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Exploring the Impact of Travel Vlog Attributes on Silver Tourists' Behavioral
Intentions: The Role of Cognitive and Emotional Resonance

Abstract

This study examines the effects of different stimuli in travel vlogs on the responses of
silver tourists. A particular focus is on the effects of cognitive and emotional resonance.
A total of 376 valid questionnaires were collected from Chinese nationals aged 50 years
and older. The results indicate that certain attributes of travel vlogs, namely information
usefulness, vlogger’s attractiveness, para-social interaction, and audio-visual stimuli,
can positively influence the behavioural intentions of silver tourists. In addition,
emotional resonance tends to play a more important role in the responses of silver
tourists than cognitive resonance. The results suggest that travel vlogs could serve as
effective tools for destination marketers aiming to gain a competitive advantage in the
silver tourism sector. In addition, in the process of developing or selecting travel vlog
content, it is essential for marketing professionals to incorporate informative travel
messages accompanied by high-quality audio-visual elements.

Keywords: silver tourists, social media marketing, video marketing, travel vlog,
resonance, S-O-R model

Introduction

The population profile is now ageing not only in the developed world but also in many
developing regions (UN, 2024). In China, for example, over 487 million citizens are
aged 50 and above (National Development and Reform Commission, 2023). Like many
European countries, China has been making increased efforts to provide for the
consumption requirements of people who are 50 years and older: the so-called ‘silver
generation’. This includes the introduction of a comprehensive framework for the
production, distribution, and consumption of goods and services tailored specifically
for the older consumer (Financial Times, 2024). A report presented to the national
legislature by the National Development and Reform Commission advocates for the
development of the ‘silver economy’ through the cultivation of new products and the
implementation of higher standards to guide producers and service providers (NDRC,
2022). The silver generation, which is characterised by having increased leisure time
and disposable income, is considered distinct from the middle-aged demographic,
which often struggles with job uncertainty and financial difficulties. This silver
generation now represents nearly 20% of all outbound tourism in China (Ryder, 2025).
It is further estimated that around half of all domestic tourists will be silver tourists by
2040 (Ryder, 2025). Given that this age group also includes senior tourists and elderly
tourists, it has become a vital segment of the world tourism market (Zsarnoczky et al.
2016; Huang and Hu, 2024).

While it is often presumed that older people are digital non-adopters, such a
supposition is increasingly being questioned. While the older generation has
undoubtedly been slower than their younger counterparts to adopt digital technologies,
the digital divide is now narrowing. In China, for example, elderly population has



gradually adapted to the digital society, there being now 170 million older people
engaging with the internet, the digital penetration rate being 43.2% in 2023 (Lu, 2024).
A significant portion of the Chinese population is now able to engage beyond the basic
functions of smartphones like calling and texting. Ever-increasing numbers are now
able to complete online activities such as submitting ‘health codes’ (an electronic
system used to track people’s travel to prevent the spread of health risks), purchasing
groceries, searching for information, and consuming video content (CNNIC, 2024).
Zhang et al. (2024) note the changing attitude and engagement behaviours of silver
tourists when interacting with advertising on social media platforms. In terms of
tourism, 44% of tourists in the silver age bracket consume photo-text or video contents
via social media (Buzulukova and Lobova, 2023).

Those in the silver generation are not merely recipients of content. An increasing
number of older people have become active participants in various social media
platforms (Kottl et al., 2022). There has also been an increase in popularity of older
digital influencers, sometimes referred to as ‘grandfluencers’. A compelling instance is
83-year-old Granny Wang, who began using social media in her seventies, and has built
a following of 1.2 million people in the Douyin area who view the vlogs she posts
showcasing her distinctive fashion style (Yue, 2024). Through the sharing of content,
older audiences are afforded the opportunity to be inspired and acquire knowledge
regarding various products and services (Antunes et al., 2022).

Given the increasing incidence of older content creators on social media platforms,
along with the growing importance of the silver tourist market, three significant gaps
can be noted in the extant research. Firstly, the impact of social media marketing on
older travellers is less frequently examined, particularly in the context of travel vlogs
(Zhong et al., 2021). Leung et al. (2025) demonstrated that the impact of travel
influencers on the destination choices of older tourists can be significantly shaped by
age cues and travel activity type. Their study did not, however, address the effect
of travel vlog attributes.

Secondly, current studies linked to social media marketing have focused
predominantly on younger demographic groups, especially millennials and Generation
Z (Bui, 2022). This reflects the view that technology adopters and innovators are almost
always younger people. Organisational marketing strategies have frequently therefore
been tailored to appeal to younger consumers (Eisend, 2022). In addition, media
representation during the Covid-19 pandemic depicted older adults as vulnerable and
passive individuals who are reliant on families, public institutions, and governments
(Li et al., 2021; Zhang and Liu, 2021). These unfavourable attitudes towards older
people have resulted in this cohort being overlooked and undervalued. While some
commentators have acknowledged that businesses need to provide different marketing
communication strategies for this segment since they behave differently (Yannopoulou
et al., 2023), comprehension of the silver generation’s usage of marketing content
remains limited (Bubphapant and Brandao, 2024).

Thirdly, despite there having been many studies examining the utilisation of
ICT among senior travellers (Wang et al., 2017; Suwannakoot and Paireekreng, 2024),
including those from China, such investigations have focused primarily on the digital
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divide and the barriers associated with digital access for older people (Wu and Yang,
2023; Xu et al., 2023). This serves to overlook the increasing use of the internet by
older people, particularly in view of the catalyst for digital engagement provide by the
Covid-19 pandemic (Martinez-Alcala et al., 2021).

Recent studies have, indeed, applied the resonance theory to investigate the
mechanism of travel vlog marketing (Cheng et al., 2020; Wang et al., 2023; Ramadania
et al., 2025). Resonance theory originates from sociological research and focuses on the
cognitive and emotional consequences of an individual’s experiences (Giorgi, 2017).
Researchers have applied this theory to interpret how an audience can match the
information they are receiving to their internal worldview when using an online
platform (Camilleri and Kozak, 2022). Previous research has verified that the resonance
generated during this process had a positive impact on destination image, travel
intention, and word-of-mouth (WOM) intentions (Cheng et al., 2020; Mohanty et al.,
2022; Wang et al., 2023, 2024). Regarding the significance of the silver tourism market
and the digital performance of silver individuals, social media content in general, and
travel vlogs in particular, can be considered potential marketing tools to arouse
resonance among silver tourists.

In view of the policy emphasis on developing and reforming the silver tourism
economy in China (National Development and Reform Commission, 2024), this study
aims to examine the impact of travel vlogs on the behavioural intentions of silver
tourists. In doing so, it aims to address pertinent gaps in the literature. Drawing on the
stimulus-organism-response (S-O-R) model as its theoretical foundation, the study
investigates the underlying mechanisms that silver tourists experience when exposed
to marketing messages presented in travel vlogs. The S-O-R model is considered
appropriate to investigate tourists’ responses to media generated using advanced
technology and viewed on digital device before or during travel (Huang, 2023; Jiang
and Phoong, 2024). As such, the study aims to help fill a significant theoretical gap in
terms of the understanding the digital behaviour of silver tourists.

The study focuses particularly on the mediating effects of cognitive and emotional
resonance experienced by silver tourists, based on the principles of the resonance theory.
In doing so, the study offers theoretical insights into the psychological
processes involved in travel decision making on the part of silver tourists, taking into
consideration both cognitive and emotional dimensions. Practically, the findings
provide valuable lessons for destination marketers and vlog creators in their selection
of social media content aimed at silver tourists.

2 Literature Review

2.1 Stimulus—organism—response model

The S-O-R model, which was introduced by Mehrabian and Russell in 1974, further
elaborates upon the stimulus-response (S-R) model that itself originated in the field of
behaviourism (Li et al., 2022; Baber and Baber, 2023). The S-O-R model is used to
investigate the influence of environmental stimuli (S) on an individual’s psychological
reactions (O), as well as the resulting attitudinal and behavioural responses (R). Recent
research has utilised this model to examine the relationship between social media



marketing activities (stimuli or external factors), resonance (organism), and behavioural
intention (response or behavioural response) (Wang et al., 2023, 2024). The model has
been applied to investigate consumer behaviour in a digital context, notably in the
context of online shopping and booking (Zhu et al., 2020; Le et al., 2022). It has also
been used to examine the effect of virtual-reality tourism-related activities on tourist
behavioural responses (Kim et al., 2019; Jiang and Phoong, 2024).

The S-O-R model has recently also been adopted as a framework for analysing the
role of digital influencers, including vloggers, offering a structured methodology to
elucidate the connections between the constructs that account for both cognitive and
emotional dimensions of tourist behaviour (Li et al., 2022). Abbasi et al. (2023), for
example, used the S-O-R model to examine the influence of travel vlog attributes on
the travel intentions of Generation Z tourists, incorporating perceived value and attitude
as mediating factors. Bai et al. (2023), meanwhile, examined the relationship between
short form travel videos and visit intention, considering the effects of familiarity and
behavioural involvement.

Previous studies that have adopted the S-O-R framework have demonstrated that it
provides a robust theoretical foundation for understanding the emotional and
behavioural responses of potential tourists when video-format marketing is involved
(Sultan et al., 2021; Chin and Wong, 2022; Bai et al., 2023; Nguyen et al., 2024; Truong
et al., 2024). The framework accommodates both internal and external stimuli, as well
as both experiential and non-experiential organisms, and both attitudinal and
behavioural responses (Li et al., 2022; Yousaf, 2022). As such, it offers considerable
flexibility for researchers to adapt it to specific study contexts.

2.2 Travel Vlog Attributes and Resonance

2.2.1 Information Usefulness

The concept of information usefulness, sometimes referred to as ‘informativeness’, is
widely employed as an indicator for assessing the quality of information provided to a
specific audience (Hussain et al., 2021). Information usefulness is defined as the extent
to which individuals recognise information to be beneficial or valuable to them (Luo et
al., 2018). This is especially relevant in the present digital era, where the internet has
come to serves as the predominant channel for information seeking, acquisition, and
adoption, thereby shaping consumer’s purchasing behaviour (Shen et al., 2013; Phillips
et al., 2014). Viewers of vlogs may draw upon information provided in vlogs when
making their travel choices, which will be in the form of the experiential knowledge
the travel vloggers build as they visit the destination (He et al., 2021). Some of this
information is likely to be more useful in helping them to make their purchase decisions
than others. Hence, the travel information provided through vlogs will vary in its
usefulness.

The provision of useful information also serves to promote the establishment of
resonance. When the information that individuals receive aligns with their expectations
and meets their requirements, they are inclined to experience cognitive resonance with
that information (McDonnell et al., 2017). The two main motivations to encourage
viewers to watch vlogs are information acquisition and inspiration seeking (Dewantara



et al., 2023). Previous studies have shown that either can elicit both cognitive and
emotional resonance experiences (Cheng et al.,, 2020; Wang et al., 2023).
Furthermore, when individuals encounter information they perceive to be
both interesting and insightful, such content is more likely to promote conversation and
emotional interactions with the audience (Mangold and Faulds, 2009). When this
occurs, there is an increased likelihood that individuals will respond emotionally to the
content (Shang et al., 2017; Wang et al., 2023). Furthermore, as the cognitive and
affective needs of consumers are satisfied by the information their receive in vlog
viewing, customers are more likely to participate in online discussion and share
information with their peers (Wang et al., 2023). This study therefore adopts the
following hypothesis pertaining to information usefulness, which is in two parts:

Hla Information usefulness has a positive impact on the cognitive resonance of silver
tourists.
H1b Information usefulness has a positive impact on the emotional resonance of silver
tourists.

2.2.2 Vlogger’s Attractiveness

The perceived attractiveness of a vlogger, as well as the credibility attributed to
vloggers in certain instances, is acknowledged as a significant factor in the study of
vlog marketing (Abbasi et al., 2023). Kim and Park (2023) suggest that the
attractiveness of digital influencers can be categorised into two dimensions: physical
attractiveness, which refers to the vlogger having an aesthetically pleasing appearance,
and social attractiveness, which relates to a vlogger’s likeability and the belief that a
follower would choose the vlogger as a friend in real life (Liu et al., 2019). The aspect
of physical attractiveness has been found to serve as the predominant element shaping
the audience’s initial perception when viewing a video, whereas social attractiveness
exerts a beneficial influence in the context of interpersonal interactions. Research
indicates that individuals are more likely to interact with those who are perceived as
socially attractive on social media (Ladhari et al., 2020). Meanwhile, socially attractive
vloggers are viewed as being more persuasive, which adds to their credibility due to the
ability to orient and alter audiences’ perceptions (McLaughlin and Wohn, 2021).
AlFarraj et al. (2020) demonstrated that the social attractiveness, including the
expertise and trustworthiness of a vlogger, positively influence the purchase intentions
of their followers. Dwyer et al. (2007) found that the trustworthiness of social media
information significantly influences the consumption behaviour behaviours of elderly
users.

Wang and Lin (2021) reported that the engagement of celebrity influencers with
brands can be particularly persuasive to consumers, as it had a significant impact on
customers’ resonance with the brand. The attractiveness of vlog creators has been
examined as a significant factor influencing the cognitive resonance experienced by
vlog viewers (Cheng et al., 2020; Yu, 2021). Moreover, Gunawan et al. (2021)
demonstrated that the credibility of celebrity influencer endorsements plays a
significant role in shaping purchase intentions, with resonance-based attitudes serving



as a mediating factor in this relationship. Hence, the following two-part hypothesis
pertaining to vlogger’s attractiveness is presented:

H2a Vlogger’s attractiveness has a positive impact on the cognitive resonance of silver
tourists.
H2b Vlogger’s attractiveness has a positive impact on the emotional resonance of silver
tourists.

2.2.3 Para-social Interaction

In addition to the vlogger’s attractiveness, the interaction between vloggers and their

audiences, as well as the para-social relationships, are considered critical components

in the realm of vlog marketing (Wu and Lai, 2023). This is because one of the definitive

characteristics of social media is its interactivity. According to the definition provided

by Horton and Wohl (1956), para-social interaction pertains to the relationship

established between a media userand a media persona, whereby the individual

perceives the persona to be a close conversational partner and to respond to them in a

manner that is consistent with such a perception. As a vlog increases the vividness of
the experience shared by vloggers through its visual elements, the perceived intimacy

can be enhanced, thereby encouraging the emergence of para-social interaction that can

then go on to influence behaviour of viewers (Lee and Watkins, 2016). Chen et al. (2021)
reported that the information-related factors (perceived information usefulness),

vlogger-related factors (vlogger’s attractiveness), interactivity-related factors

(perceived interaction) of travel vlogs all had a positive impact on study participants’

willingness to travel. The para-social interaction formed through viewing vlogs thus

plays a significant role in enhancing the credibility of influencers, which in turn fosters

greater trust in brands and positively influences consumers’ intentions to make

purchases (Reinikainen et al., 2020).

The phenomenon of resonance arises from such interactions (Hu, 2021). Shang et al.
(2017) found that the strength of relationship between consumers and brands plays a
crucial role in influencing customer resonance, which ultimately impacts upon purchase
intention. When audiences have a meaningful para-social interaction with vloggers,
they will experience strengthened resonance and pay more attention to the video
content, consequently affecting their attitudes towards the vlog. It can therefore be
hypothesised that the connection between positive emotions, such as relaxation and
enjoyment, and the attitudes of audience members towards the video, may be enhanced
when they experience a strong parasocial interaction with the internet celebrity (Wu
and Lai, 2024). The hypothesis associated with para-social interaction, which is in two
parts, is thus:

H3a Para-social interaction has a positive impact on the cognitive resonance of silver
tourists.
H3b Para-social interaction has a positive impact on the emotional resonance of silver
tourists.



2.2.4 Audio-visual Stimuli

The significance of audio-visual stimuli in shaping the mood of audience members and
their willingness to respond to the video should not be overlooked. In face-to-face
interactions, individuals are given the opportunity to engage multiple senses, which
enables them to perceive other individuals or objects more fully. With a screen between
them and the vlogger, however, audience members are limited to perceiving the
individual and the object using only sight and hearing (Sundar and Limperos, 2013).
Vlogs tend to use the visual element to attempt to capture the consumer’s attention by
constructing an engaging narrative about the destination, its local communities, and the
distinctive attractions the vlogger encounters during their visit (Simmonds et al., 2021).
The use of auditory elements, including script, vocal tone, and musical accompaniment,
is also used to build audience engagement (Razak and Zulkifly, 2020). The integration
of visual and auditory elements in video presentations has been found to facilitate
improved recall among consumers, particularly among the elderly demographic
(Bubphapant and Brandao, 2024).

Liu (2009) suggested that the application of audio-visual language in advertising can
enhance artistic expression and evoke psychological resonance within audiences. The
alignment of viewers’ aesthetic preferences with the aesthetic elements manifested in
audio-visual media, including videos and films, facilitates a resonance with the content,
thereby fulfilling their aesthetic expectations. Mardhatilah et al. (2023) found that both
visual and auditory stimuli had a substantial impact on the cognitive processes of
tourists, thereby enhancing their engagement with social media content. Cao (2024)
highlighted that content with the attributes of speed, intuitiveness, and ease of
consumption, enabled creators to communicate with audiences through audio-visual
elements that can stimulate strong emotions. Consequently, the process of information
transmission surpasses mere exchange of information, turning the experience into an
emotional one. Effective communication has the potential to swiftly trigger resonance
among audience members, which increases the effectiveness of the content. Based on
previous studies, the two-part hypothesis related to audio-visual stimuli is:

H4a Audio-visual stimuli has a positive impact on the cognitive resonance of silver
tourists.
H4b Audio-visual stimuli has a positive impact on the emotional resonance of silver
tourists.

2.3 Resonance and Behavioural Intention

The theory of resonance has often been applied in the field of media studies to examine
the mechanisms through which media can shape discourse and enhance the cognitive
processes of audiences in their comprehension of the world (Cerulo 2010). In the
context of online video consumption, videos may have the ability to engage viewers
effectively, fostering an intimate feeling of connection with the content. This
connection, referred to as resonance by Rosa (2017), is understood as a way of
responding to the world in which individuals feel influenced or affected by the people,
places, or things they encounter. McDonnell et al. (2017) describe the concept of



resonance as the congruence between a communicated message and the prevailing
worldview of its audience. Resonance emerges from the psychological responses of
consumers, which are activated by the mass of information posted on social media and
are enhanced by cognitive engagement and emotional connections with such content
(Riegner, 2007; Russell, 2009). This, in turn, can play a significant role in influencing
purchase intentions. Consequently, the measurement of consumer resonance represents
an attempt to explore the extent to which consumers exhibit cognitive and emotional
reactions to information (Shang et al., 2017).

Cognitive resonance arises when the content aligns with the beliefs, values, and
understandings held by the audience, whereas emotional resonance is generated
through the emotional responses of the audience, which encompass feelings, passion,
and aspirations (Giorgi, 2017; Cheng et al., 2020). In modern digital environments,
advanced algorithms deliver tailored content based on viewer’s preferences and
behavioural patterns, creating echo chambers that generate cognitive resonance
(Bakshy et al., 2015; Helberger et al., 2018). This strengthens individuals’ perceptions,
leading to higher levels of engagement and belief reinforcement (Tufekci, 2015).
Regarding emotional resonance, Ramadania et al. (2025) stated that emotional
resonance can be built when the destination’s projected brand connects with tourists’
feelings which further leads to travel intention.

The interpretation of cognitive and emotional resonance can be varied according to
the research context. Cognitive resonance is more related to familiarity, novelty,
information acquisition, and source credibility, while emotional resonance is associated
with self-congruence, entertainment, inspiration and escapism (Giorgi, 2017;
McDonnell et al., 2017; Cheng et al., 2020; Yu, 2021; Wang et al., 2023). The
relationship between cognitive resonance and emotional resonance is considered
complex and multifaceted. Wang (2021) stated that research has often concentrated on
the emotional element of resonance, thereby overlooking the cognitive dimension. The
alignment of video or film content with the cognition, ideas, and beliefs of the audience
can result in a resonance that can evoke emotions, thereby provoking feelings and
responses. In studies by Giorgi (2017) and Yu (2021), cognitive resonance and
emotional resonance are considered to interpenetrate one another. The two elements
collaboratively reinforce the connection between travel vlogs and their audience,
consequently underscoring the importance of both cognitive and emotional resonance
when evaluating audience responses (Giorgi, 2017; McDonnell et al., 2017).

An individual who reacts to external stimuli, particularly within the context of travel
vlogs, can thus be expected to experience both cognitive and emotional resonance. This
ultimately leads to behavioural response. In the present case, this would
be a behavioural intention to purchase featured travel services. Wider academic
research highlights the relationship between resonance and the willingness to purchase
or travel. Wan (2008) suggested that resonance, incorporating both cognitive and
emotional dimensions, can function as a mediating factor in the relationship between
attitude and behavioural intention. The cognitive and emotional resonance encountered
during the viewing of travel vlogs can therefore be considered to play a crucial role in
shaping travel intentions, as demonstrated by the research conducted by Cheng et al.
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(2020) and Yu (2021). Zhang et al. (2021) further identified the influence of social
resonance on the enhancement of recommend intention on e-commerce platforms.
Thus, in the present case, the expected behavioural intention of silver tourists includes
the intention to travel and the intention to recommend online (Cheng et al., 2020; Zhang
et al., 2021; Shirmohammadi et al., 2024). Based on previous studies, the two-part
hypothesis related to resonance is:

H5a Cognitive resonance has a positive impact on the behavioural intention of silver
tourists.
H5b Emotional resonance has a positive impact on the behavioural intention of silver
tourists.

The present study thus hypothesises that cognitive and emotional resonance may
mediate the relationship between various stimuli contained in vlogs and viewer’s
intention to visit the destination and/or recommend it to others. The proposed
conceptual framework and hypotheses of this study is presented in Figure 1.

Figure 1

3 Method

3.1 Research Instrument

This study utilised a quantitative research approach using a questionnaire. The
questionnaire employed a seven-point Likert-type scale for measurement purposes. The
scale was anchored with 1 representing strongly disagree and 7 indicating strongly
agree. The survey, consisting of 47 questions, was organised into two sections:
(1) demographic variables comprising five questions, and (2) items to measure
constructs such as information usefulness (Khan, 2017; Chen et al., 2021), vlogger’s
attractiveness (Choi and Lee, 2019; Le and Hancer, 2021), para-social interaction
(Horton and Wohl, 1956; Lee and Watkins, 2016), audio-visual stimuli (Haase and
Wiedmann, 2020; Yoon and Lee, 2022; John and De’ Villiers, 2022), cognitive
resonance (Cheng et al., 2020; Yu, 2021), emotional resonance (Cheng et al., 2020; Yu,
2021), and behavioural intention (Shang et al., 2017; Foroudi et al., 2018; Chen et al.,
2021) (42 questions). Among these, information usefulness, vlogger’s attractiveness,
para-social interaction and audio-visual stimuli are considered the common
characteristics or factors of vlogs which can be employed as the stimuli of vlog
consumption (Chen et al., 2021; Li and Zhao, 2023; Zhang et al., 2024); cognitive and
emotional resonance are viewed as psychological or internal status of silver tourists
(Chengetal., 2020; Yu, 2021; Wang et al., 2023); and behavioural intention, comprising
travel intention and intention to recommend online, is considered the response on the
part of silver tourists (Cheng et al., 2020; Zhang et al., 2021).

3.2 Data Sample and Data Collection
This study employed a sample of individuals aged 50 years and older (Zsarnoczky et
al. 2016; Huang and Hu, 2024). A non-probability sampling method, using a purposive
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sampling technique, was employed to gather data. This involved the selection of sample
participants based on an unequal probability of any specific respondent being included
in the sample (Sekaran and Bougie, 2016; Hidayat et al., 2024). The research was
launched using the online platform Credamo and targeted Chinese nationals. Credamo
requests that those who want to be registered members fill out an electronic form with
their personal information. Hence, the researcher can select the age range and design
filter questions to approach proper participants (Li and Zhou, 2024; Ji et al., 2024). The
questionnaire commenced with the following screening questions designed to
determine the eligibility of the respondents: (1) Have you travelled during the past three
years? (2) Have you watched travel vlogs in the past three months? All the items were
translated into Chinese with two researchers conducting back translation and one
bilingual researcher evaluating the translation. The final survey took respondents an
average of around five minutes to complete and was open from 10 March to 2 April
2024.

The sample size was calculated utilising G*Power, where a statistical power of 0.95
and effect size of 0.15 required a minimum sample of 299 participants. A total of 410
respondents who fully met the qualification criteria were recruited, thus comfortably
exceeding this minimum (Li and Zhou, 2024). As previously noted, individuals
registering as members of Credamo are required to submit their personal information
through an electronic form. Following a detailed review of the personal data of
registered members, including gender, birth and age, utilising advanced big data
analytics techniques, Credamo distributed the questionnaire link only to prospective
respondents who fulfil the necessary criteria, in this case Chinese individuals aged 50
years and older. Thirty-four responses were excluded due to the lack of usable data. The
size of final data set was thus 376, representing an effective response rate of 91.7%.

4 Results
4.1 Participant Characteristics
Of the 376 valid respondents, 43.9% were males and 56.1% females. Regarding the age
range, individuals in their 50s represented the largest group of participants, with 36.2%
aged 50 to 54 and 46.0% aged 55 to 59, followed by 14.4% aged 60 to 64, and 2.1%
aged 65 to 69. In terms of travel experiences, 44.1% of participants had travelled
between four and six times in the past three years, while 33.5% reported a higher
frequency of travel in the same period. Table 1 displays an overview of the participant’s
demographic information.

Table 1

4.2 Assessment of Measurement Model

The results pertaining to the reliability and validity analysis are presented in Tables 2
and 3. Table 2 presents the outer loadings of all items, each exceeding the threshold of
0.70, as established by Hair et al. (2019). The values of Cronbach’s Alpha for all
constructs fell within the range of 0.866 to 0.919, surpassing the established threshold
of 0.80. Furthermore, the composite reliability was found to exceed the threshold of
0.70, as recommended by Hair et al. (2019). The average variance extracted (AVE)
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values for all constructs exceeded the established threshold of 0.50 (Hair et al., 2019).
Therefore, all measurement variables within this study converged to the corresponding
latent variables, demonstrating that the reliability and convergent validity of the
measurement model were acceptable.

Table 2

The heterotrait-monotrait ratio (HTMT) of correlations, as proposed by Henseler et
al. (2015), is widely recommended for the evaluation of discriminant validity. Issues
related to discriminant validity arise when HTMT values are high. Henseler et al. (2015)
propose a threshold value of 0.90 for structural models with constructs exhibiting a high
degree of conceptual similarity. Table 3 demonstrates that the value of HTMT is below
0.90, indicating that the model possesses acceptable discriminant validity.

Table 3

Since this study applied self-reported data collected from questionnaire, there is
potential common method bias. The variance inflation factor (VIF) is used to evaluate
to identify the degree of multicollinearity. Through bootstrapping sampling 5,000 times
after adding the random variable, the VIF between the variables ranged from 1.294 to
1.668, which is lower than 3.3, suggesting that the model can be considered free of
common method bias (Kock, 2015; Liu and Meng, 2024).

4.3 Assessment of Structural Model

The R? statistic is commonly used to assess in-sample predictive power (Rigdon, 2012).
Table 4 shows that the coefficients of R?for the constructed cognitive resonance,
emotional resonance, and behavioural intention were 0.498, 0.550, and 0.607
respectively. This indicates that the six variables—information usefulness, vlogger’s
attractiveness, para-social interaction, audio-visual stimuli, cognitive resonance, and
emotional resonance—collectively accounted for over 50 percent of the variance in the
dependent variable of behavioural intention. Furthermore, the four independent
constructs demonstrated a significant contribution, accounting for 49.8% of R? in
relation to cognitive resonance and 55.0% of R? concerning emotional resonance.
Regarding Q?, the value of Q? of each dependent variable should be greater than
zero (Hair et al., 2019). The Q? values for the three dependent variables presented in
Table 4 did indeed exceed zero, confirming that the model possesses predictive
relevance.

Table 4

The data were then used to construct and test a structural model using partial least-
squares structural equation modelling (PLS-SEM). The findings from the structural
model, along with the hypothesis testing concerning the direct effects between the
independent and dependent variables, are presented in Table 5. The results provide
support for hypotheses Hla (B = 0.272; p < 0.001) and H1b (B = 0.169; p < 0.05),
indicating that the information usefulness had a positive impact on both cognitive and
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emotional resonance. The findings further confirm H2a (B = 0.323; p < 0.001),
suggesting that the vlogger’s attractiveness positively affected cognitive resonance.
Nonetheless, the findings did not support the influence of the vlogger’s attractiveness
on emotional resonance, thereby failing to verify hypothesis H2b (B =-0.025; p > 0.05).
Para-social interaction demonstrated a positive effect on both cognitive and emotional
resonance, thereby offering support for hypotheses H3a (f = 0.155; p < 0.05) and H3b
(B=0.230; p <0.01). There was a significant correlation between audio-visual stimuli
and both cognitive and emotional resonance, thereby supporting hypotheses H4a (B =
0.178; p < 0.05) and H4b (B = 0.526; p < 0.001). Lastly, both cognitive resonance and
emotional resonance had a significant effect on behavioural intention,
thereby supporting hypotheses H5a (B =0.154; p <0.001) and H5b (f =0.692; p <0.05)
(Table 5).
Table 5

5. Discussion and implications

The findings presented in this paper provide evidence of a positive impact of
information usefulness, vlogger’s attractiveness, para-social interaction, and audio-
visual stimuli on cognitive resonance, aligning with previous studies. Silver tourists
who are seeking travel information through vlogs experience a sense of cognitive
resonance when they encounter content that is relevant and helpful for their trip
planning (Hautz et al., 2014; Wang et al., 2023; Zhou et al., 2023). The perceived
trustworthiness and expertise of travel vloggers are regarded as indicators of social
attractiveness of vloggers within the proposed framework, which accounts for
variations in the degree of cognitive and emotional resonance (Benford and Snow, 2009;
Zhang and Hung, 2020). Se¢ilmis et al. (2021) further demonstrated that the level of
expertise exhibited by travel influencers has a positive impact on the cognitive
responses of their audience. When the perceived intimacy of silver tourists with
influencers was higher due to greater para-social interaction, there was a notable
enhancement in their familiarity with destinations and a greater comprehension of the
tourist activities available there. This interaction also increased the probability of
viewers aligning with the opinions and values of the influencer, ultimately leading to a
higher degree of acceptance of the content (Liu et al., 2019). As with previous studies,
it was found that the visual perspective significantly influences the processes through
which consumers engage with information and construct meaning from it (Libby and
Eibach, 2011; Soliman et al., 2017). Regarding the audio dimension, this study confirms
previous studies demonstrating that attitude toward a brand can become more positive
if the audience considers that the feel of the music aligns well with the content of the
advertisement (North et al., 2004; Karpasitis, 2017).

The impact of information usefulness, para-social interactions, and audio-visual
stimuli on emotional resonance was also supported in this study. Information that
corresponds with an individual’s values, beliefs, or identity tends to be regarded as
being more useful and emotionally resonant (Giorgi, 2017). The interactive experience
from engaging with comments and responses from both vloggers and fellow viewers
tends to encourage the development of emotional resonance (Li et al., 2023). The
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portrayal of recreational activities and destination landscapes in travel vlogs, achieved
through various video-production techniques, has the potential to enhance tourists’
imagination, subsequently creating an emotional resonance with the content (Xu et al.,
2021).

The rejection of the significant relationship between vlogger’s attractiveness and
emotional resonance presents, however, a contradiction to previous findings
(Agitashera et al., 2020; Sunuantari et al., 2023). This could possibly be attributed to
the role of social attractiveness in shaping consumers’ cognitive processes (Lewis et al.,
1978). When tourists perceive a travel vlogger to be trustworthy and knowledgeable
with respect to their content, a foundation exists of shared understanding, and
potentially a collective objective, as well as an alertness or receptiveness to certain
information (Ruthven, 2020). In this manner, a correspondence is established between
the contents produced by vloggers and the cognition of the audience, leading to a
resonance that originates from a pre-existing alignment with a particular stance, belief,
or information related to the vlog’s content. Fan et al. (2022), in contrast, reported that
despite the popularity of social media influencers, the lack of authenticity led to less
emotional attachment of older consumers. In addition, compared to influencer
attractiveness, perceived familiarity and influencer-brand convergency had more
impact on emotional engagement when mature consumers view social media content
(Chan and Fan, 2020).

The findings further indicate that both cognitive and emotional resonance have a
positive effect on the enhancement of behavioural intentions among silver tourists.
Zhou et al. (2023) examined the relationship between resonance and the tourist flow
experience while viewing travel vlogs, highlighting that an increase in resonance within
the flow experience directly influenced travel intentions. Moreover, the results of this
study align with the conclusions of Shang et al. (2017), which suggest a positive impact
of resonance on the intention to purchase. Cheng et al. (2020) reached similar findings,
indicating that both cognitive and emotional resonance positively influence the
audience’s intention to recommend a destination. Both cognitive and emotional
satisfaction derived from the experience of social media usage significantly influences
the intention to recommend the destination to peers (Dias et al., 2023).

The findings also suggest that emotional resonance holds greater significance for
silver tourists in comparison to cognitive resonance. Silver tourists may encounter the
challenge of cognitive overload resulting from visually orientated social media contents.
Due to the effects of the ageing process on the brain, silver tourists may simply require
more time and effort to perceive and process information. A significant proportion of
current travel vlogs are, however, created with a focus on a younger audience, involving
a large amount of information being relayed at high speed. When older viewers become
overloaded with information, there may be a decreased involvement of cognitive
resonance in achieving the intended marketing outcomes (Ketron et al., 2016).

It could also be possible that older adults attribute greater importance to emotional
content, which subsequently enhances their recall of emotional information as opposed
to purely cognitive information (Yoon et al., 2009). Some studies do indeed indicate
that elderly consumers exhibit a greater preference for the advertisements that utilise
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emotional appeals compared to their younger counterparts (e.g., Williams and Drolet,
2005). The significance of addressing emotional demands is also highlighted in studies
that have examined how persons from the silver generation interact with social media
platforms (Li and Waycott, 2023). Posting content and sharing information facilitates
the provision of emotional support for both content creators and vlog viewers,
highlighting the reciprocal nature of this interaction. Consequently, the emotional needs
of older individuals promote an increased emotional engagement or resonance with
advertising content (Safraou and Guiot, 2023), ultimately leading to a greater marketing
impact of travel vlogs.

5.1 Theoretical Implications

This study offers three main theoretical contributions. First, this study employs
resonance as a mediating variable in the context of vlog marketing studies. In response
to the study conducted by Wan et al. (2008), this study empirically assesses the impact
of resonance on the behavioural intentions of media audiences, offering a novel
perspective on the relationship between travel vlogs and the behavioural intentions of
silver tourists, particularly in relation to the effects of resonance. In addition, this
research employed additional attributes, such as vlogger attractiveness, para-social
interaction and audio-visual stimuli, as recommended by Wang et al. (2023), to examine
the formation of resonance and behavioural intention.

Second, this study contributes to the applicability of resonance theory through an
examination of both cognitive and emotional resonance. The comparative importance
of the two distinct forms of resonance enhances the theoretical understanding of how
resonance in general may influence consumers’ behavioural tendencies. Moreover, this
study also verified the effect of para-social interaction on resonance, thereby enriching
the theory of para-social interaction.

Third, by developing and validating a novel research model based on the S-O-R
framework, this study examines the applicability of vlog attributes, namely information
usefulness, vlogger’s attractiveness, para-social interaction and audio-visual stimuli, to
influence the behavioural intentions of silver tourists. In doing so, this study addresses
concerns highlighted in extant literature that focuses on the heterogeneity of silver
generation by broadening the applicability of the vlog marketing framework. Indeed,
the study suggests that vlogging can be an effective means of marketing to older
demographics.

5.2 Managerial Implications

This study offers three managerial implications for destination marketers who wish to
focus on the older demographic. Firstly, the findings of this study provide valuable
insights regarding marketing strategies associated with travel vlogs. The
findings indicate that viewing travel vlogs, particularly those that foster a sense of
resonance, can significantly increase individuals’ interest in visiting and recommending
the travel destinations featured in them. Travel vlogs could, therefore, serve as effective
tools for destination marketers aiming to gain a competitive advantage in the silver
tourism market.
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Secondly, by examining the impact of the four attributes of travel vlogs, destination
marketers can gain insights into the preferences of older tourists when utilising travel
vlogs to engage this age group. In the process of developing or selecting travel vlog
content, it is essential for marketing professionals to incorporate informative travel
messages accompanied by audio-visual elements. Travel vlogs presently tend to
emphasise the use of fast-moving editing techniques and be of a relatively long duration.
It is suggested to cater to the requirement of silver audience that the duration of the
vlogs should be reduced to avoid information overload. The vlog should also outline
the destination with real-time recording to increase the authenticity of the contents. In
addition, encouraging a para-social relationship with older individuals is crucial. It can
be achieved by emphasising attractiveness and interactions that resonate with the
values held by silver tourists. This could involve, for instance, treating the silver
audience as close friends when introducing the destination and the various activities
that can be found to do there.

Thirdly, it is important to acknowledge the significant influence that emotional
resonance has in the context of travel vlog marketing. Vlog creators and destination
marketers should prioritise the presentation of emotional appeal during the filming of
travel vlogs, effectively immersing the audience in feelings such as joy including
imagination, and a sense of relaxation and escapism. When producing video content,
tourism marketers should try to enhance the emotional bond between silver tourists and
the destinations. Vlog storytelling can cater to the nostalgia and educational motivations
of silver audience to resonate with this cohort. This will facilitate the transition of silver
tourists from viewers to travel customers and ultimately to destination brand advocates.

5.3 Limitations and Future Research

The limitations in this research must be acknowledged. First, participants in this study
were all Chinese nationals. Future cross-cultural studies involving samples from
different populations could be undertaken to validate the results. Second, potential
silver tourists were selected purposively to be the respondents. Future research should
consider other types of silver tourists, including those who are first-time and repeat
visitors to the same destination. Moreover, conducting comparative studies through
multi-group analysis has the potential to provide significant insights that could
complement the findings of the current study, e.g., a comparison of Generation Z and
the silver generation. In view of the findings of previous studies (Manchanda et al, 2021;
Dewantara et al., 2025), future studies should investigate the relationship between
vlogger attractiveness and para-social interaction when silver tourists are involved to
augment the research framework presented in this study. Lastly, the use of self-reported
data collected by questionnaire can impact adversely on data accuracy due to the
influence of social desirability. Future studies are recommended to gather multi-method
data.

References
Abbasi, A.Z., Schultz, C.D., Ting, D.H., Ali, F., & Hussain K. (2022). Advertising value



17

of vlogs on destination visit intention: The mediating role of place attachment among
Pakistani tourists. Journal of Hospitality and Tourism Technology, 13(5), 816—834.
https://doi.org/10.1108/JHTT-07-2021-0204

Agitashera, D., Farida, N., & Wulandari, R. (2020). The effect of endorsers’ source
credibility on emotion towards YouTube’s advertisement’ source credibility on
emotion. Ultimacomm: Jurnal llmu Komunikasi, 12(2), 226—239.
10.31937/ultimacomm.v12i2.1459

AlFarraj, O., Alalwan, A.A., Obeidat, Z.M., Baabdullah, A., Aldmour, R., & Al-Haddad,
S. (2020). Examining the impact of influencers’ credibility dimensions:
Attractiveness, trustworthiness and expertise on the purchase intention in the
aesthetic dermatology industry. Review of International Business and Strategy, 31(3),
355-374. https://doi.org/10.1108/RIBS-07-2020-0089

Antunes, A. C., Miranda, S., & Gama, A. (2022). The (not so) secret life of senior social
media influencers: An analysis of the top five 'granfluencers', on Instagram.
Proceedings of the 6th International Conference on Innovation and
Entrepreneurship in Marketing & Consumer Behaviour 2022, 3, 30-39.
https://doi.org/10.34624/iciemc.v0i3.29635

Baber, R., & Baber, P. (2023). Influence of social media marketing efforts, e-reputation
and destination image on intention to visit among tourists: Application of S-O-R
model. Journal of Hospitality and Tourism Insights, 6(5), 2298-2316.
https://doi.org/10.1108/JHTI-06-2022-0270

Bai, W. (Bella), Lee, T. J., Wu, F., & Wong, J. W. C. (2023). How eftfective are user-
generated travel short videos in promoting a destination online? Journal of Vacation
Marketing, 0(0). https://doi.org/10.1177/13567667231221816

Bakshy, E., Messing, S., & Adamic, L. A. (2015). Exposure to ideologically diverse
news and opinion on Facebook. Science, 348, 1130-1132.
https://doi.org/10.1126/science.aaal160

Benford, R.D., & Snow, D.A. (2009). Framing processes and social movements: An
overview and assessment. In K. Nash (ed.) New Critical Writings in Political
Sociology (pp.109—137). London: Routledge.

Bubphapant, J., & Brandao, A. (2024). Exploring ageing consumers’ usage of content
marketing, content typology and online brand advocacy. EuroMed Journal of
Business, 20(5), 27-53. https://doi.org/10.1108/EMJB-10-2023-0283

Bui, H.T. (2022). Exploring and explaining older consumers’ behaviour in the boom of
social media. International Journal of Consumer Studies, 46, 601-620.
https://doi.org/10.1111/ijcs. 12715

Buzulukova, E., & Lobova, E. (2023). Stimulating the growth of ‘silver’ tourism
through the development of relationships and the creation of targeted
communications with travellers. Population and Economics, 7(4), 103-123.
https://doi.org/10.3897/popecon.7.e110202

Camilleri, M. A., & Kozak, M. (2022). Interactive engagement through travel and
tourism social media groups: A social facilitation theory perspective. Technology in
Society, 71, 1-11. https://doi.org/10.1016/j.techsoc.2022.102098

Cerulo, K.A. (2010). Mining the intersections of cognitive sociology and neuroscience.


https://doi.org/10.1108/JHTT-07-2021-0204
https://doi.org/10.1108/RIBS-07-2020-0089
https://doi.org/10.1177/13567667231221816
https://doi.org/10.1108/EMJB-10-2023-0283
https://doi.org/10.1111/ijcs.12715

18

Poetics, 38(2), 115—132. https://doi.org/10.1016/j.poetic.2009.11.005

Cao, Y. (2024). Emotional marketing in the digital age: Emotional mobilization in short
video content and audience interaction. [Interdisciplinary Humanities and
Communication Studies, 1(7), 1-4.

Chan, K., & Fan, F. (2020). Perception of advertisements with celebrity endorsement
among mature consumers. Journal of Marketing Communications, 28(2), 115-131.
https://doi.org/10.1080/13527266.2020.1843063

Chen, Y., Guo, Z., & Pan, Q. (2021). Analysis on the characteristics of travel vlog video
and its impact on users’ travel intention. Proceedings of the International Conference
on Humanities and Social Science Research (ICHSSR 2021), 169-175.

Cheng, Y., Wei, W., & Zhang, L. (2020). Seeing destinations through vlogs:
Implications for leveraging customer engagement behavior to increase travel
intention. International Journal of Contemporary Hospitality Management, 32(10),
3227-3248. https://doi.org/10.1108/IJCHM-04-2020-0319

Chin, C. H., & Wong, P. M. W. (2022). Exploring the impact of social media marketing
on tourism destination marketing and revisit intention: The extension of stimulus-
organism-response (S-O-R) model. Studies of Applied Economics, 40(2).
https://doi.org/10.25115/eea.v40i12.6848

Choi, W., Lee, Y. (2019) Eftects of fashion vlogger attributes on product attitude and
content sharing. Fashion and Textiles, 6, 1-18. https://doi.org/10.1186/s40691-018-
0161-1

CNNIC. (2024). The 54" China statistical report on internet development. Report for
CNNIC. Beijing, August.

Dias, A., Sousa, B., Santos, V., Ramos, P., & Madeira, A. (2023). Wine tourism and
sustainability awareness: A consumer behavior perspective. Sustainability, 15(6),
5182. https://doi.org/10.3390/sul 5065182

Dewantara, M. H., Gardiner, S., & Jin, X. (2023). Travel vlog ecosystem in tourism
digital marketing evolution: A narrative literature review. Current Issues in Tourism,
26(19), 3125-31309. https://doi.org/10.1080/13683500.2022.2136568

Dewantara, M. H., Jin, X., & Gardiner, S. (2025). What makes a travel vlog attractive?
Parasocial interactions between travel vloggers and viewers. Journal of Vacation
Marketing, 31(1), 113-129. https://doi.org/10.1177/13567667231186554

Dwyer, C., Hiltz, S.R., & Passerini, K. (2007). Trust and privacy concern within social
networking sites: A comparison of Facebook and MySpace. In: Thirteenth Americas
Conference on Information Systems (pp. 339-350), Keystone, Colorado August 09-
12, Association for Information Systems.

Eisend, M. (2022). Older people in advertising. Journal of Advertising, 51(3), 308-322.

Fan, F., Chan, K. K. W., & Wang, Y. (2022). Older consumers’ perceptions of
advertising with celebrity endorsement. 4Asian Journal of Business Research, 12(1),
1-20. https://doi.org/10.14707/ajbr.220117

Financial Times. (2024). Unlocking the ‘silver economy’. Financial Times, 24 July, 11.
Available at: https://www.ft.com/partnercontent/ping-an-insurance/unlocking-the-
silver-economy.html (accessed 10 February 2025).

Foroudi, P., Jin, Z., Gupta, S., Foroudi, M. M., & Kitchen, P. J. (2018). Perceptional


https://doi.org/10.1016/j.poetic.2009.11.005
https://doi.org/10.1108/IJCHM-04-2020-0319
https://doi.org/10.3390/su15065182
https://www.ft.com/partnercontent/ping-an-insurance/unlocking-the-silver-economy.html
https://www.ft.com/partnercontent/ping-an-insurance/unlocking-the-silver-economy.html

19

components of brand equity: Configuring the symmetrical and asymmetrical paths
to brand loyalty and brand purchase intention. Journal of Business Research, 89,
462—474. https://doi.org/10.1016/j.jbusres.2018.01.031

Giorgi, S. (2017). The mind and heart of resonance: The role of cognition and emotions
in frame effectiveness. Journal of Management Studies, 54(5), 711-738.
https://doi.org/10.1111/joms.12278

Gunawan, S.A., Hermawan, A., Widjaja, A.W., & Bernarto, 1. (2021). Celebrity
endorser and purchase intention: The mediating role of resonance-based self-attitude
and brand credibility. Journal of Asian Finance, Economics and Business, 8(7), 603—
611.

Haase, J., Wiedmann, K. P., & Bettels, J. (2018). Sensory imagery in advertising: How
the senses affect perceived product design and consumer attitude. Journal of
Marketing Communications, 26(5), 475-487.
https://doi.org/10.1080/13527266.2018.1518257

Hair, J.F., Risher, J.J., Sarstedt, M., & Ringle, C.M. (2019). When to use and how to
report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hautz, J., Fiiller, J., Hutter, K., & Thiirridl, C. (2014). Let users generate your video
ads? The impact of video source and quality on consumers’ perceptions and intended
behaviors. Journal of Interactive Marketing, 28(1), 1-15.
https://doi.org/10.1016/j.intmar.2013.06.003

He, M., Peng, F., Du, J., Shen, S., & Cui, Y. (2021). Annual report on kangyang industry
of China. Report, Social Science Academic Press, Guangzhou, August.

Helberger, N., Karppinen, K., & D’Acunto, L. (2018). Exposure diversity as a design
principle for recommender systems. Information, Communication & Society, 21,
191-207. https://doi.org/10.1080/1369118X.2016.1271900

Henseler, J., Ringle, C.M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of the
Academy of Marketing Science, 43, 115—135. https://doi.org/10.1007/s11747-014-
0403-8

Hidayat, I.I.N., Mukarromah, N.Z., Putri, W.M., Nurhandini., & Meidawati, D. (2024).
Memorable tourism experience of heritage-local food on tourist behavior: Mediating
role of destination image and satisfaction. Asian Management and Business Review,
4(1), 153—172. https://doi.org/10.20885/AMBR.vol4.iss1.art10

Horton, D., & Wohl, R.R. (1956). Mass communication and para-social interaction.
Psychiatry, 19(3), 215-229. https://doi.org/10.1080/00332747.1956.11023049

Hu, F., Wen, J., Phau, 1., Ying, T., Aston, J., & Wang, W. (2023). The role of tourism in
healthy aging: An interdisciplinary literature review and conceptual model. Journal
of Hospitality and Tourism Management, 56, 356-366.
https://doi.org/10.1016/5.jhtm.2023.07.013

Huang, T. (2023). Using SOR framework to explore the driving factors of older adults
smartphone use behavior. Humanities and Social Sciences Communications, 10, 690.
https://doi.org/10.1057/s41599-023-02221-9

Huang, S., & Hu, Q. (2024, April 13). Correctly understand the scientific connotation


https://doi.org/10.1111/joms.12278
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1016/j.intmar.2013.06.003
https://doi.org/10.20885/AMBR.vol4.iss1.art10
https://doi.org/10.1080/00332747.1956.11023049
https://doi.org/10.1016/j.jhtm.2023.07.013

20

of the silver economy. China  community  newspaper,  A06.
http://nads.ruc.edu.cn/zkdt/xzgd/08dafbde111f04c6abc4f6716123¢f327.htm

Hussain, A., Hassan, T.U., & Shabir, G. (2021). Use of social media for information
discovery and delivery among information professionals in Pakistan. Information
Discovery and Delivery, 49(1), 1-15. https://doi.org/10.1108/IDD-01-2020-0009

I, J.-C., Li, Y.-Q., Ruan, W.-Q., Zhang, S.-N., & Deng, F. (2024). The persuasive effect
of humorous prompts on tourists’ heritage responsible behaviors. Tourism Review,
79(4), 903-922. https://doi.org/10.1108/TR-02-2023-0091

Jiang, C., & Phoong, S.W. (2024). Research on tourists' travel intention and usage of
VR technologies based on SOR model: mediating role of personal values. Journal
of Hospitality and Tourism Insights, 7(2), 949-967. https://doi.org/10.1108/JHTI-08-
2023-0545

John, S. P., & De Villiers, R. (2022). Factors affecting the success of marketing in higher
education: a relationship marketing perspective. Journal of Marketing for Higher
Education, 34(2), 875-894. https://doi.org/10.1080/08841241.2022.2116741

Karpasitis, C. (2017). Brand video virality: The role of audio, visual and plot
characteristics. Doctoral thesis, University of Central Lancashire, UK.

Ketron, S., Spears, N., & Dai, B. (2016). Overcoming information overload in retail
environments: Imagination and sales promotion in a wine context. Journal of
Retailing and Consumer Services, 33, 23-32.

https://doi.org/10.1016/j.jretconser.2016.07.017

Khan, M. L. (2017). Social media engagement: What motivates user participation and
consumption on YouTube? Computers in Human Behavior, 66, 236-247.
https://doi.org/10.1016/j.chb.2016.09.024

Kim, H., & Park, M. (2023). Virtual influencers’ attractiveness effect on purchase
intention: A moderated mediation model of the product—endorser fit with the brand.X
Computers in Human Behavior, 143(107703), 1-10.
https://doi.org/10.1016/j.chb.2023.107703

Kim, M. J., Lee, C.-K., & Jung, T. (2018). Exploring consumer behavior in virtual
reality tourism using an extended stimulus-organism-response model. Journal of
Travel Research, 59(1), 69-89. https://doi.org/10.1177/0047287518818915

Kottl, H., Tatzer, V.C., & Ayalon, L. (2022). COVID-19 and everyday ICT use: The
discursive construction of old age in German media. The Gerontologist, 62(3), 413—
424. https://doi.org/10.1093/geront/gnab126

Ladhari, R., Massa, E., & Skandrani, H. (2020). YouTube vloggers’ popularity and
influence: The roles of homophily, emotional attachment, and expertise. Journal of
Retailing and Consumer Services, 54, 102027, 1-11.
https://doi.org/10.1016/j.jretconser.2019.102027

Le, L. H., & Hancer, M. (2021). Using social learning theory in examining YouTube
viewers’ desire to imitate travel vloggers. Journal of Hospitality and Tourism
Technology, 12(3), 512—532. https://doi.org/10.1108/JHTT-08-2020-0200

Le, T, Wu, W-Y., Liao, Y-K., & Phung, T. (2022). The extended S-O-R Model
investigating consumer impulse buying behavior in online shopping: A meta-
analysis. Journal of Distribution Science, 20(2) ,1-9.


https://doi.org/10.1108/IDD-01-2020-0009
https://doi.org/10.1016/j.jretconser.2016.07.017
https://doi.org/10.1016/j.chb.2023.107703
https://doi.org/10.1093/geront/gnab126
https://doi.org/10.1016/j.jretconser.2019.102027

21

https://doi.org/10.15722/1ds.20.02.202202.1

Lee, J.E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury
brand perceptions and intentions. Journal of Business Research, 69(12), 5753-5760.
https://doi.org/10.1016/j.jbusres.2016.04.171

Leung, X.Y., Zhong, Y.Y.S., & Sun, J. (2025). The impact of social media influencer’s
age cue on older adults’ travel intention: The moderating roles of travel cues and
travel constraints. Tourism Management, 106(2025) 104979, 1-11.
https://doi.org/10.1016/j.tourman.2024.104979

Lewis, K.N., & Walsh, W.B. (1978). Physical attractiveness: Its impact on the
perception of a female counselor. Journal of Counseling Psychology, 25(3), 210—
216. https://doi.org/10.1037/0022-0167.25.3.210

Li, K. (2021). The media image of Chinese older people: From stigmatic stereotype to
diverse self-representation. Global ~ Media and China, 6(3), 281-
302. https://doi.org/10.1177/20594364211012513

Li, B., & Zhao, J. (2023). Visual-audio correspondence and its effect on video tipping:
Evidence from Bilibili vlogs. Information Processing & Management, 60(3),
103347. https://doi.org/10.1016/j.ipm.2023.103347

Li, F., & Zhou, Z. (2024). How does travel social media influencer humour influence
viewers’ visit intention”Murrent Issues in Tourism, 23, 4148—-4164.
https://doi.org/10.1080/13683500.2023.2291114

Li, J., & Waycott, J. (2024). “I feel like I'm getting younger”: Investigating the social
connections of older handicraft vloggers on the social platform Bilibili. In:
OzCHI °23: Proceedings of the 35" Australian Computer-Human Interaction
Conference (pp. 257-265), Wellington, New Zealand, December 2—6. New York:
Association for Computing Machinery.

Li, L., Li, Y., Wu, J., & Gao, H. (2023). Emotional resonance and identity recognition
in Chinese late adolescent digital music consumption. Media and Communication
11(4). 175-186. https://doi.org/10.17645/mac.v11i14.7099

Li, W., Kim, Y.R., Scarles, C., & Liu, A. (2022). Exploring the impact of travel vlogs
on prospect tourists: A SOR based theoretical framework. In J. L. Stienmetz, B.
Ferrer-Rosell, and D. Massimo (eds.) Information and Communication Technologies
in Tourism 2022 (pp. 486—491). New York: Springer.

Libby, L.K., & Eibach, R.P. (2011). Chapter four — visual perspective in mental imagery:
A representational tool that functions in judgment, emotion, and self-insight.
Advances in Experimental Social Psychology, 44, 185-245.
https://doi.org/10.1016/B978-0-12-385522-0.00004-4

Liu, Y. (2009). The research on TV commercial of audio-visual language in aesthetic
use. Master’s thesis, Hubei University of Technology, China.

Liu, Y., & Meng, Q. (2024). How online reviews of sports tourism affect tourists’ value
co-creation behavior: Findings from PLS-SEM, NCA, and fsQCA. Journal of
Hospitality and Tourism Management, 60, 360-372.
https://doi.org/10.1016/j.jhtm.2024.07.005

Liu, M.T., Liu, Y., & Zhang, L.L. (2019). Vlog and brand evaluations: The influence of
parasocial interaction. Asia Pacific Journal of Marketing and Logistics, 31(2), 419—


https://doi.org/10.1016/j.jbusres.2016.04.171
https://doi.org/10.1016/j.tourman.2024.104979
https://psycnet.apa.org/doi/10.1037/0022-0167.25.3.210
https://doi.org/10.1080/13683500.2023.2291114
https://doi.org/10.17645/mac.v11i4.7099
https://doi.org/10.1016/B978-0-12-385522-0.00004-4

22

436. https://doi.org/10.1108/APJML-01-2018-0021

Lu, Z.H. (2024). Joint efforts to care for silver netizens. People, 24 May, 6. Available
at:  http://paper.people.com.cn/rmrbhwb/html/2024-05/06/content 26056016.htm
(accessed 10 February 2025).

Luo, C., Luo, X.R., & Bose, R. (2018) Information usefulness in online third party
forums. Computers in Human Behavior, 85, 61-73.

Manchanda, P., Arora, N., & Sethi, V. (2021). Impact of beauty vlogger’s credibility
and popularity on eWOM sharing intention: The mediating role of parasocial
interaction. Journal of Promotion Management, 28(3), 379-412.
https://doi.org/10.1080/10496491.2021.1989542

Mangold, W.G., & Faulds, D.J. (2009). Social media: The new hybrid element of the
promotion mix. Business Horizons, 52(4), 357-365.
https://doi.org/10.1016/j.bushor.2009.03.002

Mardhatilah, D., Omar, A., Thurasamy, R., & Juniarti, R.P. (2023). Digital consumer
engagement: Examining the impact of audio and visual stimuli exposure in social
media. Information Management and Business Review, 15(4), 94—108.

Martinez-Alcald, C.1., Rosales-Lagarde, A., Pérez-Pérez, Y.M., Lopez-Noguerola, J.S.,
Bautista-Diaz, M.L., & Agis-Juarez, R.A. (2021). The effects of covid-19 on the
digital literacy of the elderly: Norms for digital inclusion. Frontiers in Education, 6,
1-19. https://doi.org/10.3389/feduc.2021.716025

McDonnell, T.E., Bail, C.A., & Tavory, 1. (2017). A theory of resonance. Sociological
Theory, 35(1), 1-14. https://doi.org/10.1177/073527511769283

McLaughlin, C., & Wohn, D. Y. (2021). Predictors of parasocial interaction and
relationships in live streaming. Convergence, 27(6), 1714-1734.
https://doi.org/10.1177/13548565211027807

Mohanty, S., Pradhan, B.B., & Sahoo, D. (2022). A study to investigate consumer’s
resonance experience effect and engagement behaviour on travel vlogs. NMIMS
Management Review, 30(2), 35-57. http://dx.doi.org/10.53908/NMMR.300203

National Development and Reform Commission. (2022). The development of national
undertakings for the aged and improve the elderly care service system during the
14th Five-Year Plan period (2021-2025). Available at:
https://www.ndrc.gov.cn/fggz/fzzlgh/gjjzxgh/202203/t20220325 1320220.html
(accessed 10 February 2025).

National Development and Reform Commission. (2023). Data overview: Population
related data in 2022. Available at:
https://www.ndrc.gov.cn/fggz/fgzy/ijsjgl/202301/t20230131 1348088.html
(accessed 10 February 2025).

National Development and Reform Commission (2024, January 15). Opinions of the
General Office of the State Council on developing the silver economy and improving
the welfare of the elderly. Available at:
https://www.gov.cn/zhengce/content/202401/content 6926087.html  (accessed 8
May 2025).

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment
approach.  International  Journal  of  e-Collaboration, 11(4), 1-10.


https://doi.org/10.1108/APJML-01-2018-0021
http://paper.people.com.cn/rmrbhwb/html/2024-05/06/content_26056016.htm
https://doi.org/10.1016/j.bushor.2009.03.002
https://doi.org/10.3389/feduc.2021.716025
https://doi.org/10.1177/0735275117692837
https://www.ndrc.gov.cn/fggz/fzzlgh/gjjzxgh/202203/t20220325_1320220.html
https://www.ndrc.gov.cn/fggz/fgzy/jjsjgl/202301/t20230131_1348088.html

23

http://dx.doi.org/10.4018/ijec.2015100101

North, A.C., Hargreaves, D.J., & Hargreaves, J.J. (2004). Uses of music in everyday
life. Music Perception, 22(1), 41-77. https://doi.org/10.1525/mp.2004.22.1.41

Nguyen, T. M. N., Le, B. N., Leenders, M. A. A. M., & Poolsawat, P. (2024). Food
vloggers and their content: Understanding pathways to consumer impact and
purchase intentions. Journal of Trade Science, 12(2), 117-133.
https://doi.org/10.1108/JTS-01-2024-0005

Phillips, B., Prybutok, V.R., & Peak, D.A. (2014). Decision confidence, information
usefulness, and information seeking intention in the presence of disconfirming
information. Informing Science, 17(1), 1-24.

Ramadania, R., Reswari, R. A., Rahmawati, R., Rosyadi, R., Purmono, B. B., & Afifi,
M. Z. (2025). City identity in tourist intention: mediating role of city branding and
tourism city value resonance. Cogent Business & Management, 12(1), 1-22.
https://doi.org/10.1080/23311975.2025.2474270

Razak, N.I.A., & Zulkifly, M.I. (2020). The impacts of food vlog attributes on para-
social interaction and customers’ response behaviours. Journal of Tourism,
Hospitality & Culinary Arts, 12(1), 435-445.

Reinikainen, H., Munnukka, J., Maity, D., & Luoma-aho, V. (2020). ‘You really are a
great big sister’: Parasocial relationships, credibility, and the moderating role of
audience comments in influencer marketing. Journal of Marketing Management,
36(3—4), 279-298. https://doi.org/10.1080/0267257X.2019.1708781

Riegner, C. (2007). Word of mouth on the web: The impact of web 2.0 on consumer
purchase decisions. Journal of Advertising Research, 47(4), 436—447.
https://doi.org/10.2501/S0021849907070456

Rigdon, E.E. (2012). Rethinking partial least squares path modeling: In praise of simple
methods. Long Range Planning, 45(5-6): 341-358.
https://doi.org/10.1016/;.1rp.2012.09.010

Rosa, H. (2017). Available, accessible, attainable: The mindset of growth and the
resonance conception of the good life. In H. Rosa and C. Henning (eds) The good
life beyond growth (pp. 39—53). London: Routledge.

Russell, M.G. (2009). A call for creativity in new metrics for liquid media. Journal of
Interactive Advertising, 9(2), 44-61.
https://doi.org/10.1080/15252019.2009.10722155

Ruthven, 1. (2021). Resonance and the experience of relevance. Journal of the
Association for Information Science and Technology, 72(5), 554-569.
https://doi.org/10.1002/asi.24424

Ryder, B. (2025). China’s ‘silver hair’ travel opportunity. JingDaily, 25 January, 27.
Available at: https://jingdaily.com/posts/china-s-usd140-billion-silver-hair-travel-
opportunity (accessed 10 February 2025).

Safraou, 1., & Guiot, D. (2023). The influence of need for cognition and need for
emotion on elderly responses to advertising: An exploratory study and implications
for change in management. Journal of Organizational Change Management, 36(2),
217-232. https://doi.org/10.1108/JOCM-09-2022-0271

Secilmis, C., Ozdemir, C., & Kilig, I. (2021). How travel influencers affect visit


https://doi.org/10.1525/mp.2004.22.1.41
https://doi.org/10.1080/0267257X.2019.1708781
https://doi.org/10.2501/S0021849907070456
https://doi.org/10.1016/j.lrp.2012.09.010
https://doi.org/10.1080/15252019.2009.10722155
https://jingdaily.com/posts/china-s-usd140-billion-silver-hair-travel-opportunity
https://jingdaily.com/posts/china-s-usd140-billion-silver-hair-travel-opportunity
https://doi.org/10.1108/JOCM-09-2022-0271

24

intention? The roles of cognitive response, trust, COVID-19 fear and confidence in
vaccine. Current Issues in Tourism, 25(17), 2789-2804.
https://doi.org/10.1080/13683500.2021.1994528

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building
approach. London: John Wiley & Sons Ltd.

Shang, S.S.C., Wu, Y.L., & Sie, Y.J. (2017). Generating consumer resonance for
purchase intention on social network sites. Computers in Human Behavior, 69, 18—
28. https://doi.org/10.1016/j.chb.2016.12.014

Shen, X-L., Cheung, C.M.K., & Lee, M.K.O. (2013). What leads students to adopt
information from Wikipedia? An empirical investigation into the role of trust and
information usefulness. British Journal of Educational Technology, 44(3), 502-517.
https://doi.org/10.1111/5.1467-8535.2012.01335.x

Shirmohammadi, Y., Nasiri, E., & Shahrestani, M. (2024). The effect of validity and
conflict of the image of the destination of historical cities on the happiness of tourists
and the resonance of the brand of the tourist city (Case study of Yazd city). Human
Geography Research, 56(1), 63-78. doi: 10.22059/jhgr.2022.286757.1008434

Simmonds, L., Bogomolova, S., Kennedy, R., Nenycz-Thiel, M., & Bellman, S. (2020).
A dual-process model of how incorporating audio-visual sensory cues in video
advertising promotes active attention. Psychology & Marketing, 37(8), 1057-1067.
https://doi.org/10.1002/mar.21357

Soliman, M., Buehler, R., & Peetz, J. (2017). Envisioning a future purchase: The effects
of consumption imagery perspective and identity on consumer motivation.
Psychology and Marketing, 34(7), 684—692. https://doi.org/10.1002/mar.21015

Sundar, S.S., & Limperos, A.M. (2013). Uses and grats 2.0: New gratifications for new
media. Journal of Broadcasting & Electronic Media, 57(4), 504-525.

https://doi.org/10.1080/08838151.2013.845827

Sunuantari, M., Mandjusri, A., Gunawan, 1., & Farhan, R.M. (2023). The attractiveness
of TikTok live shopping to user emotional satisfaction. Mediator: Jurnal
Komunikasi, 16(1), 170-181

Suwannakoot, R., & Paireekreng, W. (2024). Utilizing social media for travel among
elderly people in Thailand. In Proceedings of 2024 5th Technology Innovation
Management and Engineering Science International Conference, 1-6.
10.1109/TIMES-iCON61890.2024.10630761

Truong, T.-A., Piscarac, D., Kang, S.-M., & Yoo, S.-C. (2024). Virtual culinary
influence: Investigating the impact of food vlogs on viewer attitudes and restaurant
visit intentions. Information, 16, 1-18.
https://doi.org/10.20944/preprints202411.2184.v1

Tufekci, Z. (2015). Algorithmic harms beyond Facebook and Google: Emergent
challenges of computational agency. Colorado Technology Law Journal, 13, 203-
218.

Wan, H-H. (2008). Resonance as a mediating factor accounting for the message effect
in tailored communication-examining crisis communication in a tourism context.
Journal of Communication, 58(3), 472—489.
https://doi.org/10.1111/1.1460-2466.2008.00395.x


https://doi.org/10.1080/13683500.2021.1994528
https://doi.org/10.1016/j.chb.2016.12.014
https://doi.org/10.1111/j.1467-8535.2012.01335.x
https://doi.org/10.1002/mar.21357
https://doi.org/10.1002/mar.21015
https://doi.org/10.1080/08838151.2013.845827
https://doi.org/10.1111/j.1460-2466.2008.00395.x

25

Wang, S. (2021). Substitution, resonance and crazy transmission: The internal way of
creative communication of brand explosive marketing short video. Media Criticism,
12, 124-136.

Wang, M., Abd Rahman, A., Aziz, Y.A., & Adzharuddin, N.A. (2024). Effects of travel
vlogs on travel intention of slow tourism in China: An evaluation of resonance and
destination image. International Journal of Tourism Cities, 10(3), 1145-1165.
https://doi.org/10.1108/1JTC-12-2023-0268

Wang, W., Wu, W., Luo, J., & Lu, J. (2017). Information technology usage, motivation,
and intention: a case of Chinese urban senior outbound travelers in the Yangtze River
Delta region. Asia Pacific Journal of Tourism Research, 22(1), 99-115.
https://doi.org/10.1080/10941665.2016.1182037

Wang, X.Y., Wang, X., & Lai, LK.W. (2023). The effects of online tourism information
quality on conative destination image: The mediating role of resonance. Frontier in
Psychology, 14, 1-12. https://doi.org/10.3389/fpsyg.2023.1140519

Wang, Y., & Lin, Y-T. (2021). Discussing the relationships between consumer
experiential value, celebrity endorsement and brand resonance: Case study of the
Stayreal brand. International Business Research, 14(8), 26—41.
https://doi.org/10.5539/ibr.v14n8p26

Williams, P., & Drolet, A. (2005). Age-related differences in responses to emotional
advertisements. Journal of Consumer Research, 32(3), 343-354.
https://doi.org/10.1086/497545

Wu, X., & Lai, .LK.W. (2023). How the creativity and authenticity of destination short
videos influence audiences’ attitudes toward videos and destinations: The mediating
role of emotions and the moderating role of parasocial interaction with Internet
celebrities. Current Issues in Tourism, 27(15), 2428-2447.
https://doi.org/10.1080/13683500.2023.2229483

Wu, X., & Yang, Y. (2023). Digital divide and senior travel consumption: An empirical
study from China. Asia Pacific Journal of Tourism Research, 28(4), 306-322.
https://doi.org/10.1080/10941665.2023.2228938

Xu, Y., Shi, Y., & Qin, T. (2023). Challenges in smart tourism: a media content analysis
of digital barriers for senior tourists in China. Information Technology & Tourism,
25, 665—682. https://doi.org/10.1007/s40558-023-00270-z

Xu, Z., Islam, T., Liang, X., Akhtar, N., & Shahzad, M. (2021). ‘I’'m like you, and I like
what you like’ sustainable food purchase influenced by vloggers: A moderated serial-
mediation model. Journal of Retailing and Consumer Services, 63, 102737, 1-11.
https://doi.org/10.1016/j.jretconser.2021.102737

Yannopoulou, N., Manika, D., Chandrasapth, K., Tajvidi, M., & Wells, V. (2023). What
we do know and don’t know about marketing communications on mature consumers.
European Journal of Marketing, 57(8), 1969-1995. https://doi.org/10.1108/EJM-12-
2020-0906

Yoon, C., Cole, C.A., & Lee, M.P. (2009). Consumer decision making and aging:
Current knowledge and future directions. Journal of Consumer Psychology, 19(1),
2-16. https://doi.org/10.1016/].jcps.2008.12.002

Yoon, S.-H., & Lee, S.-H. (2022). What likeability attributes attract people to watch


https://doi.org/10.3389/fpsyg.2023.1140519
https://doi.org/10.1086/497545
https://doi.org/10.1080/13683500.2023.2229483
https://doi.org/10.1080/10941665.2023.2228938
https://doi.org/10.1016/j.jretconser.2021.102737
https://doi.org/10.1016/j.jcps.2008.12.002

26

online video advertisements? Electronics, 11(13), 1-17.
https://doi.org/10.3390/electronics11131960

Yousaf, S. (2022). Food vloggers and parasocial interactions: A comparative study of
local and foreign food vlogs using the S-O-R paradigm. International Journal of
Contemporary Hospitality Management, 34(9), 3525-3549.
https://doi.org/10.1108/IJCHM-09-2021-1090

Yu, C. (2021) Viog: Resonance experience impact on audience continuance intention
to watch travel viogs and travel intention. Master’s thesis, Kent State University, US.

Yue, C.Z. (2024). Do the elderly understand each other better? The monetization power
of “silver influencers” is beyond imagination. Sohu, 24 January 6. Available at:
https://www.sohu.com/a/754505035 616824 (accessed 10 February 2025).

Zhang, J., & Liu, X. (2021). Media representation of older people’s vulnerability during
the COVID-19 pandemic in China. European Journal of Ageing, 18(1), 149—158.
https://doi.org/10.1007/s10433-021-00613-x

Zhang, K., & Hung, K. (2020). The effect of natural celebrity—brand association and
para-social interaction in advertising endorsement for sustainable marketing.
Sustainability, 12(15), 1-20. https://doi.org/10.3390/sul2156215

Zhang, C., Liu, Y., & Sun, Y. (2024). Research on the relationship between
characteristics of video bloggers and consumers’ purchase intentions. Journal of
Theoretical and Applied Electronic Commerce Research, 19(4), 2728-2746.
https://doi.org/10.3390/jtaer19040131

Zhang, X., Shang, Y., & Shao, Y. (2024). Exploring senior tourist engagement
behaviour in social networking sites advertising: A study of senior tourist users on
WeChat. In Proceedings of 2023 International Conference on Digital Economy and
Business Administration (ICDEBA 2023), 181, 01053, 1-6.
https://doi.org/10.1051/shscont/202418101053

Zhang, Y., He, Y., & Caverlee, J. (2021). Vibe check: Social resonance learning for
enhanced recommendation. In: M Coscia, A Cuzzocrea, K Shu (eds.) The 2021
IEEE/ACM International Conference on Advances in Social Networks Analysis and
Mining (pp. 164—167), Netherlands, November 8-11. New York: Association for
Computing Machinery.

Zhong, Y.Y., Shapoval, V., & Busser, J. (2021). The role of parasocial relationship in
social media marketing: Testing a model among baby boomers. International
Journal of Contemporary Hospitality Management, 33(5), 1870—1891.
https://doi.org/10.1108/IJCHM-08-2020-0873

Zhou, X., Wong, J.W.C., Xie, D., Liang, R., & Huang, L. (2023). What does the
audience care? The effects of travel vlog information quality on travel intention.
Total Quality Management & Business Excellence, 34(15-16), 2201-2219.

https://doi.org/10.1080/14783363.2023.2246908

Zhu, B., Kowatthanakul, S., & Satanasavapak, P. (2020). Generation Y consumer online
repurchase intention in Bangkok: Based on stimulus-organism response (SOR)
model. International Journal of Retail & Distribution Management, 48(1), 53-69.
https://doi.org/10.1108/IJRDM-04-2018-0071

Zsarnoczky, M., David, L., Mukayev, Z., & Baiburiev, R. (2016). Silver tourism in the


https://doi.org/10.1108/IJCHM-09-2021-1090
https://www.sohu.com/a/754505035_616824
https://doi.org/10.3390/su12156215
https://doi.org/10.1108/IJCHM-08-2020-0873
https://doi.org/10.1080/14783363.2023.2246908

European Union. GeoJournal of Tourism & Geosites, 18(2), 224-232.

27



28

Information

Usefulness

I
Vlogger’s | Cognitive
Resonance

Attractiveness
S |
Behavioural
— 3 Intention

Para-social

Emotional H5b

Interaction
~

Resonance

Audio-visual
Stimuli

Figure 1. Proposed conceptual framework



Table 1. Demographic profile of the sample
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Variable Category N=426 %
Gender Male 191 43.9
Female 235 56.1
Age 50-54 136 36.2
55-59 173 46.0
60-64 54 14.4
65-69 8 2.1
70 and above 5 1.3
Education level Junior school and below 21 5.6
High school 119 31.6
Bachelors degree 214 56.9
Masters degree and above 22 5.9
Time spent watching videos Less than 1 hour 12 3.2
1-2 hours 181 48.1
3-4 hours 163 43.4
5 hours and above 20 53
Travel experience in recent 3 years | 1-3 times 84 22.3
4-6 times 166 44.1
7 times and above 126 335




Table 2. Results of reliability and convergent validity

Items Loading Cronbach’s Rho C | AVE
alpha
Information Usefulness 0.869 0.910 | 0.718
U1 0.866
102 0.861
1U3 0.813
U4 0.847
Vlogger’s Attractiveness 0.885 0.913 | 0.636
VAI 0.749
VA2 0.791
VA3 0.812
VA4 0.862
VAS 0.778
VA6 0.788
Para-social Interaction 0.919 0.935 | 0.673
PSI1 0.777
PSI2 0.834
PSI3 0.854
PS14 0.857
PSIS 0.813
PSI6 0.785
PSI17 0.818
Audio-visual Stimuli 0.917 0.934 | 0.669
AVSI 0.833
AVS2 0.832
AVS3 0.819
AVS4 0.750
AVSS 0.843
AVS6 0.819
AVS7 0.825
Cognitive Resonance 0.866 0.903 | 0.650
CR1 0.848
CR2 0.819
CR3 0.798
CR4 0.781
CR5 0.784
Emotional Resonance 0.888 0.912 | 0.598
ERI1 0.787
ER2 0.798
ER3 0.770
ER4 0.749
ERS 0.781
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ER6 0.811
ER7 0.713
Behavioural Intention 0.868 0.901 | 0.604
BI1 0.773
BI2 0.823
BI3 0.816
BI4 0.774
BI5 0.719
BI6 0.751
Table 3. Results of HTMT value
1U VA PSI AVS ER BI
Iu
VA 0.451
PSI 0.425 0.606
AVS 0.406 0.423 0.516
CR 0.606 0.660 0.573 0.527
ER 0.498 0.416 0.585 0.761
BI 0.497 0.460 0.690 0.689 0.870

Note: IU = Information Usefulness, VA = Vlogger’s Attractiveness, PSI = Para-social
Interaction, AVS = Audio-visual Stimuli, CR = Cognitive Resonance, ER = Emotional
Resonance, BI = Behavioural Intention

Table 4.

R? and Q? value

R-square Q-square
Cognitive Resonance 0.498 0.459
Emotional Resonance 0.550 0.514
Behavioural Intention 0.607 0.485




Table 5. Results of direct effect

32

Hypothesis Path B t-value p-value f2 Confidence Intervals Bias Result
Hla IU—-CR 0.272 3.469 0.001 0.114 [0.119, 0.426] Supported
Hlb IU—-ER 0.169 2.512 0.012 0.049 [0.049, 0.313] Supported
H2a VA—CR 0.323 3.944 0.000 0.134 [0.166, 0.488] Supported
H2b VA—ER -0.025 0.266 0.715 0.001 [-0.172, 0.097] Not supported
H3a PSI—CR 0.155 2.218 0.033 0.029 [0.023, 0.304] Supported
H3b PSI—-ER 0.230 2.761 0.006 0.071 [0.088, 0.409] Supported
H4a AVS—CR 0.178 2.347 0.019 0.045 [0.038, 0.337] Supported
H4b AVS—ER 0.526 6.545 0.000 0.445 [0.364, 0.677] Supported
H5a CR—BI 0.154 3.467 0.000 0.046 [0.068, 0.242] Supported
H5b ER—BI 0.692 18.289 0.013 0.925 [0.607, 0.759] Supported

Note: IU = Information Usefulness, VA = Vlogger’s Attractiveness, PSI = Para-social Interaction, AVS = Audio-visual Stimuli, CR = Cognitive
Resonance, ER = Emotional Resonance, BI = Behavioural Intention



