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Abstract  
 Food tourism has gained great traction and popularity in recent years. Against this backdrop, we aimed to 

understand the formation process of visit intentions among Chinese social media users who subscribe to 

TikTok's Korean traditional food channel. We adopt the stimulus-organism-response (S-O-R) model to achieve 

this research objective. Data were collected from 312 unmarried female TikTok users born after 00s in China. 

Analytical tools such as SPSS 26.0 and Amos 24.0 were employed for data analysis. We identified the 

characteristics of TikTok and the quality of food tourism information and examines their impact on the users’ 

travel intention of visiting Korea by observing differences in audience perception of the destination image 

during cognitive information processing. In addition, we also confirmed the moderating effect of subjective 

knowledge in the process of TikTok characteristics and food tourism information quality influencing the 

perceived city image. Finally, recommendations are provided on how to better integrate food tourism with 

short videos, thereby creating high-quality food tourism content that helps boost the tourism market in both 

China and Korea. 

 
Keywords: Food tourism information quality; TikTok characteristic; City image; Future visit intention; Subjective 

knowledge 

 
1. INTRODUCTION 

Among forms of tourism, food tourism has garnered considerable attention since the term was coined [1]. 
Experiencing local cuisine has become one of the most effective strategies for promoting tourist destinations 
that are rich in food or food-related culture [2]. Culinary experiences have a significant impact on tourists' 
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perceptions of the local images of tourist destinations and their decision-making before their trips [3]. Although 
traditionally gained through cultural and tourism consumption [4], the travel experience has shifted 
dramatically from only entertainment to experience co-creation in food tourism, emerging as a key factor in 
repeated destination visits. This encourages the further investigation of this topic, with a particular focus on 
identifying specific video framing styles that could most effectively benefit food tourism marketers in social 
media marketing. Therefore, it is necessary to understand how specific local food video enhance tourists’ travel 
intention.  

Previous studies have explored the impact of influential online travel information on online users’ tourism 
purchase intention, visit intention, and word-of-mouth, all of which contribute to the image of a tourism 
destination [5, 6]. Lots of studies have established that online content is a key factor influencing tourist 
behavior [7, 8], there have been few studies on how tourism content, formed through destination imagery, 
affects users' intention to visit the destination. Social media is now a new marketing tool for tourism 
destinations, and the mechanism by which online tourism information influences the formation of a destination 
image has attracted attention from both the tourism industry and the academic community [7]. Building on this 
context, this study seeks to determine the importance of the quality of food tourism information, as it can shape 
the tourism destination image in the minds of users, thereby influencing their intention to travel.  

 Tourism organizations in various countries and regions create travel-related content on different social 
media platforms, such as Facebook, Instagram, YouTube, etc., to enhance the image of their tourist destinations. 
Notably, the most popular social media platform in China recently is TikTok [9]. Short videos have replaced 
traditional information styles and have become the mainstream information style of viral marketing [10]. The 
emergence of short videos has broadened marketing channels, rendering this form essential in reshaping the 
relationship between merchants and consumers. 

Despite the growing attention from tourism researchers on the tourism information on social media and its 
impact on various beliefs and behaviors of tourists [11], there is still a lack of research on the effect of 
content/information quality of videos and short video platform characteristics on user destination intentions. 
Previous studies have primarily focused on the impact of TikTok on the development of tourism destinations, 
the influence of travel video bloggers on short video sharing, the effect of short videos on customer attitudes 
towards destination brands, and the impact of food video blogs on destination image [12]. Most of these studies 
have concentrated on the impact of short video content on destinations and tourists, with only a few exploring 
the relationship between TikTok platform characteristics and destination or user behavior [13]. Previous 
studies have extensively investigated the influence of food experiences on consumer behavior [14] and 
psychological well-being [15]. There has been limited examination of these relationships from the perspective 
of experiencing similar cuisines across different countries or regions. To bridge this research gap, we examined 
the impact of food experience on consumer decision-making and its contribution to the gastronomic reputation 
of the food’s country of origin. Specifically, it delves into the factors and mechanisms that shape consumers' 
travel intentions to the country of origin of food cuisine (TICO), particularly in the context of its global 
presence and appeal. 

We aim to understand the formation process of urban tourism intentions of post-00s generation unmarried 
female users who subscribed to the Chinese TikTok Food channel. Firstly, we apply the stimulus-organism-
response (S-O-R) model to determine the influence of TikTok characteristics and food tourism information 
quality on perceived city image and visit intention. In addition, we determine the moderating effect of 
subjective knowledge in the process of TikTok and tourism information characteristics influencing a city's 
image. The results have expanded the knowledge base of the gastronomic tourism literature. The contribution 
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also extends to providing new implications for gastronomic tourism marketing strategies, helping destination 
marketers design more effective promotional videos for culinary tourism. 
 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

2.1. Literature Review 

2.1.1 S-O-R model 

Russel & Mehrabian (1974) [16] built a stimulus-organism-response (S-O-R) model based on 
environmental psychology. The S-O-R model consists of three factors that affect consumer behavior: stimulus, 
organism, and response. It posits that outside stimuli lead to internal responses, which then manifest externally 
through the person’s behavior. Stimuli refer to external environments that typically represent uncontrollable 
factors, such as politics, economics, marketing activities, and product models. Next, when an organism is 
stimulated by these stimuli, the internal responses of the individual are elicited, and the responses manifest in 
behaviors that reflect the individual's inner thoughts, i.e., actions that the organism should take when stimulated. 
In the setting of social commerce, stimulus factors include the content of a website or platform and the nature 
of user interactions. These factors are considered external environmental stimuli. The organism, in this context, 
refers to the emotional state and internal perceptions, such as attitudes, values, the perception of social or 
related tastes, as well as emotions [17] Response, on the other hand, involves the consequent behaviors that 
result from different scenario factors, including search, evaluation, purchase intention, and purchase behavior 
[18]. Moreover, the model provides a deep understanding of how humans respond to social environment cues 
[19]. These internal states are expressed through cognitive and emotional appraisals of stimuli, including a 
person's joy, arousal, and attitude toward an object of interest.  
 

2.2 Hypothesis Development 

2.2.1 Food tourism information quality and city image 

The tourism information provided on social media breaks away from the traditional one-sided way of 
information dissemination, as it incorporates multimedia elements such as text, images, and videos, thereby 
more vividly and effectively conveying the experiences and information of creators. This directly affects the 
tourists’ satisfaction and decision-making processes [20]. Researchers have focused on studying the effect of 
quality characteristics of tourism content on tourism behavior. Zhang Huijun (2021) [21] measured the 
information quality evaluation factors of food YouTube channels from four dimensions, which are value, 
relevance, timeliness, and loyalty. And the study conducted by [22] on Chinese users of TikTok short video 
applications, perceived quality of tourism information was divided into four dimensions which are simplicity, 
vividness, diversity, and gaminess, all of which positively impact information credibility and visit intention. 
[11] explored trending information content on social media, defining value-added, relevance, timeliness, 
completeness, interest, and design as the quality dimensions. Based on the previous studies, this study roughly 
categorizes the information quality of TikTok tourism content into four dimensions, namely, "playfulness", 
"vividness", "completeness" and "value-added". 

Previous studies have investigated that tourism information quality positively affect destination image. Kim 
et al. (2017) [23] categorized the quality of tourism information on social media into the contextual quality 
and representational quality, highlighting dual value provision, suitability, completeness, fun, design, and 
illustrated that quality as important factors affecting destination image. Popular platform TikTok study, which 
investigated by [24] they empirically analyzed the structural impact relationship between destination 
familiarity, destination image, and visit intention under various quality dimensions. Based on the previous 
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studies, this study developed the hypotheses as follows.  

 
H1: Tourism information quality positively influences cognitive city image. 

H1-1: Playfulness positively influences cognitive city image. 
H1-2: Vividness positively influences cognitive city image. 
H1-3: Completeness positively influences cognitive city image. 
H1-4: Value-added positively influences cognitive city image. 

H2: Tourism information quality positively influences emotional city image. 
H2-1: Playfulness positively influences emotional city image. 
H2-2: Vividness positively influences emotional city image. 
H2-3: Completeness positively influences emotional city image. 
H2-4: Value-added positively influences emotional city image. 

 
2.2.2 Tiktok characteristic and city image 

TikTok is a social network platform developed by ByteDance, a Chinese company. Since its launch in 2016, 
Tiktok has become one of the most popular SNS among the MZ generation in China. Compared to other types 
of social media, the visual narrative of short video media (e.g., TikTok) provides tourists with more 
information than mere text and pictures. Social media information provides various media richness contents, 
which affect destination image [25]. In China, TikTok has significantly boosted the popularity of specific 
tourism destinations. Drawing insights from previous research, this study roughly divides TikTok 
characteristics into two dimensions which are connectivity and ease of use. 

Therefore, the following hypotheses are proposed. 
 
H3: TikTok characteristics positively influence cognitive city image. 

H3-1: Connectivity positively influences cognitive city image. 
H3-2: Ease of use positively influences cognitive city image. 

H4: TikTok characteristic positively influences emotional city image. 
H4-1: Connectivity positively influences emotional city image. 
H4-2: Ease of use positively influences emotional city image. 
 

2.2.3 City image and visit intention 

The destination image can be seen as the sum of the impression, cognition, emotion, and other psychological 
perceptions of the destination based on various information that tourists encounter on a trip [23]. Tourists can 
image potential destination in various ways, and this image serves as a criterion for selecting tourist 
destinations. tourism marketing through TikTok videos has been demonstrated to positively impact tourists' 
destination image and tourism intention [26]. 

 
H5: City image positively influences visit intention. 

H5-1: Cognitive city image positively influences visit intention. 
H5-2: Emotional city image positively influences visit intention. 
 

2.2.4. The moderating effect of subjective knowledge 
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Information consistent with an individual's level of understanding is processed more effectively, resulting 
in positive evaluations [27]. Subjective knowledge refers to consumers' perception of the amount of 
information stored in memory, which is related to their level of confidence [28]. Moreover, subjective 
knowledge is more effective than other types of product knowledge in predicting and guiding consumer 
behavior and predicting purchase decision satisfaction [28]. Prior knowledge is the foundation of subjective 
knowledge, and its formation is influenced by explanatory cognitive information, which significantly 
influences food experiences. Furthermore, subjective knowledge can moderate the relationship between 
perception and attitude towards food [29]. Based on previous studies, the following hypothesis is proposed.  

H6: Subjective knowledge has differential effect on the path 
 

3. METHOD 

3.1 Measurement Development 

A questionnaire survey is based on preliminary research and selected supplementary items that are suitable 
for this study. A total of 16 questions regarding the quality of tourism information. All measurements were 
revised from [30]. Secondly, 6 questions regarding the tiktok characteristics, connectivity, and ease of use. All 
measurements were revised from [30] and [31] 8 questions about cognitive and emotional city image which 
were adapted from [30] and [11]. There are 4 questions about visit intention. The measurements were adapted 
from [30], [32]. 3 questions about subjective knowledge, the measurements were adapted from [33] and [34]. 
Variables of demographic characteristics, including gender, age, marital status, education level, income, and 
average travel cost, and 2 questions including daily TikTok usage time and nominal daily food and influencer 
followed or not, forming a scale of 9 questions. Excepting the demographic variable, all the other variables 
were measured by Likert's 5-point scale.  

 
3.2 Data Collection and Sample Characteristics 

This study surveyed TikTok's female audience aged 20-29 in the Chinese Z generation who subscribed to 
at least one of the top 10 Korean traditional food influencers, ensuring our study reflects the tiktok platform's 
primary user demographic. Food plays an important role in a tourist's travel experience. The traditions, culture, 
and history of the region are expressed through food, so tourists can escape their mundane surroundings and 
have an authentic food experience [35]. Therefore, in this study, Chinese user who are interested in Korean 
traditional food were selected as the subject of the survey. 

On the TikTok platform, food videos are largely categorized into mukbang, cooking, and food exploration, 
and this study selected 10 channels that produce food exploration videos according to the research theme and 
intended to use them in the survey. As for the selection method, as of February 2024, the 10 influencers with 
the highest ranking among individual channels that mainly produce content for exploring Korean traditional 
food were selected in the food influencer ranking of the Tiktok data analysis platform.  

As a survey method, a daily survey was conducted from May 4 to May 13, 2024 using the offline 
questionnaire method through self-assessment filling, collected 323 questionnaires, excluding 10 
questionnaires outside the scope of the survey, and obtain a total of 312 questionnaire sand the final part was 
used as a sample. 
 

4. DATA ANALYSIS AND RESULTS 

4.1 Measurement Model Assessment 
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Reliability analysis evaluates the reliability of a questionnaire. The primary criterion is to assess whether 
the data obtained from the questionnaire are stable and reliable, typically through the widely recognized 
Cronbach’s Alpha (α). An α value of 0.6 generally signifies that the internal consistency of the measurement 
dimension is minimally acceptable [36]. the internal consistency coefficient of the scale in this study is 0.947, 
and the reliability indicators of all dimensions are above 0.7. As the Table 1 shown that these results indicate 
high stability and strong reliability of the scale. 

Exploratory factor analysis (EFA) was conducted on the dimensional items. EFA requires data KMO (Kaiser 
Meyer Olkin) measuring of sampling adequacy to be greater than 0.6, Bartlett's test of sphericity to be 
significant, factor loading ideally exceeds 0.5 after factor analysis, and there should be no significant cross-
loading. Also, the cumulative explained variance ratio should exceed 40%. The results showed that the KMO 
value of the scale items was 0.917 and Bartlett's test of sphericity was significant (p<0.001), indicating that 
the data was suitable for exploratory factor analysis. The maximum variance method for rotation, the results 
showed that the lowest factor loading was greater than 0.5, and there was no significant cross-loading. The 
structure between factors was clear and consistent with expectations, demonstrating good structural validity.  

Based on the results of the exploratory factor analysis, confirmatory factor analysis (CFA) was conducted 
using AMOS 24 to validate scale measurement tools. In CFA, the factor loading of the items should be higher 
than 0.6, and the model's fit must meet the corresponding standards [37]. The factor loading of the 
measurement terms for each potential variable ranged from 0.60 to 0.8, all exceeding the theoretical value of 
0.50, and were significant at the p<0.001 level. As shown in Table 1, the CR values were mostly greater than 
0.80, higher than the threshold of 0.70, and the AVE value was greater than 0.50 [37]. Thus, it can be seen that 
the observation indicators have all met the basic requirements for testing, indicating that the survey scale has 
strong convergent validity.  

 
Table 1 Confirming factor analysis results 

 AVE CR Cronbach’s Alpha 
Value added 0.831 0.952 0.946 

Vividness 0.719 0.911 0.917 
Playfulness 0.712 0.908 0.915 

Completeness 0.721 0.911 0.908 
Connectivity 0.634 0.839 0.880 
Ease of use 0.710 0.880 0.823 
Cognitive 0.764 0.928 0.922 
Emotional 0.865 0.962 0.961 

Visiting intension 0.799 0.941 0.940 
Subjective knowledge 0.636 0.840 0.839 

 

This study employed a more rigorous AVE method to evaluate discriminant validity. As shown in Table 2, 
the result show that the correlation coefficients between any two dimensions are smaller than the square root 
(diagonal) of the AVE of each dimension itself. This demonstrates sufficient discriminant validity between 
different dimensions and the ability to distinguish concepts well [38].  
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Table 2 Discriminant validity 
  VID PLA COM VAL CON EAS COG EMO VIS 

VID 0.848                 
PLA 0.406 0.844        

COM 0.207 0.256 0.849       

VAL 0.450 0.399 0.250 0.912      

CON 0.425 0.375 0.313 0.479 0.796     

EAS 0.114 0.074 0.130 0.121 0.201 0.843    

COG 0.525 0.370 0.318 0.456 0.445 0.205 0.874   

EMO 0.467 0.431 0.257 0.442 0.476 0.246 0.446 0.930  

VIS 0.555 0.474 0.294 0.530 0.432 0.196 0.552 0.647 0.894 
Note: VAL=Value added, VID=Vividness, PLA=Playfulness, COM=Completeness, CON=Connectivity, 
EAS=Ease of use, COG=Cognitive, EMO=Emotional, LIK=Likability, VIS=Visting intention 

 
4.2 Structural Model 

According to path analysis, it can be observed that vividness has a significant positive impact on cognition 
(β=0.34, t=5.573, p<0.05), supporting H1-2; Playfulness did not show significant positive impact on cognitive 
abilities (β=0.077, t=1.335, p>0.05), so H1-1 is not validated; Completeness has a significant positive impact 
on cognitive abilities ( β=0.147, t=2.781, p<0.05) supporting H1-3; Value-added has a significant positive 
impact on cognition (β=0.162, t=2.69, p<0.05), supporting H1-4; Vividness has a significant positive impact 
on emotional well-being (β=0.226, t=3.809, p<0.05), supporting H2-2; Playfulness has a significant positive 
impact on emotional well-being (β=0.193, t=3.34, p<0.05), supporting H2-1; Completeness has a significant 
positive impact on emotional well-being (β=0.027, t=0.527, p>0.05), supporting H2-3; Value added has a 
significant positive impact on emotional outcomes (β=0.152, t=2.55, p<0.05), supporting H2-4; Connectivity 
has a significant positive impact on cognition (β=0.136, t=2.103, p<0.05), supporting H3-1; Ease of use has a 
significant positive impact on smooth operation (β=0.119, t=2.247, p<0.05), supporting H3-2; Connectivity 
has a significant positive impact on emotional well-being (β=0.19, t=2.974, p<0.05), supporting H4-1; Ease of 
use has a significant positive impact on emotional well-being (β=0.158, t=3.006, p<0.05), supporting H4-2; 
Cognition has a significant positive impact on viewing intensity (β=0.356, t=7.201, p<0.05) , supporting H5-
1; Emotion has a significant positive impact on viewing intensity (β=0.519, t=10.315, p<0.05), supporting H5-
2.  
 

4.3 Testing of Moderation Effects 

Using the SPSS plugin provided by [39], we applied Model 1 in Process for analysis. The Bootstrap method 
was used for 5000 simulation analyses at a 95% confidence level, and the mean values of variables were 
centralized. The calculation method utilized maximum likelihood estimation. Subjective knowledge has a 
significant regulatory effect on vividness to cognitive city image, β=0.095, t=2.072, p<0.05, 95% CI=[0.005, 
0.185]; Subjective knowledge has a significant regulatory effect on playfulness and cognitive abilities, β=0.242, 
t=5.121, p<0.05, 95% CI=[0.149, 0.334]; Subjective knowledge has a significant regulatory effect on 
compliance and cognitive abilities, β=0.235, t=4.153, p<0.05, 95% CI=[0.124, 0.347]; Subjective knowledge 
has a significant regulatory effect on value added and positive, β=0.235, t=4.885, p<0.05, 95% CI=[0.14, 0.33]; 
Subjective knowledge has a significant regulatory effect on connectivity and cognition, β=0.203, t=4.092, 
p<0.05, 95% CI=[0.106, 0.301]; The regulatory effect of subjective knowledge on ease of use and cognitive is 
not significant, β=0.055, t=0.826, p>0.05, 95% CI=[-0.076, 0.186]; The regulatory effect of subjective 
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knowledge on vividness and emotion is not significant, β=0.052, t=1.143, p>0.05, 95% CI=[-0.038, 0.143]; 
The regulatory effect of subjective knowledge on playfulness and emotion is not significant, β=0.031, t=0.672, 
p>0.05, 95% CI=[-0.059, 0.12]; The regulatory effect of subjective knowledge on compliance and emotion is 
not significant, β=0.076, t=1.354, p>0.05, 95% CI=[-0.035, 0.187]; Subjective knowledge has a significant 
regulatory effect on value added and emotional, β=0.142, t=3.01, p<0.05, 95% CI=[0.049, 0.235]; Subjective 
knowledge has a significant regulatory effect on connectivity and emotion, β=0.100, t=2.107, p<0.05, 95% 
CI=[0.007, 0.194]; The regulatory effect of subjective knowledge on ease of use and emotion is not significant, 
β=-0.040, t=-0.633, p>0.05, 95% CI=[-0.163, 0.084]. 
 
5. IMPLICATIONS  

This study provides several theoretical and managerial insights. The results indicate that both content quality 
and TikTok platform characteristics have a positive impact on user perception of city image. This study also 
explored the perceived city image, the popularity of Korean food, and the intention to revisit the country. In 
addition, subjective knowledge was used as a moderate variable for analysis. Based on the results, most of the 
hypotheses were supported. But playfulness of tourism information did not show significant effect on 
emotional image and complete. This is a plausible result as playfulness is supposed to be more related to an 
individual’s feelings and emotions rather than destination knowledge. Complete information helps users from 
a more cognitive side of destination image, providing comprehensive information about tourism activities and 
choices. This study also reveals that different subjective knowledge can be formed after viewing food tourism 
short videos, thus affecting Chinese female users' perception of different city images. But subjective 
knowledge only affected cognitive image. Because subjective knowledge consumer refers to consumers' 
perception of the amount of information stored in memory. The amount of information only enhances 
consumer perception towards the destination. All the results are supported by the previous studies.  

The research findings can provide useful insights for tourism marketers to attract and retain new customers 
by creating videos that ensure the vividness, playfulness, value, and completeness of tourism content, all of 
which influence the intention of users to revisit Korea. For example, instead of simply providing information, 
content creators should focus on enriching user experiences through stories or performances, thus providing 
interesting and fresh content. In practice, the results regarding TikTok's connectivity and usability offer a basis 
for determining which aspects TikTok should focus on as a tourism marketing and promotional tool. With the 
advancement of technology and its widespread application, the quality of food tourism content is gradually 
improving and the variety is becoming more diverse. In this context, tourists often find it difficult to make 
reasonable decisions through correct information and wise judgment alone. Tourism providers urgently need 
information and content production that attracts tourists' interest and attention in the information flood. In this 
case, understanding the factors proposed in this study and developing marketing strategies accordingly can 
help enhance the quality of TikTok tourism content and develop effective programs to maximize the users' 
awareness of Korea's city image. For instance, collaborating with influential KOLs to create food tourism 
videos can evoke emotional connections and inspire people to travel to their destinations mentioned in the 
videos. Moreover, the emotional response to experiencing different cuisines like spicy fried rice cake - joy or 
excitement - helps to form a positive attitude or sentiment. These emotional reactions may stimulate people's 
interest in exploring the true origins of food or cuisine [39]. Finally, the findings demonstrate the moderating 
effect of subjective knowledge. 

The role of subjective knowledge may be influenced by various factors, such as tourist characteristics, 
dietary cultural background, and negative emotions arising from differences between actual food experiences 
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and their expectations (e.g., finding food "too inconsistent" or "too unfamiliar"). Social media users with lower 
subjective knowledge of Korean food tourism may struggle to develop a perceived city image by watching 
related videos, thereby compromising their intention to visit the city or country. On the contrary, users with a 
higher subjective knowledge of Korean food tourism can easily gain cognitive resonance through related 
content, enhancing their perception of the city image and fostering a positive impression of Korean cuisine, 
thereby increasing the intention to visit. The Korean Tourism Administration could leverage video traffic to 
identify which traditional Korean foods are currently more appealing to Chinese audiences. Accordingly, this 
guides the creation of targeted food tourism short videos to attract more potential tourists and promote cultural 
exchanges between China and Korea. 
 

6. CONCLUSION  

In this study, we investigated the influence of TikTok food videos on the tourism intention of post-00s 
generation unmarried Chinese females to visit Korea, providing valuable insight for developing tourism 
marketing strategies in both China and Korea. Previous studies mainly focus on one dimension - content quality 
- but this study considers two factors that affect online users' intention to visit Korea. We focused on the more 
popular short videos in recent years and innovatively applies the S-O-R model to the short video platform 
(TikTok). Given these findings, creating vivid and valuable food tourism content on the TikTok platform can 
positively influence the perceived city image in the minds of users. Meanwhile, we also partially confirmed 
the moderating effect of subjective knowledge, indicating that higher subjective knowledge has a strong 
moderating effect on cognitive city image, despite its limited effect on emotional aspects. Therefore, when 
creating food tourism content, consideration should also be given to the recognition and public sentiment 
towards Korean food in China. This study has several limitations. Firstly, the survey subjects are unmarried 
women born after 00s. Therefore, these results cannot be applicable beyond this demographic, as age and 
gender differences can affect user behavior online [40]. Therefore, future research should broaden the sample 
to include different gender and age groups, and focus on users who have not been to Korea to compare their 
preferences. 
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