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Abstract

In the digital era, an increasing number of users rely on social media platforms, particularly Xiaohongshu
(rednote), to plan their travel choices. Objective: This study investigates the impact of rednote travel
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recommendation posts on users’ travel intentions and explores the mediating role of trust in this
relationship. Methods: A theoretical research model was developed based on the Technology Ac-
ceptance Model (TAM) and mediation effect theory, followed by empirical validation. Results: 1)
Perceived usefulness and opinion leader endorsement exert significant positive effects on travel
intention. 2) Trust plays partial mediating roles in the relationships between both independent
variables (perceived usefulness and opinion leader influence) and travel intention. Conclusion:
The usefulness of travel recommendation content and the identity of the poster indirectly shape
users’ travel intentions through trust. Specifically, posts featuring clear, practical information
and recommendations from trusted opinion leaders significantly enhance users’ interest in des-
tinations.

Keywords

Trust, Tourist Intentions, Technology Acceptance Model

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 5|8

BB S R IF SBGRE, TRIFATILRRS K, R SORE A AT S SR, 2024 48, B RIS K
56.15 12, th BRI 7.24 12, [FILEHEK 14.8% (2024 455 B AR Bt o0 - rh e N RO LA S0 ik
FIIRIT S, 2025)0 [N, BRRIRE 22 FA EF 52 N ST i) T3 o 1 P A S AT & SRR B Tl SRR I, 1K
XF P AT A b FR B B SR A TR R . NS R A L AR I A, LRI AR S A
HWRGI A, SO Z A P IRBUE TR R k7 R EEIRIE, O i AR BT I i 4%
(B G o PRI/NLAS L (R R0 17 s g P e S B A R, e A A M R R PR B iR
B, e NN UGC 7 & i (E B2 - A LB B AR 1

2. ARBRESERDE
2.1. AR

FP /N AR e HE R FOAT RS BE S HOOE B A RV, JEHRRHE SR se e 24
PERIPEAG . BRIt, T AR BOR B SRR T S AT AL R SERRAT A =3 Z A R & IR
A FIEAE D9 P A B 200 2 M R SR S T S, P A R AR A P A0 P 0 S
R A BRI A R MR (DR R A5 2020); AN P R S 25 S M K 22 A R A R RIS 48
T HRRAT R G =, 2022)0 24 i 655 ¥ A 2 BE 53 2 F P IRBCS AR A5 2, TP
FECo T - RENS TS IR A AR OB A P 2T S P P o) DSk BT DAL, SRR 10 HEFEBE R
R R R AL I 1A P P BT T o
2.2. B

BEE P2 22 (B (R fe, — 28 0k NI EARAEAE REVE A S A G A A A o X S8 35 BRAE N BB 45 1)
Wb, GHE N NSRRI, B e B 50 A B R A N AT NSRRI
M7 (R, XCT, 2015). B AT E L H USROS S At 2N F], Semii N EE RS . B LT RE 5 /e
ARRREN, AT R, VRS NIEE i KB, A2 M4 BRI S, Bk A0 1 3 20t

DOI: 10.12677/ap.2025.156373 264 O H 2L


https://doi.org/10.12677/ap.2025.156373
http://creativecommons.org/licenses/by/4.0/

WL & A B IE R R M4 D4, 2020). UL, $RHERSE 2 HEEEMY P8 28455 ) = 04T L 1R 520
H P i i = .
2.3. {BfF

O E AR SR BB L ERES, G T BRI O 515 KR . (5RO
SCORAT R EMAE OB B 2 AT SEPERTA] (R ) — R IR BEI R (WA S, 2 0R38, 2009). A,
SEEEEHERBUREERATE), ERBIKANYER T, ATDVERSURE . A2E R, 2 E X -
B IEEE 2 5 V2| S KA, HREEET 6, BIRRAZ T 6 BRI
%, UL HL S & B AL E AL R 22 5 e RS A, 2020) . [ B, K 7T 4510 18 B Bk 1) b,
FTUASR S A B 3 I X7 s 16 SRR A5 A RE I [ 200 P R i R

AN, BVEERREWZITHA R, HAERSH RSB IEFEEAEDNLER, FhaERRARE
AEAZRIINFR . I AV IR TR B, BB LR R M BN 94 2% 1R (Y 4 B M 24 3@ id vh A 22
BE®EIGER € PIREL 201D FAER B NIANRIEME, TG, SEEE, EATTH, HP
S PR TR W A P, DLRR R IR AL B X e AR R IRE AR, #R R
Hiip I Zi b, ERTFEER PR R, ATCLER IR BE 4 A0S, RIHERE MG P9 A0 5T AP (K47 AR IE )
SN FH P SR AR AR s PAY 2 i e ) AL A L 0 S P P S A

2.4. REE
RPN T ZR R Z WK RI 0T, BRI,

b fr1
@\
e FEER ) ppem

R3¢

i
=
)%
B

&2

Figure 1. Theoretical framework
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Table 3. Regression results of recommended post content characteristics on travel intention
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Table 4. Regression results of trust on travel intention
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Table 5. Regression results of recommended post content characteristics on trust
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