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The impact of short-form videos on tourist travel
intention toward cities: an integrated theory of
planned behavior and elaboration likelihood model
approach
Keyi Li1✉ & Liang Rui2

Given their strong social attributes, short duration, and low technical barrier, short-form

social media videos have emerged as powerful tools for promoting city tourism. However,

few studies have examined their impact on tourist travel intention. Hence, this study com-

bines Theory of Planned Behavior (TPB), Elaboration Likelihood Model (ELM), and city image

variables to investigate this topic, using data collected from 481 respondents of a ques-

tionnaire survey. The structural equation modeling results showed that TPB variables posi-

tively predicted tourist travel intention, with attitude being the most influential. ELM variables

positively influenced attitude, with peripheral route variables having a more pronounced

influence relatively. Lastly, the city image directly predicted attitudes, subjective norms,

perceived behavioral control, and travel intentions. The study’s novelty lies in overcoming the

limitations of a single theoretical perspective and challenging the “route separation

assumption” of ELM, ultimately providing new insights into model dynamics. By integrating

TPB, ELM, and city image variables into a comprehensive model, this study expands on

existing literature, with implications for city tourism promotion and the creation of short-form

social media videos.
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Introduction

In the first quarter of 2024, China recorded a total of 1.419
billion domestic trips, representing a yearly increase of 203
million and a 16.7% growth rate. The number of city tourists

reached 4.37 billion, which translates to a 16.3% year-on-year
increase. These statistics highlight the significant growth of the
tourism industry (Dinnie, 2011). Social media empower users to
become content creators or “self-media” with the ability to search,
organize, share, and create their own content. This has made
social media an essential tool for promoting tourist destinations
in tourism and travel enterprises (Munar, 2012). Data from the
China Netcasting Services Association show that 94.85% of
internet users engage in short-form video content, the number
that continues to increase rapidly. Hotspots that are recom-
mended in short-form videos have become popular tourist
attractions. Indeed, short-form videos play an important role in
shaping tourists’ travel intentions by fostering viewer engagement
with the featured destinations.

Studies have explored the impact of social media on travel
intentions from various perspectives such as destination attach-
ment (Chung and Han, 2017), cultural tourism (Zhang, 2024),
remote presence and celebrity attachment (Zhu et al., 2024). This
study primarily focuses on how short-form video content drives
travel intentions, considering aspects such as narrative appeal (Cao
et al., 2021), visual and linguistic symbols (Gan et al., 2023),
emotional and informational orientation (Wu and Ding, 2023),
content-driven tourism demand forecasting (Hu et al., 2024), and
the appearance of short video creators (Yin et al., 2024). Other
studies have examined destination perception (Chen et al., 2024),
economic models (Bakti et al., 2024), and fatigue regulation (Liao
et al., 2024). However, two key gaps remain. One is that previous
research has primarily focused on short-form video content while
neglecting the influence of platform dynamics. Another is that
although studies have confirmed the role of social media in shaping
city image (Shan, 2020; Lyu, 2024; Zeng et al., 2024; Zhang et al.,
2023; Song, 2025), few quantitative studies have examined the
influence of short-form video content on the city image and
tourism intention. Furthermore, previous studies have mostly
drawn on data from a single short-form video platform and dis-
regarded the heterogeneity of user demographics across platforms,
which may result in varying research outcomes. Accordingly, this
study addresses the following questions: (1) What factors in short-
form social media videos can affect individual travel intention
towards the city? (2) What are the underlying mechanisms through
which short-form media videos shape tourists’ city image? (3)
Through what pathways does the city image influence travel
intentions?
To address the aforementioned literature gaps, the present

study conceptualizes a complex framework that integrates the
theory of planned behavior (TPB) and elaboration likelihood
model (ELM) into a comprehensive analytical construct. This
model further incorporates the innovative element of city repre-
sentation to examine the multifaceted impacts of short-form
social media video content on the behavioral inclinations of
prospective tourists. Originally proposed by Ajzen (1991), the
TPB has long been a cornerstone in the study of human behavior;
however, scholars have increasingly called for an expansion of its
theoretical scope. In response to these calls for a theoretical shift,
this study extends the TPB by incorporating a new framework
based on the ELM. ELM, a valuable tool for explaining attitude
changes (Petty and Briñol, 2011), also accounts for variations in
subjective norms (Chung and Han, 2017). By integrating the TPB
and ELM, this study offers a comprehensive analysis from both
behavioral intention and information processing perspectives,
thus enhancing the understanding of tourist decision-making and
informing targeted marketing strategies.

In addition, the initial image of a city plays a crucial role in the
selection of a tourist destination (Doosti et al., 2016). As short-
form videos on social media platforms have become key vehicles
in shaping a city’s image, they can influence individuals’ satis-
faction with the target city through the image they present.
Furthermore, tourists’ satisfaction with the city image is closely
linked to the ELM and TPB variables, which makes the estab-
lished integrated model well-suited for this study (Jalilvand et al.,
2012; Suki et al., 2014; Doosti et al., 2016; Park et al., 2017; Li
et al., 2023). In short, this study empirically integrates TPB, ELM,
and city image variables through model construction to provide
practical insights to city tourism promotion and the creation of
short videos by influencers, aiming to (1) identify the factors in
short-form social media videos that influence city travel inten-
tions and (2) examine how these videos shape the city image.

Literature review
Literature on the influence of short-form social media videos
on travel intentions. Social media is an internet-based platform
for content creation and exchange accomplished through user
interactions. It serves as a tool for sharing ideas, experiences,
insights, and viewpoints. In this study, short-form videos refer to
videos ranging from 15 s to 5 min on social media platforms.
They are accessible communication tools that meet the diverse
needs of users and resonate with the audience (Liu et al., 2023).
The concept of travel intention can be viewed as an extrapolation
of consumers’ predisposition toward making a purchase; it
functions as a psychological trigger driving tourists to specific
destinations. Gartner (1994) stated that travel intentions embody
the underlying motivational impetus that propels individuals to
explore specific locations. However, in this study, the focus is on
the initial desire to visit a new destination, excluding the intention
of revisiting or recommending.

Many studies have explored the impact of short-form social
media videos on travel intention. Cao et al. (2021) found that
narratives in these videos enhance brand attitude by reducing
resistance and creating a sense of presence, thus emphasizing
their effectiveness in destination marketing. Gan et al. (2023)
conducted two scenario-based experiments and revealed that
both visual and linguistic attributes influence travel intentions.
Information and emotions are key factors shaping consumer
attitudes (MacInnis and Jaworski, 1989; Tellis et al., 2019). Wu
and Ding (2023) investigated how different content types shape
visitation intent and found that short-form tourism videos are
either information- or emotion-driven. While many studies have
examined how the content of short-form videos influences travel
intentions, they have overlooked external factors such as the
platform user base and comments, which also affect the transition
from online users to tourists. Therefore, this study seeks to fill
these knowledge gaps by making a fresh contribution to the
existing literature.

Theory of planned behavior. Ajzen (1991) introduced the theory
of planned behavior (TPB) as a framework for analyzing human
behavior, based on three fundamental constructs: attitude, sub-
jective norms, and perceived behavioral control. In this study’s
context, attitude is understood as the overall evaluation or pre-
disposition of tourists toward a specific destination or service,
following Moutinho (1987). Subjective norms refer to the per-
ceived social pressure or approval that individuals experience
when making travel decisions, which is also grounded in Mou-
tinho’s work. Finally, perceived behavioral control, a concept
elaborated by Hsu and Huang (2012), represents an individual’s
self-assessed capacity or ability to execute an intended trip. Ajzen
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(1991) stated that these three factors collectively shape the
intention to perform specific actions.

Previous studies have applied the TPB to examine tourist travel
intention from various perspectives such as how electronic word-
of-mouth affects destination selection (Jalilvand et al., 2012), how
the global health crisis has reshaped individuals’ motivations and
plans for future travel (Liu et al., 2021), and how metaverse-based
tourism reconfigures real-world travel plans by blending virtual
and physical realms (Wu et al., 2024). In short, the TPB has been
widely used to investigate travel intention and behavior. The
present study considers the findings of Meng and Choi (2019)—
that short-form social media videos influence users’ attitudes and
perceived behavioral control by presenting city information, and
that positive reviews affect subjective norms—and similarly
applies the TPB framework to better understand such factors,
explain destination choices, and guide tourism behavior.

Elaboration likelihood model. The elaboration likelihood model
(ELM), proposed by Petty et al. (1986), explains information
processing and attitude formation through two routes: central
and peripheral, which are described below.

The central route involves careful evaluation of persuasive
messages and analysis of the strength and quality of the
arguments to determine attitude change. In the context of
short-form social media videos, users seek reliable travel
information. Here, content quality refers to persuasive and
engaging materials (Petty et al., 1986).

The peripheral route manifests when individuals rely on
cognitive shortcuts instead of in-depth analysis and are
influenced by surface features such as source credibility and
expertise (Petty et al., 1986). Specifically, in short-form social
media videos, source credibility reflects users’ trust in the
information provider (Sussman and Siegal, 2003). Network
externalities, such as user engagement and content volume, also
serve as peripheral cues for attitude formation (Bhattacherjee and
Sanford, 2006). When making decisions, travelers often rely on
the reviews and ratings of others, which also serve as peripheral
cues (Meng and Choi, 2019). The theoretical framework of the
ELM is illustrated in Fig. 1.

Owing to the unique nature of the platform, short-form social
media videos, although seemingly simple or of low quality, could
gain high views, comments, and likes (Kocyigit et al., 2020). This
study applied the ELM to better understand how deep
information (central route) and surface cues (peripheral route)

contribute to user persuasion and identity shifts that lead to travel
intention.

The theoretical integration in this study is described as follows.
The central route of the ELM explains how the deep processing of
high-quality information shapes attitudes. This explanation aligns
with the rational basis of attitude put forward in the TPB, which
pertains to the evaluations of behavioral outcomes (Petty et al.,
1986; Ajzen, 1991). For subjective norms, the peripheral route in
ELM relies on heuristic cues, which activate social identification,
consistent with the normative influences in TPB. Regarding
perceived behavioral control, the central route offers practical
information that affects the perceived ease of behavior (Quintal
et al., 2010), whereas the peripheral route provides emotional
content that lowers psychological barriers. In other words, ELM
explains how information is processed, whereas TPB clarifies how
this processing forms behavioral intentions.

City image. The concept of city image was first introduced in
Lynch’s (1964) seminal work, The Image of the City. In this study,
city image is defined as an individual’s overall perception or
impression of a city (Fakeye and Crompton, 1991). The city
image influences travel intention, destination choice, experience,
and satisfaction, making it an important strategic management
tool. Conversely, travel restrictions can hinder visitations or
negatively affect travel quality (Um and Crompton, 1999). In this
regard, Zeng et al. (2024) analyzed public perceptions of sponge
cities using Weibo data, whereas Song et al. (2023) studied the
effects of YouTube architectural heritage videos and comments
on the destination images.

Previous research indicated an association between short-form
video content and urban image construction. Shan (2020)
examined the role of short-form videos in shaping Xi’an’s city
image, and Song et al. (2023) studied YouTube videos on
architectural heritage and perceived destination image. Zhang
et al. (2023) analyzed the effects of short-form videos on cities in
Anhui Province, while Song (2025) focused on cities in Northeast
China. However, most studies relied on comment data and
literature reviews, and few studies quantitatively examined the
impact of short-form videos on the city image and travel
intention. Moreover, many existing studies used data collected
from a single short-form video platform, overlooking the fact that
different platforms target distinct user groups and thus,
potentially leading to varying results.

Fig. 1 Elaboration likelihood model framework. Under the moderation of Elaboration Likelihood, variables affect attitudes through Central Route and
Peripheral Route, thereby affecting the Adoption Behavior.
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This study further integrates TPB and ELM as follows. A city’s
image directly influences tourists’ behavioral attitudes by
providing cognitive information, while its affective components
elicit emotional responses that further shape these attitudes
(Beerli and Martí, 2004). As the city image reflects social
consensus, it also affects perceived social pressure and thereby
strengthens the influence of subjective norms (Tang et al., 2024).
In addition, information related to infrastructure and conve-
nience contributes to tourists’ perceived behavioral control, and a
positive city image can enhance their sense of self-efficacy
(Papadimitriou et al., 2018). Other studies have similarly
integrated the city image and TPB framework through empirical
modeling. For instance, Sari et al. (2020) examined how web
design, e-WOM, and the city image influence revisit behavior.
Tang et al. (2024) applied the TPB to study young consumers’
perceptions of urban heritage sites and the city image. A few
studies have combined the ELM with the city image. Alsheikh
et al. (2021) used argument quality and source credibility as
mediators to examine the effects of e-WOM on the image of, and
tourism intentions for, Saudi Arabia.

However, no study has integrated the TPB, ELM, and city
image variables. This study fills this gap by incorporating all three
as it considers the role of short-form social media videos in
shaping travel intention.

Research hypotheses
Application of TPB. Building on the foundational analyzes of
Ajzen (1991), this study adopts the core constructs of the TPB,
namely attitude, subjective norms, and perceived behavioral
control, along with travel intention as the dependent variable.
These three factors have substantial roles in shaping an indivi-
dual’s intent to travel (Meng and Choi, 2019).

Accordingly, the following hypotheses are proposed:
H1. Individuals’ attitudes toward a city positively influence

travel intention.
H2. Individuals’ subjective norms toward a city positively

influence travel intention.
H3. Individuals’ perceived behavioral control toward a city

positively influences travel intention.

Application of ELM
Source credibility. Source credibility in the peripheral processing
route of the ELM pertains to the overall evaluation of the trust-
worthiness and dependability of the information source (Wilson
et al., 1993), which includes its recognition and expertise
(McAllister, 1995). In this study, source credibility refers to
tourists’ level of trust in the content creators of short-form social
media videos (Wathen et al., 2002).

Studies have shown that source credibility positively influences
user attitudes toward blog recommendations (Munnukka et al.,
2016; Ing and Ming, 2018), and highly credible media sources
enhance consumers’ attitudes and increase their likelihood of
accepting information (Ayeh et al., 2013). Muda and Hamzah
(2021) examined the impact of the source credibility of user-
generated content on internet word-of-mouth (IWOM) and
purchase intention, and the results confirmed a positive
correlation with consumer attitudes. Through a case study of
the Cayman Islands, VG et al. (2021) demonstrated that
destination source credibility positively influences tourists’
attitudes. González-Rodríguez et al. (2022) explored how IWOM
source credibility affects destination visit intentions and online
engagement. They found that higher source credibility reduces
perceived travel risks, ultimately shaping tourists’ attitudes and
visit intentions.

Based on the studies described above, the following hypothesis
is proposed:

H4: Source credibility positively influences individuals’ atti-
tudes toward a city.

Customer reviews. Customer reviews are also involved in the
peripheral route of the ELM. In this study, customer reviews refer
to comments exchanged between two or more users on short-
form social media videos, which are considered a form of
consumer-generated content (Zhao et al., 2015). The CGC
satisfies informational needs by providing detailed, experiential,
and up-to-date information (Yoo and Gretzel, 2011). CGC users
may have higher trust in and more favorable attitudes toward
information (Gretzel and Yoo, 2008). Ajzen (1991) proposed that
attitudes are formed by beliefs related to the attributes of an
outcome, and when social media users perceive customer reviews
as reliable and high quality, they develop positive attitudes (Meng
and Choi, 2019). Empirical research has shown that customer
reviews are an important peripheral route to attitude formation
(Filieri and McLeay, 2014; Putri et al., 2018). In many related
studies, attitude referred to an individual’s attitude toward virtual
online content. The present study examines whether individuals’
attitudes toward a city follow the same pattern.

Extensive research has explored how customer reviews
influence purchase decisions (Smith et al., 2005; Chevalier et al.,
2006). The rise of short-form video platforms has also introduced
a new dynamic into online interactions, in which the quality of
real-time conversations positively influences user attitudes toward
content (Mero, 2018). This interactive engagement significantly
affects individuals’ future revisit intention. Furthermore, the
elements and cues identified in online networks influence
consumers’ assessments of source credibility (Xie et al., 2011).
High-quality comments provide understandable and reliable
logic, thus persuading consumers and evoking interest and trust
in content creators (Li et al., 2023).

Based on these previous findings, the following hypotheses are
proposed:

H5: Customer reviews positively influence individuals’ atti-
tudes toward a city.

H6: Customer reviews positively influence source credibility.

Argument quality. Argument quality is a key element in the
central processing route of an ELM. In the context of short-form
videos, argument quality is assessed based on the presence of
persuasive evidence or relevant information as perceived by users
(Wang et al., 2022).

Previous research has demonstrated that website interactivity is
associated with media richness, and that individual perceptions of
customer reviews are shaped by their interactions with online
content and platform features (Shareef et al., 2020). When
customer engagement is high, argument quality enhances issue-
related thinking and positively influences customer reviews
(Chou et al., 2022). Hu and Yang (2020) also found that the
quality of hotel services positively affects tourists’ online review
feedback.

Andrews and Gutkin (1994) was the first to establish a positive
connection between argument quality and attitude, a relationship
that has been consistently validated in various contexts. Daowd
et al. (2021) confirmed this relationship in a study on Thai
millennials’ responses to IWOM and their purchase intentions.
Bao and Wang (2021) applied the ELM to study Chinese
consumers’ engagement with Weibo, and they confirmed a
positive relationship between content quality and consumer
attitude. Pillai et al. (2022) integrated the TPB and ELM to
examine online food delivery services and purchase intention and
further validated the positive link between content quality and
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user attitude. In tourism, high-quality arguments play a critical
role in enhancing the perceived usefulness of information and
thereby influence attitudes. For example, the quality of promo-
tional images and videos of tourist attractions significantly
influences tourists’ attitudes toward destinations (Camilleri,
2018).

Finally, while research on the relationship between high-quality
arguments and city image remains limited, Guo et al. (2022)
found that higher-quality arguments substantially enhance
various aspects of the destination image. As city image is a form
of destination image, this study explores whether the same
pattern holds in the context of short-form social media videos.

Therefore, the following hypotheses are proposed:
H7: Argument quality positively influences customer reviews.
H8: Argument quality positively influences individuals’ atti-

tudes toward a city.
H9: Argument quality positively influences the city image.

Network externality. Network externality, a variable within the
peripheral route of persuasion in the ELM, refers to the increasing
benefits or influence of user experience as the number of users,
availability of information, or alternatives increase (Katz and
Shapiro, 1985). In the context of short-form video communities
on social media, network externality reflects the growing number
of users and the expanding available content (Lin and Lu, 2011).

As the number of users and available information increases,
users gain greater access to tourism-related content and improved
services. In turn, this fosters greater sharing, communication, and
mutual assistance among users, which further enhances network
benefits and influences user attitudes (Brânzei et al., 2013).
Similarly, Zhou et al. (2015) noted that as the number of users
increases, products and services on social media platforms get
frequently updated with additional features. These complemen-
tary functions and services encourage a more positive attitude
toward social media. They also enable users to engage with a
larger network while accessing complementary and value-added
services on a single platform (Dou et al., 2018). As these features
expand, users gain deeper insights into tourism destinations,
which, in turn, positively influences their attitudes toward travel
behavior (Luo et al., 2021).

Moreover, Kaplan (1989) argued that a higher network
externality increases the pressure on users to accept others’
opinions or information given their relationships within the
network (Lin and Lu, 2011). As social media is designed to
maintain connections among acquaintances, users’ attitudes are
influenced by their friends’ perspectives (Powell, 2009; Baker and
White, 2010). Chung and Han (2017) further validated the
positive relationship between network externality and subjective
norms on social media through an analysis of tourism-related
content in South Korea; however, subjective norms on social
media mainly referred to society’s perception of an individual’s
use of new social media platforms. The present study examines
whether individuals’ subjective norms toward a city follow the
same pattern.

Thus, the following hypotheses are proposed:
H10: Network externalities positively influence individuals’

attitudes toward a city.
H11: Network externalities positively influence individuals’

subjective norms toward a city.

Application of city image. In this study, city image refers to the
collective perceptions and impressions that individuals hold
about a city (Fakeye and Crompton, 1991). Previous research has
consistently demonstrated a strong positive association between
the city image and individuals’ attitudes. For instance, Collins and

Lindley (2003) revealed that consumer attitudes toward a store
and its branding are strongly linked to their perceptions of the
store’s image. Similarly, Jalilvand et al. (2012) demonstrated that
Iran’s city image exerts a significant and favorable influence on
tourists’ attitudes toward visiting the country.

Furthermore, studies have shown subjective norms to be
closely correlated with the brand image. Alenezi et al. (2010)
identified a significant relationship between subjective norms and
the city image of Saudi Arabia. This aligns with Park et al.’s
(2017) findings that the destination image positively affects the
subjective norms of Chinese students (Park et al., 2017). In
addition, the perception of a city’s image serves as a crucial
determinant in shaping individuals’ sense of control over their
behavioral intentions. For example, Suki et al. (2014) argued that
the city image affects tourists’ intentions to select Malaysia for
medical tourism by shaping their perceived control over this
decision. This was also observed by Park et al. (2017), who noted
the impact of the city image on Chinese students’ perceptions.

Finally, the relationship between the city image and tourists’
intentions to visit has been extensively validated and has
significant practical implications. Lopes (2011) proposed that
tourists’ behavior and intentions can be partially predicted based
on their perceptions of a city, which ultimately affects their
destination choices. This idea was supported by Doosti et al.
(2016), who emphasized that a well-defined and appealing city
image is essential for enhancing the likelihood that tourists will
select the city as their destination.

Regarding the mediating effects, Park et al. (2017) demon-
strated that TPB variables (i.e., attitude, subjective norms, and
perceived behavioral control) serve as potential mediators
between the city image and travel intention. Zhang et al. (2021)
identified attitude as a potential mediator in the relationship
between image and behavioral intention, whereas Nie et al. (2020)
found that subjective norms mediate the link between city image
and travel intention.

Based on these previous findings, the following hypotheses are
proposed:

H12: The city image positively influences individuals’ attitudes
toward the city.

H13: The city image positively influences individuals’ sub-
jective norms toward the city.

H14: The city image positively influences individuals’ perceived
behavioral control toward the city.

H15: The city image positively influences travel intention.
H16: Individuals’ attitudes toward a city mediate the relation-

ship between the city image and travel intention.
H17: Individuals’ subjective norms toward a city mediate the

relationship between the city image and travel intention.
H18: Individuals’ perceived behavioral control toward a city

mediates the relationship between the city image and travel
intention.

A summary of the study hypotheses is presented in Fig. 2.

Methods
Background introduction. Zibo, located in Shandong Province,
China, is renowned for its barbecue culture and has emerged as a
popular tourist destination, largely because of social media videos.
Data from Weibo, a leading social media platform in China,
revealed that the trending topics about the “Zibo Barbecue”
totaled ~680, with related topics exceeding 300, and the trending
time of these topics lasted over 6000 h. Relatedly, during the
Labor Day holiday in 2024, the number of daily visitors to Zibo
reached 200,000, and the Zibo railway station transported over
240,000 passengers, representing an increase of 85,000 tourists (a
55% increase) compared with 2019. For these reasons, Zibo was
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selected as the study setting to investigate the effects of short-
form social media videos on tourist travel intention.

Unlike traditional tourist destinations in China, Zibo pioneered
a new model for the growth of cultural and tourism sectors. This
model was closely intertwined with the rise of social media,
particularly short videos. As Zibo’s popularity soared, many
tourism departments across cities hastened to adopt short-form
social media videos as a marketing strategy. However, most
attempts merely replicated Zibo’s approach, resulting in limited
success. An analysis of Zibo’s strategy would provide valuable
insights for other cities seeking to enhance their content
development.

Measurement tool and data collection. In this study, structural
equation modeling (SEM) was used for validation purposes. SEM
is widely used in behavioral research. For instance, Liu et al.
(2024) applied SEM to compare the factors influencing indivi-
duals’ adoption of digital currency payments. SEM allows estab-
lishing mathematical models that describe the relationships
between independent and dependent variables while also con-
sidering observed and latent variables. The core of SEM lies in
path modeling, in which a structural framework is constructed
and statistical techniques are applied to test the study hypotheses
(Nachtigall et al., 2003). Based on the formula proposed by
Westland (2010) for determining the minimum sample size
(n ≥ 50r²−450r+ 1100) in which r represents the ratio of indi-
cators to latent variables, the minimum sample size for this study
was determined to be 200, given an r value of 3. The actual
sample size of 451 participants exceeded this threshold, thus
satisfying the requirement. SEM is widely used in behavioral
research. For instance, Liu et al. (2024) applied SEM to compare
factors influencing individuals’ adoption of digital currency
payments.

The survey instrument included nine core variables: indivi-
duals’ attitudes toward the city, individuals’ subjective norms
toward the city, individuals’ perceived behavioral control toward
the city, argument quality of short videos, customer reviews on

short videos, source credibility of short videos, network
externalities of short videos, the city image, and individuals’
travel intention toward the city. The metrics employed were
carefully drawn from previous studies to ensure the integrity of
the established measurement scales. Two bilingual translators
translated the survey items from English to Chinese. Discrepan-
cies were resolved by comparing the translated versions with the
original English texts. Adjustments were made to ensure the
items’ cultural relevance to tourists and alignment with
the context of short-form social media videos while retaining
the original meaning. A seven-point rating scale was used,
ranging from complete disagreement (1) to full agreement (7), to
capture subtle variations. Constructs such as attitudes, subjective
norms, behavioral control, and travel intention were derived from
well-established sources, while items for argument quality,
customer reviews, source credibility, network externality, and
the city image were adapted from the relevant literature.

The questionnaire was divided into two sections. The first
collected demographic and behavioral data such as gender, age,
and respondents’ engagement with travel-related content via
short-form social media videos. The second part focused on the
factors influencing travel intention, which were evaluated using a
seven-point Likert scale that assigned seven levels of agreement or
disagreement to each variable. Further details regarding the
questionnaire structure are presented in Table 1.

As the sampling could not fully cover all of China and the
questionnaire was distributed randomly, a survey sampling
method was adopted in this study. The public social media
platforms chosen for this study were Weibo, Tencent Weibo,
Zhihu, Tieba, Red, WeChat, and QQ. A questionnaire was posted
on these platforms to collect the data. To recruit suitable
participants, several screening questions were posed to ensure
that they satisfy the following criteria: (1) Has watched positive
and promotional short videos about Zibo tourism published by
influencers or local government/business accounts, (2) Has never
visited Zibo before, and (3) Is not a resident of Zibo. This targeted
sampling aligned with the research goal of exploring the factors
that influence continued engagement and usage among key user

Fig. 2 The research model. A hypothetical model of the relationship between variables and 15 research hypotheses.
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groups. Data were collected in May 2024. A total of 482 responses
were collected, of which 451 were deemed valid. Table 2 presents
the demographic information of the valid responders. Doosti et
al.’s (2016) method was employed to test city image variables.
Respondents were asked to learn about the city’s natural
conditions, customs, cultural heritage, food, and entertainment
before completing the questionnaire, with the aim of more
accurately assessing their satisfaction with Zibo’s image.

All processes followed the ethical standards of the responsible
committee of human experimentation (institutional and national)
and the Helsinki Declaration of 1975, as revised in 2000. Written
informed consent was obtained from all participants. The Ethics
Review Committee of Soochow University approved this study.

Results
Measurement model evaluation
Test of reliability and validity. A preliminary investigation was
conducted before fully administering the questionnaire survey to
ensure its methodological soundness. Sixty responses were col-
lected to assess the reliability and validity of the instrument. The
findings revealed an overall Cronbach’s α of 0.926, which,
according to Li et al. (2021), was considered acceptable, as it
exceeded the 0.85 benchmark. The individual variable alphas
ranged from 0.8 to 0.9, indicating high internal consistency.
Principal component analysis was used to perform factor analysis
of the variables to validate the structural integrity of the ques-
tionnaire. The initial results revealed suboptimal factor loading
for argument strength (AQ4), which was below the 0.5 threshold,
thus necessitating refinement of this item. After making adjust-
ments, a subsequent validation test was conducted, which showed
factor loadings above 0.5 for all variables.

Separate evaluations of the reliability and construct validity of
the tool were conducted. Key metrics, including composite
reliability (CR) and the proportion of variance captured (AVE),
were used to assess the consistency and reliability of the variables.
According to Fornell and Larcker (1981), item consistency is
considered adequate when CR exceeds 0.7 and AVE exceeds 0.5.
This study used AMOS 26.0 and specific formulas to calculate
these values. The results indicated that all CR metrics exceeded
0.7, and the AVE values were consistently above 0.5 (Table 3),
thus confirming strong internal consistency across the variables
and ensuring that the instrument’s reliability was within
acceptable thresholds.

Discriminant validity assesses the uniqueness and minimal
correlation among latent constructs. This was evaluated by
comparing the square root of the extracted variance with the
correlation values between different constructs. According to
Fornell and Larcker (1981), discriminant validity is achieved
when the extracted variance for a given factor is higher than its
correlation with other latent variables. The bold figures in
Table 4 represent the square roots of the AVE of each variable,
all of which exceed the corresponding correlation values, and
thus confirm the strong discriminant validity of the study
model.

Collinearity diagnosis. The variance inflation factor (VIF) in the
collinearity diagnosis measures the degree of multicollinearity
among the independent variables in a multiple regression model.
A higher VIF indicates a stronger correlation between a variable
and the other independent variables and suggests more severe
multicollinearity. A VIF greater than 10 indicates serious multi-
collinearity. Tolerance is calculated as 1/VIF, and a tolerance
value greater than 0.1 indicates no collinearity (Cheng et al.,
2022).

In the data analysis results presented in Table 5, all variables
have VIF values below 3 and tolerance values greater than 0.1,
which indicate no multicollinearity among the variables.

Test of goodness of fit. Unlike traditional methods such as
ANOVA and regression, SEM lacks robust evaluation indices;
therefore, the covariance matrices of the samples must be com-
pared with the research model to assess the model’s goodness of
fit and derive multiple indicators. The AMOS software provides
25 distinct metrics for evaluating the goodness-of-fit. However,
reporting all of these is neither necessary nor practical. The most
commonly used fit metrics are the GFI, AGFI, and RMSEA,
which are absolute fit measures, and the NFI, CFI, and TLI are
incremental fit measures. Indicators such as the PNFI, PCFI, and
the standard ratio of chi-square to degrees of freedom (CMID/
DF) serve as comprehensive fit indicators, offering a holistic
evaluation of model suitability.

No universally fixed benchmark exists for evaluating goodness-
of-fit indices. For example, although a lower chi-square value
typically signifies a better model fit, its validity diminishes as the
sample size increases, causing the chi-square statistic to increase
exponentially. This inflation reduces its effectiveness as a
reference measure. To address this issue, a series of indices based
on chi-squared values was derived. The criteria for goodness-of-
fit indices are not fixed but vary depending on the nature of the
research. For instance, the benchmarks for these indices differ
between confirmatory and exploratory research, with confirma-
tory research generally having lower thresholds, whereas
exploratory research imposes stricter standards owing to its
open-ended nature. Standards vary across disciplines. Therefore,
when evaluating the goodness of fit of a model, researchers should
refer to the guidelines suggested by the leading authorities on
SEM (Hayduk, 1987; Bagozzi and Yi, 1988; Scott and Bruce, 1994;
Hu and Benter, 1998; Liu et al., 2024). Table 6 lists the actual
values of the indices in the model and the recommended values.
A comparison with reference values shows that the goodness of fit
of the indices in this study meets the recommended levels. This
demonstrates that the model is suitable for measuring the
collected data.

The research model evaluation. AMOS software (version 26.0)
was used to compute the path coefficients and shared variance
explained by the latent variables. The analysis empirically vali-
dated all 15 hypotheses (Fig. 3).

Table 2 Demographic information of the participants.

Characteristic Option Frequency Percent

Gender Male 214 47.45%
Female 237 52.55%

Age Under 18 years
old

30 6.65%

18~30 years old 201 44.57%
31~50 years old 88 19.51%
51~60 years old 97 21.51%
Over 60 years
old

53 11.75%

I have seen short videos of
Zibo tourism on social media

Browse
frequently

210 46.56%

Browse
occasionally

241 53.44%

I think most of the short
videos of Zibo tourism on
social media are

Very positive 143 31.71%
Positive 173 38.36%
Neutral 84 18.63%
Negative 46 10.20%
Very negative 5 0.01%
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Chi-squared test of independence and analysis of variance. The
statistical findings showed that attitude (β= 0.240, P < 0.001),
subjective norms (β= 0.136, P < 0.05), and perceived behavioral
control (β= 0.132, P < 0.05) had significant positive effects on
travel intention, supporting H1, H2, and H3. Attitude had the
greatest impact on travel intention, and perceived behavioral
control had the least impact. Additionally, source credibility
(β= 0.553, P < 0.001) significantly influenced attitude, supporting
H4. Similarly, customer reviews significantly affected both atti-
tude (β= 0.189, P= 0.001) and source credibility (β= 0.465,
P < 0.001), thus validating H5 and H6. Customer reviews had the
greatest effect on source credibility. Argument quality showed a
significant correlation with customer reviews (β= 0.551,
P < 0.001), attitude (β= 0.189, P < 0.001), and city image
(β= 0.532, P < 0.001), thus supporting H7, H8, and H9.

Table 4 Discriminant validity of the research model.

AVE IN CI PB SN AT SC NE CR AQ

IN 0.565 0.720
CI 0.582 0.350 0.798
PB 0.646 0.352 0.414 0.947
SN 0.592 0.321 0.397 0.444 0.816
AT 0.604 0.426 0.561 0.558 0.490 1.102
SC 0.630 0.268 0.393 0.400 0.366 0.559 0.941
NE 0.602 0.352 0.397 0.401 0.367 0.568 0.463 0.954
CR 0.603 0.383 0.399 0.471 0.415 0.541 0.382 0.427 0.808
AQ 0.596 0.316 0.344 0.451 0.369 0.521 0.355 0.379 0.402 0.800

The diagonal of the matrix is the square root of the AVE, and below the diagonal is the Pilsen correlation coefficient of the facet.

Table 3 Convergence validity test table.

Constructs Codes Significance estimates Reliability of
the topic

Compositional reliability Average variance extracted

Unstd. S.E. Z-Value P Std. SMC CR AVE

Argument quality AQ1 0.983 0.060 16.178 *** 0.781 0.608 0.855 0.596
AQ2 0.966 0.061 15.787 *** 0.757 0.580
AQ3 1.000 0.767 0.591
AQ4 1.020 0.063 16.303 *** 0.784 0.627

Customer review CR1 1.042 0.069 15.042 *** 0.788 0.624 0.820 0.603
CR2 1.036 0.069 15.093 *** 0.793 0.635
CR3 1.000 0.748 0.563

Network externality NE1 0.846 0.060 14.056 *** 0.712 0.506 0.819 0.602
NE2 0.927 0.063 14.880 *** 0.802 0.653
NE3 1.000 0.809 0.645

Source credibility SC1 0.965 0.057 16.895 *** 0.809 0.624 0.842 0.630
SC2 0.912 0.056 16.173 *** 0.761 0.576
SC3 1.000 0.828 0.691

Attitude AT1 0.973 0.061 15.911 *** 0.775 0.593 0.821 0.604
AT2 0.916 0.059 15.532 *** 0.754 0.591
AT3 1.000 0.802 0.667

Subjective norm SN1 1.049 0.074 14.161 0.771 0.591 0.813 0.592
SN2 1.066 0.074 14.382 *** 0.800 0.638
SN3 1.000 *** 0.736 0.543

Perceived behavioral
control

PB1 1.037 0.061 17.079 *** 0.824 0.663 0.845 0.646
PB2 0.961 0.058 16.457 *** 0.780 0.598
PB3 1.000 0.806 0.623

City image CI1 1.003 0.067 15.011 0.761 0.598 0.807 0.582
CI2 0.985 0.066 15.007 *** 0.760 0.588
CI3 1.000 *** 0.767 0.582

Intention to travel IN1 1.060 0.079 13.403 0.773 0.593 0.796 0.565
IN2 1.052 0.079 13.266 *** 0.753 0.572
IN3 1.000 *** 0.728 0.536

***p < 0.001

Table 5 Collinearity diagnostics.

Collinearity
diagnostics

Tolerance VIF

Argument quality 0.666 1.501
Customer review 0.633 1.579
Network externality 0.690 1.449
Source credibility 0.699 1.431
Individuals’ attitude towards city 0.538 1.860
Individuals’ subjective norms towards city 0.677 1.476
Individuals’ perceived behavioral control towards
city

0.643 1.555

City image 0.660 1.515
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Argument quality had the greatest impact on the city image and
the smallest impact on attitude. The analysis also indicated that
network externality had a strong influence on both attitude
(β= 0.220, P < 0.001) and subjective norms (β= 0.230,
P < 0.001), and the greatest impact was on subjective norms, thus
corroborating H10 and H11. Finally, the city image significantly
affected attitude (β= 0.338, P < 0.001), subjective norms
(β= 0.553, P < 0.001), perceived behavioral control, and travel
intention (β= 0.186, P < 0.05), confirming H12, H13, H14, and
H15. City image had the greatest impact on perceived behavioral
control and the least impact on travel intention. A comprehensive
outline of the path analysis results is presented in Table 7.

Mediation effect test. The bootstrap method was used to directly
test the mediation effect (Alfons et al., 2022). The null hypothesis

for direct testing was H0: ab=0. A confidence interval that
includes 0 indicates no mediation effect. In this study, the boot-
strap method was run in AMOS 26.0, with 5000 repetitions, a
95% confidence interval (CI), and a bias-corrected method.

To further examine the influence of the city image, the
bootstrap method was applied to calculate the mediation effect.
The results showed that the city image significantly influenced
travel intention through attitudes, subjective norms, and
perceived behavioral control. As shown in Table 8, the mediation
effect of City Image → Attitude → Intention to Travel was 0.078
(95% CI [0.034, 0.149]) thus supporting H16. That of City Image
→ Subjective Norms → Intention to Travel was 0.063 (95% CI
[0.006, 0.137]), supporting H17, and that of City Image →
Perceived Behavioral Control → Intention to Travel was 0.071
(95% CI [–0.003, 0.147]), supporting H18. The CIs of the first two
paths did not include zero, which indicates significant mediation

Fig. 3 The result. The test results of the research model.

Table 6 Model fitting indicator table.

Model fitting indicator table Evaluation Criteria Model metrics Conclusion Source

Absolute fit metrics P <0.01 0.000 Good /
GFI >0.9 0.900 Good Bagozzi and Yi (1988)

Liu et al. (2024)
AGFI >0.8 Acceptable

>0.9 Good
0.879 Acceptable Scott and Bruce

(1994)
Liu et al. (2024)

RMSEA <0.08 0.051 Good Bagozzi and Yi (1988)
Liu et al. (2024)

Value-added fitting indicators NFI >0.8 Acceptable
>0.9 Good

0.887 Acceptable Liu et al. (2024)

CFI >0.9 0.936 Good Bagozzi and Yi (1988)
Liu et al. (2024)

TLI >0.9 0.928 Good Liu et al. (2024)
Comprehensive fitting indicators PNFI >0.5 0.786 Good Liu et al. (2024)

PCFI >0.5 0.829 Good Liu et al. (2024)
CMIN/
DF

<3 2.153 Good Hayduck (1987)
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effects. However, the CI of the City Image → Perceived
Behavioral Control → Intention to Travel path included zero,
suggesting no significant mediation effect for that path. The direct
effect was 0.185 (95% CI [0.015, 0.363]), and the total effect was
0.396 (95% CI [0.273, 0.528]), indicating that the city image not
only directly affected travel intention but also indirectly
influenced travel intention through attitude, subjective norms,
and perceived behavioral control.

Discussion
This study integrated TPB, ELM, and city image variables to
explore how tourists’ internal perceptions, the objective factors
related to short-form social media videos (i.e., argument quality,
customer reviews, network externality, and source credibility in
ELM), and the target city’s image affect tourists’ travel intentions.

Our findings revealed that the TPB variables positively influ-
enced tourist travel intention, which is consistent with previous
studies on tourism behavior such as those conducted in Isfahan
(Jalilvand et al., 2012) and Thailand (Cheunkamon et al., 2020).
Here, these three independent variables influenced tourists’
intentions to travel to Zibo, Shandong Province, and China.
Attitude toward the destination emerged as the most influential
factor, which is consistent with Park et al.’s (2017) findings. This
suggests that for cities such as Zibo, which have gained popularity
through short-form social media videos, promotional content
that is engaging, surprising, and novel can effectively alter tour-
ists’ attitudes and travel intentions. Notably, perceived behavioral
control had a relatively minor influence on travel intention. The
perceived behavioral control variable was measured using

questionnaire items developed from three dimensions: economic
factors, time, and convenience (Chung and Han, 2017). This
result may be attributed to the increased convenience and
accessibility of travel for Chinese people, which is driven by
diminished economic constraints amid China’s growing eco-
nomic strength.

Regarding the ELM variables, the results showed that argument
quality in the central route of persuasion positively influenced
attitude, which is consistent with Camilleri’s (2018) results.
Customer reviews, source credibility, and network externalities in
the peripheral route positively influenced attitudes, which sup-
ports the findings of Chung and Han (2017) and Mero (2018).
Network externalities had the most significant influence, which is
consistent with previous findings. Tourists with high involvement
tended to use detailed information in the central route for
information processing, whereas less-involved tourists tended to
rely on star ratings, customer reviews, and view counts in the
peripheral route. Potential tourists to Zibo exhibited a low degree
of involvement, as they were mainly attracted by superficial ele-
ments offered through brief video content shared on digital
media, and followed trends mindlessly. This was reflected in the
pattern in which the majority visited Zibo primarily to experience
its barbecue culture, which indicates the lack of a deeper
exploration as tourists.

In addition, in the research context, the central and peripheral
routes influenced each other. Argument quality in the central
route positively affected source credibility and customer reviews
in the peripheral route. Customer reviews positively influenced
source credibility, which supports the findings of Li et al. (2023).
Network externalities in the peripheral route positively impacted
subjective norms in the TPB, which is consistent with Chung and
Han’s (2017) findings. The size of a short-form video community
can have a substantial social influence, as a larger user base boosts
information abundance and norm activity. The results address
the first research question, showing that the impact of short
videos on tourism intention is driven by both deep and superficial
information, with superficial cues having a stronger effect—
highlighting the greater importance of the social attributes of
short video platforms.

Furthermore, the city image positively influenced the core TPB
constructs. However, the city image had a weak direct influence
on travel intention, which is consistent with Park et al.’s (2017)
findings. The city image is communicated to the public through
social media and word of mouth, offering tourists a compre-
hensive view of the destination including its attractions, trans-
portation, and accommodations. This information helps tourists
plan and assess the feasibility of their travel. Attitude and sub-
jective norms significantly mediated the influence of the city
image on travel intention, with attitude having the strongest effect
(0.078). However, perceived behavioral control did not show any
significant mediation effect, whereas the city image had a

Table 8 Mediation effect.

Mediation paths Effect size SE Bias-corrected 95%CI Supported? yes /no

Lower Upper p

H16: City image→ attitude→ Intention to travel 0.078 0.028 0.034 0.149 0.001 yes
H17: City image→ subjective norms→ Intention to travel 0.063 0.033 0.006 0.137 0.034 yes
H18: City image→ perceived behavioral control→ Intention to
travel

0.071 0.039 −0.003 0.147 0.062 yes

Total indirect effects 0.211 0.051 0.122 0.324 0.000 /
Direct effects 0.185 0.087 0.015 0.363 0.033 /
Total effect 0.396 0.064 0.273 0.528 0.000 /

Table 7 Model path analysis results.

Hypothesis Unstd. SE CR p Std. Supported? yes
/no

H1 0.206 0.057 3.621 *** 0.240 yes
H2 0.130 0.061 2.137 ** 0.136 yes
H3 0.111 0.056 1.978 * 0.132 yes
H4 0.609 0.064 9.497 *** 0.553 yes
H5 0.204 0.072 2.841 ** 0.189 yes
H6 0.505 0.063 8.061 *** 0.465 yes
H7 0.544 0.058 9.325 *** 0.551 yes
H8 0.201 0.073 2.776 ** 0.189 yes
H9 0.527 0.058 9.148 *** 0.532 yes
H10 0.218 0.046 4.698 *** 0.220 yes
H11 0.205 0.047 4.317 *** 0.230 yes
H12 0.364 0.064 5.647 *** 0.338 yes
H13 0.473 0.058 8.217 *** 0.489 yes
H14 0.609 0.064 9.497 *** 0.553 yes
H15 0.171 0.081 2.124 * 0.186 yes

***p < 0.001, **p < 0.01, *p < 0.05.
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significant direct effect. These results indicate that a positive city
image is more likely to evoke tourists’ affection and interest,
which may lead to the formation of a favorable travel attitude.
The findings further validate the studies by Park et al. (2017),
Zhang et al. (2021), and Nie et al. (2020), which show that the
positive image of a city fosters favorable attitudes by generating
interest and emotional connection. Both the cognitive and
affective components of the city image shape tourist attitudes
(Baloglu and McCleary, 1999). The strong mediating role of
attitude supports the link between affect and overall image (Stern
and Krakover, 1993), whereas the weak mediating effect of per-
ceived behavioral control suggests that tourism decisions are
often emotion-driven, with practical constraints playing a lesser
role (Han and Hyun, 2017). The results support the second and
third research questions: short videos shape urban image via deep
processing, while urban image influences behavior indirectly
through psychological mechanisms, explaining the gap between
online popularity and actual visitation in some cities.

Implications and limitations
Theoretical implications. This study has theoretical implications
on three aspects. First, it enriches the literature on the ELM.
Previous research on the ELM has primarily examined the rela-
tionship between the central and peripheral routes. However, the
role of variables in the persuasion process is not fixed and often
depends on the processing situation (Petty et al., 1986). For the
first time, this study demonstrates the interplay between the
central and peripheral paths within the ELM, specifically in the
context of how short-form social media videos influence tourists’
city travel intentions.

Second, this study extends the literature by integrating TPB,
ELM, and city image variables. Previous research on the
integration of ELM and TPB has predominantly focused on the
relationship between ELM variables and attitudes in the TPB
(Shahab et al., 2021). This study explored the relationship
between ELM variables and subjective norms and investigated
how TPB variables mediate the process through which the city
image influences travel intentions.

Third, this study enriches the literature on short-form social
media videos and travel intention. While previous research has
discussed the internal factors of short-form social media videos
affecting tourist travel intention, external factors such as the
platform’s user base and comments, which facilitate the
transformation of network users into tourists, have been largely
overlooked. This study addressed this gap by examining the role
of a network’s external environment in influencing tourists’
identity transformations.

Lastly, this study contributes to the city image literature.
Previous quantitative research on the city image has primarily
focused on urban events (Li et al., 2021), smart tourism
applications (Tavitiyaman et al., 2021), and medical tourism
(Cham et al., 2021). Studies quantitatively examining the impact
of short-form social media videos on the city image and tourism
intention have remained limited. Moreover, many existing studies
are based on data from a single short video platform; for example,
Shan (2020) used data from Tik Tok, whereas Song et al. (2023)
focused on YouTube. Considering that different platforms attract
different user demographics, these findings may vary. This study
collected data from seven platforms—Weibo, Zhihu, Baidu Tieba,
Xiaohongshu, WeChat, Tik Tok, and QQ—and thereby enhanced
the representativeness of the sample compared with previous
research.

Practical implications. This study provides strategic insights
tailored for tourism marketing agencies and content creators,

particularly travel bloggers who leverage short-form video con-
tent across social media platforms.

First, this study clearly demonstrates the significance of
argument quality. High-quality short-form social media videos
are accurate, contextually relevant, timely, and professionally
presented. Departments promoting city tourism should encou-
rage social media content creators to produce such high-quality
videos. Content success could be measured by the number of
likes, comments, and shares received, which together indicate
content quality. Moreover, incentives should be established to
reward high-quality videos. Travel bloggers on short video
platforms should create more immersive experiences to boost
viewer engagement and enhance sensory experiences. In
fragmented digital spaces, producing immersive short-form
videos is crucial to expand outreach and influence tourists’ travel
intentions.

Second, this study confirms the critical role of customer
reviews. Departments promoting city tourism and travel bloggers
should foster interactions with travelers. A higher volume of
comments on short-form video platforms generates more
comprehensive destination information, facilitates wider disse-
mination of such information, and increases the likelihood of
attracting visitors. Tourism boards and online personalities must
use varied tactics prompting experience-sharing by travelers. One
approach may involve incentivizing travelers to provide detailed
reviews. These online evaluations, especially those focused on
functionality and practicality, can help shape more favorable
attitudes among potential tourists and enhance their recognition
of participatory value.

Third, this study validates the importance of network
externalities. The size of the social media user base plays both
informational and normative roles. Departments promoting city
tourism and short-form video influencers should prioritize
platforms with large user bases, high engagement, and active
daily and monthly users for campaigns. Posts should be
scheduled during peak activity times, such as national holidays,
or by purchasing traffic tools. Videos should also be tailored to
the platform’s user demographics such as age, sex, location,
education, income, and interests.

Finally, this study demonstrated the significance of source
credibility. Departments promoting city tourism could enhance
credibility by obtaining enterprise or government verification on
platforms, and collaborating with domain experts and micro-
influencers. Influencers can build credibility by verifying their
identity through personal profiles and photos and applying it for
user verification once they reach a certain follower threshold.

Limitations and future research. Although this study provides
valuable insights, its limitations warrant exploration in future
studies.

First, the study focused solely on short-form video content
related to the city of Zibo, Shandong Province, China. This limits
the generalizability of the findings to other urban contexts
worldwide. Therefore, future studies should broaden their
geographical scope. A study involving multiple cities and a larger
sample size may provide conclusions that are more widely
applicable.

Second, the research methodology relied primarily on ques-
tionnaires and data analyzes. Future studies should combine
experiments and questionnaires to enhance their effectiveness.

Furthermore, collecting data through social media platforms
may bias the sample toward younger, tech-savvy individuals,
potentially overlooking older or less tech-oriented tourists. This
limitation may have affected the generalizability of the findings.
Future research should consider more diverse demographic
samples to enhance representativeness.
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Finally, this study omitted the potential effects of cross-cultural
variation and travel history on tourists’ choices and actions,
factors noted by other researchers. Future studies could develop
measurement tools that are more comprehensive and precise by
testing the scale effectiveness and introducing additional
variables. This would allow for a deeper investigation into the
interaction between short-form videos and city tourism, which
would ultimately contribute to the growth of the sector.

Conclusion
To examine how short social media clips influence travel interest
in urban destinations, this research created a framework inte-
grating TPB, ELM, and city image factors. From the perspective
of behavioral intention, all TPB variables positively influenced
travel intentions. In terms of information processing, both in-
depth and surface-level information within short-form social
media videos could persuade users to alter their identity, ulti-
mately affecting their travel intentions. From a city image per-
spective, attitudes and subjective norms, as defined by the TPB,
mediated the relationship between the city image and travel
intentions. The city image not only influenced travel intention
through the mediating variables but also had a significant direct
effect. Therefore, departments promoting city tourism and short-
form video influencers should focus on creating high-quality
videos and encouraging travelers to engage in discussions on
travel-related short-form videos. They should target platforms
with large user bases when applying for user and government
enterprise certifications to enhance travel intentions.

Data availability
The datasets used and/or analyzed in the current study are
available from the corresponding author upon reasonable request.
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