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Abstract

Abstract

According to the data from the 52nd "Statistical Report on the Development of
China's Internet," as of June 2023, the scale of online video users in China reached
1.044 billion, with short video users alone totaling 1.026 billion, accounting for
95.2% of the overall internet population. As a significant product of the fragmented
era, the short video industry holds the highest share of user usage time at 31.7%,
making it the primary means of tourism promotion and advertising. Short videos
related to tourism greatly satisfy people's traveldesires after the COVID-19 pandemic,
gradually attracting attention from the tourism industry and academia. Currently,
there is limited research and discussion specifically focusing on the combination of
short videos and tourism. Thisstudy, based on the Stimulus-Organism-Response (SOR)
theory, explores theimpact of tourism short video characteristics on users' travel
intentions fromthe perspective of perceived value.

This research primarily employs a questionnaire method, utilizing measures of
tourism short video characteristics, perceived value, and impulsive travel intentions.
The questionnaires were developed based on previous research and theory, revised
after pilot testing, and finalized after item analysis and reliability and validity tests.
Upon re-examination in this study, the reliability and validity of the three scales all
meet the relevant standards of statistical research.

Using SPSS 26.0 and AMOS 24.0, the data were analyzed and structurally
validated, yielding the following results:

(1) Impulsive travel intentions show significant differences in education level,
occupation type, disposable income, daily short video viewing duration, impulsive
consumption, and expenditure amount.

(2) Professionalism, attractiveness, and credibility are significantly positively
correlated with perceived usefulness and perceived pleasure. Entertainment is
significantly negatively correlated with perceived usefulness and impulsive travel
intentions.

(3) Professionalism, attractiveness, and credibility are significantly positively
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Abstract

correlated with impulsive travel intentions. Entertainment is significantly negatively
correlated with impulsive travel intentions.

(4) Perceived usefulness and perceived pleasure are significantly positively
correlated with impulsive travel intentions.

(5) Through intermediary effect analysis, perceived usefulness and perceived
pleasure play a mediating role between entertainment, attractiveness, credibility, and
impulsive travel intentions, acting as partial mediators.

These results indicate that the characteristics of tourism short videos influence
impulsive travel intentions through perceived value. In other words, when tourism
short videos exhibit high levels of entertainment, attractiveness, or credibility, they
may evoke people's sense of value and pleasure, ultimately increasing impulsive
travel intentions and potentially promoting travel. Therefore, in the production of
tourism-related short videos, it is recommended to fully consider their highlighted
characteristics while focusing on generating value perceptions and enhancing
perceived usefulness and pleasure, thereby reducing purely entertainment-oriented
tendencies. This approach can effectively increase travel intentions and promote the
long-term development of the tourism industry.

Key words: Tourism short videos; Mediating effect; Perceived value; Impulsive

travel intentions
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