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Abstract. With the rise of short videos, tourist short videos are affecting every-

one’s travel intentions, and university students are the main users of online social 

technology. Conduct an empirical analysis of the data through a questionnaire 

survey to study the perceptual factors generated by users when watching tourist 

short videos and explore the impact of these factors on university students’ tour-

ism intention. 

The research results are as follows: Perceived usefulness, perceived ease of 

use, perceived pleasure, and social presence have a significant positive impact on 

tourism intention and will increase university students’ tourism intention. Per-

ceived risk has a negative impact on tourism intention, which means that the risks 

brought by short videos will reduce university students’ tourism Intention. These 

findings have important implications for short video producers, short video mar-

keters, and tourist destinations. 

Keywords: Tourism intention, Perceived usefulness, Perceived ease of use, Per-

ceived pleasure, Social presence, Perceived risk. 

1 INTRODUCTION 

1.1 Background and Significance of Problem  

According to the "Annual Report on China's Domestic Tourism Development (2022-

2023)" released by the China Tourism Research Institute, 3.246 billion domestic tour-

ists have traveled, an increase of 12.8% compared to 2020[1]. The report analyzes that 

the 2023 Spring Festival holiday has become the best Spring Festival holiday tourism 

market since 2020.  It can be seen that China's tourism industry has entered a period of 

gradual stability and recovery, showing good development trends. 

Data released by the CNNIC in 2022 show that as of June 2022, the growth rate of 

short video users in China is extremely fast, reaching 962 million, an increase of 28.05 

million[3]. Short video is one of the new media that has attracted much attention in re-

cent years (Zhao Jin, 2022)[14]. Over 400 million users interested in travel watch travel 

content on the Doyin platform, and user interaction indicators with travel content have 

also increased.  
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 According to the survey data of scholars on the analysis of university students' tour-
ism market, nearly 90% of students have a comparative vision of tourism (Cao Wen-
jing, 2017)[5]. Research on the characteristics and impact of short videos on university 
students' tourism consumer behaviors(Feijun, et al., 2023), (Muangmee et al., 2021), 
(Yi, et al., 2023) [4][11][13]has laid an important foundation for the subsequent promotion 
of university students' tourism market economy and the improvement of urban tourism 
economic benefits (Duan Yipeng, 2021), (Huangfeifei, et al., 2023)[6][10]. 

As an emerging form of communication, short video is used to promote tourism re-
sources and affect the effect of video marketing. By analyzing the influence of short 
video on university students' choice of tourism destinations, it is helpful to understand 
the influencing factors of university students' group tourism, so as to put forward more 
targeted marketing strategies (Zhou, et al., 2023) to achieve better short video market-
ing results[15]. 

1.2 Research Objectives 

1. To study the level of factors of tourism short videos on tourism intention for univer-
sity students. 

2. To analyze the influence of tourist short videos on tourism intention for university 
students. 

2 LITERATURE REVIEW 

The TAM is a model proposed by users when they study the acceptance of information 
systems based on Theory of reasoned action, combined with self-efficacy theory and 
Expectation confirmation theory (Davis, 1989). In order to study the impact of tourist 
short videos on university students’ tourism intention, this paper builds a research 
model based on the TAM model. On the basis of perceived usefulness and perceived 
ease of use, three variables of perceived pleasure, perceived risk and social presence 
are added.ls to explain online shopping behavior in the past decade, it was pointed out 
that the most common additional variables of TAM are trust, perceived risk, perceived 
pleasure, and social presence (Berrada, 2015)[7], Li Tao (2022)[8], (Bibo, et al., 2024) 
used the technology acceptance model as a theoretical basis, combined with variables 
such as perceived trust, perceived risk, and perceived pleasure, and found that the above 
variables have a certain impact on tourists' tourism intention[2]. More effective social 
activities have a better impact on the usefulness, trust, and pleasure of shopping web-
sites, thereby positively influencing consumer attitudes towards using shopping web-
sites (Hassanein, K., & Head, M.，2007), (Yan, et al., 2022)[9][12]. Based on the above 
research conclusions, this article puts forward the following hypotheses. 

H1: Perceived usefulness has a positive impact on tourism intention for university 
students.   

H2: Perceived ease of use has a positive impact on tourism intention for university 
students.    
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H3: Perceived pleasure has a positive impact on tourism intention for university stu-
dents.  

H4: Social presence has a positive impact on tourism intention for university stu-
dents.     

H5: Perceived risk has a negative impact on tourism intention for university students.   

3 RESEARCH METHODOLOGY 

The object of this study is a group of university students. In order to study the impact 
of tourist short videos on university students’ tourism intentions, a scale questionnaire 
was designed, 400 valid questionnaires were collected. Through validity analysis of the 
questionnaire data, the following data are obtained: 

Table 1. Reliability analysis 

As shown in Table 1, the Cronbach's value for the variables is above 0.7, which is 
above the medium level of reliability. It can be concluded that the questionnaire has 
good reliability and can objectively reflect the influence of tourist short videos on tour-
ism intention for university students. 

4 RESULTS OF DATA ANALYSIS 

4.1 Correlation Analysis 

Table 2. Pearson correlation 

Variable Items Sample size N of Items Cronbach's alpha 

1.Perceived usefulness 400 4 0.823 

2.Perceived ease of use 400 4 0.837 

3.Perceived pleasure 400 4 0.837 

4.Social presence 400 4 0.817 

5.Perceived risk 400 4 0.855 

Tourism intention 400 4 0.819 

Total 400 24 0.796 

  
Perceived 

usefulness 

Perceived 

ease of use 

Perceived 

pleasure 

Social 

presence 

Perceived 

risk 

Tourism 

intention 

Pearson 

correla-

tion 

Per-

ceived 

useful-

ness 

1 .361** .425** .414** -.372** .396** 

Per-

ceived 
.361** 1 .476** .405** -.457** .437** 
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The results in Table 2 show that perceived usefulness, ease of use, pleasure and social 
presence are positively correlated with travel intention, among which perceived pleas-
ure has the strongest correlation with travel intention. There is a negative correlation 
between perceived risk and travel intention. The next step is to perform multiple re-
gression analysis on each independent variable. 

4.2 Regression analysis 

Table 3. Regression Analysis 

Coefficientsa 

Model 
Unstandardized Coeffi-

cients 
Standardized 
Coefficients t Sig. 

Collinearity Sta-
tistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 1.829 .316  5.783 .000   

Perceived useful-
ness 

.122 .049 .116 2.480 .014 .727 1.376 

Perceived ease of 
use 

.135 .047 .139 2.845 .005 .670 1.492 

Perceived pleas-
ure 

.205 .048 .220 4.297 .000 .608 1.644 

Social presence .163 .049 .155 3.291 .001 .713 1.403 

Perceived risk -.173 .043 -.195 -3.995 .000 .666 1.502 

a. Dependent Variable: TI (Tourism intention) 
The results in Table 3 show that five factors - perceived usefulness, perceived ease of 
use, perceived pleasure, social presence and perceived risk - influence university stu-
dents’ tourism intention has a significant impact. Among them, the first four factors 
positively affect travel intention, which means that when university students find short 
videos useful, usable, interesting and social, their willingness to travel may become 
stronger. However, perceived risk negatively affects travel intention, when university 
students feel that travel is risky, they may be less willing to go. In addition, there are 
no serious collinearity problems in the model, indicating that the results are reliable. 

ease of 

use 

Per-

ceived 

pleasure 

.425** .476** 1 .432** -.503** .500** 

Social 

presence 
.414** .405** .432** 1 -.351** .423** 

Per-

ceived 

risk 

-.372** -.457** -.503** -.351** 1 -.467** 

Tourism 

intention 
.396** .437** .500** .423** -.467** 1 
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5 CONCLUSION 

From the above analysis, it can be seen that perceived usefulness, perceived ease of 
use, perceived pleasure, and social presence have a significant positive impact on uni-
versity students tourism intention, which means that if short videos can provide useful 
information about travel; they are easier to use and have users Friendly interface, simple 
navigation; more entertaining, can display visual beauty, music or storyline; has a 
stronger social presence, can facilitate users to share and evaluate, and interact with 
friends or family, university students' willingness to travel will more intense. 

Perceived risk has a significant negative impact on travel intention. This means that 
the risk of short videos is a factor that cannot be ignored that affects college students’ 
willingness to travel. If short videos involve higher risks, then university students have 
lower willingness to travel.  

Therefore, these factors should be considered when formulating tourism promotion 
strategies to increase university students' interest in and participation in tourism. 
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source, provide a link to the Creative Commons license and indicate if changes were made.
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