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Abstract. For the mechanism of the "Anime Pilgrimage" behavior driven by 

the emotional projection of Generation Z ACGN on tourist destinations, 

1747 user comment data were crawled and a theoretical model was 

constructed using programmatic grounded theory. A questionnaire survey 

was conducted for Generation Z and analyzed using structural equation 

modeling. The results show that: (1) The popularity of cultural IP can 

increase tourism willingness, but cannot enhance perceived value. (2) 

Cultural identity can enrich and enhance the tourism experience, but it 

cannot directly trigger tourism behavior. (3) Value co creation behavior can 

enhance tourists' perceived value and trigger their willingness to travel. 
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1 Introduction 

According to the study "Global Animation Market - Forecasts from 2023 to 

2028," the global animation market is projected to grow from USD 369.014 

billion in 2021 to USD 531.237 billion in 2028, with a compound annual 

growth rate (CAGR) of 5.34%[1]. At the same time, the global spread of 

Japanese pop culture centered around ACGN (Animation, Comic, Game, 

Novel) has given rise to a unique socio-cultural phenomenon—"pilgrimage." 

Derived from the cross-contextual adaptation of the religious concept of 

"pilgrimage," the term,,within the ACGN subcultural context, specifically 
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refers to fans' cultural tourism behavior of visiting locations featured in the 

works, places associated with characters, or production-related sites to 

physically experience and connect fictional narratives with real-world 

spaces
[2]

.The scene experience of the pilgrimage to the holy land requires 

tourists to unleash their imagination and fantasy
错误!未找到引用源。

, in order to 

experience the unique hyper realism and deformability of anime works
错误!未找到

引 用 源 。
. This practice combines "conscious cultural production" and 

"unconscious collective habits," evolving into a "quasi-folklore" that lies 

between mainstream pop culture and traditional customs. This is achieved 

through the "accumulation of sacredness" (e.g., fans' repeated adherence to 

"classic pilgrimage routes," which reinforces their significance), community 

identity, and ritualized behaviors such as reenactment photography and 

cosplay
[4]

. The act of pilgrimage transcends mere tourism, transforming into a 

comprehensive experience that integrates media pilgrimage, identity 

formation, and cultural practice. It reflects the younger generation's 

profound connection between virtual worlds and physical spaces while 

offering new perspectives and possibilities for the development of tourist 

destinations.This article is based on the social phenomenon of the impact of 

the Z-generation ACGN emotion driven pilgrimage behavior on tourism 

destinations. Grounded theory and structural equation modeling are used to 

analyze this phenomenon, and a theoretical model is constructed from user 

comment texts to conduct research on the Z-generation group. The research 

will help to better understand the mechanism of this process, improve the 

academic research on anime emotion and tourism behavior, and help the 

local better develop cultural tourism. 

2 Analysis of the Influencing Factors of "Anime Pilgrimage" 

Empowering Tourism Destinations Based on Grounded 

Theory 

2.1 Data Source 

This study used Octopus software to capture travelogue and comment data posted by 

tourists on rednote and Micro-blog. This type of society undergoes manual processing 

to remove irrelevant content, emoticons, and repetitive content, resulting in 1747 

relevant materials. Among them, 1200 are used for three-level coding research, and 547 

are used for theoretical saturation testing. With the help of NVivo software, the final 

text data content is coded and analyzed to obtain tourists' perceived value of anime 

tourism, and summarize its impact on tourists' tourism intention. 



 

Statistics show that the number of 2D users in China has exceeded 400 million; the 

2D style is now very popular among young people; this 2D community is also quite 
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2.2 Encoding Process 

Open Coding. Open coding is the operational process of analyzing collected 

data word for word, breaking down textual data, assigning concepts and 

categories, and then reassembling them in new ways. This article conducts 

open coding on the collected data, obtaining over 200 initial concepts, which 

are then summarized and merged into 32 initial categories. The 

representative category codes are shown in Table 1: 

Table 1. Examples of open coding 

Initial Category Example of a primitive representative statement 

Taste the local food When you're tired from exploring, try some classic Cantonese snacks. For instance,

rice noodle rolls (changfen) with their soft, glutinous texture and savory sauce can 
instantly recharge your energy. Or opt for dessert shops like Shuangpinai 

(double-layer milk pudding), whose rich, creamy flavor is sweet yet not cloying, 

perfect for keeping your social media check-in journey going. 
The group of 2D 

characters is quite 

Empathy with 2D 

characters 

large. large! It has also driven economic development. 
The immersive experience is intense; I can't help but wonder if they've walked this 

path like me. The thought of Chu Tian's southern side fills me with a lump in my 

I've made many 
like-minded friends 

at the anime-themed 

tourist spot. 

Especially when I see Sweet Potato and her friends checking in at Yintai Qunguang

Baotong Temple's Donghu Village, it feels like they truly live here. 

I love it when strangers who share my favorite characters chat about taking photos 
and making friends—it's so much fun! I even met a gorgeous cosplayer girl. 

throat, as if an indescribable sorrow and weight are surging through my heart. 

Axial Coding. The second stage of the coding program is the main axis 

coding, which is mainly to find and establish the various connections 

between the conceptual categories, so as to express the organic connection 

between the various parts of the data. Through the analysis of the logical 

relationship between the categories obtained by the open coding, it is 

integrated into 17 initial categories. The specific initial categories are shown 

in Table 2. 

Table 2. Results of spindle encoding 

Subcategory Primary category 

Regional cultural identity Taste the local food 

Recognizing the Beauty of Architecture in the Two-Dimensional Scenery

The general awareness of the The group of 2D characters is quite large. 

fan base 2D is currently the most popular mainstream. 

Many people like the two-dimensional culture 

Fans will actively promote destinations related to anime-themed tourism.



tourism motivation 

tourism decision 

Travel preferences 
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Subcategory Primary category 

historical identity Learn about the culture and background of the tourist attraction 

tourism motivation 2D IP sparks travel aspirations 

The two-dimensional world leads people to visit related filming 

locations. 

The IP has made these real-life check-in spots popular. 

tourism decision Learn about the information of the 2D tourist destination in advance 

ethnic identity Identifying with Chinese culture 

Online visibility It spreads widely on the internet. 

faith identification I want to believe in Buddhism. 

Users and enterprises 
co-create 

will provide recommendations for anime-themed travel destinations 

Selective Coding. Selective coding constitutes the third stage of the coding 

process, where researchers identify a "core category" through systematic 

analysis of all identified conceptual categories. The analysis then focuses on 

codes associated with this core category. Through in-depth comparative 

analysis of various categories, the primary categories identified are 

"awareness", "cultural identity", "value co-creation", "perceived value", and 

"tourism intention", as detailed in Table 3.  

Table 3. Results of the main categories 

Fundamental category Subcategory 

popularity Online visibility 

The general awareness of the fan base 

Tourism visibility 

cultural identity historical identity 

Regional cultural identity 

ethnic identity 

faith identification 

value co-creation Service co-creation 

Co-create experiences 

Users and enterprises co-create 

Cross-industry co-creation 

perceived value social value 

emotional value 

function value 

tourism intention 

Theoretical Model Construction of "Holy Land Pilgrimage" Empowering 

Tourism Destination Building. The S-O-R Theory Model: SOR theory, 
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proposed by Mehrabian and Russell in 1974, centers on the 

"stimulus-organism-response" triad. From an environmental psychology 

perspective, it reveals how external environmental stimuli drive behavioral 

responses through the mediation of individual psychological states. During 

the "holy land pilgrimage" process, external stimuli manifest as cultural IP 

recognition, cultural identity, and value co-creation—all influencing 

consumers. The organism focuses on consumers 'perceived value of the 

tourism destination, transforming these multidimensional perceptions into 

psychological evaluations that drive Generation Z behavior. The response 

ultimately manifests as travel intention, reflecting willingness to visit a 

destination
错误!未找到引用源。

.  

 

Fig. 1. Hypothesized Model of Cultural IP's Role in Tourism Destination Development 

during the "Holy Land Pilgrimage" Process 

This process forms a closed loop of "stimulus reinforcement → perception 

iteration → behavioral intention." Through grounded theory analysis, this 

study develops a chain model of "cultural IP-perceived value-tourism 

intention" (错误!未找到引用源。) and proposes theoretical hypotheses(Table 

4). Essentially, this represents a cultural tourism scenario-based extension of 

the SOR framework. It not only enhances SOR theory's explanatory power in 

cultural consumption but also provides a theoretical anchor for 

"virtual-to-real" cultural tourism integration. 

Table 4. Research Hypotheses 

Number Research hypothesis 

H1a The popularity has a significant positive impact on the perceived value of consumers 

H2a Cultural identity has a significant positive impact on consumers' perceived value 

H3a Value co-creation has a significant positive impact on consumers' perceived value 

H1b The popularity has a significant positive impact on the tourism intention 
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Number Research hypothesis 

H2b Cultural identity has a significant positive impact on tourism intention 

H3b Value co-creation has a significant positive impact on tourism intention 

H4a The consumer perceived value has a significant positive impact on the tourism destination 

building 

3 Empirical Analysis Based on Structural Equation Model 

3.1 Data Source 

Questionnaires (39 items) were distributed. After excluding invalid responses 

(responses shorter than one minute, non-Gen Z participants, and items with 

highly repetitive options), 211 valid questionnaires were retained. 

3.2 Empirical Analysis Based on Structural Equation Modeling 

Test of Reliability and Validity. The Cronbach's αcoefficient was employed 

to assess the reliability of the questionnaire results. As shown in错误!未找到

引用源。, calculated using Smart PLS software, the latent variable Cronbach's 

α values consistently exceeded 0.7, meeting all specified criteria. While the 

CR value for the awareness dimension met the standard, its AVE value was 

relatively low, indicating some redundancy among the indicators. For the 

remaining measurement variables, both the CR and AVE values generally 

remained above 0.7 and 0.5 respectively, demonstrating good reliability and 

validity of the questionnaire(Table 5). 

Table 5. Reliability and Validity of the questionnaire 

Variable name Item Cronbach's α CR AVE 

popularity PO1 0.696 0.699 0.443 

PO2 

PO3 

cultural identity CI1 0.841 0.841 0.571 

CI2 

CI3 

CI4 

value co-creation VC1 0.81 0.808 0.585 

VC2 

VC3 

perceived value PV1 0.785 0.784 0.548 

PV2 

PV3 

willingness of travel TI1 0.905 0.907 0.71 

TI2 



 

5 
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Variable name Item Cronbach's α CR AVE 

TI3 

TI4 

Exploratory Factor Analysis. Most items of the questionnaire are directly 

derived from the mature scale or the contextualized adaptation of the 

mature scale, and a small part of the items are designed according to the 

variable dimension. 

Firstly, we performed the KMO and Bartlett's tests to determine whether 

factor analysis was applicable, as shown in Table 6. The results indicated that 

the questionnaire was suitable for factor analysis. 

Table 6. KMO Test and Bartlett's Test Results 

KMO Test and Bartlett's Test 

KMO price 0.908 

Bartlett sphericity test approximate chi-square 2055.324 

df 136 

P 0.000*** 

According to the factor loading coefficient Table 7, the factor loading 

coefficient of each item under the same factor is greater than 0.5 and only 

one, which indicates that the convergent validity is good and the discriminant 

validity is good. The variance explained rate is 73.529%, which is more than 

60%, and the factor explanatory power is good. 

Table 7. Factor loadings from exploratory factor analysis 

Factorial term Factor loading 

1 2 3 4 

Variance explained

Factor 1: Awareness PO1 0.789     20.644 

PO2 0.603     

PO3 0.787     

Factor 2: Cultural identity CI1  0.647    36.135 

CI2  0.836    

CI3  0.514    

CI4  0.755    

Factor 3: Value Co-creation VC1   0.653    49.141 

VC2   0.775    

VC3   0.69   

Factor 4: Perceived Value PV1    0.646  61.739 

PV2    0.686  

PV3    0.791  

Factor 5: Travel Intention TI1     0.852 73.529 

TI2     0.792 
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Factorial term Variance explainedFactor loading 

2 3 4 5 

   0.832 

   0.721 

1 

TI3  

TI4  

Confirmatory Factor Analysis. The root of the average variance extraction 

(AVE) of the factor is greater than the Pearson correlation coefficient of other 

factors, which indicates that the factor has excellent discriminant 

validity(Table 8). 

Table 8. Discrimination validity test 

Discriminant validity: Pearson correlation and AVE root value 

 popularity cultural identity value perceived value willingness

popularity 0.666  

co-creation 

  

of travel 

 

cultural 
identity 

0.504

（ ）
0.756    

value 

co-creation 

0.409

（

0.000***  

0.697(0.000***) 0.765    

perceived 0.404(0.000***)

0.000***) 

0.618(0.000***) 0.614(0.000***)  0.74  

willingness 

of travel 

value 
0.467(0.000***) 0.518(0.000***) 0.586(0.000***)  0.585(0.000***) 0.843 

Model Fit Test. All structural equation modeling (SEM) fit indices, except for 

GFI, AGFI, and NFI which were slightly below the optimal values, met the 

excellent standard (Table 9). This indicates that the pre-specified model 

aligns well with the research data, demonstrating good model fit and strong 

adaptability. 

Table 9. Discrimination validity test 

Fitting coefficient Statistic Optimal standard value Fit 

Chi-square value 248.893 - - 

free degree 109 - - 

Chi-square/degrees of freedom 2.283 ＜3 outstanding

GFI 0.884 ＞0.9 good 

AGFI 0.885 ＞0.9 good 

RMSEA 0.078 ＜0.1 outstanding

CFI 0.931 ＞0.9 outstanding

TLI 0.913 ＞0.9 outstanding

NFI 0.884 ＞0.9 good 

IFI 0.932 ＞0.9 outstanding

SRMR 0.055 ＜0.1 outstanding

RMSEA 90% CI 0.065 ~ 0.091 - - 
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Results of Path Analysis. The path analysis results (Table 10) show that 

except for the two paths of cultural identity→perceived value and cultural 

identity→tourism intention, which are not significant, the other paths are all 

valid and have significant positive influence.The model is shown in Fig. 2. 

Table 10. Discrimination validity test 

Way Path coefficient Standard error Z price P price 

Fame→ Perceived Value 0.11 0.125 1.717 0.086* 

Cultural Identity→Perceived Value 0.32 0.187 2.631 0.009***

Value creation → Perceived value 0.52 0.136 2.433 0.015** 

Fame→ Tourism Intention 0.49 0.136 2.623 0.009***

Cultural Identity→Tourism Intention -0.30 0.218 -1.897 0.058* 

Value Creation→Tourism Intention 0.50 0.149 2.163 0.031** 

Perceived Value→Tourism Intention 0.37 0.2 2.605 0.009***

 

Fig. 2. Hypothesized Model of Cultural IP's Role in Tourism Destination Development 

during the "Holy Land Pilgrimage" Process 

4 Discussion 

Public recognition does not automatically translate into tourists' value recogition of a 

destination, reflecting Gen Z's sensitivity to advertising and rejection of overt 

promotions. Businesses must adopt subtle approaches like content integration and 

brand collaborations to avoid over-commercialization that dilutes the "sacredness" 

ACGN works imbue sites with [5]. 

Cultural identity primarily enhances the tourism experience phase rather than 

decision-making. While cultural recognition alone does not drive travel, once IP-based 

motivation brings tourists to a destination, pre-existing cultural identity acts as an 

"experience amplifier," enriching experience and perceived value. 
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Value co-creation drives value, transforming tourists from passive observers into 

active participants and creators [6]. In ACGN-powered tourism, tourists' agency is 

pivotal; collaborative behaviors like cosplay and spontaneous destination development 

deepen emotional connections [7]. These practices elevate tourists to co-creators, 

strengthening emotional bonds and enhancing perceived value. 

5 Conclusion and Policy Suggestions 

In the process of empowering tourism destinations with ACGN cultural works. (1) The 

popularity of cultural IP can increase tourism willingness, but it cannot enhance 

perceived value. (2) Cultural identity can enrich and enhance the tourism experience, 

but it cannot directly trigger tourism behavior. (3) Value co creation behavior can 

enhance tourists' perceived value and trigger their willingness to travel. 

It is suggested that local governments formulate a special plan for ACGN-tourism 

integration, promote IP-tourism collaboration from a strategic level, establish IP 

evaluation mechanisms, and plan partnerships in advance.Deepen immersive 

experiences within scenic areas by integrating ACGN themes with cultural storytelling 

to enhance tourists' perceived value. Build a UGC incentive platform to encourage 

visitor participation in co-creation and strengthen emotional bonds through 

online-offline activities.  Additionally, improve themed infrastructure and develop 

skilled service personnel to create a supportive environment for high-quality 

experiences and sustainable development. 
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