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How can one integrate the story 
of a narrator into a short travel 
video? Analyzing creative 
reasoning through the lens of 
narrative transportation theory

Jing Meng †, Hailong Zhang * and Huaming Zhu 

School of Geography and Tourism, Chongqing Normal University, Chongqing, China

Introduction: Short travel videos have emerged as a powerful tool for tourism des-
tination marketing, yet the narrative mechanisms that make them effective remain 
underexplored. This study investigates how travel vloggers integrate storytelling 
into short videos to enhance viewer engagement and promote destinations.
Methods: Adopting a single-case study approach, we analyzed the top 500 short 
videos of a renowned Chinese travel vlogger on the Bilibili platform. Video narra-
tions and titles were transcribed and subjected to a four-stage procedural coding 
analysis using NVivo software. User comments were also examined to understand 
audience responses.
Results: The analysis reveals a three-part narrative structure: (1) an opening that 
employs suspenseful titles and sensory symbols (visual and auditory) to capture 
attention; (2) a middle section that uses rhythmic control, task-driven plots, and 
emotional triggers (e.g., healing, nostalgia, humor) to sustain engagement; and (3) an 
ending that evokes emotional sublimation and provides behavioral guidance through 
social currency and commercial cues. The blogger’s distinct persona and the use of 
background music further enhance narrative transportation.
Discussion: These findings extend narrative transportation theory to the context 
of short-form travel videos, illustrating how linguistic features, narrative strat-
egies, and emotional dispositions interact to create an immersive experience. 
The study offers practical insights for content creators and destination marketers 
seeking to leverage short videos for effective communication.
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Introduction

In an age in which digital platforms such as YouTube, TikTok and Twitter are reshaping 
content consumption patterns, short-form travel videos (SFTVs) have emerged as a novel and 
engaging way to experience the world virtually (Arora and Lata, 2020). Aiming to enhance 
tourism through short videos and diverse media outlets, the Ministry of Culture and Tourism 
supports the “culture and tourism + short video” strategy to attract tourists and boost spending. 
Official narratives from local cultural and tourism groups, as well as travel bloggers, each with 
distinct storytelling elements, have emerged to advocate for tourism destination using short 
videos. The use of user-generated content (UGC) in social media marketing has emerged as a 
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novel method for promoting destinations (Wengel et al., 2022). Short 
videos offer the potential to reveal certain destinations to the audience, 
previously overlooked in conventional marketing approaches. The 
growing recognition of these sites by the public marks the beginning 
of an innovative developmental path (Zhu et al., 2022). Consequently, 
a variety of travel media blogs such as “the video blogger,” “Fangqi 
Kiki,” and “Little Mustard” have emerged in the tourism sector, pro-
viding tailored travel stories online for their audience. Personalized 
stories offer a digital journey experience, allowing viewers to immerse 
themselves in the destination’s ambiance via the screen, thereby 
heightening their enthusiasm and eagerness to explore the place.

In the midst of a common pattern of consistency in short tourism 
videos, the task of improving communication through innovative narrative 
methods to convert “network traffic” into “real passenger flow” has 
attracted considerable attention from academic communities and the 
industry. Short videos on literature and tourism encompass the creation 
and storytelling of both linguistic and non-linguistic symbols. Employing 
semiotics and Narrative for analysis, this study explores the essential role 
of these short videos in disseminating Literature and Tourism stories, thus 
expanding the range of semiotics and Narrative studies and presenting a 
new theoretical path for understanding Literature and Tourism short 
videos (Fang, 2024). Consequently, understanding the way travel self-
media, encompassing both specialized and standard sources, transmit 
short videos is crucial. The significance of this study lies in its contribution 
to the development of comprehensive tourism analyses for these videos 
and in enriching the pertinent scenarios and research frameworks in short 
tourism videos that incorporate storytelling components. Concurrently, by 
enhancing the storytelling style of travel self-media, the aim is to provide 
a uniform and enlightening approach for creators of travel self-media to 
improve the quality of short tourism videos and explore the insights of 
esteemed tourism bloggers. Simultaneously, this study could pave the way 
for niche destinations to achieve public acclaim and support major tourism 
destinations in their marketing and promotional activities.

Scholars have mainly focused on short tourism videos, while 
modern research predominantly uses conventional qualitative tech-
niques such as semi-structured interviews and grounded theory to inves-
tigate their communicative impacts. Clearly, there exists a substantial 
void in the research that scrutinizes the entire methodology underlying 
these videos. Consequently, this study intends to concentrate on qualita-
tive research techniques that explore the textual elements of video nar-
ration, addressing these three key investigative questions:

	(1)	What is the logic of short video narrative transmission in the 
video blogger?

	(2)	The rise of brief videos that normalize tourism material raises 
the question: how can narratives overcome communication 
hurdles to convert “traffic” into “retention”?

	(3)	Utilizing narrative transmission principles, how can the nar-
rator of a brief tourism video develop a deep cultural identity 
for the location, including mental engagement, emotional 
effect, and artistic stimulation?

Literature review

Narrative communication in the digital age

Consumers increasingly share their daily-life stories on social 
media, leading to a rise in digital narrative content (Van Laer et al., 

2019b). However, for special groups, especially the Gen Z, unlike pre-
vious generations, Gen Z travellers are more likely to seek values-
driven experiences that support self-exploration and meaningful 
interaction with local communities (Ribeiro et al., 2025; 
Wattanacharoensil et al., 2024). More importantly, as digital natives 
raised in an era of constant connectivity, this cohort relies heavily on 
social media, online platforms, and digital content to inform deci-
sions, shape perceptions, and find emotional resonance (Stipsits, 
2024). Within this digitally mediated landscape, popular formats such 
as reality shows, YouTube, travel vlogs, TikTok videos, and Instagram 
stories have played a powerful role in influencing travel decisions 
(Choi, 2025). Meanwhile, compared to other marketing methods, the 
targeted promotion model of short videos gives it a significant advan-
tage in attracting traffic and increasing consumer engagement (Zhang 
et al., 2025). This reduces the brand promotion costs. Therefore, short 
video commerce has become an emerging strategy for e-commerce 
enterprises to acquire user traffic and achieve profitability (Xiao et al., 
2023). Based on the continuous increase in the number of short video 
users and their growing dependence on short videos. Tourism 
research has consistently focused on video due to its disruptive effects 
on promoting destination spots in the new media age, exemplified by 
a previous incident in which Xi’an was engulfed in flames over short 
videos (Lei et al., 2020). Concurrently, several scholars focus primarily 
on tourism microfilms to investigate their influence on the marketing 
and promotional impact of urban cultural imagery and destination 
spots, and to examine the variance in the perceived impact of these 
images and destinations before and after viewing the microfilms.

From a user perspective, Wei et al. (2022) noted that consumers’ 
perceived warmth and competence of short video influencers affect 
engagement behaviors. In addition, Gan et al. (2023) found that users’ 
visual perspectives interact with visual content, which is moderated by 
the narrative information’s attractiveness. Dong et al. (2024) determined 
the influence of content alignment, information pertinence, narrativity, 
and emotional elements in short videos on consumer engagement. 
Meanwhile, from the perspective of short video content creators them-
selves, a number of studies have examined the role of internet celebrities 
in STVs, highlighting their ability to evoke audience emotions toward 
both the video and the destination (Wu and Lai, 2024). Therefore, this 
study will also, based on the characteristics and functionalities of the 
single-case study method, select short video travel bloggers from the 
broad pool of travel video creators who are relatively well-known, have 
substantial traffic, and are representative within China.

Short travel videos excel in conveying messages and narrating 
stories, outshining both textual and visual content in terms of infor-
mational richness, thus boosting audience engagement and spurring 
their travel enthusiasm. Consequently, the study of tourism short 
videos has evolved into a multifaceted, cross-disciplinary domain. 
This investigation concentrates on the elements of narrative and com-
munication, facilitating an in-depth and comprehensive scientific 
analysis of the videos’ substance and format. As an example, 
Tussyadiah and Fesenmaier delved into the utilization of brief travel 
videos featuring diverse storytelling motifs, examining their possible 
uses and practicality in the production of tourism videos. Tussyadiah 
and Fesenmaier analyzed different narrative themes in travel videos, 
investigating the role of storytelling in boosting audience involvement 
(Xiong, 2023). Short travel videos fulfill two roles: firstly, short-form 
tourism video (STV) have become an important digital tool, reshaping 
digital marketing strategies by driving high engagement and conver-
sion rates, including in destination marketing (Manic, 2024). These 
videos have significantly altered how destinations communicate with 
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potential tourists through their ability to rapidly connect with audi-
ences (Tan et al., 2025) and secondly, they enable tourists to delve into 
the atmosphere and culture of these locales online prior to arrival, 
thus boosting their travel enthusiasm. As a result, this study will con-
centrate on the narrative logic behind short videos and investigate the 
creation of a unique approach for short tourism videos using diverse 
storytelling styles, formats, and materials.

Narrative transportation theory and 
destination marketing narratives

They introduced the narrative transportation theory in 2000, charac-
terized as the unique psychological phenomenon of “immersion” within 
a narrative, encompassing focus, feelings, and visual representations. In 
doing so, the theory of narrative transmission confirms the phenomenon 
that storytellers use narratives to persuade audiences to accept certain 
signals or take action, and it has been used to better understand and assess 
the cognitive processes of audiences (Green, 2004). As both a state of cog-
nitive and emotional absorption and an experiential phenomenon, nar-
rative transportation emerges when consumers engage deeply with a story 
presented in an advertisement (Van Laer et al., 2019a). This immersion is 
facilitated by narrative persuasion (Bhattacharya and Sen, 2003; Oatley, 
1999), which makes storytelling a powerful tool for shaping consumer 
attitudes and brand perceptions (Deb et al., 2025).

Within the tourism sector, the aforementioned situation arises 
among users; and convey the cultural, emotional, and ethical essence of 
the destination. Narrative transmission is a method employed to analyze 
the communication signals shared between travel bloggers and their fol-
lowers. However, this marketing-oriented, interpretive narrative 
approach could widen the divide between travel bloggers and their audi-
ence, hindering effective information sharing and value-sharing discus-
sions. At the heart of destination marketing lies a transition from 
focusing on content to crafting narratives (Zhou and Cai, 2018). 
Narrative itself is the process of meaning-making (Zhou, 2020). Tourism 
destinations have their own unique regional culture and historical sto-
ries, which are often processed by various travel bloggers and delivered 
to users in the form of short videos. With the collaboration of travel short 
videos with major tourist destinations and the rapid growth of e-com-
merce and live streaming, also as consumers vertically scroll through 
short video advertising content, they are inundated with an abundance 
of visual, acoustic, and linguistic information associated with products 
or services (Xiao et al., 2025). These sensory stimuli influence consumers’ 
cognitive, emotional, and behavioral responses (Krishna, 2012), ulti-
mately shaping their purchase decisions (Li and Pan, 2023).

As a result, it is clear that the unique historical and cultural traits of 
tourist destinations attract tourists, while tourists themselves are drawn 
to the unique and meticulously designed narrative methods used by vari-
ous travel bloggers. At the same time, the narrative transmission of tour-
ism destinations promotes the composition of the tourism destination 
image (Green and Brock, 2000). The narrative image series in tourism 
short videos influences the actual effect of tourism destination narrative 
transmission (Zhou, 2020). Therefore, based on the aforementioned nar-
rative transportation theory framework and relevant influencing factors, 
this study primarily examines auditory elements within short tourism 
videos—specifically background music and voiceover narrative text—to 
analyze the narrative mechanisms employed by prominent Chinese 
travel bloggers. This investigation aims to establish a content production 
model for future creators of travel short videos and enhance tourism 
destination marketing strategies.

Methodological

Research methodology

The study selected a preliminary approach based solely on a single 
case study. The main focus of this study is on how the blogger applies 
her unique characteristics and the specific narrative style of the brief 
video to develop a formula for short travel videos, highlighting the 
examination and improvement of the narrative transmission process, 
culminating in the adoption of the exploratory single-case study 
method. Primary factors are: first, the exploratory single-case study 
method is suitable for exploring the “what” and “how” elements of 
research inquiries (YINR, 2013), and second, this technique allows for 
a more in-depth exploration and improvement of the storytelling 
aspects in a blogger’s brief videos. Through detailed examination and 
enhancement, one can learn to develop the storytelling elements and 
style of short tourism videos, aiming to forge the intricate process of 
the tourism short video explosion formula. Furthermore, case studies 
are adept at honing the basic concepts and theoretical underpinnings 
of specific occurrences, thus aiding in the discovery of novel perspec-
tives and principles (Gioia et al., 2013; Tracey et al., 2018).

Selection of case

The focus of this study is on the video blogger, a renowned 
national tour guide and travel anchor, who is the subject of the case 
study. To begin with, regarding the case’s representativeness: By the 
end of February 2025, the video blogger had garnered 461,000 follow-
ers and 11,294,000 likes on the Bilibili platform, a notable benchmark 
for creators of short videos on the platform. Furthermore, regarding 
the conduct of the case, official records reveal that the video blogger 
was designated as a part-time teacher by Zhejiang Tourism Vocational 
College in November 2009. By 2019, he had begun employing a con-
cise video format to elucidate the local traditions and historical stories 
of picturesque international locations. Consequently, the blogger pos-
sesses an extensive knowledge of tourism and concise video content. 
Third, the video blogger’s case study’s congruence with the theoretical 
goal is clear: His esteemed position and popularity on the Bilibili arise 
from both his own experiences and the era’s advantages, as well as his 
unique narrative techniques. Included are narratives that merge tour-
ism with indigenous culture, and his adeptness in employing common 
and casual language to impart historical and geographical knowledge 
to his audience, thus drawing a varied user demographic. This corre-
sponds with the theoretical goal of improving how narratives are con-
veyed in brief tourist videos. Fourth, the accessibility of case 
data—including Bilibili real-time commenting feature and publicly 
available user interaction metrics such as video play counts, likes, 
shares, and comments—supports the interactive examination of this 
research on video storytelling, narrative elements, and related remarks.

Data collection and sample profile

The case data for this study originates from the textual content 
of the blogger’s top 500 brief travel video stories, spanning from 
February 2020 to February 2025, available on the Bilibili. By 
employing Xunfei Hear software, the writer converts video speech 
into written text, accumulating more than 294,000 words of nar-
ration, essential for developing a blogger’s concise tourism video 
narrative system, and incorporates NVIVO software for level-4 
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procedural coding. Qualitative approaches can uncover the 
nuanced psychological and behavioral responses of audiences to 
different STV advertisement formats (Tan et al., 2025). Therefore, 
in order to fully utilize the video narration texts collected in this 
study and to deeply analyze the micro-mechanisms of narrative 
transmission in the blogger’s videos, this study mainly follows a 
text-based analysis approach.

Data examination utilizes a case study approach (YINR, 2013) 
to enhance the conceptual structure for narrative in short tourism 
films. New viewpoints are driving further data collection and 
analysis, making the analytical method outdated (Lei, 2025). In 
detail, concepts were developed, compiled, and integrated in 
response to key research inquiries, derived from user feedback 
and video evaluations. Initially, post text data purification, the 
initial video narration is divided, followed by a thorough exami-
nation of all texts to create an initial impression. Following this, 
key ideas are formulated, climaxing with the video narration of 
“Sichuan and Chongqing dialects,” “suspenseful questioning,” 
“psychological anti-commonsense,” and 188 essential concepts, 
culminating in the enhancement of 60 sub-categories like “dialect 
stems,” “questioning sentences,” “anti-commonsense statements,” 
among others. Consequently, 60 subcategories like “dialectal 
stem,” “question,” and “anti-commonsense statement” were 
derived, and these subcategories were organized, condensed, and 
amalgamated to create 21 primary categories, including “vocabu-
lary type,” “sentence features,” and “person perspective.” Table 1 
displays the primary 21 categories. Concurrently, due to the copi-
ous textual material in this research, traditional three-tier coding 
was utilized to conduct diverse comparisons, analyses, summaries, 
and enhancements at four distinct stages of coding (refer to 
Table 1): linguistic attributes, storytelling techniques, emotional 
inclinations, and functional goals.

Similarly, by analyzing the textual feedback from users, this study 
identified 78 fundamental ideas such as “strategy request,” “utility 
value judgment,” and “humorous feedback,” and further refined 26 
subcategories, including “content-specific request,” “information util-
ity acquisition,” and “content enjoyment.” Through the application of 
these concepts, 26 unique subcategories emerged, encompassing 
“content-specific requests,” “acquisition of information utility,” and 
“enjoyment of content.” Subsequently, an overview of ten principal 
categories was presented, encompassing “explicit needs,” “functional 
experience,” and “emotional experience.” Owing to the extensive tex-
tual material, the extraction of four distinct levels—basic user experi-
ence, interactive participation, user needs, and value recognition—was 
completed (see Table 2).

Ultimately, the process of saturation testing and model build-
ing is completed. The study employs video narration, commen-
tary, and sample-based coding to examine four narrative forms of 
short videos: introductions to destinations, sharing travel experi-
ences, suggestions for tourist attractions, and scenic spots, in 
order to establish an initial theoretical model. To confirm the 
theory’s saturation, the study further selects the last two short 
tourism video types for the saturation test. Through random 
selection and examination of the text, no additional categories or 
connections were identified, nor were any new elements formed 
within the primary categories. Consequently, it can be deduced 
that the theoretical framework for encoding and replicating the 
essence of video narratives and user comments in this study is 
well-defined.

Case study

Opening: suspenseful setting and sensory 
symbols to build the tourism context

Observations have been made that employing rhetorical methods 
like questioning and metaphors in titles can amplify the empathetic 
impact of brief news video stories (Chen, 2023). The blogger’s short 
travel video features unique labels on its cover and title. The video’s 
title and opening, derived from its coding outcomes, predominantly 
employ rhetorical tactics like questioning and nonsensical remarks, 
such as, “What is the true nature of the mansion constructed with 200 
million dollars?” “What lies beneath the West Lake?” Video titles like 
“What You Haven’t Heard: The Gods Also Have a Test” and similar 
ones, featuring suspenseful elements and irrational remarks, can 
quickly capture viewers’ attention and spark their interest. They 
employ delayed-answer storytelling techniques, where the initial 5 
seconds don’t show the location’s name. Instead, “Here” and “this 
place” serve as alternatives, such as “This is where the Bull Demon 
King fought in the past”, If you have a piece of this, the best place by 
the West Lake in Hangzhou is the best place to change a set. West Lake 
in Hangzhou is renowned as a prime location for numerous villas, 
attracting more viewers to watch the video and boosting the success 
rate of short tourism videos.

Furthermore, the blogger employs sensory terminology for con-
tent narration, with the imagery and audio in the short video mirror-
ing the visual and auditory representations of the sensory symbols. 
Short videos, by deeply engaging with sensory symbols, transcend 
mere “information transmission” to act as a catalyst that stimulates the 
sensory recollections of viewers, culminating in the enveloping sensa-
tion of “viewing video equates to cloud travel.” For the audience, visual 
symbols are the most direct, unique, and intuitive attraction, amplify-
ing the first impression and enhancing the unique cultural character-
istics and emotional atmosphere of the blogger’s video, exemplified by 
“Yinchuan City Pagoda, towering into the clouds,” and “glowing drop-
lets of blue, grass, and trees turning into mountains and forests.” The 
metamorphosis of grass and trees into mountains and woodlands 
occurs, accompanied by various visual stories.

Nonetheless, the use of auditory symbols may trigger emotional 
and memory responses in users by compensating for the visual con-
tent in videos. Music in the background fosters an environment for 
emotional exchange by expressing feelings (Huang and Qiu, 2019), 
encouraging individuals to connect with the material from their per-
spective, thereby motivating them to engage in or initiate their com-
municative actions (Chang et al., 2023): Primarily, it involves utilizing 
background noises, like the noise of rain hitting a plantain, the echoes 
of remote commentaries, and the gurgling of streams, to immerse 
users in the setting, from viewing to experiencing the attractions. 
Secondly, the blogger skillfully leverages the unique regional traits of 
their birthplace, ingeniously incorporating local dialects and annotat-
ing the pronunciation in the subtitles. This approach not only accentu-
ates the distinct features of these regional dialects but also aids in 
fostering a sense of pride in the regional culture among users, thereby 
narrowing the gap between them and the blogger. Thirdly, leverage the 
influence of ambient music in enhancing video expression, rather than 
relying solely on “Netflix music.” This approach involves aligning 
background music with the video’s regional features and stories, exem-
plified by titles like “Premier Zhou Enlai’s Life,” “Jianchuan Museum,” 
“the world’s largest museum,” “the world’s largest museum,” “the 
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TABLE 1  Typical relationship structure of video narration.

Concept of 
aggregation

Main category Relationship 
structure

Relationship 
structure essential 
properties implied 
or reflected by a 
notion

Core influencing factors

Linguistic 

characteristics

Lexical type → narrative transmission Strategic relationships

The two dimensions of 

linguistic features and 

narrative strategies constitute 

the antecedent variables of 

narrative transmission theory

Make the narrator’s vocabulary more vivid and specific

Sentence features → narrative transmission Strategic relationships Improve the cohesion and presentation of the information

Narrative strategy

Personality perspective → narrative transmission Strategic relationships
Bridging the gap between bloggers and users, as well as between users and video 

content.

Inversion of suspense → narrative transmission Strategic relationships Setting up suspense to stimulate users’ curiosity

Temporal folding narrative → narrative transmission Strategic relationships Using the narrator’s vocabulary to build a sense of travelling

Task-driven → narrative transmission Strategic relationships Use clear behavioral instructions to motivate users to travel

Microperspective narrative → narrative transmission Strategic relationships
Focus on small scenes, small characters, and small emotions, so that the user can 

create a deep resonance in a short period of time.

Multiple parallel narratives → narrative transmission Strategic relationships
Alternate between multiple interconnected plotlines to build richer layers of the 

story within a limited amount of time.

Contrast reconstructs the narrative → narrative transmission Strategic relationships Creating a sense of surprise and contrast through the narrator’s perspective.

Immersive experience narrative → narrative transmission Strategic relationships

Through acoustic design, psychological cues, and narrative techniques, the user’s 

mind temporarily “forgets” reality and becomes fully immersed in the virtual 

environment.

Emotional 

disposition

Healing → narrative transmission Strategic relationships

Emotional dispositions 

constitute a variable in the 

process of narrative 

transmission

The use of voice-over narration allows the listener to relax and experience the effects 

of traveling for healing.

Hot-blooded adventure system → narrative transmission Strategic relationships
High-energy narratives that inspire exploration, courage and adrenaline in the 

viewer, giving them the urge to “go now.”

Nostalgic humanities → narrative transmission Strategic relationships
Through specific period symbols, emotional anchors and narrative rhythms, it 

triggers listeners’ collective memories and deep emotional resonance.

Funny → narrative transmission Strategic relationships Using voice-overs to delight and entertain users

Luxury enjoyment system → narrative transmission Strategic relationships
The use of terms such as price, cost-effectiveness, service details, and others to guide 

users in enjoying VIP services on the cloud.

Functional 

objective

Seed attraction type → narrative transmission Strategic relationships
Stimulate consumer interest and purchasing desires through creative narratives and 

emotional resonance.

Raider instrumental → narrative transmission Strategic relationships

Functional goals constitute 

narrative transmission 

outcome variable

Communicate information clearly to ensure that users can understand and follow 

the instructions.

Emotionally empathic → narrative transmission Strategic relationships
Artistic techniques that stimulate the audience’s innermost emotions through verbal 

expression, storytelling, or visual presentation.

Commercial transformational → narrative transmission Strategic relationships
Use voice-over narration to enhance the persuasiveness and appeal of the content, 

thereby encouraging potential customers and investors to take action.

Branding type → narrative transmission Strategic relationships
Tourism branding through voice-over narration of the brand’s mission, vision, and 

values

Social currency type → narrative transmission Strategic relationships Storytelling through narration that resonates with users and inspires sharing
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world’s largest museum,” “the world’s largest museum,” and “the 
world’s largest museum.” Rather than relying on “Netflix Music,” the 
choice of background music should be based on unique regional fea-
tures and story elements, with “My Motherland and I” serving as the 
backdrop for “Premier Zhou Enlai’s Life,” “Jianchuan Museum,” and 
“731 Bacteriological Warfare,” among other red revolutionary themes, 
effectively stimulating the red genetic and memory of the audience 
(see Figure 1).

Middle: rhythmic control, triggering 
emotions, and provoking empathy

In the central part of the blogger’s brief travel video, the blogger 
predominantly uses narratives that fold over time and space, along 
with multiple storylines, to enhance the depth of the information in 
the video. Additionally, they choose multi-scene transitions to avoid 
excessive details and slow progression. Concurrently, the blogger 
employs a task-oriented storytelling approach to guide the audience 
through the video’s development, establishing distinct objectives or 
obstacles and amplifying the feeling of engagement and interaction.

Initially, releasing the task activates the user’s “desire to complete,” 
sparks curiosity about the outcome, boosts user engagement, and 
ensures they remain engaged with the video. Next, the introduction of 
obstacles ignites the user’s “desire to conquer,” increases their drive 
and eagerness to finish the video task, thereby enhancing user involve-
ment. During the third stage, access for users is made available. Next, 

by overcoming challenges, ignites the user’s ambition to excel, boosts 
their drive and eagerness to finish the video activity, and increases 
their engagement. Subsequently, these accomplishments are revealed 
to satisfy the user’s sense of achievement, endowing the video with 
emotional significance. Consequently, we fully leverage the engaging 
narrative of the experience to amplify the “local” ambiance. For 
instance, we capture the blogger’s mountain ascents and explorations 
of old towns from an initial viewpoint, using everyday phrases to 
immerse the audience in the action, enhance their perception of real-
ity, and incorporate ASMR sound effects and dynamic lenses to simu-
late the viewer’s vision, creating a “personal” sensation in the video. 
Using ASMR sounds and dynamic lenses creates an immersive experi-
ence, making the observer feel as though they are journeying directly 
through the lens rather than merely observing it.

Nonetheless, the blogger’s brief travel clips, varying in narrative 
style, convey distinct emotional meanings and evoke a variety of emo-
tional responses in users through diverse emotional expressions. As 
an illustration, short videos depicting travel experiences and character 
narratives utilize the restorative emotional power found in scenes such 
as the “sea of clouds rolling,” “mountains, rivers, lakes, and seas,” along 
with phrases like “longing to escape the hustle and bustle of the city; 
why not come to the Five Fingers Peak?” “Experiencing the ethereal 
craftsmanship of nature” serves as a therapeutic element in tourism, 
enabling users to unwind during leisure moments. It is a type of short 
video that introduces destinations and narrates character stories, 
leveraging nostalgia and a humanistic emotional appeal to focus on 

TABLE 2  Typical relationship structure of user comments.

Concept of 
aggregation

Main category Relationship 
structure

The connotations of 
the relationship 
structure

Core influencing factors

Basic user experience

Functional experience → 

user experience
Constructive relationship

The basic dimensions of user 

experience constitute the 

sensory-experience layer.

Giving users access to instrumental 

information and utilities.

Emotional experience → user 

experience
Constructive relationship Give users positive emotional value

Content experience → user 

experience
Constructive relationship

Video content and duration focus on 

the user’s ability to bear information.

Technology experience → 

user experience
Constructive relationship Sensory-based enjoyment for the user

Interactive participation

Depth of user involvement → 

user experience
Constructive relationship

The engagement and user 

needs dimensions form the 

behavioral interaction layer.

Video content generates active 

discussions and debates among users.

Creator connection → user 

experience
Constructive relationship

Video content pulls in the distance 

between bloggers and users, creating 

an emotional connection

User needs

Explicit needs → user 

experience
Constructive relationship

Video content triggers ongoing user 

interest in the video series

Implicit needs → user 

experience
Constructive relationship

Video content meets users’ emotional 

needs.

Value identity

Cultural identity → user 

experience
Constructive relationship

The value-identity dimension 

constitutes the meaning-

construction layer.

The video content inspires a specific 

sense of cultural belonging and 

resonates with users’ values.

Expression of values → user 

experience
Constructive relationship

The video content triggers deep 

reflection and contemplation of values 

among users.
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scenes that resonate with the essence of the era, blending historical 
elements to evoke recollections across various age demographics. 
Consequently, the use of witty, humorous, and intense adventure 

videos serves to regulate user emotions, alleviate aesthetic weariness, 
and set the stage for emotional adaptation and behavioral guidance in 
the final sections that follow (see Figure 2).

FIGURE 1

Model diagram of narrative transmission mechanism for short tourism videos (opening part).

FIGURE 2

Model diagram of narrative transmission mechanism of short tourism videos (middle part).
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Ending: emotional sublimation and 
behavioral guidance

Concluding the brief travel video, employing emotional resonance 
and social currency to induce emotional sublimation and social cues, the 
video incorporates strategic elements, grassy allure, and additional sto-
rytelling to foster commercial transformation and branding, thereby 
instilling in the audience a feeling of “memory” or an urge for prompt 
action! Audiences will experience a feeling of “recollection” or a “yearn-
ing for swift action”. Simultaneously, the core message of the video is 
captured in a declaration highlighting the significance of humanism, his-
tory, and ethics, exemplified by statements like, “The goal of recalling 
history is not to remember hostility, but to prevent the reemergence of 
historical calamities,” and “Master Hongyi’s life is simultaneously legend-
ary and remarkable. Receiving life’s splendor and riches makes it chal-
lenging to set aside” among other remarks, to realize the impact of 
emotions, patterns, and the principles of triple sublimation. Furthermore, 
via statements like “he resides in Li Ziba, this is unknown to us, have the 
opportunity to visit his memorial,” and “friends watching this video, I 
trust you’ll extend your heartfelt wishes to the motherland in my 
remarks, wishing our nation and our generation prosper! In the context 
of” self-improvement” and similar concepts that foster social engage-
ment, produce content that can be shared, boasted, and discussed, 
enabling users to engage in the social network of conversation and iden-
tity, thereby proactively spreading the video. Ultimately, by intricately 
narrating material symbols and using close-up shots to showcase prod-
ucts with local features, the process of commercial transformation and 
branding is finalized (see Figure 3).

Discussion

The study explores the video blogger’s brief travel footage on the 
Bilibili, delves into the storytelling aspects of these videos, and seeks 

to elucidate and encapsulate the subtleties of their renown in promot-
ing tourism spots.

Research revealed that a blogger’s distinct identity and the video 
narrator’s three-dimensional emotional sound field shape are key ele-
ments in devising tourism short video formulas, with the short video’s 
cover and title being the primary allure for viewers, and the narrative 
mood and background music serving as supplementary factors. 
Tourism short videos are crafted to reflect the blogger’s personal iden-
tity, capturing and centering the viewer’s focus with their cover and 
title. The narrative is conveyed and the video’s narration creates a 
three-dimensional emotional soundscape. Audio can stimulate emo-
tional responses, affect psychological and biological stress systems, 
and increase consumers’ immersion (Blood and Zatorre, 2001; Pantoja 
and Borges, 2021). Therefore, a tourism ambiance is crafted using the 
narrative’s tone and ambient music, utilizing the viewer’s experience 
to engage in cultural perception and identification. Drawing from the 
narrative transmission theory, this document encapsulates a short 
video destination marketing strategy influenced by the theory of nar-
rative transportation (see Figures 4, 5).

Conclusion

This study employs a case analysis of short videos produced by a 
prominent Bilibili travel vlogger. Through the theoretical lens of 
Narrative Transportation Theory, it investigates the intrinsic textual 
characteristics of the vlogger’s storytelling style. Utilizing textual data 
pertaining to video narrations and titles, obtained via network data 
mining, the research examines the blogger’s short video content 
through a four-stage procedural coding analysis using NVivo software. 
The key findings are as follows:

Digital marketers often use key communicators to understand 
marketing firms, making it essential for these firms to clearly 
express their unique traits and enhance their appeal within the 

FIGURE 3

Model diagram of narrative transmission mechanism of short tourism videos (end part).

https://doi.org/10.3389/fcomm.2026.1746478
https://www.frontiersin.org/journals/Communication
https://www.frontiersin.org


Meng et al.� 10.3389/fcomm.2026.1746478

Frontiers in Communication 09 frontiersin.org

Darren Matrix model (Lei, 2025). Content creators, like bloggers, 
need distinctive personas to attract users—similar to a tour guide 
with military expertise. Such a blogger gains wide support, with 
credibility strengthened by industry-aligned content. The choice 

of red tourism destinations is influenced by the blogger’s military 
background.

Thumbnails and titles significantly impact engagement. Titles 
affect user involvement and emotions (Fu et al., 2024). The blogger 

FIGURE 4

Narrative transmission theory-driven tourism short video destination marketing pop-up formula mechanism diagram.

FIGURE 5

Narrative tone-background music statistical characteristics of short tourism video narrative types.
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uses vivid landscapes and exaggerated expressions for humor, with 
bold fonts in yellow or red to highlight themes. Titles include key-
words and provocative statements contrasting with reality, sparking 
curiosity while incorporating professional tips and practical terms like 
“strategy” or “guide.”

To maintain click-through rates and avoid user fatigue, creators 
must keep a steady narrative pace. The opening must align with the 
title to spark curiosity. Including symbols of local culture—like dia-
lects or childhood memories—evokes emotional connections. The 
ending uses concise and uplifting messages to promote positive values. 
Social storytelling encourages offline action, transitioning viewers 
from watching to traveling. Local and historical narratives, along with 
mood and music, help build compelling tourism imagery.

Theoretical implications

Initially, the study delves into the internal workings of how tour-
ism short videos are transmitted, grounded in the concept of narrative 
transmission. Presently, numerous academics concentrate their stud-
ies on the communicative influence of brief tourism videos, their 
extensive effect on the behavioral intentions of tourists, and how these 
videos mold the reputation of tourist spots. Nonetheless, detailed 
studies are lacking on how short tourism videos are transmitted nar-
ratively and in the creation of their content itself. Consequently, this 
document compiles textual data from video narration and titles to 
formulate the storytelling trajectory of tourism short videos, described 
as “persona shaping-cover design-title formula-narrative narration-
three-dimensional emotional sound field”.

Furthermore, the majority of modern research on brief tourism 
videos adheres to conventional social science research techniques, such 
as gathering data via manual coding, conducting questionnaires, inter-
views, etc., and integrating empirical studies, etc. in the context of the 
research paradigm (Yin, 2009). Amidst the swift evolution of big data, 
user-created content, and AI, this study aims to gather textual narration 
of a blogger’s brief tourist video on the Bilibili. This is achieved through 
network data mining and integrating it with conventional social sci-
ences to conduct qualitative analysis of the video’s narration, like 
manual coding, thereby aiding in supporting future research findings.

Practical implications

Initially, on a local scale, acknowledging the significant role of 
mobile short-video media in promoting tourism and attracting tourists 
(Luo et al., 2023), it is essential for local cultural and tourism agencies 
to utilize exceptional local tourism professionals to increase visitor num-
bers and exposure through short video media campaigns and promo-
tions, thereby encouraging more people to travel. As seasoned service 
providers, well-versed in the destination and creators of high-quality 
tourism material, tour guides stand out as prime choices for endorsing, 
promoting, and publicizing destinations. For instance, a blogger who is 
celebrated nationwide as a tour guide in Zhejiang. The released short 
videos, both introductory and character-driven, feature numerous 
attractions and notable historical figures from Zhejiang Province, 
thereby attracting a substantial number of visitors to Zhejiang’s tourist 
spots and significantly boosting the region’s tourism sector.

Furthermore, when promoting tourist spots, initially, due to the 
video’s unconventional nature and the unique dialect challenge, typi-
cal attractions transform into “social currencies.” From a narrative 
structure perspective, it has the potential to go viral online. 

Concurrently, it facilitates the commercial transformation of pre-sale 
hotels and specialized tourist spots and addresses the challenges in 
tourists’ decision-making regarding consumption.

Limitations and further research directions

This study conducted an in-depth narrative analysis of short tour-
ism video content by a well-known and representative domestic travel 
video blogger on the Bilibili platform, offering preliminary insights 
into the narrative structures and communication strategies of tourism 
short videos within a specific context. While we have strived for rigor, 
several inherent limitations in the research design and methodology 
must be acknowledged. These limitations, however, also point to valu-
able avenues for future research.

First, regarding the research scope, this study employs a single-
case, in-depth analysis focused on one platform. While this design 
facilitates a detailed exploration of narrative texture, it consequently 
limits the generalizability of the findings. The unique algorithmic 
logic, user ecosystem, and content format of the Bilibili platform may 
shape distinct narrative conventions, meaning the insights identified 
here may not be directly transferable to other platforms (e.g., YouTube, 
Instagram Reels). Similarly, the personal style and success trajectory 
of the selected blogger may not represent the broader spectrum of 
travel content creators. Future research could undertake cross-plat-
form comparative analyses to explore differences in narrative strate-
gies for the same creator or similar content across different platforms. 
Alternatively, multi-case comparative studies could be conducted, 
incorporating creators with varying follower counts and content styles 
(e.g., luxury travel, backpacking, cultural immersion) to test and 
enrich the narrative patterns identified in this study.

Second, the content analysis in this study possesses significant 
cultural and linguistic specificity. The narrative appeal identified 
relies heavily on the use of local dialects, references to indigenous 
cultural symbols, and shared memories within specific communities. 
While this deep contextual embeddedness is a source of this study’s 
value, it also means its explanatory power may be primarily confined 
to audiences familiar with this cultural context. For international or 
culturally unfamiliar viewers, the efficacy of certain narrative strate-
gies might diminish or be interpreted differently. Therefore, a highly 
promising future direction involves cross-cultural audience recep-
tion studies. By exposing audiences from different cultural back-
grounds to the same or similar content, researchers could investigate 
differences in narrative reception, comprehension, and emotional 
response, thereby deepening the understanding of the mechanisms 
of cross-cultural tourism narrative communication.

Third, and a key methodological limitation, is that this study 
focuses solely on the content itself without directly incorporating audi-
ence data. We analyzed the narrative strategies “encoded” within the 
videos and inferred their “potential” communication and persuasive 
effects (e.g., enhancing immersion, boosting destination appeal) based 
on theoretical frameworks. However, these inferences have not been 
empirically verified from the audience’s perspective. The relationship 
between content features and communication effects is not one of 
simple causation. To establish this connection more robustly, future 
research should adopt mixed-methods approaches: complementing 
content analysis with surveys to measure viewers’ levels of narrative 
transportation, attitude change, and behavioral intentions post-viewing; 
or employing experimental designs to manipulate different narrative 
elements (e.g., presence of dialect, use of first-person perspective) to test 
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their causal impact on outcome variables. Furthermore, technologies 
such as eye-tracking could be utilized to explore viewers’ visual atten-
tion allocation when engaging with complex multimodal narratives.

Finally, while the qualitative analysis process followed a sys-
tematic coding procedure, it inevitably involves an element of 
personal interpretation. Although we enhanced reliability through 
repeated viewings, multiple coding iterations, and team discus-
sions, the interpretation of narrative themes, emotional tones, and 
cultural symbols may still be influenced by the researchers’ own 
perspectives. To increase the objectivity and transparency of the 
analytical process, future qualitative research could: (1) imple-
ment formal inter-coder reliability checks; (2) utilize qualitative 
data analysis software (e.g., NVivo) to aid in management and 
analysis, providing a more detailed account of the data reduction 
process from raw data to core categories; and (3) where feasible, 
employ member-checking techniques by presenting preliminary 
findings to the content creator or knowledgeable audience mem-
bers to validate the interpretative plausibility.
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