
they get in touch with their idols and communicate with other fans, and thus they have
special emotions and attachments toward places [8]. Attachment is the synthesis of emo-
tional connections and bonds between people and objects, and it is a subjective emotional
consciousness and overall emotional range [9]. When consumers think that celebrities
endorse a product out of attachment or trust rather than purely because of money, they
will show a more positive evaluation and reaction to the corresponding product, so that the
endorsement effect will be better [3]. These phenomena are also no exception in contexts of
place choice (i.e., destination of tourists). Celebrities, as representatives of popular culture,
play an important role in consumer attitudes and behaviors in public life including tourism
behavior as well as choosing products and brands. That is, not only the attachment to
celebrities but also the attachment to a place can be generated and developed in the social
interaction and environmental evaluation of a place [10].

To fill the current gap in the literature, the destinations as research objects in this
study are the places involved in the idols’ daily lives (such as restaurants, coffee shops,
bookstores, parks, etc.), which are attractive to fans due to the idols’ accidental visits. ICTs,
specially social media, are changing our daily life and we can easily look at other people’s
life through social media [11]. Based on the above example, these places are closer to the
idols’ real lives and easier to get in touch with the local lifestyle. On the other hand, these
places have not been officially advertised or endorsed by idols. Compared with traditional
hot spots or landmarks, fans think that these places, unrelated to money and advertising,
are more credible, and they are more likely to react and evaluate positively [3].

Therefore, the purpose of this study is to research the specific process and mechanism
of idol attachment affecting fans’ behavioral intention of their “clock in” travel. The
main research questions are as follows: (1) How does fans’ attachment to idols affect
their perceptions of idol-related places? (2) Can the multi-faceted perception of the place
encourage fans to develop emotional attachment to the place itself? and (3) How does
place attachment affect the behavioral intentions of fans? We use sense of place theory
and attachment theory to develop the research model and propose specific factors. Idol
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attachment as an independent variable affects the four dimensions of sense of place (i.e.,
place identity, place dependence, idol bonding and atmosphere), which further affect the
place attachment and ultimately influence three dimensions of behavioral intention (i.e.,
purchase intention, destination preference and information sharing). In order to carry out
empirical verification of our research model, this study mainly adopts online surveys, and
the data comes from the fan groups on Weibo.

2. Literature Reviews
2.1. Celebrity-Induced Tourism

Celebrities create and stimulate tourists’ travel needs and influence the process of
choosing their destination. In other words, celebrities can directly or indirectly form
the motivation of tourists’ intentions and behaviors [12–14]. The popular culture in the
context of modern technology and diversified media plays an important role in people’s
lives with increasing influence, and such phenomena and effects are more obvious among
young people. A survey by Boon and Lomore [15] shows that young people often say that
celebrities have a strong attraction for them. Celebrities refer to a wide variety of objects
among which film actors or musicians play a major role. The study also revealed that more
than half (59%) of the respondents indicated that their attitudes and beliefs were positively
influenced by their idols, and that such influences can spread to their sporting activities,
literary creation and work.

Actually, different studies of how celebrities drive the travel behavior of tourists or
fans have different views. On the one hand, the familiarity of visitors with destinations is
considered to be one of the influential factors of destination decisions. Familiarity does
not necessarily come from a direct visit, but may also come from indirect experiences
created in the form of media or other people’s evaluations [16]. For tourists who have
never visited the destination, their familiarity with the destination is very subjective. As an
example, fans who have participated in celebrity-related activities feel that they are already
familiar with the destination [17]. Fans’ love and attachment to celebrities motivate them
to search for information more actively. Through learning language, local culture and other
content, they can have realistic or abstract communication with celebrities, thus increasing
their familiarity with destinations [18]. Baloglu [19] shows that tourists’ knowledge of
destinations can reduce their perceived risk and uncertainty of destinations, which makes
them more likely to have a sense of safety and confidence in destinations. On the other
hand, some researchers argue that there is a certain contradiction between the familiarity
and novelty of the destination. Tourists’ positive perception and intention to visit the
destination are not always positively correlated with the familiarity, and how to achieve the
best balance between them has become another topic that needs to be studied. In spite of
this, there is still a large body of research demonstrating the positive impact of familiarity
on tourism preferences [4,16,17].

The composition and evaluation of destination images have always had diverse
dimensions, and researchers generally believe that destination images significantly affect
the process of tourists’ destination selection [12,20,21]. However, once it comes to tourism
decision-making and actual tourism behaviors, emotional components become particularly
important, and the choices people make are often influenced by their positive or negative
emotions [22]. At the same time, fans’ enthusiasm for celebrities can translate into their
acceptance of celebrity-related destinations. In other words, the idea that celebrities can
catalyze viewers’ access to certain destinations has been confirmed, and celebrities can be a
major attraction of a place [23]. Therefore, the influence of celebrities on certain specific
places and the tourism behaviors based on celebrity attachment are worth discussing.

2.2. Attachment Theory

Bowlby ([24], p. 201) defined attachment as “the tendency of human beings to make
solid affectional bonds to particular people and objects”. Attachment theory was originally
proposed to explain the attachment of children to their mothers in the field of psycho-
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analysis and has been extended to the study of adolescents’ and adults’ functioning in
their current relationships [25]. With regard to attachment theory, Thomson et al. [26] ex-
plained many types of objects that people can form emotional attachments with, including
celebrities, place, gifts, brands, and other things that they are interested in and have special
preferences for. The attachment formed on such a variety of objects can affect our attitudes
for that and emotions like love, worship, passion and so on. A core principle of these
emotions is the sense of belonging. That is, when individuals get along with objects that
they think are safe and comfortable, the generations of attachment will become universal
regardless of the individual’s cultural background [27].

Therefore, according to the previous theory and the purpose of the objects of this
study, attachment is defined as a deep and strong emotional and psychological connection
between a subject and a specific object. Here, the object may refer to a person or thing,
and also can refer to an individual or a group. People do not have an attachment to every
object they come into contact with, but once attachments are generated, it means that they
will have a commitment to the product, brand, or someone. The stronger the attachment,
the higher the subject’s loyalty to the object. For example, consumers will be willing to
spend more money to buy a product they are attached to, or make an investment in the
person they are attached to [28]. The more people are attached to a figure or an object,
the more they want to shorten the distance between them. Giles and Maltby [29] pointed
out that an individual’s commitment to the object can remain stable even in the face of
difficulties. The attachment of an individual can be said to be a relatively long-lasting,
firm, and profound emotion. It comes from the interaction and recollection of individuals
and objects, carries the close connection between the two, and makes the individual take
corresponding actions.

With the deepening and development of various researches, attachment theory has
been widely applied in marketing, social relations, online communities, and other
fields [30,31]. Attachment in the context of tourism has been highlighted by the affective
and positive ties developed from individual connections with a celebrity or destination [32].
In some studies on tourism and destinations, it is found that tourists’ attachment to desti-
nations changes their attitudes toward the destination and further affects their subsequent
actions and activities [33]. Especially, Thomson et al. [26] explained that celebrities are
also regarded as a human brand, and a long-term relationship between consumers and
celebrities can last when consumers view celebrities as objects of intimacy and likability and
attachment. Celebrities are well-known people who have made significant achievements
in certain areas, including actors, singers, models, sports stars, businessmen, politicians
and so on [34]. Celebrities not only have a reputation and honor in the minds of fans
and audiences, but also can become a guide for the direction of public life [18]. Previous
studies pointed out that the meaning of celebrity attachment was that people admired and
followed the figures who were far away from themselves, and attachment could also play
a corresponding role in social and emotional aspects [29]. It can be said that the degree of
attachment can be used as a good basis for predicting the form and nature of the interaction
between the subject and the object. Conversely, subjects’ attachment strength can also be
inferred from their psychology and behavior [26].

2.3. Idol and Place Attachment

As a kind of celebrity, the idol group, which has emerged with the worldwide K-pop
craze, forms a relationship with fans that goes beyond the traditional celebrity attachment.
For fans, the attachment to the idol creates close and rich emotional connections and
feelings belonging to the idol [35]. That is, fans not only have adoration and love for idols
but fans will try to develop close connections with idols for enriching this emotion. Fans
want to feel that their idols are by their side, and this kind of emotional interaction is not
necessarily to constitute a substantial experience (i.e., meet their idol directly such as fan-
meetings or concerts) [36]. The stronger the fans’ attachment to their idols, the more they
tend to keep a close relationship with their idols. The common ways to connect with idols
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include using various means of communications [37], purchasing idol-related peripheral
products and souvenirs [38], and, of course, going to an idol-related place (i.e., the idol-run
cafeteria, an idol’s agency, a concert hall, etc.) for travel experience [39]. Therefore, the
association between visitors and idol-related places based on celebrity attachments has also
become possible, and the fans’/tourists’ opinions and attitudes toward idol-related places
will also change due to this emotional attachment [35]. Furthermore, these attachments
of their idol can transfer to products or places related to them because of the symbolic
meaning attached by fans [40].

Place attachment also developed on the basis of attachment theory, which mainly
reflects the emotions between people and specific places and environments from the
perspective of social relations [32]. Attachment to the place occurs when there is an
important significance between the subject and others, or it is not so much the attachment of
people to the building and the physical environment rather than the mutual bond between
people [41]. The subjects (i.e., fans) will regard the objects (i.e., places) of attachment as a
self-extension, so they have a positive tendency towards the objects they are attached to.
This is different from other affective dimensions such as ‘loyalty’, because loyalty is based
on convenience or inertia, while attachment is a more intense behavioral, motivational,
and emotional feature [8,42,43]. At the same time, attachment to the place differs from
attachment to brand or tangible goods. Brand/product attachment tends to be ‘category’
whereas place attachment tends to a particular subject (such as idols, culture, or history).
That is, fans have strong spiritual sustenance for idols and have symbolic meaning; so
for fans, the actual places related to idols are full of emotional meaning from the social
perspective [33]. Therefore, place attachment must study the social relations formed in the
place, and the perception and association of the physical dimension are only part of the
attachment, rather than the whole or the result.

2.4. Sense of Place

Human engagement within a place connects materiality to meaning [44], in an open
and ongoing process [45], that brings together social, cultural, and natural dimensions of
place. The experience of engagement and interaction requires presence (being in) and action
(being with), always influenced by physical, historical, social, and cultural aspects that,
together, contribute to creating a shared sense of place. Sense of place is constructed from
particular interactions and mutual articulations of social experiences embedded within
subjective and emotional attachments [45,46]. In other words, sense of place is actually
the perception and feeling of people, not the place itself [47] because sense of place makes
certain places to have unique and special characteristics and fosters people’s attachment
and belonging to it [48]. In the view of many theorists, the effect between people and
places is bidirectional [49]. Tuan’s [50] research pointed out that sense of place means that
people endow a place with specific meaning through their perception of local attributes and
values. Stedman [51] added sociological thinking on the basis of environmental psychology,
arguing that connections between human and environment and people’s perception of the
environment influence human behavior. That is, sense of place is described as people’s
identification, attachment, and dependence on the place.

Sense of place has also begun to play an important role in the context of tourism
development. Tourists’ expectations for place or destinations, perceived value and overall
satisfaction of tourism experience can be studied with reference to the contents explained
by sense of place. In previous studies in the context of tourism, some researchers concep-
tualized sense of place as several dimensions of evaluation, such as place identity, place
dependence, social bonding and place attachment (see Table 1). Brocato et al. [8] proposed
three main dimensions to understand the quality of sense of place, namely place identity,
place dependence and social bonding. Specially, Deutsch et al. [49] suggested sense of
place by incorporating the concepts of place satisfaction, community and atmosphere into
their study. In this study, we selected five dimensions of sense of place for an explorative
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relationship between idol attachment and place attachment of fans: place identity, place
dependence, social bonding, atmosphere and place attachment.

Table 1. The dimensions of sense of place in previous studies.

Dimensions [52] [53] [49] [8] [54] [55]

Place Identity
√ √ √ √ √ √

Place Dependence
√ √ √ √ √ √

Place Attachment
√ √

Atmosphere
√

Social bond
√

Community
√ √

Sustenance
√

Nature
√

Place Satisfaction
√ √ √

Place Meanings
√ √

Social Ties
Place Characteristics

√

Physical Features
Prettyx et al., 2003: [52]; Davenport & Anderson, 2005: [53]; Deutsch et al., 2013: [49]; Brocato et al., 2015: [8];
Azizi, 2018: [54]; Eaton et al., 2019: [55].

Place identity (PI) refers to the personal identity that conforms to the physical and
social aspects of the place, that is, personal image embodied and relevant in the physical
environment [56]. The core meaning of this concept also involves the social identity
theory [57], which indicates that individuals hold multiple social identities by dividing
themselves into different social groups. PI arises when individuals accumulate place-
related experience [58], and contains localized experience from the perspective of social
attributes. It can also involve other people’s views and memories of the place [59,60]. Place
dependence (PD) was defined in Stokols’s [61] study of individual’s perceived intensity
of the associations between individuals and specific places. Backlund and Williams [62]
argued that PD was an individual’s assessment and evaluation of the functions of the
environment, that is, to what extent the environment can satisfy the needs of an individual.
PD can also refer to the degree to which a place differs from other preparatory or alternative
options in meeting the requirement of the target [63]. Therefore, PD is a subject’s reliance
on the environment as interpreted from a functional perspective [64]. Social bonding
means the bonds between people formed in a particular area. The community, culture, and
interpersonal relationships that occur in the physical environment are the conditions and
premises for a strong emotional bond. So, social factors must be considered in addition
to physical space [47]. Ramkissonn’s [65] study regarded social bonding as a cognitive
dimension based on the consideration of interpersonal relationship. Deutsch et al. [49]
also suggested the atmosphere (AT), other dimensions of sense of place, which means
the surrounding environmental ambience from an aesthetic perspective. This dimension
is considered to play an aesthetic and physical level of the place. Not only that, when a
person has more ways to travel, for example, they can drive by themselves, and they are
likely to visit a location because of the atmosphere.

3. Research Model and Hypothesis Development
3.1. Research Model

To investigate the role of idol attachment and the outcomes, we propose the research
model shown in Figure 1 based on the prior theoretical basis of attachment theory and
sense of place. Figure 1 illustrated the research model of celebrities and celebrity-related
places. The derivation of the research model is based on the prior theoretical based celebrity
attachment, sense of place and attachment theory. We propose 12 hypotheses to study
a complete process. As above, in the literature review, in recent research on the field of
tourism, the places involved in previous studies have special meanings and symbols, such
as celebrities’ former residences. Or people can establish fixed social relationships in these
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places, such as particular residential area, community or service company. However, the
places to be studied in this article can be seen everywhere in daily life and they are not
strongly symbolic. It is only because these common places are visited by idols that they
have some meaning in the minds of fans. Fans travel to these places in real life and form a
popular tourist phenomenon. So, starting from idol attachment, we point out its influence
on the dimensions of sense of place and place attachment, ultimately pointing to a number
of behaviors and intentions.

Figure 1. Research model.

3.2. Hypothesis Development
3.2.1. Effects of Idol Attachment

Attachment is a kind of lasting emotional connection and the subject’s attachment to
the object can be transferred, for example, from the person to the place [66]. Almost all
studies on emotional attachment have shown the idea that individuals want to stay close to
the objects they are attached to, and the stronger the attachment of the subject to the object,
the more eager the subject is to establish various connections with the object [26,38]. The
meaning transfer model of McCracken [40] also pointed out that the symbolic meaning
attached by individuals to celebrities will be transferred to products related to celebrities,
that is, individuals will have the same emotion for products endorsed by celebrities due to
their positive impressions, good evaluations, and emotional attachments to celebrities [18].
Kim [37]’s research proved that celebrities not only enhance individuals’ interest in desti-
nations, but also further lead to a series of behavioral intentions. Su et al. [35] pointed out
that the close or estranged relationship between audience and celebrities will affect their
attitudes and impressions about the relevant places.

Fans constantly learn about, contact with, and expose themselves to the environment
or scene associated with celebrities because of their love for celebrities. Fans can also further
promote their association and sense of belonging to relevant places while establishing their
attachment to celebrities [67]. That is, idol attachment makes a particular place symbolic
to fans and reflect their identity as fans [8,51,66]. When people believe that these specific
locations can meet their needs and achieve their goals, PD on the functional level comes
from this [38].

Social bonding is generated by the interaction between the subject and the object.
Based on this concept, this paper puts forward the concept of idol bonding (IB), which
means the social and interpersonal bond between the fans and idols in the idol-related
place [8]. Celebrity attachment is a common positive psychological commitment of fans
to idols. Although the interaction between fans and idols is one-way and abstract in
most cases, celebrities are still a source for fans to realize self-cognition and obtain social
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relationships and cultural capital [18]. This is reflected in the fact that for many fans, they
will follow the idol’s steps to make choices and activities. These behaviors can not only
reflect their identity as fans, but also meet their needs and establish various interpersonal
relationships [66]. In addition, it is impossible for fans to completely break away from their
attachment to idols when they judge the things related to idols. Therefore, the aesthetics
and behavior of idols largely affect the judgment standards and value orientation of
fans [29]. Lee et al. [68] argued that attachment to stars has the effect of shaping the image
of a destination. When celebrities become the motives for tourists to travel, their travel
experience and decision-making behavior are more influenced by celebrities. Tourists’ high
interest and love for celebrities is a key reason for changing the image of the destination in
their eyes [69]. The atmosphere is the perception of the aesthetic level of the destination
and is part of the destination image [70].

Therefore, the prediction effect of idol attachment on each dimension of sense of place
can be assumed as follows:

Hypothesis 1 (H1). Idol attachment positively influences place identity.

Hypothesis 2 (H2). Idol attachment positively influences place dependence.

Hypothesis 3 (H3). Idol attachment positively influences idol bonding.

Hypothesis 4 (H4). Idol attachment positively influences atmosphere.

3.2.2. Sense of Place Predicted Place Attachment

The PI in the marketing environment demonstrates that self-identification can be
derived from the consistency of an individual’s identity and the related locations [71].
Individuals in a fanbase may rely on idol-related places to gain and support their social
identity as fans. When individuals use the environment as a means of communication and
a way of self-expression and achieve the consistency of personal image and environmental
image in this process, they will have attachment to the place. PI is essentially the self-
connection between individuals and places [8].

PD means that individuals tend to reduce the likelihood of choosing alternatives when
faced with multiple options, which also means that a specific location is more irreplaceable
to the individual [8]. Based on the arguments of environmental psychology, functional
assessment is a very important factor in reflecting the role of the place in supporting and
providing desired goals [72]. In addition, the stronger the ability of a place to meet personal
needs, the more positive one’s perception of that place will be [49]. Therefore, by improving
the completion of the needs of the place to the consumer, it can promote the generation
of positive emotions and evaluations, thus driving the enhancement of place attachment.
Especially for entertainment venues and expenses, specific locations are more attractive,
thus PD affects individuals’ attachment on locations [8,33].

Pretty et al. [52] demonstrated that social interaction and association with others is
one of the most important sources of place attachment. Social bonding can include families,
friends, and communities, which are as important as actual physical location in forming
place attachments [73]. Some studies discovered the possibility of creating social bonds
based on a service environment, such as a possible friendship between employees and
customers. When individuals seek emotional support, they are also supported by other
roles in society, thereby enhancing the attachment to each other [74].

Brocato et al. [8] explored the relationship between the various dimensions of sense
of place and place attachment in the study, demonstrating that PI, PD, and social bonds
between visitors and local people can strengthen the attachment toward place. The sense
of place also contains the physical environment, and the concept of the atmosphere. Even
though interpersonal relationships and social components are often concerned in predicting
the attitudes of visitors, the role of the physical environment should not be overlooked [51].
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Therefore, Stedman [51] came to the conclusion that the environment and landscape
have predictive power for attachment. Based on the above research, we propose the
following four hypotheses:

Hypothesis 5 (H5). Place identity positively influences place attachment.

Hypothesis 6 (H6). Place dependence positively influences place attachment.

Hypothesis 7 (H7). Idol bonding positively influences place attachment.

Hypothesis 8 (H8). Atmosphere positively influences place attachment.

3.2.3. Place Attachment and Outcomes

Based on the significant influence of place attachment on the individual’s emotional
attitudes, psychological intentions and decision-making behaviors toward places, the
purpose of cultivating and establishing place attachment is to achieve a long-lasting re-
lationship between tourists and places/destinations [42]. This study will speculate and
analyze the impact of place attachment on subsequent behaviors and intentions from the
following three concepts.

First is the intention to purchase idol-related products. Purchase intention (PIN)
means the possibility of fans’ intentions to purchase idol-related products when they are
visiting the idol-related places [75]. Although from the emotional point of view, attachment
to a celebrity can constitute a direct motivation for a visitor’s behavior. However, for some
people who focus on the location (such as moviegoers), they are more likely to go to places
where celebrities have appeared to purchase and collect relevant products [38,75]. Many
fans and spectators are keen to imitate and reproduce the situation when visiting their
idol-related destinations, especially when they buy the same food, clothing and products
to feel the intimacy with the place and the scene [76] (Robinson, 2015). In the research
of marketing, it has been proven that the customer’s attachment to the brand can greatly
influence their shopping behavior [77].

The second is the destination preference (DP), which refers to tourists’ preference for
a specific destination compared to other destinations, or, tourists will prefer to visit some
particular destinations [78]. DP is a dimension of destination loyalty, that is to say, tourists
are more inclined to choose their preferred destinations in the decision-making process [41].
A person’s attachment to a particular place implies a close emotional bond between the two,
especially a positive emotional connection between the individual and the environment.
This attachment can be expressed as shortening the distance to the place or maintaining the
relationship with the place in other ways [66]. An individual’s attachment to the place can
be manifested in greater tolerance to the location, and individuals are willing to invest in
order to promote the proximity of mutual relations, while they will even avoid contacting
similar alternative objects [42]. Kil et al. [79] demonstrated that a visitor’s attachment on a
place positively influences their preferences in selecting a destination.

Different individuals in a particular context can reach consensus or build partnerships
through sharing, and the standpoint that people can achieve their goals and gain happiness
by sharing their life experiences is also supported [80]. When attachment involves group
activities, individuals in the social group tend to share knowledge with others in the
group [81]. The motivation to share knowledge is not only to focus on the relationship
between oneself and others, but also to establish connections between others [82]. With
the development of the Internet and diverse mobile technologies, fans easily acquired
information and shared various experience [83]. Fans’ participation in idol-related places
is relatively active and forms a group with the same identity, so people will be willing to
share information [31]. Wu and Cheng [84] said that the trust and satisfaction gained in the
experience will affect people’s attitude and willingness to share knowledge.

Based on the above research results, this paper proposes three hypotheses as follow-up
to outcomes of place attachment:
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Hypothesis 9 (H9). Place attachment positively influences purchase intention.

Hypothesis 10 (H10). Place attachment positively influences destination preference.

Hypothesis 11 (H11). Place attachment positively influences information sharing.

4. Methodology
4.1. Measures

The process of developing the questionnaire was divided into three parts to ensure
the interval validity: (1) using English as the initial questionnaire language, (2) the original
version of the English questionnaire was translated into Chinese by researchers who
are both good at English and Chinese, (3) the 35 measurement items involved in the
questionnaire were developed based on previous studies. Therefore, the reliability and
validity of each construct have been verified. In addition, a group of academic experts is
still asked to evaluate the questionnaire items to ensure the content validity.

The first part of the questionnaire consists of nine variables: (1) the initial independent
variable is ‘idol attachment’, (2) ‘place identity’, ‘place dependence’, ‘idol bonding’ and
‘atmosphere’ are the four cognitive dimensions from sense of place, (3) the variable ‘place
attachment’ of the affective dimension and (4) the final output results include three depen-
dent variables of ‘purchase intention’, ‘destination preference’ and ‘information sharing’.
A total of 35 items were generated based on the above nine factors, all of which used
the 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). Taking into account
the problem of measurement error rates, a multi-item scale was used to construct the
questionnaire [85]. All items used in this study are shown in Table 2.

Table 2. Operational definitions of constructs.

Variables Operational Definitions Reference

Place (Idol-related Place) Specific sites/locations associated with idols,
including physical buildings and environments.

Brocato
et al., 2015

Idol Attachment Strong emotional connection of fans to idols. Giles and
Maltby, 2004

Sense of Place Fans’ perceptions of the functional and cognitive
dimensions of idol-related places.

Brocato
et al., 2015

Place Identity The congruence between a fan’s identity/image and
the idol-related place.

Proshansky,
1978

Place Dependence
Compared to other places, fans’ evaluation of the

degree to which idol-related places can meet
their requirements.

Backlund and
Wiliams, 2003

Idol Bonding The social and interpersonal bond between the fans
and idols in the idol-related place.

Brocato
et al., 2015

Atmosphere Visitors’ aesthetic perception of the surrounding
environment and ambience.

Deutsch
et al., 2013

Place Attachment Strong emotional bonds between fans and
idol-related places.

Brocato
et al., 2015

Purchase Intention The possibility of visitors’ intentions to purchase
idol-related products.

Kim
et al., 2019

Destination Preference Tourists’ preference and inclination of a specific
destination compared with other destinations.

Lee
et al., 2012

Information Sharing The intention and desire of individuals to share their
experiences with others.

Kwon
et al., 2015
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4.2. Data Collection

Data collection was done online. The questionnaire was published on a survey website
in China named ‘Tencent Questionnaire’ (http://wj.qq.com/, accessed on 23 April 2019).
The respondents were asked to be fans who had visited South Korea and encouraged
the respondents to participate in the survey through lottery. In order to confirm that the
respondent is a fan of K-pop, we selected the ‘super topic’ of BTS on the Chinese social
networking site ‘Weibo’ to publish the questionnaire link. ‘Super topic’ is a topic tag named
after the idol (similar to the tag in Twitter). Generally speaking, users who follow ‘super
topic’ and post comments in it can be considered as fans of an idol. As for whether the
fan has visited South Korea, it is confirmed by the question, “The number of times I have
visited South Korea” in advance.

A total of 510 responses were received, and 440 responses were retained and used in
subsequent analysis after elimination and screening. Table 3 summarizes the demographic
characteristics of the respondents. Considering that the respondents are the fan groups
of male idol singers, the vast majority of respondents were female (n = 384, 89.5%), and
the age distribution is also concentrated in the under-30s (below 20, n = 147, 33.4%; 20~29
years old, n = 290, 65.9%). Since the questionnaire was published on a Chinese social
networking site and survey website, almost all of the respondents live in Asia (n = 435,
98.9%). The student group (n = 360, 81.8%) accounted for the largest proportion, while
more than three-quarters of the respondents have a college education (n = 338, 76.8%),
followed by high school students (n = 75, 17%).

Table 3. Demographics of respondents.

Variables n % Variables n %

Gender Previous visit to Korea

Male 46 10.5 First 219 49.8

Female 394 89.5 Second 111 25.2

Age Third 56 12.7

Below 20 147 33.4 Fourth 19 4.3

20–29 290 65.9 More than fifth 25 5.7

30–39 2 0.5 Foreigner living
in Korea 10 2.3

40–49 1 0.2 Previous visits to idol-related places

Nationality region First 160 36.4

Asia 435 98.9 Second 115 26.1

Europe 1 0.2 Third 68 15.5

North America 3 0.7 Fourth 18 4.1

America 1 0.2 More than fifth 79 18.0

Education Job

Middle school
or below 6 1.4 Student 360 81.8

High school 75 17.0 Office worker 67 15.2

Bachelor 338 76.8 Professional 5 1.1

Master 19 4.3 Self-employed 1 0.2

Doctor 2 0.5 Other 7 1.6

http://wj.qq.com/
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5. Analysis and Results
5.1. Data Analysis

To test the proposed research model, we used a partial least squares (PLS) analysis.
Partial least squares (PLS) is commonly used to establish and test theory, and the predictive
power of the research model can be known by load degree and path coefficients. Previous
studies have detailed the various dimensions of sense of place [49], among which PI and PD
are quite widely mentioned and studied. Brocato et al. [8] added the concept of social bonds
(between consumers and employees) to explore how consumers get attached to a particular
service location of the service company and trigger a series of positive consumer behaviors.
After some analysis and discussion on previous research, we believe that for fans, the
spatial sense of idol-related places is indeed based on “people”, but the location does not
only mean the existence and establishment of interpersonal relationships. In some cases,
the “place” itself can also be a motivation for their choice, especially if the style or ambience
of the site matches their aesthetics. Therefore, we also incorporated the consideration of
the dimension of atmosphere, comprehensively studying the four functional and cognitive
dimensions of the sense of place with idol attachment as the cause and place attachment as
the consequence. In this paper, a total of 11 hypotheses are proposed to explore whether
idol attachment can affect multiple cognitive and functional dimensions of sense of place,
thus affecting place attachment and generating a series of behavioral intentions. To verify
that such a relatively complex relationship can be established, PLS path modeling can be
used [86]. In addition, PLS can be applied to both large and small samples, so this paper
conducts data analysis by performing PLS using Smart PLS 3.0 [87].

5.2. Measurement Model

To validate our measurement model, we assessed content, convergent, and discrim-
inant validity. First, the content validity of our survey was examined from the existing
prior literature, and our measurements were developed by adopting constructs validated
by other experts. Second, a confirmatory factor analysis (CFA) was performed on the
measurement model and the convergent validity and discriminant validity were tested [88].
The criteria were as follows: factor loadings of all items should be greater than 0.5 (or
ideally 0.708) in the 95% confidence level; value of average variance extracted (AVE) of all
factors should be greater than 0.5. To ensure internal consistency of each variable, the value
of Cronbach’s alpha should be greater than 0.7. The threshold of composite reliability (CR)
should not be lower than 0.7 to ensure reliability [85,86,89,90]. Discriminant validity is
judged by comparing the square root of AVE for each latent variable and the inter-construct
correlations. If the value of the former is greater than that of the latter, it indicates that there
is sufficient discriminant validity between the variables [91]. Table 4 shows the relevant
results of the CFA.

Specifically, the value of CR ranges from 0.852 to 0.949, all above the required threshold
of 0.7. The values of Cronbach’s alpha are all greater than 0.7 (ranging from 0.739 to 0.934)
which passed the test of internal consistency reliability. All loadings of items are greater
than 0.7 (ranging from 0.726 to 0.922), and the AVE values for variables are greater than
0.5 (ranging from 0.656 to 0.790). All the above indicate that the latent variables in the
model have convergent validity. The square root of AVE of each variable is greater than
0.8 and also meets the requirement that these values should be greater than internal-
construct correlations values, thus demonstrating that the discriminant validity between
the dimensions is also sufficient. The specific values are shown in Table 5.
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Table 4. Analysis of reliability and convergent validity.

Variables Items Loadings A C.R. AVE

Idol
Attachment (IA)

IA1: I love my idols. 0.831

0.805 0.884 0.719IA2: I am affectionate to my idols. 0.886

IA3: I am obsessed with my idols. 0.824

Place
Identity (PI)

PI1: The idol-related places reflects that I am a fan. 0.897

0.868 0.918 0.790PI2: Visiting idol-related places says a lot about me as a fan. 0.885

PI3: I feel that I can really be a fan in the idol-related places. 0.883

Place
Dependence (PD)

PD1: The idol-related places meet my needs better than any
other places. 0.867

0.801 0.883 0.717
PD2: I get more satisfaction out of visiting idol-related places than
any other places. 0.880

PD3: I enjoy visiting the idol-related places more than any
other places. 0.790

Idol Bonding (IB)

IB1: I have a lot of fond memories with my idol in the
idol-related places. 0.824

0.808 0.887 0.723
IB2: I have a special connection to my idols at the idol-related places. 0.874

IB3: I feel very close to my idols when I visit the idol-related places. 0.852

Atmosphere (AT)

AT1: The idol-related places have appealing architectures. 0.850

0.901 0.927 0.717

AT2: The idol-related places have beautiful buildings. 0.858

AT3: The idol-related places have a peaceful and
relaxing atmosphere. 0.808

AT4: The idol-related places have a comfortable and pretty
decoration style. 0.880

AT5: The idol-related places have clean streets and alleys. 0.835

Place
Attachment (PA)

PA1: I will miss the idol-related places when I am away from them
for too long. 0.833

0.739 0.852 0.657PA2: I would be disappointed if the idol-related places did not exist. 0.820

PA3: I can’t imagine stopping to visit the idol-related places. 0.779

Purchase Intention
(PIN)

PIN1: I will buy clothes or jewellery as those are worn by my idols. 0.803

0.826 0.884 0.656
PIN2: I will buy products endorsed by my idols. 0.860

PIN3: I will buy the food or drink my idols have eaten. 0.845

PIN4: I will buy other peripheral products related to my idol (such as
cartoon dolls). 0.726

Destination Preference
(DP)

DP1: South Korea was my first choice. 0.772

0.926 0.942 0.730

DP2: South Korea is more attractive than any other country. 0.861

DP3: I’m more interested in visiting South Korea than any
other country. 0.898

DP4: I would prefer visiting/being in South Korea, rather than going
to other countries. 0.909

DP5: I would rank South Korea as the most enjoyable country among
the others I have visited. 0.862

DP6: South Korea provides the best recreation/leisure opportunities
among the alternatives I have visited/been. 0.818

Information Sharing
(IS)

IS1: I intend to keep sharing my visiting experiences. 0.867

0.934 0.949 0.790

IS2: I plan to share my visiting experiences with other fans. 0.922

IS3: I will share my visiting experiences with other fans in the
near future. 0.895

IS4: I will say positive things about my visiting experiences to
other fans. 0.904

IS5: I would strongly recommend my visiting experiences to
other fans. 0.854

Note: Loadings = Standardized factor loadings; α = Cronbach’s alpha; C.R.: Composite reliability.
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Table 5. Analysis of discriminant validity.

Constructs (1) (2) (3) (4) (5) (6) (7) (8) (9)

IA 0.848

PI 0.250 0.889

PD 0.270 0.561 0.847

IB 0.317 0.479 0.564 0.850

AT 0.289 0.287 0.418 0.421 0.847

PA 0.253 0.412 0.517 0.497 0.400 0.811

PIN 0.351 0.289 0.339 0.422 0.376 0.318 0.810

DP 0.226 0.342 0.455 0.430 0.355 0.433 0.324 0.855

IS 0.257 0.233 0.316 0.392 0.319 0.296 0.395 0.336 0.889

Notes: Diagonal values in bold are the square root of AVE. IA = idol attachment; PI = place identity; PD = place dependence; IB = idol
bonding; AT = atmosphere; PA = place attachment; PIN = purchase intention; DP = destination preference; IS = information sharing.

5.3. Structural Model

After the test of reliability and validity of the measurement model, we also used
PLS 3.0 to verify each hypothesis proposed in the model. Figure 2 displays the outcome
of the structural model. The structural model was built and tested using 5000-capacity
bootstrapping samples for their explanatory power and path significance [92]. Table 6
shows the results of the hypothesis tests.

Figure 2. Results of SEM Analysis.

According to the test results of hypotheses, first of all, idol attachment has a significant
impact on place identity, place dependence, idol bonding and atmosphere. H1 to H4 are
supported, H1 (β = 0.250, t = 5.809, p < 0.001), H2 (β = 0.270, t = 6.628, p < 0.001), H3
(β = 0.317, t = 7.036, p < 0.001) and H4 (β = 0.289, t = 6.134, p < 0.001). The R2 value of
PI, PD, IB and AT are separately 0.062, 0.073, 0.100 and 0.083. Among them, the largest
value of R2 is idol bonding, which means that idol bonding has the strongest explanatory
power relatively among these for dimensions. The hypotheses of H5 to H8 are designed
to explore whether the perception of functional and cognitive dimensions can have an
impact on place attachment, and the results show that these four hypotheses are also
supported. H5 (β = 0.111, t = 2.356, p < 0.05), H6 (β = 0.256, t = 4.786, p < 0.001), H7
(β = 0.230, t = 4.487, p < 0.001) and H8 (β = 0.156, t = 3.551, p < 0.001). According to the
R2 value, place attachment is 0.359, which means that 35.9% of the variation of PA can be
explained by the four dimensions of sense of place. Hypotheses H9 to H11 are to explore
the behavioral intention and selection bias of the fans induced by place attachment. H9
(β = 0.318, t = 7.278, p < 0.001), H10 (β = 0.443, t = 11.259, p < 0.001), and H11 (β = 0.295,
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t = 5.889, p < 0.001). Therefore, the three hypotheses proposed last are supported. Place
attachment can positively impact on fans’ purchase intention, destination preference and
their intention to share information.

Table 6. Results of the hypothesis tests.

Hypotheses Standardized Path Coefficients

β t-Value Results

H1 Idol attachment positively influences
place identity. 0.250 5.809 *** Supported

H2 Idol attachment positively influences
place dependence. 0.270 6.628 *** Supported

H3 Idol attachment positively influences
idol bonding. 0.317 7.036 *** Supported

H4 Idol attachment positively influences atmosphere. 0.289 6.134 *** Supported

H5 Place identity positively influences
place attachment. 0.111 2.356 * Supported

H6 Place dependence positively influences
place attachment. 0.256 4.786 *** Supported

H7 Idol bonding positively influences
place attachment. 0.230 4.487 *** Supported

H8 Atmosphere positively influences
place attachment. 0.165 3.551 *** Supported

H9 Place attachment positively influences
purchase intention. 0.318 7.278 *** Supported

H10 Place attachment positively influences
destination preference. 0.443 11.259 *** Supported

H11 Place attachment positively influences
information sharing. 0.295 5.889 *** Supported

Note: * p < 0.05; *** p < 0.001.

Through data analysis, all the hypotheses proposed in this paper are supported, and
there are significant relationships and positive influences among the variables. Idol attach-
ment can be used as an antecedent of sense of place. Sense of place has a predictive effect
on place attachment and promotes the formation of place attachment. Place attachment
induces and triggers fans’ intention to purchase and share information, and they are more
likely to choose the relevant destination country.

6. Discussion

The H1 to H4 have been supported to prove that the idol attachment can be used as
an antecedent to affect the fans’ perception and judgment of places. On the one hand, fans
believe that idol-related places can reflect their identity and meet their needs, and they can
feel social connections with idols when visiting these places. At the same time, in many
cases, these places themselves conform to their aesthetics, but only by the carrier of the idol
for fans to know. This is consistent with previous studies examining the associations and
effects between idols and destinations [3,18,69]. This phenomenon can also be explained
according to the point of meaning transfer, which means that fans have a higher acceptance
of the places related to their idols [18].

On the question of whether sense of place can promote the generation of place at-
tachment, according to the support of H5 to H8, the answer is yes. Different studies have
different standpoints and propositions on whether the cognitive dimension comes first or
the affective dimension comes first when people perceive perceptions of places. However,
the former’s point of view is supported in this study. People’s knowledge of places gen-
erally comes from factual information. Although some fans have not actually visited the
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idol-related places, they believe that the information published by the idols is consistent
with the facts and trustworthy, and therefore have a more positive view of the sites. The
establishment of emotional attitudes is more based on experiences and participation [8].
That is, fans’ affection to the place can be cultivated and enhanced through actual visits. At
this point, their attachment to the idol and the initial cognitive perception of the idol-related
places will turn into emotional perception of the place itself after actual experience and
deeper involvement, thus generating satisfaction and loyalty.

Emotional components play a very important role in the generation of intentions and
decisions and taking practical tourism behavior [18,66]. In other words, positive emotions
make them more likely to take determined choices. The support of the three hypotheses
of H9 to H11 confirms this view. Moreover, it is not difficult to see from the values that
place attachment has the greatest impact on destination preference. It follows that fans are
more inclined to choose the country where the idol-related places are located due to their
attachment and fondness.

Moreover, the results show that the actual visitation due to idols helped them have a
preference for destination and information sharing related to the destination. For fans, their
favorite idols played a significant role in strengthening a positive image of the destination.
The impact of actual visitation on destination preference is another interesting dimension
to the research findings. The idol attachment has successfully led tourists to actually prefer
the destination and share information of destination, which helps the fans experience
destination culture and create the image. This destination related to idols might develop
its brand strategy for the future based on a more experiential and sustainable perspective.

7. Implications and Limitations
7.1. Theoretical Implications

First of all, the theory of sense of place has been widely used in the field of tourism,
and it contains rich structure and dimensions, involving cognitive dimensions and affec-
tive dimensions. Some studies have examined the specific factors of sense of place and
developed measurement standards, while others have selected some of these dimensions
to study the place. The dimensions in sense of place applied in this paper involve place
identity, place dependence, social bonding and atmosphere, and these four are functional
and cognitive dimensions, and this is not common in previous discussions. Most of the
destinations explored by sense of place are distinctive or symbolic in nature, or there is a
close connection between these places and celebrities. The research objects in this paper are
idol-related places, and are originally some facilities and places that can be seen everywhere
in life, such as coffee shops, bookstores, convenience stores and parks. However, due to
the temporary visit of the idols, these places have different meanings for fans than other
similar places. The “pilgrimage” of fans has a long history, but the large-scale fan tourism
activities triggered by these otherwise unremarkable places have not been fully studied.
This may also be attributed to the development of social networks and the improvement of
people’s living standards.

Second, the substructures of sense of place and place attachment have many simi-
larities and are often intermixed and substituted. This article discusses and reveals the
process and mechanism of idols guiding fans to travel to a particular location. Tourists are
influenced by many direct or indirect motivations in the process of choosing destination
and taking action, and even the idols can be the main driving force. However, this study
explores the complete transformation process of fans’ attachment from idol to place, and
finally explains the generation of behavioral intention. There are many researches on
celebrity-induced tourism and the influence of celebrities on tourists’ behavioral intention
based on the phenomenon of the Korean Wave, but there are few studies involving the con-
version process of affective-cognitive-affective. The contribution of this research is to verify
the specific phase and process in which fans’ attachment to idols can be transformed into a
series of intentions. At the same time, there is often no clear distinction between the similar
concepts involved in sense of place and place attachment theory in many studies. This
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research takes into account the four cognitive and functional dimensions of sense of place,
and confirms the sequence of cognitive and affective factors, that is, sense of place triggers
and promotes place attachment. This is consistent with the study of Brocato et al. [8].

Third, although the Korean Wave seems to be a popular culture among young people,
it is also a very important part of the spread and extension of Korean culture. The visit of
fans to idol-related places can also be seen as part of cultural tourism. These ubiquitous
locations allow fans and visitors to immerse themselves into the local culture and create
opportunities to learn more about the country and region. Moreover, the results of this
study demonstrate that attachment to a specific place can promote visitors’ purchasing
intention, destination preference and information sharing intention. From the conclusion
that place attachment has the greatest impact on destination preference, it is possible to
improve the overall image and reputation of a country or a region by cultivating emotional
attitudes towards local areas.

7.2. Practical Implication

The form of fan tourism with idol-related places as destinations, mainly takes the idol
as the initial motivation, and takes the social networks, music videos, variety shows and life
photos as carriers and communication channels. The definition of media is very broad, and
the popularity of the Internet has accelerated the speed of information dissemination, so
that the content produced in various forms of media can be quickly known by more people.
When fans get information about idols, products or places related to idols become objects
of their concern. Fans’ positive attitude towards idols affects their perception of places and
even destinations. This is a process from people to things/destinations. Therefore, it has
become an issue worth discussing to promote the non-traditional tourist hot spots by idols,
thus to enhance the popularity and reputation of different regions.

In the study of celebrities and sense of place, “place” refers more to the sites that are
closely related to celebrities, such as the former residence of celebrities, the industry run
by celebrities, or the place where celebrities work daily. In this study, the subjects were
randomly visited by idols. These places are not owned by idols and they only occasionally
appear. Even so, these places still attract fans’ visits. Therefore, “pilgrimage” is no longer
limited to traditional places with extremely strong symbolic significance, but is increasingly
involved in daily life and surrounding places, becoming a popular tourist phenomenon
among fans. According to this point of view, diversified tourism destinations can promote
tourists’ in-depth experience of local culture and can alleviate the environmental and order
pressure of traditional tourist attractions at the same time.

Among output results of purchase intention, destination preference and information
sharing, place attachment has the greatest impact on destination preference. Fans will
have a preference for a country or region out of their attachment to the idol-related places,
which has practical significance in destination promotion and marketing. It is important to
establish a comprehensive and complete destination/national image, but sometimes the
overall image can be improved through the construction of some specific or more targeted
sites. This provides more diversified ideas for destination marketing. After all, there are
very few visitors who can travel around every corner of a city or country in practice, while
fragmented exposure and publicity can bring the effect of “love me and love my dog”. This
is a good way to save costs and improve efficiency. The objects involved in the subsequent
behavior intention of tourists are other fans or people, which is another process from the
things/places to the person. Therefore, from the perspective of practice, it is possible to
promote the diversification of tourism forms and the in-depth exploration of tourist sites
through the rational use of idols as publicity resources and cultural media, and finally
bring more economic benefits, better public praise and more positive destination images.

7.3. Limitations and Future Researches

Although this research has some academic contributions and practical significance, its
limitations still exist and cannot be ignored. First of all, the sample data of this study is
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relatively simple: only fans are selected as research objects and the vast majority of them are
women. Generally speaking, fans are more likely to be influenced by idols than ordinary
visitors due to their attachment and love for idols [39]. How to expand the scope of the
research object to ordinary tourists is a problem that needs to be solved in future research.

On the other hand, although online surveys can reach a wider range of respondents
at a faster speed, the lack of offline surveys in this study has also become a hindrance to
the promotion of research results. The responses of online surveys are based on pre-visit
expectations and post-visit memories. The perception of visitors will change with time,
place and other factors, so the attitude and opinion generated while traveling are equally
important [93]. Combining online and offline surveys, tourists’ cognition and psychology
can be explained more comprehensively.

Finally, because this survey is based on Chinese social networks, there is a lack of
research on fans and visitors from other regions and countries. In general, the distance
between the destination and the difference in cultural background may have an impact
on the perception of destination image and the selection of tourism activities [94]. The
survey participants in this study were limited to Chinese fans and tourists, and could not
represent other tourists, which also greatly affected the universality of this study.

Nonetheless, it is important to note that the popularity of Korean idols is not nec-
essarily limited to China but also very high in other countries (e.g., Japan, Hong Kong,
and Europe). In a post-industrial society driven by popular culture, celebrities, including
idols, are moving icons that instantly draw people’s attention and actual visitation to the
place they appear [18]. With the increasing circulation of popular culture worldwide, the
socio-cultural and political power of celebrities will become even greater in the future. It
is hoped that in future research, the respondents can involve more tourists from different
countries and regions, so as to achieve the fairness and universality of research.
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