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ABSTRACT 

This study examines how short video marketing influences hotel consumers’ reservation intention in China. 

Although platforms such as Douyin, Xiaohongshu, and WeChat Video Channel play an important role in 

hospitality promotion, the psychological processes through which short video narratives shape booking intention 

remain underexplored. Grounded in the Stimulus–Organism–Response framework, the study investigates the 

effects of narrative structure on narrative transportation; the effects of narrative transportation on flow 

experience and sense of presence, the effects of flow experience and sense of presence on perceived value; and 

the effect of perceived value on reservation intention. Data were collected via an online questionnaire from 153 

respondents who had recently been exposed to hotel-related short videos and analyzed using SPSS and Partial 

Least Squares Structural Equation Modeling. The results showed satisfactory reliability and validity of the 

measurement model, while the structural model confirmed that all six hypothesized relationships were positive 

and significant. Perceived value emerged as the strongest predictor of reservation intention. The findings extend 

the application of the Stimulus–Organism–Response framework to short video hospitality marketing and 

demonstrate that immersive storytelling can turn promotional content into experiential value creation. In 

practical terms, the study offers useful guidance for hotel marketers on designing coherent, emotionally 

engaging short videos that enhance consumer engagement and booking conversion. 

Keywords: Short-video marketing, narrative structure, narrative transportation, flow experience, sense of 

presence, reservation intention, luxury hospitality, China. 

INTRODUCTION 

The hospitality sector has been reshaped by digital media, with online visibility, platform engagement, and user-

generated influence becoming central to marketing performance (Buhalis & Law, 2008; Hennig-Thurau et al., 

2013; Kim & Kim, 2020). Within this broader transformation, short video content has emerged as an especially 

influential format because it combines visual immediacy, emotional stimulation, and fast circulation across 

mobile-first platforms. In hospitality contexts, short videos can communicate ambience, service encounters, and 

aspirational experiences more vividly than static promotional materials, which makes them increasingly relevant 

to hotel marketers seeking stronger consumer engagement (Chen, Wang, & Xie, 2021; Liu, Chou, & Liu, 2021; 

Kim & Kim, 2020). 

This issue is especially salient in the Chinese market, where short video platforms such as Douyin, Xiaohongshu, 

and WeChat Video Channel have become important channels for travel discovery and hotel evaluation. The 

paper situates this shift within the context of luxury hospitality and highlights a practical problem. Hotels and 

travel intermediaries now invest heavily in short-form video content, yet its performance does not always 

translate into booking conversions. Trend-based content may attract attention, but attention alone does not 

explain why some videos strengthen reservation intention while others do not. This gap points to the need for a 

more precise explanation of the psychological process through which short video narratives shape booking-

related responses. 

The current literature suggests that the influence of digital media in hospitality cannot be understood solely 
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through exposure, platform reach, or general online promotion. Instead, consumers respond to how media 

content is experienced. Narrative absorption, affective involvement, and mediated realism appear to be central 

to how persuasive travel and hospitality content works (Lada et al., 2024; Green & Brock, 2000; Van Laer, de 

Ruyter, Visconti, & Wetzels, 2014; Biocca, 1997; Lombard & Ditton, 1997). This paper, therefore, builds on the 

Stimulus–Organism–Response framework and examines whether narrative structure triggers narrative 

transportation, whether transportation strengthens flow experience and sense of presence, whether these 

organism states raise perceived value, and whether perceived value finally drives reservation intention. In this 

way, the study moves beyond broad claims about the popularity of short videos and tests a specific psychological 

mechanism in the Chinese hospitality market. 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Short Video Marketing in Hospitality 

Short-form video marketing has become increasingly significant in hospitality because it offers a dynamic way 

to showcase hotel amenities, destination atmosphere, and travel experiences in a concise, emotionally appealing 

format. Prior research has shown that digital and social media content can influence engagement, trust, and 

behavioural intention, especially when consumers perceive the content as vivid, interactive, and authentic 

(Dwivedi et al., 2021; Hollebeek, Glynn, & Brodie, 2014; Kim & Kim, 2020; Bouteraa., 2023a; Bouteraa et al., 

2023b; Chekima et al., 2023; Febrilia et al., 2023). In hospitality, this matters because service evaluation often 

depends on imagination and expectation before actual consumption. Short videos can therefore serve as pre-

experiential media, making intangible hotel offerings more concrete and desirable (Chen, Wang, & Xie, 2021; 

Liu, Chou, & Liu, 2021). 

Stimulus–Organism–Response Framework 

The study is grounded in the Stimulus–Organism–Response model, which explains how external cues trigger 

internal psychological states that later shape behavioral outcomes. Within this framework, narrative structure 

serves as the stimulus. Narrative transportation, flow experience, and sense of presence constitute the organism 

stage. Perceived value and reservation intention form the response stage. This structure is suitable because short 

video marketing operates not only through information presentation but through immersive psychological 

engagement. 

Narrative Structure and Narrative Transportation 

Narrative structure refers to the coherence with which a short video presents a storyline, including sequencing, 

progression, and emotional flow. Narrative persuasion research suggests that coherent stories make it easier for 

viewers to follow the message, process events, and become mentally involved in the narrative world (Green & 

Brock, 2000; Escalas, 2007; Van Laer et al., 2014). In short video environments, where exposure time is limited, 

coherence is particularly important because it provides rapid cognitive entry into the story. On this basis, the 

study proposes: 

H1: Narrative structure positively influences narrative transportation. 

Narrative Transportation, Flow Experience, and Sense of Presence 

Narrative transportation refers to the process through which viewers become cognitively and emotionally 

absorbed in a story (Green & Brock, 2000). Once absorbed, viewers may experience flow, characterized by deep 

concentration, intrinsic enjoyment, and reduced awareness of time (Csikszentmihalyi, 1990). They may also 

experience sense of presence, the mediated feeling of being there in the depicted environment (Biocca, 1997; 

Lombard & Ditton, 1997). The study positions transportation as the psychological gateway to these downstream 

immersive states. Accordingly, the study proposes: 

H2: Narrative transportation positively influences flow experience. 

H3: Narrative transportation positively influences the sense of presence. 
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Flow Experience, Sense of Presence, Perceived Value, and Reservation Intention 

Flow and presence are expected to shape how viewers evaluate the hotel experience. Perceived value is defined 

as the consumer’s overall assessment of benefits relative to costs and can extend beyond price and function to 

include emotional and experiential worth (Zeithaml, 1988). In hospitality, immersive content that strengthens 

enjoyment, realism, and symbolic meaning should increase perceived value, which in turn should increase 

booking-related intention. On this basis, the study proposes: 

H4: Flow experience positively influences perceived value. 

H5: Sense of presence positively influences perceived value. 

H6: Perceived value positively influences reservation intention. 

METHODOLOGY 

The study adopts a quantitative, cross-sectional survey design and uses a structured online questionnaire to test 

the proposed model. A purposive sampling approach was employed to target respondents who had viewed hotel-

related short videos and had relevant hotel booking experience. The questionnaire measured six constructs, 

namely narrative structure, narrative transportation, flow experience, sense of presence, perceived value, and 

reservation intention. The instrument used a five-point Likert scale ranging from strongly disagree to strongly 

agree. 

The item sources reported in the study show that narrative structure and sense of presence were adapted from 

Zhu et al. (2024), narrative transportation from Liu et al. (2023), flow experience from Wu et al. (2024), 

perceived value from Zeithaml (1988), and reservation intention from Han et al. (2020). The questionnaire was 

pretested before the main survey, and data were collected online from eligible Chinese respondents with recent 

exposure to hotel short videos. The final usable sample comprised 153 valid responses. 

Data analysis was conducted in two stages. SPSS 26.0 was used for preliminary screening, descriptive statistics, 

and respondent profiling. SmartPLS was used for measurement model assessment and structural model testing. 

The analysis covered common method bias checks, outer loadings, composite reliability, average variance 

extracted, HTMT, path coefficients, coefficient of determination, effect size, and predictive relevance. 

RESULTS 

Respondent Profile 

The final sample included 153 valid responses. Female respondents accounted for 69.28 percent and male 

respondents for 30.72 percent. The largest age segment was 26 to 30 years old at 39.22 percent, followed by 31 

to 40 years old at 26.80 percent. In educational terms, bachelor’s degree holders made up the largest category at 

43.79 percent, followed by associate’s degree holders at 31.37 percent. In income terms, the largest segment 

earned RMB120,000 to RMB180,000 at 25.49 percent, followed by RMB60,000 to RMB120,000 at 23.53 

percent. All respondents had viewed hotel-related short videos within the previous six months. Douyin was the 

most frequently used platform at 92.81 percent, followed by Xiaohongshu at 72.55 percent. A large majority, 

82.35 percent, reported having previously chosen a hotel based on social media content. 

Common Method Bias 

The common method bias was assessed using full collinearity testing. The full collinearity VIF values ranged 

from 1.495 to 2.670. These values were below the conservative threshold commonly used in PLS-SEM work, 

indicating that common method bias was not a serious concern. 

Measurement Model Assessment 

The measurement model showed acceptable psychometric quality. All item loadings exceeded 0.70. Composite 
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reliability values ranged from 0.896 to 0.921, indicating satisfactory internal consistency. Average variance 

extracted values ranged from 0.732 to 0.795, exceeding the 0.50 threshold and confirming convergent validity. 

Discriminant validity was also supported because all HTMT values remained below 0.85. Collectively, these 

results indicate that the reflective measurement model was reliable and valid and that the constructs were 

sufficiently distinct from one another. 

Structural Model Assessment 

All six hypotheses were supported. Narrative structure had a positive effect on narrative transportation, with β 

= 0.549, t = 9.111, and p < 0.001. Narrative transportation positively influenced flow experience (β = 0.552, t = 

9.271, p < 0.001) and sense of presence (β = 0.566, t = 9.719, p < 0.001). Flow experience positively influenced 

perceived value, with β = 0.387, t = 6.111, and p < 0.001. Sense of presence also positively influenced perceived 

value, with β = 0.430, t = 6.750, and p < 0.001. Perceived value had the strongest direct effect on reservation 

intention, with β = 0.711, t = 19.098, and p < 0.001. 

The explanatory power of the model was moderate to substantial. Narrative transportation recorded R² = 0.302, 

flow experience R² = 0.427, sense of presence R² = 0.320, perceived value R² = 0.463, and reservation intention 

R² = 0.505. This means that the model explained 50.5 percent of the variance in reservation intention. 

DISCUSSION 

The results show that short-video marketing influences reservation intention through a measurable sequence of 

psychological and evaluative effects, rather than through exposure alone. The strongest evidence appears at the 

end of the model, where perceived value emerged as the most powerful direct predictor of reservation intention. 

This suggests that short videos work when they increase the viewer’s judgment that the hotel experience is 

worthwhile, rewarding, and worth pursuing, consistent with value-based consumer evaluation in hospitality 

settings (Zeithaml, 1988). 

The results also show that narrative structure matters strongly at the beginning of the process. The significant 

path from narrative structure to narrative transportation indicates that coherent storytelling is a necessary 

condition for short-form persuasion. This supports transportation-based explanations of narrative influence, 

where well-organized stories reduce cognitive resistance and draw viewers into the story world (Green & Brock, 

2000; Van Laer et al., 2014). 

Narrative transportation, in turn, had strong effects on both flow and presence. This indicates that once viewers 

are cognitively and emotionally absorbed, they are more likely to experience both concentrated enjoyment and 

perceptual realism. In practical terms, transportation seems to be the point at which a short hospitality video 

stops functioning as a simple advertisement and starts functioning as a simulated experience. 

The results also show that the two organism variables did not contribute equally to value formation. Sense of 

presence had a slightly stronger effect on perceived value than flow experience did. This implies that, in hotel 

short-video marketing, making viewers feel they are there may be more influential than merely making the 

content enjoyable. In luxury hospitality, realism, atmosphere, and sensory credibility appear to be especially 

important in determining whether the experience is judged as valuable. 

Implications 

The study contributes theoretically in three ways. First, it extends the Stimulus–Organism–Response framework 

to the context of short-video hospitality marketing by empirically validating a chain that begins with narrative 

structure and ends with reservation intention. Second, it supports the relevance of narrative transportation theory 

in short-form media environments by showing that coherent narrative design serves as a meaningful antecedent 

to an immersive psychological response. Third, it supports a more experiential understanding of perceived value 

in hospitality. The findings indicate that value is shaped not only by cognitive evaluation, but also by immersion 

and mediated presence (Li et al., 2024a). 
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From the practical point of view, the findings suggest that hotel marketers should treat the short video strategy 

as a narrative design problem rather than as a visibility problem alone. A short video that simply displays 

amenities is less likely to trigger transportation than one that stages a coherent guest journey. Story progression, 

emotional timing, and sensory sequencing should therefore be treated as strategic design variables. 

The results also indicate that content should be optimized for presence as well as enjoyment. Since the sense of 

presence exerted a slightly stronger effect on perceived value than flow experience did, marketers should invest 

in first-person framing, realistic transitions, ambient sound, and details that make the hotel environment feel 

tangible. In luxury hospitality, the viewer must not only enjoy the video. The viewer must feel the atmosphere. 

Finally, the strong role of perceived value means that performance metrics should move beyond exposure and 

engagement counts. Hotels should assess whether their short videos strengthen value perception, because 

content that generates attention without increasing perceived worth may still fail to convert. 

Limitations And Future Research 

The study is based on a cross-sectional online survey and therefore cannot establish temporal causality with the 

same strength as longitudinal or experimental designs. It is also context-specific, since it focuses on Chinese 

consumers exposed to hotel-related short videos in a luxury hospitality setting. Future research would benefit 

from multi-method designs, platform comparison, and longitudinal tracking of conversion behaviour. The study 

also points to the importance of further examining cumulative exposure, platform-specific dynamics, and 

underexplored contextual variables such as culture, algorithms, and user traits. 

CONCLUSION 

This empirical study shows that the effect of short video marketing on hotel reservation intention is neither  

direct nor superficial. It operates through a structured sequence. Narrative structure increases transportation. 

Transportation increases flow and presence. Flow and presence increase perceived value. Perceived value then 

drives reservation intention and stands out as the strongest predictor in the model. The model also explains a 

substantial share of reservation intention and demonstrates positive predictive relevance. 

In empirical terms, the study shows that short-video performance in hospitality should be understood as a value-

conversion process grounded in immersion. In managerial terms, it suggests that hotels seeking better booking 

outcomes should pay closer attention to story coherence, sensory realism, and value formation rather than 

relying solely on platform presence. 
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