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Abstract 
Combining social network media -- short videos, festival images and potential tourists' 
behavioral intention, this paper measures potential tourists' perception of festival 
image after watching the content of short videos transmission., By referring to the 
destination image measurement scale and combining with the existing literature on 
festival images, the structural equation model among variables is built.The results 
showed that short video social media significantly affected potential  visitors' perception 
of event images, including cognitive and emotional images;The cognitive image of events 
has a significant impact on the emotional image of events, and the overall image of 
potential tourists is formed under the joint action of both.The behavioral intention of 
potential tourists is obviously affected by the overall image;Short videos directly affect 
the behavioral intention of potential tourists, while the event image only plays a partial 
intermediary role.This paper combines different concepts such as short video social 
media, event images and behavioral intention, which not only enrich the theoretical 
research on event images, but also provide suggestions and references for event 
marketing and event management. 

Keywords  
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1. Introduction 

Festival, as a unique tourism product, can provide tourists with a sense of participation and 
experience, which is different from daily life.Therefore, festival activities are increasingly 
sought after by tourists [1]. With the advent of the Internet era, people's choice of festival 
activities is no longer limited to official or organizational publicity channels, but more 
dependent on informal organizations, namely user-created content [2]. Before selecting and 
making decisions on tourist destinations, events and festivals, they will browse major forums, 
websites, Weibo, Douyin and other social media platforms to seek relevant information [3]. 
Undoubtedly, in the age of Internet, travel consumers have turned their media attention to the 
Internet, and searching for information on social media has gradually become a common 
trend[4].Related to this, the event will also be posted on social platforms by participants in 
various ways.What kind of event image will consumers perceive from the information conveyed? 
and how will it affect their destination decision? 
In the existing literature, tourism destination, as a third party, connects events with the concept 
of image, such as the impact of events on city image [5] and tourism destination image [6]. 
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Festival is a kind of tourist attraction, which actively shapes the image of destination, but it fails 
to fully reflect the uniqueness of festival image.Literature on the combination of image and 
behavioral intention mostly focuses on destination image and behavioral intention, which is 
relatively rich, including studies on the impact of rural image on tourism intention [7] and 
national image on tourism intention [8]. Also, there are studies based on the perspective of film 
and TV series [9], and studies based on the social perspective of short videos [10] The studies 
are relatively comprehensive and mature, but there are few studies on the event image itself. 
Existing literature mainly includes the definition of event image from different perspectives 
[11]-[15]. Huang et al. (2009) proposed four types of event image based on community event 
research, namely, attribute, family and friendship, emotional association and overall evaluation, 
and verified their relationship with structural equation model [16]. And Wenjia Ruan (2016) 
confirmed the influence of festival image on tourist satisfaction and loyalty [17]. Few literatures 
combine festival images with tourism decision-making, which is called tourists' behavioral 
intentions. Therefore, driven by practical problems and existing theoretical studies, this paper 
aims to explore the influence of festival images disseminated from the perspective of social 
media on tourists' behavioral intentions. Chengdu Huazhao Festival disseminated through 
Douyin is selected as the investigation object. To explore the relationship among social media 
communication, event image and behavioral intention. Expecting to understand the importance 
of social media communication in shaping festival image and tourists' behavior intention, and 
provide suggestions and references for festival marketing and event management. 

2. Literature Review and Hypotheses 

2.1. Social Media Concepts 
Social media is a tool or platform that allows people to share ideas, opinions, experiences, 
etc.Evans(2008) defines social media as "participatory online media, in which people submit 
texts, photos, videos and blogs to social media sites and make these media projects more 
popular through likes and votes"[18]. Daugherty et al. (2008) believe that social media is "the 
publishing of disseminated content on the Internet, which is user-generated content created or 
produced by the general public, not paid professionals" [19]. Du Plessis(2010) analyzed 19 
kinds of social media from the perspective of marketing, and classified their content forms into 
text, video, audio, still image and animation [20]. Cheung et al. (2008) points out that the 
information obtained from social media is no longer limited to the people around us, and the 
content is more comprehensive [21]. 

2.2. The Connotation of the Festival Images 
Image is a psychological structure that integrates elements, impressions and values projected 
to a particular place. It is based on material cognition and emotional perception of place (Espelt 
and Benito 2005)[22]. Festival&event image, Gwinner(1997) understood festival image as: 
"customers' comprehensive cognition and detailed explanation of festival meaning or 
associated factors"[11].Xing and Chalip(2006) defined that "festival image is the subjective 
view of the comprehensive cognition of each component of festival"[12]. Similarly, Kaplanidou 
and Vogt(2007) regard festival image as a subjective feeling of participants of activities, so it 
can change with the change of related attributes[13]. Li Hui (2011) defined the image of festival 
events as "a kind of overall evaluation generated after people have an overall cognition of the 
constituent attributes of festival events"[14]. Zhang Xiaoming (2018) et al. have a new 
understanding of festival image from the perspective of Peirce semiotics, believing that festival 
image is an interaction of symbolic interpretation of festival activities, which occurs in different 
social groups under a unique social and cultural background[15]. It can be found that although 
different scholars have different definitions of festival image, they all revolve around the 
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festival image has a variety of attributes, which is a subjective view or evaluation of people and 
can be changed. 

2.3. The Composition of the Images of the Festival 
Studies have shown that tourism destination selection is based on the degree to which tourists 
generate a good image of the destination[23], [24]. Event activities are considered to be an 
effective image-building strategy, which can make the destination creative and unique[25]. 
Thus, event activities are closely related to tourism destinations.Studies on event images are 
also mostly realized by connecting tourist destinations as a third party[26]. Therefore, the 
composition dimension of event image in this paper also refers to previous studies on tourism 
purpose image. The cognition, emotion and internationalized model proposed by Gartner(1993) 
is widely accepted and used in tourism literature for destination image[27]. In recent years, 
scholars have divided tourist destination images into cognitive images and emotional images. 
Cognitive images include attention to objective contents of destinations, such as nature, social 
environment and tourism infrastructure. An emotional image is a subjective emotional 
evaluation of a destination, described as "pleasing, relaxing, exciting, exciting, etc[28]-[30].". 
Cognitive image acts on emotional image, both of which jointly influence tourists' overall 
evaluation of destination[31]. Li Jiayu et al. (2018) took Xi 'an city as an example to prove that 
there is an obvious correlation between cognitive image and emotional image[10].The more 
positive information about the destination, the more complete and reliable the perception;The 
more attractive each component of the destination is, the better the tourists' emotional image 
of the destination will be[33]. Huang et al. (2009) constructed a community-based festival 
image model and proposed four dimensions to describe the holiday image:Attributes, family 
and friendships, emotional attachment to event, and overall evaluation[16]. Obviously, these 
four dimensions are related to the cognition-emotion-internationalize model.Based on the 
existing theoretical basis, this paper divides festival images into festival cognitive images, 
including tangible cognition of festival characteristics (such as infrastructure) and intangible 
cognition (such as festival atmosphere). Festival emotional image, including the hospitality of 
local residents and festival participants' emotional attachment to the festival;The overall image 
is the comprehensive evaluation of the festival image.Combined with the above theoretical 
elaboration, hypotheses are proposed: 
H1 The emotional image of events perceived by potential tourists is significantly positively 
affected by the cognitive image of events. 
H2 The overall image perceived by potential tourists is significantly positively influenced by 
the event cognitive image. 
H3 The overall image perceived by potential tourists is significantly positively affected by event 
emotional image. 

2.4. The Impact of Social Media on Festival Images 
Sun Fei and Zhang Yuejun (2019) studied the urban tourism image created by Douyin, a kind of 
social media through short video communication, and proposed that although the content and 
methods of video content communication are limited, it can make people feel more real, 
because it is not exaggerated marketing by tourism destination organizers, and the information 
conveyed in this way is more infectious. It is easier to win the empathy of potential tourists and 
promote the motivation to travel[33]. Maria-pilar (2019) et al., through their empirical 
research on Spanish music festivals, show that user-generated social media communication has 
a greater impact than the communication content created by the organizers when building 
festival brands [2]. At the same time, compared with the text content such as logs and blogs, 
eye-catching pictures and vivid videos contained in social media can establish the destination 
image in a more intuitive and three-dimensional way [34]. Chen (2014) proposed that the 
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interactive nature of social media: blog, with its' novelty, understandability and interest of blog 
content effectively affect the behavioral intention of tourists[35]. With the ability to comment 
on each other and interact anytime and anywhere, social media has gradually become an 
increasingly influential place for the communication of knowledge or advice, which has a great 
impact on the choice of destination or event. In addition to the social function of the videos 
posted by users on Douyin, the main body of the videos has also been publicized and exerted 
influence[34]. Taking chengdu Hanfu huazhao Festival spread by Douyin, a short video social 
media, as an example, this paper explores what kind of festival images are created in tourists' 
minds by the series of videos uploaded spontaneously by users, and whether their subsequent 
decision-making behaviors will be affected by the generated good images. Therefore, the 
hypothesis is proposed: 
H4 Short video social media has a significant positive impact on the formation of cognitive 
image of potential tourists. 
H5 Short video social media has a significant positive impact on the formation of emotional 
images of potential tourists. 
H6 Short video social media can directly influence the behavioral intention of potential tourists. 

2.5. Event Images and Tourist Behavior Intention 
Tourists' behavioral intention is a decision made by tourists' subjective judgment of possible 
future behavior. When material, time and other prerequisite conditions are met, behavioral 
intention can be transformed into real behavior[28]. In current studies, tourists' behavioral 
intention is usually measured by recommendation, visit and willingness to revisit[7],[28],[35]-
[38].Bigne(2001) proposed that tourism image directly affects whether tourists are willing to 
revisit and recommend to others[39]. Raffaella(2012) believes that the inherent destination 
image may promote or hinder tourists' thinking and feelings, thus affecting tourism decision-
making[40]. Kock et al. (2016) proposed that destination image has a positive relationship with 
visits and word-of-mouth recommendation[41]. Yang Yiweng et al. (2017) based on the ABC 
attitude model, found that emotional image indirectly affects tourists' outbound travel 
intention as a mediator variable[8]. Xu Feng et al. (2018) found through empirical research that 
cognitive image and emotional image influence tourists' recommendation and revisit intention 
through mediating variable perceived value and psychological distance[28]. Lu Lin et al. (2011) 
took Zhouzhuang as an example to explore the impact of destination image on potential 
tourists' behavioral intentions and found that in the context of Chinese culture, destination 
image positively affects tourists' behaviors[42]. Combined with the above theoretical 
elaboration, hypothesis is proposed: 
H7 The overall image of the festival has a significant positive impact on the behavioral intention 
of potential tourists. 
 

 
Figure 1. Hypothetical model 
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Source: Li Jiayu, YAN Yan, HU Lili.Social perspective of short video: Destination image and 
tourists' behavioral intention: A Case study of Xi 'an city [J]. Journal of ningxia university 
(natural science edition), 2019, 40(02):176-184+190. 

3. Methodology 

This paper is a process of solving problems by combining qualitative and quantitative 
methods.Firstly, through literature review of the concept and connotation of social media, event 
image and behavioral intention, the connection of the three is analyzed, and the hypothesis is 
proposed to solve the problem of "which dimensions are included in event image and whether 
it is consistent with the image of tourist destination".Secondly, offline questionnaire survey was 
conducted. SPASS software was used to analyze and process data to solve the problem of "how 
does short video social media affect event image and potential tourists' travel decisions".Finally, 
according to the data and conclusions of hypothesis testing, countermeasures are made to solve 
the problem of "how to use new media to do festival marketing well and establish a good festival 
image". 
The questionnaire consists of three parts. The first part is the screening question: "Have you 
ever participated in The Chengdu Huazhao Festival?" Those who choose "yes" are considered 
invalid.The second part is the subject of the questionnaire, which consists of short video social 
media, event cognitive image, event emotional image, overall image and potential tourists' 
behavioral intention.Finally, the basic information of respondents mainly includes gender, age, 
etc. 
Based on the analysis of the existing national image, tourist destination image, festival image, 
combined with the actual situation of the Chengdu Hanfu Huazhao Festival spread by social 
media, the topic item was modified to some extent. In order to study the influence of social 
media on the image of Huazhao events and the behavioral intention of potential tourists in 
detail, referring to the study of Li Jiyu et al. (2019)[10], three questions are used to measure the 
watching behavior of social media-Douyin short video. "The frequency of watching short 
videos", "the behavior of seeing festivals in short videos", "the influence of short videos on this 
trip". The cognitive image of events is divided into three aspects: environment, facility and 
atmosphere, which contains 8 questions. The emotional image of festivals refers to the research 
results of Baloglu et al. (1999)[29], which includes three questions: "This festival makes people 
feel happy, this festival makes people feel relaxed, and this festival makes people feel excited". 
The overall image was measured by "the festival is an ideal place to travel". Behavioral intention 
was measured with three questions: "I am interested in the festival, I want to attend it, AND I 
will recommend the festival to my friends or relatives". Except for the basic situation survey, 5-
point Likert scale was used for all questions, with "1" indicating "strongly disagree" and "5" 
indicating "strongly agree". 
Students in Yunnan University of Finance and Economics were selected by convenience 
sampling. As a group with rich cultural knowledge, college students have more leisure time and 
relatively independent economy, so they have certain independent decision-making rights to 
travel.Moreover, previous scholars studied the influence of social media such as travel notes 
and online comments on image and tourists' behavioral intention on college students [43]. 
Therefore, it is typical, representative and theoretically appropriate to select college students 
as subjects in this study on the influence of event images spread by social media of short videos 
on behavioral intentions of potential tourists.The survey was conducted from October 15 to 
October 20, 2021. A total of 250 questionnaires were issued and 239 were recovered, with a 
recovery rate of 95.6%. After the invalid and missing questionnaires were deleted, a total of 
221 valid questionnaires were issued, with an effective rate of 88.4%.The results showed that 
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female accounted for 69.58%, male accounted for 30.42%;98.33% were from 18 to 25 years 
old, 1.25% were below 18 years old and 0.24% were above 25 years old. 

4. Analysis of Results 

4.1. An Exploratory Factor Analysis of Event Cognitive Image 
In order to have a deeper understanding of potential tourists' perception of the event cognition 
image structure of the flower festival transmitted by short videos, this paper adopts SPASS25.0 
software to conduct exploratory factor analysis on 8 event attribute items. The results showed 
that the KMO value was 0.805, greater than 0.6, which met the basic premise requirements of 
factor analysis, indicating that the data can be used for factor analysis, and the sample data 
passed the Bartlett sphericity test (P<0.05), further indicating that the study data is suitable for 
factor analysis. Three factors were extracted this time. The variance explanation rate of these 
three factors after rotation was 30.669%, 19.379% and 18.346% respectively, and the 
cumulative variance explanation rate after rotation was 68.394%(Table 1), indicating that they 
could well explain the cognitive image of events. Then, according to the common characteristics 
of the items contained in each factor, the three factors are named "cultural atmosphere", 
"environment" and "service facilities" respectively. 
 

Table 1. Load coefficient of factor after rotation 

Measuring project 
Load coefficient of factor Cumulative 

interpretation 
variance % 

The cultural 
atmosphere 

Environ- 
ment 

Service 
facilities 

There are a variety of entertainment activities during 
the festival 0.648    

Festivals provide a unique cultural atmosphere 0.867    
The Huazhao Festival offers a unique experience to 

celebrate traditional Han festivals 0.869    

The people at the festival are warm and friendly 0.635   30.669% 
The environment is clean and tidy during the festival  0.710   

It is safe to attend the festival  0.857  50.048% 
Convenient transportation around the festival   0.714  
There are many local specialties in the festival   0.866 68.394% 

Source:owner elaboration. 

4.2. Reliability and Validity Analysis and Test of Measurement Model 
Before evaluating the fit degree of the model, the reliability and validity of the questionnaire 
should be tested first. According to the test results of SPASS25.0 software, the overall reliability 
coefficient of the questionnaire is 0.897, greater than 0.8. For the "α coefficient of deleted items", 
the reliability coefficient does not increase significantly after any item is deleted. This indicates 
that the item can not be deleted (Table 2). he validity test was carried out from two aspects: 
aggregation validity and discriminant validity. The results showed that the common degree 
value of each research item was greater than 0.4, indicating that the information could be 
effectively extracted. The KMO value was 0.886. After deleting the two items with standard load 
coefficient less than 0.7 (transportation and food), the combined reliability (CR) of each latent 
variable is 0.702 ~ 0.869, AVE is 0.524 ~ 0.768, which is greater than the standard of 0.7 and 
0.5 respectively, indicating that the aggregation (convergence) validity of this data model is 
good (Table 3).For discriminant validity: for cognitive image, emotional image, short video and 
behavioral intention, the AVE square root values are 0.724, 0.831, 0.876 and 0.736 respectively, 
which are all greater than the maximum value of absolute correlation coefficient between 
variables, indicating that the model has good discriminant validity (Table 4). 
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There are many test indexes for structural equation model and data fitting, including χ²/df, GFI, 
RMR, RMSEA, CFI, NFI, etc.According to the study of Hou Jietai et al. (2004), when χ²/df is 
between 2.0 and 5.0, the model can be accepted, and the smaller the value is, the better the 
model can be fitted[44]. When RMSEA value is less than 0.1, it represents a good fit, and when 
RMSEA value is less than 0.05, it represents a very good fit. NFI, GFI, CFI and other indicators 
should generally be greater than 0.9, and the greater the better. Through AMOS24.0, 
confirmatory factor analysis was carried out on the latent variables in the studied model, and 
the commonly used maximum likelihood method was selected to calculate: χ²/df=2.527, RMR= 
0.039, RMSEA=0.083, GFI=0.927, CFI=0.957, NFI=0.932, NNFI=0.938, IFI=0.958, TLI=0.938, all 
exceeded the test standard. It shows that the model has a good fitting effect. 
 

Table 2. Cronbach reliability analysis 

designation 
Correction items of total 

correlation (CITC) 
The deleted α coefficient 

of the term 
Cronbach α 
coefficient 

The environment is clean and tidy during the 
festival 

0.457 0.894 

0.897 

It is safe to attend the festival 0.380 0.897 
There are a variety of entertainment activities 

during the festival 
0.591 0.890 

Convenient transportation around the festival 0.336 0.899 
There are many local specialties in the festival 0.451 0.895 

Festivals provide a unique cultural 
atmosphere 

0.577 0.890 

The festival offers a unique experience for 
celebrating traditional Han Chinese festivals 

0.553 0.891 

The people at the festival are warm and 
friendly 

0.604 0.889 

The festival is a joyful one 0.757 0.883 
The festival is relaxing 0.745 0.883 
The festival is exciting 0.603 0.889 

The festival is an ideal place to travel 0.648 0.887 
Watching the short festival videos made me 

more interested in the festival 
0.693 0.885 

After watching the short video, I really want to 
attend the Hanfu Huazhao Festival held in 

Chengdu 
0.679 0.886 

I will forward related festival videos to 
recommend friends and relatives to attend the 

festival 
0.508 0.894 

standardized Cronbach α coefficient: 0.896. 
Source: owner elaboration. 
 

Table 3. AVE and CR index results of the model 
Factor Average variance extraction AVE value Combined reliability CR value 

Cognitive image 0.524 0.813 
Emotional image 0.691 0.869 

Short videos 0.768 0.868 
Behavioral intention 0.542 0.702 

Source:owner elaboration. 
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Table 4. Discriminant validity: Pearson correlation and AVE square root value 

 Cognitive image Emotional image Short videos Behavioral intention 
Cognitive image 0.724    
Emotional image 0.686 0.831   

Short videos 0.509 0.563 0.876  
Behavioral intention 0.400 0.503 0.698 0.736 

Source: owner elaboration. 

4.3. Hypotheses Testing 
4.3.1. Correlation Analysis 
Correlation analysis is a method used to explore whether there is a relationship between 
quantitative data and how close the relationship is. It is the basis of regression analysis.This 
paper uses this method to study the correlation between short video, overall image and event 
cognitive image, event emotional image and behavioral intention, and uses Pearson correlation 
coefficient to explain the strength of the correlation between them.The value is between plus 
and minus 1, and the closer it is to 1, the greater the relationship between the variables.0-1 
indicates a positive correlation, and -1-0 indicates a negative correlation.As can be seen from 
Table 5, the correlation values between short video and event cognitive image, event emotional 
image, and behavior intention, as well as between overall image and event cognitive image, 
event emotional image, and behavior intention are 0.527, 0.519, 0.807, 0.498, 0.545, 0.675, 
respectively, showing significance at the level of 0.01.It shows that there is a significant positive 
correlation between the variables. 
 

Table 5. Correlation analysis results 
 short videos overall image 

Event cognitive image 0.527** 0.498** 
Event emotional image 0.519** 0.545** 

Behavior intention 0.807** 0.675** 

* p<0.05 ** p<0.01. 
Source: owner elaboration. 
4.3.2. Linear Regression Analysis 
The correlation analysis results above pave the way for the following linear regression analysis 
to study the influence relationship between variables. As can be seen from Table 6, the linear 
regression analysis is carried out by taking event cognitive image as the independent variable 
and event emotional image as the dependent variable. The model formula is: Event emotional 
image =-0.291 + 1.092* Event cognitive image, and the model R2=0.502, which means that event 
cognitive image can explain 50.2% of the reasons for the change of event emotional image.The 
model passed the F-test (F=220.852, P =0.000<0.05), that is, the cognitive image of the event 
must have an impact on the emotional image of the event. In addition, the multicollinearity 
method was adopted to test the model, VIF=1<5, and the D-W=2.118, which is near 2, indicating 
that the model has no autocorrelation problem and the model is well constructed. 
The final analysis shows that the regression coefficient value of the cognitive image of the event 
is 1.092(t=14.861, P =0.000<0.01), which means that event cognitive image has a significant 
positive impact on event emotional image. Hypothesis 1 has been verified. 
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Table 6. Results of linear regression analysis between the cognitive image of event and the 
emotional image of event (n=221) 

 

Nonstandardized 
coefficient 

Standardized 
coefficient 

t p VIF R2 Adjustive 
R2 F 

B Standard 
error 

Beta 

Constant -0.291 0.285 - -1.021 0.308 - 

0.502 0.500 F (1,219)=220.852, 
p=0.000 

Event 
cognitive 

image 
1.092 0.073 0.709 14.861 0.000** 1.000 

Dependent variable: emotional image of event; D-W=2.118; * p<0.05 ** p<0.01. 
Source:owner elaboration. 
 

Taking the cognitive image of event and emotional image of event as independent variables and 
the overall image as dependent variables, the linear regression analysis is carried out. Table 7 
shows that the model formula is as follows: Overall image =0.006 + 0.429* Cognitive image of 
events + 0.480* emotional image of events. The R2 of the model was 0.322, indicating cognitive 
image of events and emotional image of events could explain 32.2% of the changes in overall 
image. The model passed the F-test (F=51.758, P =0.000<0.05), indicating that at least either 
the cognitive image of the event or the emotional image of the event will have an impact on the 
overall image. In addition, the multicollinearity test of the model found that all VIF values in the 
model were less than 5, indicating that there is no collinearity problem. In addition, the D-W 
value is near the number 2, which indicates that the model does not have autocorrelation and 
there is no correlation between sample data. Therefore, the model is good. The final concrete 
analysis shows that: 
The regression coefficient of cognitive image was 0.429(t=2.834, P =0.005<0.01), hypothesis 2 
is verified. 
The regression coefficient of emotional image was 0.480(t=4.887, P =0.000<0.01), hypothesis 
3 is verified. 
 

Table 7. Results of linear regression analysis between images (n=221) 

 

Nonstandardized 
coefficient 

Standardized 
coefficient 

t p VIF R2 Adjustive 
R2 F 

B Standard 
error 

Beta 

Constant 0.006 0.416 - 0.014 0.989 - 

0.322 0.316 F (2,218)=51.758, 
p=0.000 

Event cognitive 
image 0.429 0.152 0.224 2.834 0.005** 2.008 

Event 
emotional 

image 
0.480 0.098 0.386 4.887 0.000** 2.008 

Dependent variable: overall image; D-W=1.738; * p<0.05 ** p<0.01. 
Source:owner elaboration. 
 
The short video was taken as an independent variable, while the cognitive image was taken as 
the dependent variable for linear regression analysis. As can be seen from Table 8, the model 
formula is: Event cognitive image =2.453 + 0.389* short video, and the model R2 =0.278, which 
means that short video can explain 27.8% of the reasons for the change of cognitive image. The 
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model passed the F-test (F=84.137, P =0.000&<0.05), indicating that short videos must have an 
impact on the cognitive image of events. Based on the above analysis, it can be concluded that: 
The regression coefficient of short video was 0.389(t=9.173, P =0.000<0.01), hypothesis 4 was 
verified.  
Taking short video as independent variable and the emotional image as dependent variable, 
linear regression analysis is carried out. As can be seen from Table 9, Hypothesis 5 is also true. 
 

Table 8. Linear regression analysis results between short-videos and event cognitive image (n=221) 

 

Nonstandardized 
coefficient 

Standardized 
coefficient 

t p VIF R2 
Adjustive 

R2 F 
B Standard 

error 
Beta 

Constant 2.453 0.155 - 15.826 0.000** - 
0.278 0.274 

F (1,219)=84.137, 
p=0.000 Short 

videos 
0.389 0.042 0.527 9.713 0.000** 1.000 

Dependent variable: cognitive image of event; D-W=1.775; * p<0.05 ** p<0.01. 
Source: owner elaboration. 
 
Table 9. Linear regression analysis results between short-videos and event emotional image (n=221) 

 

Nonstandardized 
coefficient 

Standardized 
coefficient 

t p VIF R2 
Adjustive 

R2 F 

B 
Standard 

error Beta 

Constant 1.792 0.240 - 7.456 0.000** - 

0.269 0.266 
F (1,219)=80.631, 

p=0.000 Short 
videos 

0.591 0.066 0.519 8.979 0.000** 1.000 

Dependent variable: emotional image of event; D-W=2.062; * p<0.05 ** p<0.01. 
Source: owner elaboration. 
 

Taking short videos as independent variable and behavioral intentions as dependent variable 
for linear regression analysis, it can be seen from Table 10 that the model formula is: behavioral 
intentions =-0.208 + 0.996* short videos, and the  model R2 = 0.651, which means that short 
videos can explain 65.1% of the variation reasons of behavioral intentions. The model passed 
the F-test (F=409.090, P =0.000<0.05), indicating that short videos will definitely have an 
impact on behavioral intention. Comprehensive analysis shows that: 
The regression coefficient of short video was 0.996(t=20.226, P =0.000<0.01), hypothesis 6 was 
validated. 
 

Table 10. Linear regression analysis results between short-videos and behavioral intention (n=221) 

 
Nonstandardized 

coefficient 
Standardized 

coefficient t p VIF R2 
Adjustive 

R2 F 
B Standard error Beta 

Constant -0.208 0.180 - -1.155 0.249 - 
0.651 0.650 

F (1,219)=409.090,
p=0.000 Short 

videos 
0.996 0.049 0.807 20.226 0.000** 1.000 

Dependent variable: behavioral intention; D-W=1.556; * p<0.05 ** p<0.01. 
Source: owner elaboration. 



Volume 3 Issue 1, 2022 

DOI: 10.6981/FEM.202201_3(1).0070 

581 

Frontiers in Economics and Management 

ISSN: 2692-7608 

4.3.3. Analysis of Mediating Effect 
Bootstrap sampling was used to test the mediating effect of festival images on behavioral 
intentions. The test rules are as follows: 
 

 
 
Source: Zhou Jun Questionnaire data analysis -- Six kinds of analysis ideas to crack SPSS [M]. 
Beijing: publishing house of electronics industry, 2017,73~77. 
C is the regression coefficient of the independent variable (X: short videos) to the dependent 
variable (Y: behavioral intention) (when there is no mediating variable (M:festival images) in 
the model), that is, the total effect, a is the regression coefficient of the independent variable (X: 
short videos) to the mediating variable (M:festival images), b is the regression coefficient of the 
mediating variable (M: festival images) to the dependent variable (Y: behavioral intention), a*b 
is the product of a and b, namely the mediating effect. 95% Boot.CI represents the 95% 
confidence interval calculated by Bootstrap sampling. If 0 is not included in the interval, 
c'represents the regression coefficient of the independent variable (X: short videos) to the 
dependent variable (Y: behavioral intention) (when there is a mediating variable (M: festival 
images) in the model), namely the direct effect. If a and b are significant and c' is not significant, 
it is a complete mediation. If a and b are significant, and c' is significant, and a* b is the same 
sign as c', it represents a partial mediating effect. The inspection results show that: c=0.879, 
a=0.701, b=0.167, c'=0.762, and a*b (95% Boot.CI) is 0.056~0.176. Therefore, event image only 
plays a partial intermediary role in the influence path of short video social media on potential 
tourists' behavioral intention. Short videos will directly affect the behavioral intention of 
potential tourists. Hypothesis 7 is true (Table 11). 
 

Table 11. Summary of mediating effect test results 

 
Items 

c a b a*b a*b(95%Boot.CI) c' Inspection 
conclusion 

The total 
effect   

The 
mediating 

effect 
 

The 
direct 
effect 

 

Short videos=> 
overall image=> 

behavioral intention 
0.879** 0.701**0.167** 0.117 .056 ~ 0.176 0.762** Part of the 

intermediary 

* p<0.05 ** p<0.01  
Source: owner elaboration. 
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In summary, all the 7 hypotheses proposed in this study have been verified and all hypotheses 
are valid. The results of the hypothesis model are shown in Figure 2. The cognitive image of an 
event has a significant positive effect on the emotional image of an event, and both affect the 
overall image. Short video social media can not only have a significant positive impact on the 
cognitive image and emotional image of the event, but also have a greater impact on the 
behavioral intention of potential tourists. The event images only play a partial intermediary 
role in the influence process of the behavioral intention. 
 

 
Figure 2. Results of hypothesis testing 

5. Discussion 

Firstly, the results confirm the three-dimensional structure of the festival image, and both the 
cognitive image and emotional image of the festival affect the overall image of potential visitors 
to the Huazhao festival. The research results prove that it is feasible to introduce the dimension 
of destination image composition into the event research. Similar to destination images, event 
images can be divided into two dimensions: event cognitive image and event emotional image. 
The overall image is based on potential tourists' perception of these two dimensions. And the 
result is different from Li Jiayu's (2019) study, festival cognitive image section and emotional 
impact on the overall image is not large[10]. The reasonable explanation is this article's 
research is those who have never participated in chengdu hanfu Huazhao section of potential 
tourists, and past experience and participation is one of the important factors that affect 
cognitive[9]. In addition, the content of the edited short video may not be comprehensive 
enough, so the cognition of potential tourists to the Huazhao Festival is not accurate and specific, 
so the influence of cognitive image is weakened. It is worth mentioning that this paper takes 
festival as a separate object of study, different from the past, which takes festival as a kind of 
cultural attraction in destination, so as to promote tourists' perception of destination 
image[5],[6], which reflects the uniqueness of festival activities. 
Secondly, short video social media has a significant impact on potential tourists' perception of 
festival cognitive image and emotional image. The video content uploaded spontaneously by 
users will significantly affect the cognition of potential visitors to the festival, including tangible 
cognition of social environment, facilities and equipment, and intangible cognition of festival 
atmosphere, which is consistent with maria-Pilar's (2019) conclusion that social media 
significantly affects the festival brand[2]. At the same time, a short video of authenticity, 
interest[35], under the specific social background, unique emotional potential tourists to 
Huazhao section, and show the degree of the hospitality of the local residents have significant 
influence on potential tourists' emotional image perception of festival, it has to do with Huang 
(2009) friendship, confirmed by emotions associated with the image of the festival[16]. The 
above research results show that short video social media plays an important role in the 
formation of festival images. However, due to the locality of short video shooting, such as 
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focusing on activity content and ignoring traffic facilities, tourists' evaluation of festival images 
may be reduced. Although potential tourists may form an emotional image of the festival due 
to synaesthesia or their own unique emotion towards the festival when watching the short 
video, social psychological factors such as tourism needs and personal preference may play a 
more important role in the formation of the emotional image. 
Finally, festival images play a partial mediating role between short video transmission and 
potential tourists' behavioral intention. The overall image is the overall impression of potential 
tourists on the event based on their cognition and emotional perception of the event. A better 
image will affect the willingness of potential tourists to visit and recommend the event, which 
has also been confirmed in the research model in this paper. In addition, short videos can 
directly affect the behavioral intention of potential tourists, while event images only play a 
partial intermediary role. The reason may be that in modern information society, people rely 
more on social media to search for tourism information and have higher trust in social media. 
The information conveyed by short video social media will directly become the basis of their 
travel decisions. It can be seen that the influence of short video social media in the decision-
making process of tourism is gradually increasing. This paper further highlights the role of 
short videos in event activities and the research on its influence. 

6. Managerial Implications 

With the acceleration of globalization and the rapid development of the Internet, technology 
and transportation, the era of "wine is not afraid of alley" has gradually become a thing of the 
past. In the face of fierce market competition, only by taking the initiative to introduce products 
to the public can we win a glimmer of vitality.Festival activities have the characteristics of 
transience, non-transferability, non-storage and the identity of production and consumption. 
Therefore, it is more important to give full play to all available resources, multiple attacks, 
festival marketing, attract as many consumers as possible to participate in.This study found 
that social media, such as douyin short video, can significantly affect potential tourists' image 
perception of festival activities, and directly or indirectly affect potential tourists' intention to 
visit or recommend.Therefore, it is of great importance to make good use of social media for 
festival marketing. The following suggestions are put forward for the organizers of festival 
activities: 
First, use short video social media to spread the image of festival activities.Short videos can 
significantly affect potential visitors' perception of event images, as well as their willingness to 
visit and recommend.Short video plays an important role in connecting events with potential 
visitors and increasing the attraction of events.In the Internet era, tourism decision-making is 
no longer influenced by official or organizational publicity channels, but by informal 
organizations, namely user-created content[2]. Social media represented by douyin short 
videos are becoming an important source of their information.Therefore, this kind of social 
media has become an important way to spread the image of the festival. In the process of festival 
marketing, it is necessary to strengthen the cooperation with this kind of software, seek for 
tourism bloggers, fans of this kind of festival and celebrities in the circle with large traffic and 
many fans, and broaden the publicity channels.It is worth noting that tiktok's user base is 
relatively young, making travel decisions susceptible to external stimuli.Therefore, it is 
necessary to make a clear positioning of different event participants and make reasonable use 
of short video social media to improve efficiency and benefits. 
Second, innovative video dissemination festival event marketing content.For potential tourists, 
the more information they have, the better it is for them to make travel decisions.Judging from 
the content evaluation of short videos, catering, accommodation, transportation, shopping, 
entertainment and other aspects of the festival are all the contents they are concerned about. 
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Lack of information in one aspect may affect the participation intention of potential tourists and 
reduce their satisfaction with the festival.In addition, videos with high likes and forwarding 
numbers tend to be practical, aesthetic and innovative. When users send videos containing 
"Internet celebrity", they are more likely to get attention.Therefore, a good festival activities 
should be held overall planning.At the same time, creative products should be highlighted to 
attract the attention of tourists, so that they are willing to spontaneously publicize and 
recommend the festival, and do an effective image marketing, so that more potential tourists 
become real tourists. 

7. Limitations and Suggestions for Future Research 

This paper is an attempt to combine research on short video social media, event image and 
behavioral intention. There are certain limitations and deficiencies in the following aspects, 
which need to be paid attention to:The first is the selection of research objects. This study takes 
undergraduates of Yunnan University of Finance and Economics as the research objects. 
Although it fits the scope of this study and is theoretically appropriate, the promotion of 
research conclusions is restricted to some extent.The second is the selection of video content. 
Although videos with a large number of plays and many likes are selected for editing, and the 
content is enriched to avoid repetition, it is still difficult to include all aspects of the festival, 
leading to certain deficiencies or deviations in the cognition of potential visitors to the festival. 
The third is the choice of theoretical basis.This study is an empirical study based on the 
dimension of event image constructed by destination image. However, there are differences 
between destination image and event image, which can be further verified by the image 
perception of visiting tourists rather than potential tourists.Finally, the choice of research 
variables.Based on short video class social media section of the image as an intermediate 
variable, and to explore its influence on potential tourists behavioral intention, but the study 
found that short video can directly affect the potential tourists behavioral intention, in the 
future about intermediate variable section image can be replaced by a short video content is 
comprehensive, interest, etc., probe into its about how to affect potential tourists section 
selection. 
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