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Abstract

As video games increasingly replicate real-world locations, they have become powerful
tools influencing players’ perceptions and behaviors toward travel destinations. Based
on the principles of Transfer Trust Theory (TTT), this research investigates how the trust
established in a destination within a virtual game context, referred to as perceived des-
tination trust, translates into real-world travel willingness. Using data from a survey of
262 Tunisian gamers who played games set in real-world environments, we employed a
structural equation modeling approach incorporating SPSS and SmartPLS analyses. The
results indicate that immersion and enjoyment of the game significantly strengthen emo-
tional attachment and the image of the destination, thereby reinforcing perceived trust.
This trust positively predicts the willingness to visit real-world destinations. Furthermore,
moderation analysis reveals that this effect is more pronounced among individuals classi-
fied as Explorers and Achievers, highlighting the influence of motivational typologies on
the translation of virtual behaviors into real-world actions. These results extend the scope
of TTT to video game-induced tourism (VGIT), empirically validating the psychological
mechanisms that link virtual trust to real-world travel behaviors. From a practical stand-
point, tourism organizations and game developers are advised to collaborate on creating
immersive and authentic environments that enhance destination credibility while aligning
with brand objectives.

Keywords: video game-induced tourism (VGIT); trust transfer theory (TTT); perceived
destination trust; player types; Bartle’s taxonomy; structural equation modeling; travel
willingness

1. Introduction

Over the past two decades, the global tourism sector has undergone significant trans-
formations driven by the rise of media-induced tourism, a phenomenon through which
visual and narrative media influence travelers’ perceptions and decisions (Tzanelli, 2019;
Reijnders et al., 2024). Historically, it has been reported that film and television productions
have had a dominant influence on shaping individuals’ travel preferences (H. Chen et al.,
2021; Dai et al., 2022); however, in recent years, the rapid expansion of the video game
industry has given rise to a new type of tourism: video game-induced tourism (VGIT)
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(Dong et al., 2021). This phenomenon embodies the ability of video games to shape play-
ers’ perceptions of physical places, thereby motivating them to explore the destinations
they encounter within virtual worlds (Zemta & Bielak, 2024). With the gaming indus-
try’s annual revenue exceeding $179 billion and nearly 3 billion active gamers worldwide,
the role of video games as a means of tourism is undeniable (Peri, 2024). In this sense,
Hou (2024) found that international travelers were directly influenced by video games’
realistic depictions of real-world locations, underscoring the growing strategic value of
VGIT in destination marketing. Several empirical and case-based studies illustrate this
trend. For instance, Assassin’s Creed Origins was found to increase players’ reported
interest in visiting Egyptian heritage sites by approximately 15% (Wang et al., 2024), while
The Witcher 3 contributed to a measurable rise in visits to Polish cultural destinations
(Bojanowska & Surowiec, 2022). Similarly, Microsoft Flight Simulator’s realistic portrayals
of airports have inspired aviation enthusiasts to explore corresponding real-world loca-
tions (Leuze & Leuze, 2021). Although VGIT remains a relatively new research stream
(Ramirez-Moreno & Leorke, 2020), growing evidence indicates that video games not only
shape destination images (Shuhua et al., 2024) but also foster emotional and cognitive
bonds with virtual environments through mechanisms such as place attachment and spatial
presence (Moore, 2015; H. Han et al., 2019), which may in turn influence players’ travel
intentions (Lian et al., 2024). Such studies remain narrow in focus, dealing only with film-
and television-induced tourism.

Despite its growing importance, the role of trust in VGIT remains largely unknown.
Research has shown that trust can be built around a destination and a place seen in a movie
and that this can influence an individual’s decision to travel to the location seen in the movie
(Juskelyte, 2016; Michopoulou et al., 2021); however, the equivalent analysis for video games
has not been fully developed. In this regard, the main inquiry driving this research is the
extent to which perceived trust in destinations derived from video games influences players’
propensity to visit these sites in the real-world. While VGIT is a global phenomenon,
this study focuses on Tunisian gamers representing an emerging North African gaming
market characterized by rapid digitalization and youth engagement. This context offers a
valuable opportunity to analyze VGIT within a developing region, thereby enhancing the
cross-cultural validity of the findings According to the trust transfer theory (TTT), trust
established in one specific domain can be transferred to another domain (Zhang, 2018).
While academic research on video game-induced tourism (VJIT) has explored relevant trust-
based mechanisms, such as destination credibility and image transfer (Dubois et al., 2020;
Sharma et al., 2022), there is a significant lack of direct empirical validation of TTT in this
particular context. Although a large and growing body of literature has investigated how
gaming environments shape destination image (Dubois et al., 2020), they ignore both the
processes of trust building and how this trust is transferred into real-world travel actions.
Furthermore, existing studies ignore the role of diverse player categories in modulating
this process. Since player interactions with video game destinations are not uniform, it is
natural that some players will develop higher emotional and cognitive connections with
virtual settings than others, which affects the level of trust transfer. Understanding these
dynamics is crucial for both tourism marketers and game developers seeking to leverage
VGIT effectively.

The research design will expand the knowledge gap between the fields of marketing,
tourism, and game studies as it examines how perceived trust in destinations in video games
influences real-world travel willingness, with gamer patterns as moderators. Specifically,
the study set out to answer the following questions: (1) Does perceived trust in video game
locations significantly impact willingness to visit real-world destinations? (2) To what
extent do player types moderate the effect of perceived destination trust on intention to
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travel behavior? Based on the study’s findings, it can make theoretical, empirical, and
practical contributions. From a theoretical perspective, the study can extend TTT to a new
field by validating its application in video game tourism. From an empirical perspective,
it provides the first quantitative analysis of trust mechanisms in VGIT, and SEM is used
to test the conceptual model proposed in this study. Destination marketers can use the
implications of these findings to improve video game partnerships, game developers to
increase the credibility of video games for tourism purposes, and travel agencies to create
game-inspired tour packages.

The rest of this paper is organized as follows: the literature review will discuss media-
induced tourism, TTT, destination image formation, gamer types and our hypothesis. The
methodology section describes the research design, data collection method, and analytical
methods, which will include SEM and SmartPLS to test the hypotheses. The results section
will present empirical results, followed by a discussion that analyzes these results in light
of the theoretical contributions of the study, as well as practical implications. Finally, the
conclusion will present the main findings of the study, the limitations of the research, and
potential directions for further investigation, to explain the increasing importance of video
games in controlling tourism-related behaviors.

This research makes valuable contributions to the understanding of VGIT. It demon-
strates how gaming immersion and enjoyment influence emotional attachment to video
game destinations and their associated image, positively impacting destination trust and,
consequently, players” willingness to travel to these destinations in the real world. The
study provides strong evidence that trust established in virtual gaming can be transferred
to tangible destinations, demonstrating the relevance of TTT in modeling interactive media,
including video games. Furthermore, the study’s most notable finding is the moderating
role of gamer types in this relationship, with Explorers and Achievers showing the most
significant influence on the relationship between trust and willingness to travel behav-
ior. These findings enrich existing studies by clarifying how diverse gaming typologies
influence intentional tourism behavior, providing a new perspective for studying the in-
tersection between consumer behavior, gaming, and tourism. This research highlights
the growing potential for synergistic collaboration between the gaming industry and the
tourism sector, leveraging game-generated content to enhance destination identity and
influence real-life travel decisions. Ultimately, the study promotes the integration of games
into tourism marketing, highlighting how digital experiences significantly impact offline
behavior. In the wake of the post-pandemic tourism recovery, such digital engagement
strategies may offer innovative, sustainable, and cost-effective pathways for reactivating
global travel demand.

2. Literature Review

2.1. Video Game-Induced Tourism

VGIT represents a significant evolution of media-induced tourism, offering a more in-
teractive and participatory experience than traditional film or television tourism (Lamerichs,
2018; Dong et al., 2021). While film-induced tourism relies on passive viewing and narrative
immersion (Cardoso et al., 2017; Raj, 2018), VGIT uniquely enables active engagement and
replayability, allowing players to repeatedly explore and make decisions that shape their
trust and attachment to virtual destinations (Rainoldi et al., 2022; Zolkifly et al., 2023). This
replayability deepens familiarity and authenticity judgments psychological mechanisms
rarely observed in one-time cinematic exposure, allowing players to investigate, engage,
and form emotional connections with digital representations of physical locations (Moore,
2015; Isbister, 2016; Caselli et al., 2021). These interactive properties of video games go
beyond passive media consumption (Sjoblom & Hamari, 2016; Bowman et al., 2020), fa-
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cilitating players to develop deeper connections with virtual destinations (Sharma et al.,
2022). This particular form of tourism has seen an increase in popularity, attributed to the
increasing realism of gaming environments and the growing influence of gaming culture
on consumer behavior (Seo et al., 2015; Coble et al., 2024). Several case studies demonstrate
the significant influence of video games in shaping individuals’ travel behavior (Rapp, 2021;
Sharma et al., 2022). The Assassin’s Creed video game series, which accurately reproduces
historical cities such as Florence, Paris, and Athens, has increased tourism to these areas
(Carvalho et al., 2019; Di Mascio, 2020; Y. Xu, 2021), with participants indicating a desire to
visit locations they have previously visited in video games. Similarly, It has been mentioned
in marketing literature that Grand Theft Auto V presents a highly realistic representation of
Los Angeles, thus influencing perceptions of urban tourism (Wills, 2021). The Witcher III,
with landscapes modeled on the real geography of Poland, has contributed to heightened
interest in Polish tourism; according to Zemta and Bielak (2024), surveyed players reported
increased intention to visit sites featured in the game, suggesting measurable real-world
influence. Furthermore, Microsoft Flight Simulator gives players a virtual tour of the world
and may change their desire to travel in real life (Sharma et al., 2022; van Nuenen, 2023).
Collectively, these examples indicate that video games can function as effective marketing
instruments; however, their influence is not uniform across genres or audiences, as cul-
tural biases and representational differences can shape players’ perceptions of authenticity
(Dong et al., 2021).

The effectiveness of VGIT is enhanced by psychological factors including immersion,
game realism, and interactive storytelling as factors (Dong et al., 2021; Zemta & Bielak,
2024). Calleja (2012), and Peng and Ke (2015) explain that immersion is the player’s
feeling of being present within the game world, which increases the likelihood of forming
trust in virtual destinations. In addition, realism in visual and gameplay mechanics affects
authenticity, which in turn increases the believability of locations in video games (Mochocki,
2021; Bowman et al., 2023). Interactive storytelling is also another important aspect of
gameplay as it determines the player’s emotional attachment to the game environment
(Toh, 2022; Passos et al., 2024; H. Chen, 2024; Gunderman, 2024). These elements somehow
influence players’ perceptions of real-world travel destinations and their willingness to
visit them, making VGIT an important area of study in marketing and tourism research.

2.2. Trust Transfer Theory in Marketing and Tourism

Trust Transfer Theory (TTT) provides a conceptual framework for understanding how
trust established in one context can influence attitudes and behaviors in another (Stewart,
2003; Y. Lee et al., 2014). Within VGIT, this transfer occurs through familiarity and parasocial
trust psychological mechanisms that emerge when players repeatedly interact with virtual
destinations and perceive them as authentic extensions of reality (X. Chen et al., 2015;
Rainoldi et al., 2022). Unlike in e-commerce or brand-extension contexts, however, the
transfer of trust in interactive media depends on agency and immersion, which shape how
players internalize credibility. While this extends TTT to a novel digital environment, it also
introduces boundary conditions: player motivations, cultural proximity, and the realism of
game design can constrain the extent of trust transfer (Ying et al., 2021; Mochocki, 2021).
This theoretical extension of TTT toward the concept of “destination trust” is pivotal to
explaining the influence of video games on travel decision-making and thus warrants
further empirical investigation.

2.3. Player Types and Their Role in Consumer Behavior

Player behavior within video game environments is heterogeneous, driven by a range
of distinct motivations and engagement patterns (Brithlmann et al., 2020; J. Lee & Eden,
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2023). Bartle’s taxonomy identifies four basic player archetypes: Achievers, Explorers,
Socializers, and Killers, each of whom interact with digital landscapes in unconventional
ways (Caglar & Kocadere, 2016; Kirchner-Krath et al., 2024). Achievers are goal-oriented
and motivated by achievement (Fufs et al., 2014). Explorers seek to discover complex
interactions and gain knowledge (Moradi et al., 2020). Socializers focus primarily on
community engagement and shared experiences, with their actions potentially influenced
by social dynamics (F. Xu et al., 2021; Zhao et al., 2021). Killers focus on aspects of
competition and asserting dominance (de Lima et al., 2025). H. Han et al. (2019) argue
that gamer motivations exert a significant influence on perception and trust formation,
thus reinforcing the idea that gamer types act as moderators in the transfer of trust within
destinations. Recognizing the moderating influence of gamer types on destination trust
and travel behavior is essential for developing tailored marketing strategies that target
diverse gaming demographics, thereby increasing the effectiveness of promotional efforts
in game-based tourism.

2.4. Hypothesis Development
2.4.1. Game Immersion and Game Emotional Attachment

Game immersion represents the degree to which a player engages with a virtual space
and is deeply committed to psychological investment (Curran, 2013). This concept has
gained much attention in digital marketing and consumer behavior research because virtual
experiences create stronger emotional connections (Hudson et al., 2018; Z. Huang et al,,
2022). In this sense, many scholars hold the view that high levels of immersion lead gamers
to develop intense emotional connections with video game components such as characters
as well as environments and narratives (Rativa et al., 2020; Tu et al., 2022; Tomlinson, 2025).
According to research by Dubois and Gibbs (2018), Dong (2021), and Sharma et al. (2022),
immersion in a virtual environment leads video game players to develop intense emotional
connections that enhance their mental attachment to video game locations. Flow theory
provides evidence to support this assertion, as optimal engagement leads to attachment
when people experience immersive activities (Bodzin et al., 2020). Thus, gamers who
immerse themselves in highly realistic and interactive game settings experience stronger
emotional connections with virtual objects and the virtual world (Coulson et al., 2012).
Therefore, we hypothesize:

H1: Game immersion positively influences Game Emotional Attachment.

2.4.2. Game Immersion and Destination Image

Destination image represents the overall perception people have of a place based on
cognitive and affective evaluations and it serves as a key element that influences their choice
to visit that place (H. Kim & Chen, 2015; Woosnam et al., 2020). Research on media-induced
tourism demonstrates that consumers who develop visual and experiential familiarity
through digital exposure will develop strong destination images (Marchiori & Onder, 2014;
Homsud, 2024). Video games that accurately depict real-world locations give players an
experiential understanding of these destinations that shapes their perceptions (Alcindor
et al., 2022; Rainoldi et al., 2022). Through their immersive nature, these environments
engage all senses and interactive elements that create a realistic experience of personal
exploration (Globa et al., 2022; Weber, 2017). Considering that video games deliver inter-
active and sensory-immersive experiences, they represent a distinctive medium for the
reinforcement of destination imagery (Alyahya & McLean, 2021; Lv & Wu, 2021; Junko et al.,
2022). Therefore, it can be concluded that immersive game settings may have a positive
impact on players” perception of destination attractiveness and authenticity. Therefore,
we propose:
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H2: Game immersion positively influences destination image.

2.4.3. Game Enjoyment and Destination Image

The phenomenon of enjoyment is a central factor in media-induced tourism (Bi et al.,
2021; Dong et al., 2021). Research within the framework of consumer experience theory
report that positive emotions generated by enjoyable digital interactions significantly
enhance perceptions of brands and destinations (Ryoo, 2015; Kovacic & Sagovnovic, 2022;
Bouzaabia et al., 2024; Pellegrino, 2024).

Notably, the association between positive gaming experiences and destination percep-
tions is well documented in tourism studies, where enjoyable media encounters promote
a positive image of depicted locations (Pan & Hsu, 2014). Enjoyment, characterized by a
pleasurable and rewarding experience, amplifies both cognitive and emotional engagement,
making the virtual game environment more salient to participants (Mellecker et al., 2013;
Oliver et al., 2015; Rogers et al., 2016; Bowman et al., 2016; Csontos & Heckl, 2025). Also,
video games that offer compelling narratives and authentic landscapes create a strong
association between player satisfaction and destination attractiveness (Calleja, 2012). There-
fore, players who enjoy interacting with gaming environments are more likely to develop
positive perceptions of video game destinations, which in turn influences the realistic image
of these destinations (Cohen, 2013). Thus, we propose the following hypothesis:

H3: Game enjoyment positively influences destination image.

2.4.4. Game Enjoyment and Game Emotional Attachment

Game enjoyment encompasses the pleasure obtained from gameplay, including as-
pects of challenge, exploration, and interaction (Fu et al., 2008). Research within media
psychology indicates that elevated levels of enjoyment promote emotional engagement,
resulting in a more profound attachment to digital content (Bowman et al., 2016). When
players derive enjoyment from a game, they establish significant connections with video
game experiences, thereby augmenting the probability of cultivating emotional attachment
to game components (Isbister, 2016; Coulson et al., 2012). In the realm of VGIT, enjoyable
experiences can enhance players’ affiliations with virtual environments, rendering these
locations more personally significant (Sifonis, 2017; Oleksy & Wnuk, 2017). This emo-
tional attachment parallels that observed in real-world brand and product loyalty, wherein
positive affect strengthens enduring engagement (Palomba, 2018). Thus, we propose:

H4: Game enjoyment positively influences game emotional attachment.

2.4.5. Game Emotional Attachment and Perceived Destination Trust

Perceived destination trust refers to the perception of a site’s reliability and credibility
that consumers gain through their interaction with its representation (Abubakar et al., 2017;
Abubakar, 2016; Abubakar & Ilkan, 2016; Al-Ansi & Han, 2019). Research on consumer-
brand relationships shows that emotional ties increase brand trust (Loureiro et al., 2012;
Handique & Sarkar, 2024). Thus, the role of emotional attachment in trust formation is
crucial because consumers are more likely to trust entities with which they have emotional
connections (Ouyang et al., 2017; J. I. Lee et al., 2022). Within the VGIT framework, the
phenomenon of emotional attachment promotes a sense of familiarity and psychological
closeness, thereby enhancing trust in a destination (Ouyang et al., 2017; Silva & Correia,
2016; Tasci et al., 2021; Qu et al., 2023). In the same vein, if players have intense emotional
relationships with video game locations, they are more likely to have a trustworthy percep-
tion of these locations as real-life destinations (Salmond & Salmond, 2016; Sifonis, 2017).
Thus, we propose:
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H5: Game emotional attachment positively influences perceived destination trust.

2.4.6. Destination Image and Perceived Destination Trust

The existing literature on tourism marketing has identified a constructive association
between a favorable destination image, trust levels, and high visit intentions (Jebbouri
et al., 2022). In this regard, Veasna et al. (2012), Al-Ansi and Han (2019), Lian and Yu
(2019), and Liu et al. (2019) advocate the proposition that a strong and positive destination
image significantly influences travelers’ trust in a place. Positive portrayal of a destination
across different channels generates increased trust and belief that the destination will
meet or exceed expectations (Su et al., 2019; Jebbouri et al., 2022). In the realm of VGIT,
destination image and credibility can be shaped and enhanced through video games,
which act as an interactive and distinctive medium through the use of immersive and
realistic representations (Dong, 2021; Dubois et al., 2020). Therefore, we propose the
following hypothesis:

Hé: Destination image positively influences perceived destination trust.

2.4.7. Perceived Destination Trust and Willingness to Travel to Real Destinations

According to Artigas et al. (2017) and Wang et al. (2024), trust is a critical factor in
consumer decision-making in tourism. Previous studies have shown that consumers are
more likely to visit places they perceive as trustworthy (Liu et al., 2019; Su et al., 2021).
This relationship has been observed in film-induced tourism where trust in cinematic
representations of locations has been found to increase travel motivation (Li & Liu, 2020;
Dominguez-Azcue et al., 2021; ]. Han et al., 2022; Luong, 2024). In the case of video game
tourism, perceived trust generated by immersive experiences and favorable representations
of the destination is expected to enhance travel intention (M. J. Kim et al., 2018; Lavuri &
Akram, 2023; Yersiiren & Ozel, 2023). Since the perception of trust in a destination depends
on game participation, it is reasonable to assume that visitors to a virtual destination are
more likely to visit the real destination (Y. Huang et al., 2012; M. J. Kim et al., 2018; Sharma
et al., 2022; Shuhua et al., 2024).

In this same sense, the virtual environment interactions and perceptions of individuals
are influenced by their player typologies according to Bartle’s taxonomy (Eriimit et al., 2020;
Sezgin, 2020). The Achievers and Explorers who deeply engage with the game content
may show stronger trust transfer effects than the Killers who pay attention to competition
rather than the narrative (Fuf3 et al., 2014; Kocadere & Caglar, 2018; Krappala et al., 2024).
Knowing these differences will help in understanding how gaming experiences can be used
to explain real-world travel behavior. Hence, it could conceivably be hypothesized that:

H7: Perceived destination trust positively influences willingness to travel to real destinations.

HS: Player types moderate the relationship between perceived destination trust and willingness to
travel to real destinations.

The proposed hypotheses were used to develop the research model shown in Figure 1.
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Figure 1. Conceptual model.

3. Methodology
3.1. Research Design

A survey-based design was utilized to gather empirical data, emphasizing the struc-
tured conceptual model and the measurement of effects. Structural Equation Modeling
(SEM) was applied to validate relationships inspired by TTT. To ensure sufficient statistical
power, The sampling technique used was convenience sampling, employing the approach
of multiplying the number of observable variables by 10 (Akrout, 2010; Nicolaou & Ma-
soner, 2013), Our final sample (N = 262) comfortably exceeded this threshold, ensuring
robust model estimation. The quantitative methodology guarantees generalizability, statis-
tical reliability, and replicability, thereby facilitating hypothesis testing on a large sample
scale (Lim, 2024).

3.2. Data Collection and Ethical Considerations
3.2.1. Sampling Strategy

Data collection was conducted through an online survey. The survey used previously
validated multi-item constructs to ensure reliability and validity. The study focused on
VGIT, targeting players familiar with video games that depict real-world destinations and
locations. A filtering question was included to ensure data relevance by confirming respon-
dents’ exposure to such games (Have you played a video game that includes real-world
locations?). Those who did not meet this criterion were excluded, ensuring participants
were familiar with typical real-world environments.

Although all participants in the study were from Tunisia, this signifies a nascent and
relatively unexamined gaming market within the North African region. Consequently, the
results must be analyzed within this cultural framework, which functions as a limiting
factor for broader generalization. This emphasis, however, yields significant insights into
the manner in which global video game narratives influence destination trust and travel
intentions among players situated outside of Western markets.

Convenience sampling, a prevalent method in digital behavioral research, was used to
efficiently recruit participants through online gaming communities (Stratton, 2021). Recruit-
ment occurred via social media and gaming forums, including Facebook, Instagram, Reddit,
and Discord, where players actively engage in discussions of their gaming experiences.
The final sample comprised 262 Tunisian gamers (response rate ~ 64%), predominantly
aged 18-35 (82%), with an average gaming frequency of 4.1 sessions per week. Approxi-
mately 61% identified as male and 39% as female. This demographic distribution aligns
with global gamer profiles, minimizing urban-youth bias. Previous research has shown
that non-probability sampling via social media yields valid insights in online behavioral
contexts (Cui et al., 2022).
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3.2.2. Ethical Considerations

Ethical standards were rigorously upheld to safeguard participant rights and maintain
data integrity. The survey provided an informed consent declaration, detailing the study’s
aim, voluntary participation, confidentiality, and the right to withdraw. No identifiable
data was gathered, and data was securely stored to meet institutional ethical and data
protection requirements. Ethical clearance was acquired from the university’s ethics review
board, confirming compliance with established social science research protocols.

3.3. Measurement Scales

The study employed validated multi-item scales for measuring constructs in the con-
ceptual model. Participants rated their agreement with 25 survey items on a five-point
Likert scale. The constructs and measurement scales are detailed in Table 1. Game Im-
mersion was assessed using a 6-item scale from Cuny et al. (2015). Game Enjoyment
was evaluated with 3 items from Oliver and Bartsch (2009). Game Emotional Attachment
utilized a 4-item scale from Folmer et al. (2013). Destination Image was measured with
a 4-item scale adapted from Kock et al. (2016). Perceived Destination Trust was assessed
using a 5-item scale from Teo and Liu (2007). Willingness to Travel to Real Destinations
was measured with a 3-item scale from Moura et al. (2014). Player Types (Moderator) were
categorized according to Bartle’s (1995) taxonomy into Achievers, Explorers, Socializers,
or Killers based on gaming preferences. The use of validated instruments enhances con-
struct validity and measurement reliability, facilitating a rigorous statistical analysis of
the hypotheses.

Table 1. Measurement scales and measurement model indices.

Constructs

Measurement Items Cronbach’s Alphas CR AVE

Game Immersion

GI1: The video game created a virtual environment that fully

immersed me in its world.

GI2: At times, I was so engaged in the game that I lost
awareness of my real surroundings.

GI3: While playing, my body was in the room, but my mind

was fully inside the game world.

0.892 091 0.64

GI4: The game experience made me temporarily forget the

reality of the outside world.

GI5: During gameplay, I was so absorbed that I forgot about

events before or after my session.

GI6: The game world was so immersive that I lost awareness

of my immediate physical surroundings.

Game Enjoyment

GE1: When I play games featuring real-world destinations, I

have a great time.

GE2: When I play games that include real-world locations, I

find the experience highly entertaining. 0.812 0.82 0.73

GE3: Playing games with realistic destinations is enjoyable

and fun for me.

Game Emotional
Attachment

GEAL: I feel very attached to the virtual destinations I
explore in the video game.

GEAZ2: The video games locations I visit mean a lot to me.

GEAS3: I feel at home in the virtual environments created by

0.871 0.88 0.73

the game.

GEAA4: I would like to spend more time exploring these

video game destinations.
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Table 1. Cont.

Constructs

Measurement Items Cronbach’s Alphas CR AVE

Destination Image

DI1: Overall, traveling to a destination I see in a video game
is: Bad (1)-Good (5)

DI2: Overall, traveling to a destination I see in a video game
is: Negative (1)-Positive (5)

0.861 0.87 0.71
DI3: Overall, traveling to a destination I see in a video game
is: Unfavorable (1)-Favorable (5)

DI4: Overall, traveling to a destination I see in a video game
is: Not worthwhile (1)-Worthwhile (5)

Destination
Perceived Trust

DPT1: The real-world destination depicted in the video
game is trustworthy.

DPT2: The information presented about the destination in
the video game is reliable.

DPT3: The destination portrayed in the video game keeps

promises and commitments related to its representation. 0.756 0.77 0.51

DPT4: The destination in the video game reflects my best
interests and expectations for real-world visits.

DPT5: The portrayal of the destination in the video game
meets my expectations of its real-world counterpart.

Willingness to travel to
real destinations

WTD1: After exploring the virtual representation of a
destination in a video game, I want to visit that real-world
destination.

WTD2: I am interested in traveling to the real-world 0.85 0.86 0.77
destination I encountered in the game.

WTD3: I would recommend visiting the real-world
destination portrayed in the game to others.

Players Types

The Bartle Test classifies players of multiplayer online games
into categories based on Bartle’s taxonomy of player types

3.4. Data Analyses

The data analyses were performed first on the Statistical Package for Social Sciences-
SPSS 24 to clean data, run descriptive statistics, and check reliability assessments (Cron-
bach’s Alpha, Exploratory Factor Analysis). Second, we used SmartPLS 4 for Partial Least
Squares Structural Equation Modeling (PLS-SEM) to examine hypothesized relationships,
validate measurement models (convergent and discriminant validity), and evaluate the
structural model.

4. Results
4.1. Sample Characteristics

The sample included a variety of ages, gender identities, and gaming experiences,
ensuring a comprehensive representation of perspectives regarding video game tourism
(see Table 2).

Table 2. Respondent profiles.

Demographic Total Number %
Gender
Male 198 75.6%

Female 64 24.4%
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Table 2. Cont.

Demographic Total Number %
Age (years)
<18 15 5.7%
18-24 158 60.3%
25-34 66 25.2%
3544 16 6.1%
45-54 7 2.7%
55+ 7 2.7%
Gaming Frequency
Daily 132 50.5%
Several times a week 47 18%
Weekly 37 14%
A few times a month 24 9%
Rarely 22 8.5%

4.2. Assessment of the Measurement Model

To evaluate the measurement model’s validity, tests for convergent and discriminant
validity were performed. Convergent validity was assessed through factor loadings, com-
posite reliability (CR), and average variance extracted (AVE) (Ahmad et al., 2016). Table 1
illustrates that all scales” composite reliability exceeded the 0.7 threshold, indicating robust
internal consistency. Similarly, each variable’s AVE surpassed 0.50, fulfilling the criterion for
convergent validity. This suggests that each construct elucidated over 50% of its variance.
Additionally, all items exhibited significant factor loadings exceeding 0.700, affirming the
measurement model’s reliability.

For discriminant validity assessment, we utilized the heterotrait-monotrait (HTMT)
ratio, as represented in Table 3. All HTMT values remained below 0.85, signifying that the
constructs are distinct and exhibit low correlation (Hamid et al., 2017).

Furthermore, the Fornell-Larcker criterion was applied, confirming that the square
root of the AVE for each construct surpassed the correlations among latent variables, thereby
reinforcing discriminant validity (Table 4) (Hamid et al., 2017).

4.3. Assessment of the Structural Model

Two primary metrics utilized to assess the structural model’s fit quality were R? and Q?
(Sobaih & Elshaer, 2022). All dependent variables exceeded the R? threshold of 0.10, with
specific values of 0.150 for Destination Image, 0.415 for Game Emotional Attachment, 0.369
for Destination Perceived Trust, and 0.505 for Willingness to Travel to Real Destinations,
indicating moderate to substantial fit. R? values are categorized as high (>0.67), moderate
(0.33-0.67), and low (<0.19).

Regarding predictive relevance, all constructs recorded Q? values above 0.1, confirm-
ing the model’s efficacy in predicting dependent variables. Notable Q? values included
0.130 for Destination Image, 0.396 for Game Emotional Attachment, 0.354 for Destination
Perceived Trust, and 0.270 for Willingness to Travel to Real Destinations, reflecting the
model’s robust predictive relevance and reliability in forecasting study outcomes.
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Table 3. Discriminant validity using heterotrait-monotrait ratios.
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4.4. Hypothesis Testing

To evaluate the hypotheses, we employed p-values, t-values, and original sample
values to determine the significance of variable relationships (Shreffler & Huecker, 2021).
A relationship is deemed significant if its absolute t-statistic exceeds 1.96 and its p-value
is below 0.05. Table 5 demonstrates that all proposed relationships were validated. Each
path coefficient in the structural model was significant, confirming the robustness of
the relationships. Taken together, these results offer compelling empirical support for
the proposed model, with all hypotheses meeting the necessary significance criteria for
validation (Figure 2).

Table 5. Results of the hypotheses testing.

Original_Sample T_Statistics p_Values
H1: Game_Immersion -> Game_Emotional_Attachment 0.546 9642 0.000
H2: Game_Immersion -> Destination Image 0.212 3170 0.002
H3: Game_Enjoyment -> Destination_Image 0.246 3553 0.000
H4: Game Enjoyment -> Game Emotional Attachment 0.179 2660 0.008
H5: Game_Emotional_Attachment -> Destination_Perceived Trust 0.455 8262 0.000
Hé: Destination_Image -> Destination_Perceived_Trust 0.273 4834 0.000
H7: Destination_Perceived_Trust ->
Willingnes_to_travel_to_real_destinations 0.527 12,400 0.000
HS8: Player_Types x Destination_Perceived_Trust -> 0273 6402 0.000

Willingnes_to_travel_to_real_destinations

EA3 EA4 EA1

Gl \ \ \ f / PLATEIR TYPE

0000 0.000 0.000 0000

G2 0,000
N
0.000
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Figure 2. Structural model with path coefficients.

5. Discussion
5.1. Interpretation of Key Findings

The findings extend the empirical results presented earlier by emphasizing how VGIT
mechanisms translate into destination trust and travel willingness. Rather than reiterating
the statistical outcomes, this discussion focuses on their conceptual meaning, particu-
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larly how immersion, enjoyment, and emotional attachment jointly construct perceived
destination trust and, in turn, influence real-world travel willingness.

More specifically, immersion in video game environments significantly fosters play-
ers’ emotional attachment to the game. This deep emotional connection enhances their
bond with virtual settings, confirming prior literature on the effects of immersive media.
Furthermore, immersion also improves players’ perceptions of destination image. The
more engaging and credible the representation of a location, the more positively it is per-
ceived, influencing how players view the corresponding real-world destination. Enjoyment
experienced during gameplay also emerges as a key factor. It not only contributes to
positive evaluations of the destination image but also strengthens emotional attachment.
Thus, video game environments that provide pleasure and emotional engagement can
have a tangible effect on how players form positive perceptions of travel destinations. This
emotional attachment subsequently translates into greater trust toward the destination.
Players who form an affective bond with a virtual location are more likely to extend that
trust to the real-world counterpart, validating the relevance of TTT in the context of VGIT.
Similarly, a positive destination image formed through gameplay enhances perceived trust,
underscoring the strategic role of image-building in tourism marketing.

The link between perceived trust and willingness to travel to real locations was clearly
established. Players who trust the environments portrayed in video games are more
inclined to consider visiting those places in real life.

Finally, gamer types were found to moderate this dynamic. Using an ANOVA analyt-
ical framework, we found Explorers exhibited the strongest moderating effect, followed
by Achievers. In contrast, Socializers and Killers showed a weaker influence, as their
motivations are more rooted in social interaction or competition rather than destination
exploration. These findings highlight the importance of accounting for gamer typologies
when studying tourism behavior influenced by video games. However, it is important
to interpret these results within the Tunisian socio-cultural context, which represents an
emerging but distinct gaming market in North Africa. While the observed mechanisms
of trust transfer are expected to apply cross-culturally, further validation in other regions
would clarify how local gaming cultures and destination familiarity shape these dynamics.

5.2. Theoretical Contributions

This research endeavor seeks to address the gap in the literature regarding the impact
of perceived trust in destinations depicted in video games on real-world travel propensity.
Furthermore, it contributes to the creation of a theoretical framework that aims to predict
and explain how VGIT influences the willingness to travel to tangible destinations. Thus,
this investigation represents a pioneering effort to assess the implications of VGIT on
both perceived destination trust and willingness to travel to physical locations, while
examining the extent to which player type moderate the association between perceived
destination trust and willingness to travel to real-world destinations. Similarly, there is
a notable absence of previous research that has systematically studied the direct effects
of VGIT on both perceived destination trust and willingness to embark on trips to real-
world destinations.

This research makes a significant theoretical contribution by extending the TTT to the
domain of VGIT. While TTT has traditionally been applied in institutional or commercial
contexts, this study broadens its application by demonstrating how trust formed in virtual
environments specifically within video games can influence real-world travel intentions.
The findings confirm that perceived destination trust, cultivated through game immersion
and emotional engagement, plays a critical role in shaping players” willingness to visit
the actual locations depicted in video games, aligning with the research by Sharma et al.
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(2022). This establishes a clear theoretical link between trust developed in digital spaces
and consumer behavior in the physical world. In doing so, the study complements and
expands on the work of Ouyang et al. (2017), who examined the role of political trust,
emotions, and event attachment in residents” attitudes toward tourism. Whereas their
model conceptualized trust as an institutional construct, our study shifts the focus to
place-based trust formed in digitally mediated environments. This repositioning enables
a novel application of TTT within the experiential tourism framework, moving beyond
government or organizational trust to the cognitive and emotional trust generated through
interactive media. Moreover, this research introduces an original moderating mechanism
by incorporating gamer typologies as behavioral moderators, in contrast to the affective
event attachment used by Ouyang et al. (2017). Gamer types such as Achievers and
Explorers moderate the strength of the relationship between perceived trust and travel
intention, revealing how individual gaming motivations influence the trust-behavior
pathway. This integration of motivational and experiential variables enriches existing
models of tourist behavior by emphasizing the role of immersion and emotional attachment
in shaping destination perceptions. In the realm of “killer”, where tension and challenge
are central to the gameplay experience, it is essential to recognize that although these
elements may foster a sense of competition and psychological tension within the gameplay
environment, they do not affect the realistic perception of the place. Contrary to intuitive
expectations, players’ trust in a city rated as risky or challenging within the game does not
appear to be significantly influenced by the tension they experience during gameplay. This
observation reveals an interesting paradox: the emotional connections and trust created in
the game context do not necessarily correspond to the game’s representation of risk. Indeed,
Killers may experience elevated levels of tension and challenge; however, this tension is
mostly confined to the game context and does not produce negative perceptions of the
city itself. This finding underscores the need to reevaluate the importance of tension in
gaming experiences when assessing its impact on real-world travel intentions. Conversely,
“Socializers,” who engage in games mostly for the purpose of social interaction, may show
a less strong association between immersion and travel intention. Their motivations are
primarily focused on the relationships and social interactions fostered within the game,
rather than exploring the game environment for its intrinsic value. Consequently, the
impact of game-related emotional attachment on real-world trust is less pronounced for
this type group. While their interactions in virtual environments may facilitate social
bonds, they are less likely to develop the same degree of attachment to the destination as
“Explorers” or “Achievers.”

Overall, the study advances theoretical understanding by positioning interactive
media and in particular video games as legitimate environments for the formation and
transfer of trust. It proposes a new framework for analyzing how digital experiences
influence offline behaviors, thereby contributing to the convergence of consumer behavior,
tourism research, and media studies.

With regard to player types as a moderating variable, the diverse effects of gamer
types on travel willingness illustrate how individual gaming motivations can moderate the
relationship between perceived destination trust and travel intentions. This represents an
innovative contribution to the literature on consumer behavior, as gamer types (Achievers,
Explorers, Socializers, Killers) provide distinct insights into participatory segmentation
in video games. Moreover, this study also forges a link between marketing, tourism, and
consumer behavior research, providing a more sophisticated understanding of how immer-
sive media shape tourist behavior. It challenges traditional views on tourism marketing by
incorporating video games as a legitimate tool for influencing travel-related perceptions
and behaviors.
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5.3. Practical Implications

From a practical perspective, the findings of this research provide important insights
for tourism boards, game developers, and marketing professionals seeking to exploit VGIT
marketing approaches.

For tourism boards, the findings underscore the potential benefits of collaborating
with game developers to enhance destination branding. By incorporating real-world
destinations into video games, tourism entities can cultivate emotional affiliations with
gamers, particularly those who are categorized as Explorers and Achievers, who show an
increased tendency to be influenced by game immersion and emotional connections. This
can lead to enhanced destination recognition and increased levels of trust in the depicted
locations, ultimately influencing the propensity to travel. Tourism boards can capitalize
on this by partnering with popular game franchises to ensure authentic and engaging
representations of destinations.

For game developers, the findings underscore the critical importance of realism and
authenticity in creating video game locations. In operational terms, authenticity can be en-
hanced through the integration of accurate architectural modeling, local cultural narratives,
and verifiable geographic data rather than generic visual cues. For instance, collaborations
with tourism boards or heritage experts can ensure that in-game depictions align with
actual cultural identities. Trust in destinations is largely shaped by immersion, destination
image, and emotional attachment, suggesting that developers should prioritize designing
visually complex, culturally grounded, and emotionally resonant environments that reflect
real-world destinations rather than merely replicate them. By enhancing the real-world
authenticity of video game settings, developers can boost players’ trust in these locations,
thereby increasing the likelihood of real-world visits. Furthermore, understanding the
moderating effects of gamer patterns enables developers to tailor video game experiences
to specific motivations, whether that entails providing explorative content for Explorers
or goal-based challenges for Achievers. For marketers and travel agencies, the findings
suggest that VGIT packages may be an effective strategy for attracting players who have
emotional and cognitive connections to virtual locations. By focusing on explorers and
Achievers, marketers can create campaigns that highlight exploration and achievement
motivations and that resonate more deeply with these players. A likely explanation is
that video game tours or destination-focused challenges could be developed to provide a
cohesive integration of real-world travel and virtual game experiences. These initiatives can
be framed within game narratives and players’ emotional experiences, thus establishing
a link between virtual encounters and real-world travel choices. Additionally, agencies
may craft customized travel packages based on video game destinations, thus addressing
the interests of different types of players and motivating them to visit locations they have
previously explored in a virtual context.

In conclusion, the theoretical insights derived from this study have significant prac-
tical implications for tourism marketing and game development. By understanding how
emotional attachment to a game, destination image, and trust in a destination influence
travel intention, industry stakeholders can formulate more focused and engaging mar-
keting strategies that resonate with players across different gamer types. Overall, this
study bridges theoretical and practical domains by demonstrating how trust cultivated in
interactive digital contexts can translate into tangible travel intentions. By articulating a
model grounded in TTT, moderated by gamer typologies, and validated in an emerging
market, it offers a foundation for future cross-cultural and experimental studies. This
synthesis underscores VGIT’s relevance not merely as a niche trend but as an evolving
intersection of media experience, consumer psychology, and tourism strategy.
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6. Limitations and Future Research Directions

Although this research makes important contributions to the field of VGIT, it is impor-
tant to acknowledge several limitations, each of which calls for appropriate research.

First, the geographical limitations of this analysis, limited to the Tunisian context,
inherently limit the broader applicability of the findings to other geographic regions or
cultural contexts. The travel preferences and motivations of Tunisian gamers may not
necessarily reflect those of different cultural contexts, particularly given the globalized
nature of gaming culture and the varying levels of engagement with virtual tourism.
Therefore, future studies should seek to replicate this research in diverse cultural contexts
to elucidate cultural differences in destination trust and travel intentions, enhancing the
generalizability and comparative understanding of the findings.

Furthermore, while the current study identifies one moderating variable, it does not
investigate additional factors such as nostalgia or cultural affinity. These variables can
significantly influence emotional attachments to virtual environments and subsequent
travel intentions. Future research endeavors should examine these additional moderating
factors to enrich the current theoretical framework, with a particular focus on how nostalgic
or culturally relevant gaming experiences influence confidence and propensity to travel.

The cross-sectional design precludes causal inference. While the model posits direc-
tional relationships (e.g., from trust to willingness), we cannot empirically confirm causality,
and reciprocal or third-variable effects remain possible. Second, given the self-reported
nature of the data, social desirability bias may have influenced responses, particularly for
questions about willingness to travel. Future studies could use longitudinal or experimental
designs and include behavioral or implicit measures to reduce such bias and strengthen
the validity of findings.

Finally, this research does not differentiate between the effects of different game
genres on VGIT. For example, open-world games such as Assassin’s Creed or GTA V
offer significantly different experiences to structured simulation games such as Microsoft
Flight Simulator. Future research should examine these genre-specific effects to determine
how different game formats uniquely impact destination perceptions and travel intentions.
These insights will greatly assist game developers and tourism marketers in strategically
designing their approaches to leverage gaming experiences more effectively.
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