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Abstract 

Tourism short videos have become an important marketing tool for destination promotion in the digital era. 
As an integral part of the sound symbol of short videos, the narration language affects the audience's perception 
of the image and atmosphere of the destination. At present, the existing research on the difference in the role 
of dialect and Mandarin and its impact mechanism are still insufficient. This article takes social presence as an 
intermediary variable, and compares the two types of travel short video language types: Nanjing dialect 
commentary and Mandarin commentary. 241 valid samples were obtained through offline experiments and 
questionnaires, and the structural equation model was used to test the research hypothesis. The results show 
that the type of narration language has a significant impact on social presence. Compared with Mandarin 
commentary, dialect commentary is easier to enhance the audience’s perception of the narrator's presence, 
interactive atmosphere and proximity to the destination; Social presence has a significant positive impact on 
travel intention. The stronger social presence, the easier it is for the audience to have a tendency to further 
understand and visit the destination on the spot; The direct impact of the type of explanation language on travel 
intention has not reached a significant level. However, the indirect impact of social presence is significant, 
which shows that social presence plays an intermediary role between the type of language commentary and 
travel intention. Localized language can affect the audience's travel intention by improving the sense of realism 
and closeness. This article can provide reference for cultural tourism short video explanation language 
selection and destination marketing content optimization. 
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1. Introduction 
Short videos have become an important channel for audience information acquisition and travel decision-

making [1]. Language carries the functions of emotional communication and social interaction. In short travel 
videos, it not only conveys information about scenic spots, but also shapes the audience's perception of the 
destination atmosphere and local culture. Tourism short videos employ multiple symbolic elements to 
construct destination images, among which the difference in language interpretation in the sound symbol is 
one of them [2]. In recent years, many travel bloggers have used dialects to create personal characteristics and 
improve the recognition of communication. The distinct regional accent and colloquial style make the audience 
feel the local atmosphere of the destination from the hearing. Compared with dialects, standard Mandarin has 



Vol. 24 (2026): Proceedings of the 2nd International Conference on Linguistics, Psychology and Creative Education (ICLPCE 2026) 

 163 

stronger universality and understanding convenience in travel short videos, which can reduce the cost of 
information reception for audiences in different regions and clearly convey destination information among a 
wider audience. 

At present, dialect and Mandarin, two types of narration languages, exist in parallel in travel short videos, 
but the difference in the impact of the audience's travel intention and the path of action still lack direct testing. 
The existing tourism short video commentary research has been carried out from multiple angles. Hu 
Mingming and other scholars emphasized that commentary is an important part of information transmission, 
and different intonation and commentary themes will affect the audience's communication identification [3]. 
The study of heritage tourism commentary distinguishes between knowledge-based commentary and 
emotional commentary, and the difference in narrative style also causes differences in tourists' cognition and 
emotional response [4]. In the research related to red tourism, language expression, video communication and 
narrative can reproduce tourism scenes and stimulate emotional resonance [5]. However, under specific 
circumstances, these studies have not revealed the specific path of dialect and Mandarin commentary to affect 
travel intention, and whether the impact is transmitted through a certain mechanism, which lacks direct 
verification. 

Therefore, this article takes Nanjing dialect as the main reference, compares the two types of tourism short 
video language types: dialect commentary and Mandarin commentary commentary, and conducts empirical 
analysis through questionnaire survey and structural equation model. The study introduces a social presence 
as an intermediary path to examine whether the type of explanation language will first affect the audience's 
perception of presence, interactive atmosphere and proximity to the destination, and then affect travel intention. 
The research expands the theory of social presence to the linguistic dimension of travel short videos, and tests 
whether dialects as a local clue can affect travel decision-making by enhancing the on-site experience, thus 
providing an empirical basis for the cross-sectional research of language psychology and tourism marketing. 

2. Literature Review and Research Hypotheses 

2.1 Narration Language and Communication Effectiveness 
Language is the carrier of conveying information. Depending on the type of expression, the audience's 

cognitive response and emotional response will also be different. Cognitive language is biased towards 
information description, while emotional language is easier to mobilize the audience's imagination and 
emotional investment. Different language expressions affect the effect of destination communication [6]. 
Language style will also change people's understanding of the image of tourist destinations, which in turn 
affects travel intention [7]. Language not only introduces the landscape itself, but also participates in the 
construction of its historical value, cultural significance and experience atmosphere [8]. 

In the travel short video, the narration language not only explains the basic information of the destination, 
but also carries the local culture, lifestyle and identity information here. As a language form formed by the 
long-term accumulation of regional culture, dialects are often associated with local memory, daily life and 
cultural identity. Tourists' perception of regional dialects includes local characteristics, cultural attractiveness, 
functionality and understanding. Dialects are an important factor in identifying local culture [9]. This kind of 
recognition not only stays at the perception level, but also extends to specific consumption scenarios. Often 
dialect symbols can affect tourists' perceived value and consumption attitude [10]. 

Therefore, when the audience hears the dialect, it is easy to associate the sound with the specific place. 
Social presence includes emotional expression, sense of interaction and group cohesion [11]. There are also 
studies that understand social presence as co-presence, psychological involvement and behavioral interaction 
[12]. Dialect accents may make the person behind the voice more specific, and the everyday tone and title will 
also make short videos closer to daily communication [13]. Different accents can also trigger the audience's 
evaluation of reputation, attractiveness and closeness [14]. Based on this, this article believes that dialect 
interpretation may enhance social presence through the levels of presence, co-presence, interaction and 
emotional relationships. In contrast, Mandarin commentary emphasizes the clarity of information transmission 
and the convenience of audience understanding. Both types of languages have their own advantages in 
communication. 
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2.2 The Influence of Narration Language on Social Presence 
Language is an important social clue that affects the audience's perception. According to the study of social 

presence, language expression will affect the psychological distance of the audience from the object of 
communication, which in turn affects the perception of social presence [15]. Dialects often have stronger 
geographical attributes and emotional colors. The phonetics, vocabulary and expression habits in the dialect 
can make the audience feel the atmosphere of local life, and the narrator is more like a familiar local person 
making a live introduction [16]. Dialect services can allow tourists to obtain local uniqueness and cultural 
learning clues, and enhance the recognition of local experiences [17]. Local accents can affect the positive 
reaction and willingness of tourists to travel in AI travel explanations, indicating that localized voice 
expression will change tourists' perception of the explanation content [18]. 

The perception of destination dialect in the host-guest interaction will also affect the emotional and 
behavioral feedback of tourists [19]. Regional dialects can be understood by tourists as part of local 
characteristics and cultural attractions [20]. These contents all point to the same problem: dialect is not just a 
sound form, and it also participates in the construction of a sense of locality, closeness and realism.  

The dialect commentary short video can be regarded as an expression innovation under the background of 
the homogenization of tourism content. The sound expression with unique regional characteristics may make 
the audience feel that the narrator is more specific, the scene is more realistic, and the local atmosphere is 
stronger. Therefore, in the short video situation, dialect commentary may be easier than Mandarin to enhance 
the audience's perception of presence, interactive atmosphere and proximity to the destination. 

Based on this, this paper puts forward the hypothesis: 

H1: In travel short videos, compared with Mandarin, the dialect narration language type can trigger a social 
presence. 

2.3 Social Presence and Travel Intention 
Social presence refers to individuals perceiving the psychological effects and subjective feelings of the 

presence of others when communicating with the help of communication media. The theory was first formally 
proposed by Short, Williams and Christie in 1976 to explain the impact of telecommunications media on 
interpersonal interaction [21]. The short video communication scene expands the explanatory space of social 
presence. When receiving tourism content, viewers will form a judgment of the existence of others and the 
authenticity of the scene through the narrator's voice, interactive behavior and scene presentation. 

According to the theory of planned behavior, travel intention refers to the influence of individual behavioral 
intentions under the influence of behavioral attitude, subjective norms and conscious behavior control (Ajzen, 
1991) [22]. The smooth experience, perceived pleasure and perceived usefulness in short videos will affect 
users' travel intention [23], and the technical characteristics and social characteristics of the platform will also 
affect the attitude and willingness of tourists to travel [24]. 

The relationship between on-site experience and travel intention has been discussed in scenarios such as 
travel short videos, live broadcasts and virtual reality. The spatial sense of presence and social presence of 
travel short videos can predict the audience's destination support and social presence, among which the 
influence of social presence is stronger [25]. Social presence in the live broadcast will affect travel intention 
with the help of the sense of interaction and trust [26]. At the same time, virtual reality-related research has 
also confirmed that on-site experience can change the cognition, emotion and willingness of tourists to visit 
[27]. 

The stronger social presence, the easier it is for the audience to feel the presence of the narrator, the more 
accessible the destination is, and travel intention is more likely to be stimulated. 

Based on this, this paper puts forward the hypothesis: 

H2: Social presence positively affects travel intention. 



Vol. 24 (2026): Proceedings of the 2nd International Conference on Linguistics, Psychology and Creative Education (ICLPCE 2026) 

 165 

2.4 The Direct Effect of Narration Language on Travel Intention 
Sound is an important sensory factor in watching short videos, which will affect the audience's freshness, 

credibility and emotional investment in the content. Mandarin commentary has the advantages of being clear, 
standardized and easy to understand, which is more suitable for large-scale information dissemination; Dialect 
commentary may break the audience's usual expectations for short travel videos, bringing a sense of intimacy 
and fun with accents, tone and local vocabulary. The language attractiveness in travel short videos will affect 
the audience's travel intention, and the interpretation language is involved in the formation of the attraction of 
the destination [28]. The commentary in the travel film will also change the audience's judgment of the image 
of the destination and affect the intention of subsequent travel [29]. The story expression and sound stimulation 
in tourist destination advertisements will affect the emotional arousal and memory effect of the audience, 
indicating that the sound content can help the destination information be remembered [30]. 

Dialects and Mandarin bring different feelings to the audience. Dialect dubbing is easier to bring immersion 
than Mandarin dubbing, and can also enhance social presence of potential tourists [31]. Scholars have 
confirmed that Mandarin and Cantonese will have different persuasive effects in advertising, and language 
choice will affect the audience's attitude and behavioral intention [32]. Regional dialects may also improve the 
audience's sense of closeness and satisfaction in service communication, and promote consumption intentions 
when the dialect is matched [33]. 

Therefore, dialect commentary may not only play a role through a social presence, but also directly affect 
the audience's cognition and emotions. After hearing the dialect, the audience will associate the sound with the 
specific place, local life and local people's stories. The sense of freshness, intimacy and life-oriented expression 
brought by dialect can make the audience more interested in the destination, and then form travel intention. 

Based on this, this paper puts forward the hypothesis: 

H3: In the travel short video, the dialect narration language type directly affects travel intention. 

2.5 The Mediating Role of Social Presence 
Social presence reflects the individual's perception of the existence of others, the state of interaction and 

the authenticity of the scene in the media environment. Travel short videos, travel live broadcasts and virtual 
tourism are all forms of digital tourism communication. In the process of watching, the audience gets not only 
destination information, but also the psychological experience brought by sound, picture, narrative and 
interaction. 

Studies have found that the influence of media content on travel intention often requires the transformation 
of psychological experience. Interactive content such as tourism bullet comments can influence social presence 
through social presence, which shows that the sense of presence and interaction formed by viewers in the 
media environment can become an important psychological path for tourism information to act on behavioral 
intentions [34]. The sense of participation, interactive experience and presence in interactive videos will also 
affect travel intention. Digital tourism content needs to change the audience's presence experience first before 
it is easier to transform into travel tendency [35]. Travel short video marketing research proves that 
psychological variables such as authenticity perception, celebrity attachment and remote presence will 
participate in the formation process of travel intention, and the impact of short video content on travel intention 
also has a psychological transformation link [36]. 

The sense of presence is also involved in the psychological link in the research of virtual reality and live 
tourism. VR destination marketing research found that the sense of presence can affect cognitive and emotional 
evaluation, which in turn affects the willingness to visit [37]. In the study of live broadcast of tourism, social 
presence is an important psychological variable that affects travel intention in the live situation [38]. 

Research shows that the influence of media content on travel intention is often not completed in one step, 
but first changes the viewer's sense of reality, immersion, emotional connection or psychological distance, and 
then affects the behavioral intention. The type of explanatory language that this article focuses on may also 
affect the audience's perception of the presence of the narrator, the interactive atmosphere and the sense of 
closeness of the destination, and then affect travel intention. Therefore, this article introduces a social presence 
as an intermediary path. 
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Based on this, this paper puts forward the hypothesis: 

H4: Social presence plays an intermediary role in explaining the influence of language types on travel 
intention. Specifically, dialect commentary (compared with Mandarin commentary) enhances the audience's 
social presence, thereby enhancing their travel intention. 

2.6 Research Model 
The specific conceptual model of the article is shown in Figure 1. 

Figure 1: Conceptual Model 

 

3. Research Methodology 

3.1 Experimental Design 

3.1.1 Experimental Materials 
This article first adopts the experimental method. The independent variable is the explanatory language 

type, including Mandarin and dialect. In order to ensure that the experimental materials are in line with the 
research theme, this article selects a short video of Nanjing flower-viewing guide video released by the blogger 
“Nanjing Wuyuege” on the WeChat Channels in March as the basic material. The video has received more 
than 55,000 likes and retweets, which is very influential. Its narration language is Nanjing dialect, and the 
theme is related to the seasonal tourist hotspot “flower viewing”. The content describes all kinds of scenic 
spots and areas where you can enjoy flowers in Nanjing, which can better present the cityscape and memory 
of Nanjing. 

The experiment intercepted a fragment of 1 minute and 30 seconds from the original video and used it as 
an experimental stimulation material. The selection of this clip mainly considered that the video clip is highly 
related to the theme, and the front and back connection is natural, which can reduce the obstacles to 
understanding caused by the unfamiliarity of the content of the subject. Secondly, the length of the clip is 
moderate to avoid the decline in attention caused by the subject's excessive viewing time. 

In order to control the interference of non-verbal factors on the experimental results, the experimental 
materials made a Mandarin commentary version on the basis of maintaining the consistency of the picture 
content, subtitle information, background music, video duration and editing rhythm. The Mandarin version 
was re-dubbed by radio and television company personnel with similar tones in standard Mandarin and similar 
intones. Except for the different explanatory language of the two materials, the overall content, intonation and 
speed of speech are almost consistent to reduce the impact of unrelated variables on the experimental results. 
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3.1.2 Experimental Procedure 
The experiment is an offline experiment, and the scenic spots (Confucius Temple, Zhanyuan, Yuyuan) with 

a high correlation with the Nanjing urban tourism situation in the video are selected as the experimental sites. 
The experimental subjects are tourists or potential tourists who are randomly contacted at the scene and 
participate in the experiment after obtaining their consent. Before the beginning of the experiment, the 
researchers explained to the subjects that the theme of this study was “travel short video viewing experience 
and audience feedback”, and did not directly inform them that there were two different versions of dialect and 
Mandarin, so as to reduce the subject's subjective pandering caused by the exposure of the research purpose. 
Subjects were randomly divided into two groups to watch the commentary of Nanjing flower viewing strategy 
(group 1: Nanjing dialect; group 2: Mandarin), and asked the subjects to watch it completely in a relatively 
quiet environment to ensure that they could clearly receive the picture and commentary information. Fill in the 
questionnaire immediately after watching. The content of the questionnaire includes the language selection of 
watching the video, social presence, travel intention, and demographic information. In order to ensure the 
quality of the data, the questionnaire has set the necessary screening rules, including the short answer time 
(less than 60 seconds), continuous answering of the same option (choose the same option for 4 consecutive 
questions), missing key questions, choosing the wrong language type, etc. Samples that do not meet the 
requirements will be eliminated in the subsequent data analysis. 

3.2 Sample and Data Collection 
This experiment and questionnaire survey were conducted from April 2 to April 10, 2026, and a total of 

285 questionnaires were collected. After data screening, 241 valid questionnaires were obtained, and the 
recovery was efficient. Among them, 123 were in the dialect group and 118 in the Mandarin group. The sample 
size of the two groups was balanced, which met the basic requirements of subsequent data analysis. 

3.3 Measurement of Variables 

3.3.1 Social Presence 
Based on the theoretical framework of this study, social presence and travel intention are measured. The 

measurement indicators of the two variables come from the existing mature scales. The topic of social presence 
is adapted from the maturity scale of social presence such as Gunawardena and Zittle (1997), Gefen and Straub 
(2004) and Biocca et (2001) (see Table 1), Make appropriate adjustments in combination with the short video 
situation in terms of interaction, sense of existence, co-presence and emotional connection. The final scale 
measures whether the subjects feel the presence of the narrator, the natural atmosphere of communication and 
the proximity of the destination scene when watching travel short videos. Among them, there are a total of 6 
questions set up for social presence, which are measured by the 7-point Likert scale. 1 means “very disagree” 
and 7 means “very much agree”. 
Table 1: Measurement Items of Variables 

Dimension Item 
Code 

Measurement Item Reference Source 

Social Presence SP1 I feel that the vlogger in the video is communicating with me. Gunawardena & Zittle 
(1997) 

Social Presence SP2 I feel that the people appearing in the video are real. Biocca et al. (2001) 
Social Presence SP3 I do not feel alone while watching the video. Biocca et al. (2001) 
Social Presence SP4 I experience a sense of companionship while watching the 

video. 
Gefen & Straub (2004) 

Travel Intention TI1 I am willing to visit this tourist destination in the future. Ajzen (1991) 
Travel Intention TI2 I am willing to learn more about this tourist destination. Chi & Qu (2008) 
Travel Intention TI3 I am willing to recommend this tourist destination to others. Chi & Qu (2008) 
Travel Intention TI4 If circumstances permit, I would give priority to this tourist 

destination when making travel plans. 
Crompton (1979) 
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3.3.2 Travel Intention 
Travel intention is used to reflect the attitude and tendency of the subjects towards the destination after 

watching short videos. This dimension has a total of 4 questions to measure, including: behavioral intention, 
information search, recommendation intention and priority selection. All questions have been specifically 
adjusted according to the travel short video scene to ensure the rigor and scientificity of the overall 
measurement. All questions use the 7-point Likert scale, and the subjects need to be evaluated between 1 point 
(very disagree) and 7 points (very agree). 

3.4 Data Analysis Methods 
This article uses descriptive statistics to analyze the basic characteristics of the sample to understand the 

distribution of subjects in terms of gender, age, education, income, short video viewing frequency and travel 
experience. Descriptive statistics can show whether the sample structure is relatively balanced, and also helps 
to judge whether the sample meets the basic characteristics of the travel short video audience and potential 
tourists. 

The structural equation model (SEM) can simultaneously analyze the measurement relationship between 
latent variables and dominant indicators, as well as the path relationship between latent variables. This paper 
conducts a confidence test and a fit test on the measurement data, and verifies the research hypothesis according 
to the path coefficient and significance level. The Bootstrap method is used to test the intermediary effect. 
Bootstrap repeats sampling 5,000 times, and calculates the 95% confidence interval to determine whether the 
indirect effect is significant. If the indirect effect confidence interval does not include 0, it means that social 
presence plays an intermediary role between the type of explanation language and travel intention. 

4. Empirical Results 

4.1 Descriptive Analysis 
The statistical analysis results of the sample are shown in Table 2. The sample includes groups of different 

genders, ages, education and short video viewing frequency, as follows: 

Among the subjects participating in the survey, women accounted for 56.8%; men accounted for 43.2%, 
and the gender structure of the sample was balanced. The age is mainly 18-30 years old, accounting for 67.6%, 
and the characteristics of the youth group are obvious; Academic qualifications are concentrated in 
undergraduate and master's degrees, accounting for 86.3%, and the overall education level is relatively high. 
Most of the monthly disposable income is less than 3,000 yuan, accounting for 41.5%, which is consistent with 
the relatively high proportion of students. The place of residence and place of origin are mainly non-Nanjing 
areas, and the sample source is wide. Short videos account for 69.7% of those who are interested in travel 
content and above account for 72.6%. 95.0% of those who have travel experience in the past year, indicating 
that the subjects have certain travel experience. 

In general, the sample is mainly young people, bachelor's degree or above and high-frequency viewers of 
short videos, with a wide range of geographical sources. Most of the subjects are interested in tourism content 
and have travel experience, which can provide a rich data basis for subsequent analysis. 

4.2 Model Fit Assessment 
This study uses SmartPLS to construct a SEM structural equation model. The model matching results show 

(Table 3), χ²/df=2.365, the gap between the model and the sample data is not large, and the relationship 
structure is reasonable; GFI (0. 928), TLI (0. 950), CFI (0. 962) are all greater than 0. 9. It shows that the model 
can better present the relationship structure of variables in the sample data; The RMR is 0.075 and the SRMR 
value is 0.043, which is less than 0.08. The above data all meet the fitting standard, pass the suitability test, 
and have a good fit. 
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Table 2: Descriptive Statistics of the Sample 
Basic Information Group Frequency Percentage 
Gender Male 104 43.2% 
 Female 137 56.8% 
Age 18 years and below 4 1.7% 
 18—25 years 89 36.9% 
 26—30 years 74 30.7% 
 31—40 years 45 18.7% 
 41—50 years 22 9.1% 
 51—60 years 5 2.1% 
 61 years and above 2 0.8% 
Educational Attainment Junior high school and below 1 0.4% 
 Senior high school or vocational 

school 
15 6.2% 

 Associate degree 16 6.6% 
 Bachelor's degree 174 72.2% 
 Master's degree 34 14.1% 
 Doctoral degree 1 0.4% 
Monthly Disposable Income RMB 3,000 and below 100 41.5% 
 RMB 3,001–6,000 53 22.0% 
 RMB 6,001–10,000 54 22.4% 
 RMB 10,001–20,000 29 12.0% 
 Above RMB 20,000 5 2.1% 
Place of Residence Nanjing 76 31.5% 
 Outside Nanjing 164 68.0% 
 Other 1 0.4% 
Place of Origin Native of Nanjing 50 20.7% 
 Non-native of Nanjing 191 79.3% 
Frequency of Watching Short Videos Frequently 168 69.7% 
 Occasionally 50 20.7% 
 Rarely 17 7.1% 
 Almost never 6 2.5% 
Interest in Tourism-Related Content Not interested 12 5.0% 
 Neutral 54 22.4% 
 Moderately interested 133 55.2% 
 Very interested 42 17.4% 
Number of Trips Taken in the Past Year 0 trips 12 5.0% 
 1–2 trips 125 51.9% 
 3–4 trips 80 33.2% 
 More than 4 trips 24 10.0% 

Table 3: Model Fit Assessment Results 
Index X2 χ²/df GFI TLI CFI RMR SRMR 

Recommended Criterion Not Significant 2.365 0.928 0.950 0.962 0.075 0.043 

4.3 Reliability and Validity Analysis 
This study uses SmartPLS to analyze the credibility of the scale. First of all, this paper uses Cronbach's α 

coefficient for reliability analysis. As shown in Table 4, the Cronbach's α coefficient of each latent variable of 
the questionnaire is greater than 0.8, and the confidence is very high; Secondly, the polymerization validity is 
tested with standard load, average variance extraction (AVE) and composite reliability (CR), and the AVE 
value is higher than 0.5, and the CR value is higher than 0.7, indicating that the scale has good convergent 
validity and internal consistency, and the measurement results are relatively stable. 

Finally, use the HTMT value to judge the distinguishing validity. As shown in Table 5, the HTMT value 
between social presence and travel intention, language and social presence, and travel intention do not exceed 
0.85, indicating that there is a certain degree of distinction between the variables. In general, the reliability and 
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validity of this study scale are relatively good, which is conducive to the subsequent analysis of the structural 
equation model. 
Table 4: Results of Reliability and Convergent Validity Analysis 

Variable Cronbach's Alpha CR AVE 
Social Presence (SP) 0.874 0.881 0.558 
Travel Intention (TI) 0.888 0.887 0.667 

Table 5: Results of Discriminant Validity Analysis (HTMT) 
Variable Social Presence (SP) Travel Intention (TI) Language Type 
Social Presence (SP) — — — 
Travel Intention (TI) 0.847 — — 
Language Type 0.384 0.335 — 

4.4 Results of Path Analysis 
As shown in the results of the model path test (Table 6), the language type has a significant impact on social 

presence. The path coefficient is β=-0.639, and the language type has a more obvious impact on social presence; 
The T value is 5.499, the path result is relatively stable and p<0.001, and the impact of language type on social 
presence is highly significant. This article assigns the dialect language type to 1 and the Mandarin language 
type to 2. It can be seen from the negative path coefficient that the dialect group has a higher social presence. 
Social presence emphasizes the perception of “the presence of others” in media communication, and language 
is an important clue that triggers this perception. Mandarin has strong universality and normativeness, and can 
clearly convey scenic spot information. Compared with Mandarin commentary, dialects have more distinct 
local sound characteristics. The accent, tone and expression habits carried can reduce the psychological 
distance between the audience and the destination, and it is also easier to convey the atmosphere of life and 
local identity. In the eyes of the audience, the commentator is no longer just an information publisher, but more 
like a familiar local friend sharing on the spot. The audience is easy to feel that “the introduction of the local 
people is very down-to-earth” and “someone takes me to see the destination”. The scenic spots in the video 
are no longer just displayed, but closer to a perceptible real scene. Therefore, dialect commentary can enhance 
the audience's perception of interpersonal interaction, realism and closeness, and H1 was supported. 

Social presence has a significant positive impact on travel intention. The path coefficient is β=0.916, and 
the coefficient is positive, indicating that there is a positive relationship between the two; The T value is 10.680, 
which is significantly higher than the standard critical value, and p<0.001, reaching a highly significant level, 
indicating that there is a strong connection between social presence and travel intention, which is not an 
accidental result caused by sample fluctuations. In the short video of travel, social presence reflects the 
audience's subjective feelings about “the presence of others” and “real communication”. Short videos are not 
simply to present scenic spots. They can drive engage viewers at multiple perceptual levels. The narrator’s 
voice, expression and narrative atmosphere will shape the viewer's psychological distance from the destination. 
When the audience feels that the narrator in the video is more realistic, the destination is more accessible, and 
even has a similar experience of “being taken to visit”, the scenic spots on the screen are transformed into a 
realistic and accessible tourist space. The audience's sense of closeness and trust in the destination gradually 
arises in the viewing, and the possibility of searching for relevant information, planning the itinerary or visiting 
the field also increases. A strong social presence can turn the image of a destination like Nanjing in the short 
video into a more attractive and experiential travel object. Different scenic spots and diverse flower types 
promote the desire of viewers to travel. Thus, H2 was supported. 

The direct impact of language type on travel intention has not reached a significant level. The path 
coefficient is β=-0.087, and the coefficient value is close to 0, indicating that the difference between Nanjing 
dialect commentary and Mandarin commentary is not obvious in directly affecting travel intention; The T 
value is 0.852, which is lower than the significance judgment standard, p=0.395, higher than 0.05, and the 
result lacks support. This shows that the language type itself is not enough to explain the result variable of 
travel intention. Travel intention is usually affected by many factors such as destination attraction, individual 
travel interests, time cost and emotional preferences. It is difficult to directly translate the difference between 
dialects or Mandarin into clear travel tendencies. What changes more about language is the audience’s feelings 
about the content atmosphere, the narrator's image and the viewing experience. Its role needs to be further 
transmitted through other latent variables, so H3 was not supported. 



Vol. 24 (2026): Proceedings of the 2nd International Conference on Linguistics, Psychology and Creative Education (ICLPCE 2026) 

 171 

The indirect path of language type that affects travel intention through social presence has reached a 
significant level. The path coefficient is β=-0.585, and the P value is 0.000. The direct effect has not reached 
a significant level, but the indirect effect is significant, and social presence thus constitutes a complete 
intermediary. This result shows that the type of explanation language does not directly change the audience's 
travel intention. What really plays a role in transmission is social presence evoked by language. The audience 
will not immediately form a travel plan just because they hear dialect or Mandarin. The real role of language 
is whether it can change the viewer's perception of the narrator, destination and communication situation. The 
narration language in the travel short video not only supplements the picture information, but also shapes the 
viewing atmosphere through tone, rhythm, emotion and accent, so that the audience has different degrees of 
realism and closeness to the content. In the experiment, the flower viewing attractions in the short video screen 
are gradually three-dimensional in the interaction and explanation, and social presence plays a role in this 
process: It transforms the local atmosphere, interpersonal contact and real communication brought by language 
into the audience's psychological proximity to the destination, thus promoting the formation of travel intention. 
Therefore, the impact of language type on travel intention is not directly completed, but is gradually realized 
through the intermediary mechanism of social presence, and H4 is established. 
Table 6: Results of Path Analysis 

Hypothesis Path Path 
Coefficient (β) 

t-value p-value Conclusion 

H1 Language Type → Social Presenc -0.639 5.499 0.000 Supported 
H2 Social Presence → Travel Intention 0.916 10.680 0.000 Supported 
H3 Language Type → Travel Intention -0.087 0.852 0.395 Not Supported 
H4 Language Type → Social Presence → 

Travel Intention 
-0.585 / 0.000 Supported 

Note: p < 0.05 indicates statistical significance; p < 0.01 indicates a higher level of significance; and p < 0.001 
indicates a very high level of significance. 

4.5 Results of the Structural Model 

4.5.1 Differences in Social Presence and Travel Intention Across Groups 
In order to understand the perception differences of the audience under different types of narration 

languages, this article takes the language type as the group variable, and conducts an independent sample t test 
on the average of social presence and travel intention (see Table 7). The results show that the average social 
sense of presence in the dialect group is 5.50, and the standard deviation is 0.73; The average value of the 
Mandarin group is 4.73, and the standard deviation is 1.23. The difference reaches a significant level 
(significance <0.01) and the answer focuses on the social sense of presence of the dialect group, t=5.890, 
p<0.001, Subjects who watch the Nanjing dialect commentary video are more likely to perceive the presence 
of the narrator, the strong interactive atmosphere and the proximity of the destination than the subjects who 
watch the Mandarin commentary video. The average value of the dialect group of travel intention is 5.56, and 
the standard deviation is 0.74; The average value of the Mandarin group is 4.86, and the standard deviation is 
1.31. The difference between the two is equally significant (significance <0.01), but the standard deviation of 
the Mandarin group is larger, and the difference in perception of the Mandarin explanation of different subjects 
is relatively more obvious. Secondly, t=5.121, p<0.001, it can be seen that dialect commentary can not only 
enhance social presence, but also relatively improve the audience's travel intention to the destination. 
Table 7: Results of Independent-Samples t-Tests for Social Presence and Travel Intention Across Different Narration 
Language Types 

Dependent 
Variable 

Narration Language Type Sample Size Mean Standard 
Deviation 

Significance t p 

Social Presence Dialect 123 5.50 0.73 <0.01 5.890 <0.01 
Mandarin Chinese 118 4.73 1.23 

Travel Intention Dialect 123 5.56 0.74 <0.01 5.121 <0.01 
Mandarin Chinese 118 4.86 1.31 

Individual differences will also have an impact on the research variables. This article takes the frequency 
of watching travel short videos, the degree of interest in travel videos and the number of trips in the past year 
as group variables, and conducts ANOVA single-factor analysis of social presence and travel intention 
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respectively. The results show that the frequency of watching short videos has a significant impact on the 
social sense of presence and travel intention, with F values of 2.748 and 3.929 respectively; The p values are 
0.044 and 0.009 respectively, both of which are less than 0.05. Subjects with high frequency of watching short 
videos have higher scores in terms of social presence and travel intention than those in other groups with low 
viewing frequency, indicating that the higher the frequency of contact with short videos, the easier it is for the 
audience to enter the viewing situation created by travel short videos. 

The influence of interest in tourism content is more obvious. There are significant differences in social 
presence and travel intention in different levels of interest subjects, with F values of 20.698 and 26.476 
respectively; The p value is less than 0.001. Subjects who are very interested in tourism content have an average 
social sense of presence of 5.68, and the average travel intention has reached 5.99, both of which are higher 
than other groups. It shows that the higher the interest in tourism content, the more likely the audience is to 
form a positive perception of the destination in the video and have a stronger tendency to travel. 

The number of trips in the past year also has a significant impact on the social sense of presence and travel 
intention, with F values of 4.837 and 6.377 respectively; The p value is 0.003 and less than 0.001 respectively. 
The more times the subjects travel, the higher the scores of their social presence and travel intention, especially 
the subjects who have traveled more than 5 times in the past year, the average value of their travel intention 
reached 5.73. It shows that the audience with more travel experience is more sensitive to the destination 
information in travel short videos, and it is also easier to turn the viewing experience into the actual travel 
intention. 

In summary, the type of narration language, the frequency of watching short videos, the interest in travel 
and the number of trips will affect the audience's perception and behavioral tendencies of travel short videos. 
Among them, dialect commentary has obvious advantages in terms of social presence and travel intention. 

5. Conclusions and Implications 

5.1 Conclusions 
This article compares dialect and Mandarin, introduces a social presence as an intermediary variable, and 

uses the SEM model to analyze the impact of travel short video narration language on the audience's travel 
intention. Research results show that language types have a significant impact on social presence, and dialect 
commentary is more likely than Mandarin commentary to trigger the audience's perception of the presence of 
the narrator, the interactive atmosphere and the sense of proximity of destination. Social presence has a direct 
positive impact on travel intention. When the audience has an emotional link with the narrator when watching 
a short video, as if they were in the destination space, it will promote the formation of the desire to travel. 

The path test results show that the direct impact of the type of explanatory language on travel intention is 
not significant, but the indirect impact through social presence has reached a significant level. The type of 
explanation language will not directly contribute to the decision to travel, but will first affect the audience's 
viewing experience and then stimulate travel intention. 

In terms of differences between groups, the score of the dialect group in terms of social presence and travel 
intention is higher than that of the Mandarin group, and localized language can enhance the sense of closeness 
and bringing in to short videos. The audience's own characteristics will also affect this process. Groups with 
high frequency of watching short videos, who are interested in tourism and have travel experience are more 
likely to have a positive perception of the destination in the video. 

5.2 Practical Implications 
This article uses social presence as an intermediary to study the impact of travel short video narration 

language on the audience’s travel intention. The results show that dialect commentary can significantly 
improve the audience's social presence, and social presence will further enhance travel intention. In contrast, 
the direct impact of the type of explanatory language on travel intention is not significant, indicating that 
dialects do not simply directly promote tourists to travel, but need to play a role through the path of social 
presence. Based on this, this article puts forward the following suggestions: 
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(1) Reasonable use of dialect commentary in social media publicity. When making short videos, tourist 
destinations and cultural tourism accounts can appropriately add dialect explanations to local life scenes, street 
food and well-known scenic spots. The life tone and cultural background of the dialect can make the audience 
connect with the commentator, just like entering a real travel scene. However, dialect commentary should not 
appear in the content of hunting or funny, let alone affect the understanding of information. For key contents 
such as route, transportation, tickets, etc., it can be combined with short explanations with subtitles, so that the 
audience can not only feel the local characteristics, but also get travel information clearly. 

(2) Optimize the explanation content around social presence, instead of just pursuing differences in 
language forms. The focus of short video creation should be on “let the audience feel that someone is taking 
them around”. Creators can reduce the expression of simply listing scenic spots, use first-person narration, 
bring in in a live tone and describe stories. For example, when introducing the flower viewing route in Nanjing, 
you can not only explain “there are flowers here”, but also add content with a sense of companionship such as 
“enter from this alley”, “the best light in the afternoon” and “locals often walk from here”, so as to bring the 
audience closer to the destination. 

(3) Differentiated dissemination according to the audience's interests and travel experience. The research 
results show that the higher the interest in tourism content, the higher the frequency of watching short videos, 
and the more trips in the past year, the stronger the audience's social presence and travel intention. Therefore, 
cultural tourism accounts can design different levels of content for different audiences. For groups with high 
interest and high tourism experience, personalized routes, local unpopular points or treasure attractions can be 
launched to meet the exploration and unique needs of these potential groups; For groups with low interest or 
less travel experience, the viewing threshold should be lowered to attract the audience's attention with intuitive 
pictures, subtitles and commentary. 

6. Limitations and Future Research 
Although the article verifies and understands the influence of the type of language on social presence, and 

the intermediary role of social presence in explaining the language type and travel intention, there is still room 
for expansion. This article mainly focuses on the psychological path of social presence. In fact, viewers may 
also be affected by other factors when watching travel short videos. In the future, more intermediary variables 
or adjustment variables will be added to explain the process of explaining the language affecting travel 
intention. 
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