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Abstract

With the arrival of the new media era, some social oriented software has gradually
become an entertainment project in people's daily life, filling the time outside people's work
and life. People's fragmented time has been gradually filled by entertainment projects on
mobile phones. Short video app has become the best choice for people to spend fragmented
time according to its short video time and rich and interesting content. An active city called
"Red Net scenic spot" appeared in 2018, effectively promoting the development of local
tourism. The success of these "online Red cities" makes people see the feasibility of short
video + tourist destination, and start to study the direction of short video marketing in tourist
destinations.

From the perspective of consumers, this paper first consults a large number of relevant
literatures, familiarizes with related concepts and research conclusions, explores the impact
factors of short video marketing in tourist destinations on consumer travel based on the
AISAS model, and proposes reasonable assumptions, designs based on the assumptions and
influencing factors Questionnaire. Then it issues questionnaires, collects questionnaire data
and analyzes consumer data, uses SPSS software to establish a model of the impact of short
video marketing in tourist destinations on consumer travel. Finally, based on the research
results, it provides suggestions for short video marketing in tourist destinations, and
contributes to the enrichment of the theoretical system of tourist destination short video

marketing.

Keywords: Tourist Destination; Short Video; Marketing Effect; AISAS Model
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