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Abstract

Despite increasing scholarly attention to short-video platforms as tourism communica-
tion tools, the mechanism through which sustainability-oriented persuasive cues shape
Sustainable Tourism Intention remains insufficiently theorized. This article integrates
the Elaboration Likelihood Model (ELM) and the Stimulus–Organism–Response (SOR)
framework to explain how short-video persuasive cues may influence Sustainable Tourism
Intention through Environmental Attitude. Methodologically, the paper adopts a the-
ory synthesis and conceptual integration approach to connect insights from short-video
persuasion, sustainability communication, environmental attitude research, and tourism
intention studies. The framework treats short-video sustainability communication as a
cue-dense persuasive environment, identifies key cue families, organizes selected cues
according to likely central/peripheral processing tendencies, and positions Environmental
Attitude as the sustainability-specific organismic evaluative state through which cue expo-
sure translates into intention. It proposes that both central route-oriented and peripheral
route-oriented cues may strengthen Environmental Attitude and may thereby shape Sus-
tainable Tourism Intention, although they do so through different processing tendencies.
The article concludes that integrating ELM and SOR provides a clearer and more bounded
explanation of short-video sustainability persuasion and offers a structured basis for future
empirical research.

Keywords: short-video persuasion; sustainable tourism intention; environmental attitude;
ELM; SOR

1. Introduction
Short-video sustainability persuasion refers to sustainability-oriented tourism com-

munication delivered through short-video platforms, where multiple persuasive cues are
embedded within brief and visually rich audiovisual content. In this article, the term
short-video platform is used at the category level rather than to denote any single platform.
It refers to platform environments in which short-form audiovisual content serves as a
primary unit of communication and is commonly encountered through feed-based or
algorithmically circulated exposure (Zulli and Zulli 2022). Compared with broader social
media environments, short-video platforms are characterized by audiovisual-centered
communication, algorithmically mediated exposure, and rapid circulation dynamics (Zhao
and Wagner 2022; Zulli and Zulli 2022). This conceptualization is further situated within
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the growing body of research on TikTok/Douyin and short-video communication as a
distinct digital media context (Rejeb et al. 2023). In the tourism domain, such platforms
have also been linked to the formation of tourist attitudes and behavioral intention through
short-video content features and user experience processes (Liu et al. 2024; Qiu et al. 2024).
More broadly, the present framework is grounded in research on sustainability communica-
tion in tourism and environmental communication related to pro-environmental attitudes
and intentions (Tölkes 2018; He et al. 2023).

Current research into short-video sustainability persuasion has deficiencies in two
main areas. First, existing studies are better at documenting whether platform-based
tourism content influences tourist attitudes and travel intention than at explaining the cue
processing mechanism through which such influence occurs (Wang and Yue 2022; Qiu
et al. 2024). Second, previous studies often examine specific message features such as
authenticity, credibility, visual appeal, emotional resonance, or social endorsement without
integrating them into a coherent framework that explains how distinct cue families are
processed through Environmental Attitude as an organismic evaluative state and translated
into Sustainable Tourism Intention (Rajput and Gandhi 2025; Hussain et al. 2025; Kim and
Pennington-Gray 2025). This lack of integration is consistent with broader evidence that
short-video platform research remains conceptually scattered across partially connected
lines of inquiry (Rejeb et al. 2023).

This gap matters because sustainable tourism research has repeatedly shown that
favorable environmental attitudes do not necessarily translate into sustainable behavior
(Juvan and Dolnicar 2014; Passafaro 2020; Viglia and Acuti 2022; Wut et al. 2023). Because
the translation of attitudes into actual behavior is shaped by additional situational and
contextual factors, the present article focuses on Sustainable Tourism Intention as the
more defensible immediate outcome of short-video sustainability persuasion. Without a
theorized account of the evaluative process linking persuasive cues to intention in short-
video settings, it remains unclear which short-video cues and platform features matter,
through what internal mechanism they operate, and what communication strategies might
strengthen their contribution to sustainability-oriented travel decisions.

As a model-based conceptual contribution, this article develops a framework for
explaining how short-video sustainability persuasion may shape sustainable tourism in-
tention through environmental attitude. To do so, it integrates the Elaboration Likelihood
Model (ELM) and the Stimulus–Organism–Response (SOR) framework to explain persua-
sion processes within short-video platform environments.

2. Methods
2.1. Conceptual Paper Design

This article develops a process-oriented conceptual framework for explaining the
mechanism of short-video sustainability persuasion. It is designed as a conceptual paper
and adopts a theory synthesis approach, supplemented by conceptual integration. This
positioning follows Jaakkola’s (2020) account of theory synthesis articles and is consistent
with broader discussions of conceptual contribution and theory building in management
and marketing research (Corley and Gioia 2011; MacInnis 2011). Following Cornelissen’s
(2017) discussion of process model theorizing, the article seeks to explain how short-video
persuasive cues operate as stimuli, how Environmental Attitude functions as an internal
evaluative state, and how Sustainable Tourism Intention emerges as the immediate response.
A conventional literature review alone is insufficient for the present purpose because the
focal problem is not simply to document prior findings, but to explain a mechanism that
remains only partially specified across adjacent literatures (Tölkes 2018; Rejeb et al. 2023;
Wang and Yue 2022; Shiau et al. 2022).
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2.2. Literature Engagement and Theory Integration Procedure

The study followed a problem-driven and selective literature engagement procedure.
In line with theory synthesis work, the aim was conceptual sufficiency rather than exhaus-
tive coverage of all adjacent literatures. Literature was therefore selected according to one
focal explanatory question: how short-video sustainability cues may shape Sustainable
Tourism Intention through Environmental Attitude as an organismic evaluative state.

Three bodies of literature were used. Foundational works were retained to define the
core theoretical and construct positions, including ELM, SOR, Environmental Attitude,
and Sustainable Tourism Intention (Petty and Cacioppo 1986; Mehrabian and Russell 1974;
Dunlap et al. 2000; Ajzen 1991). Recent peer-reviewed studies on short-video tourism
communication, environmental communication, social media persuasion, and sustainable
tourism intention were then used to contextualize these positions in platform-based sus-
tainability communication. A recent systematic review of environmental communication
in short videos was also used as a supplementary mapping source for identifying recurring
themes and research gaps (Wang and Ong 2026).

The integration procedure involved four steps. First, concepts were extracted accord-
ing to their role in the proposed sequence: stimulus, processing route, organismic evalua-
tion, or response, consistent with the need to explicate how selected concepts function in a
conceptual analysis (Jaakkola 2020). Second, ELM and SOR were compared in terms of their
explanatory strengths and limits when used independently, in line with the need to justify
the value added by combining selected theories (Jaakkola 2020; MacInnis 2011). Third, cue
differentiation was assigned to ELM and process sequencing to SOR, reflecting the need to
clarify the distinct analytical role of each theory (Lukka and Vinnari 2014). Fourth, the inte-
grated logic was translated into route-sensitive cue categories and higher-level propositions
so that the chain of argument remained visible and testable (Gilson and Goldberg 2015).
The resulting framework is deliberately bounded: it does not seek to include every relevant
cue, organismic state, or contextual factor, but to clarify the core cue–attitude–intention
mechanism of short-video sustainability persuasion.

3. Theoretical Foundations and Integrated Conceptual Framework
3.1. Short-Video Persuasive Cues as Platform-Based Stimuli

For the purposes of this article, short-video platforms should be understood as
platform-based persuasive environments in which multiple message elements operate
together within a single short-video post. What matters conceptually is not platform pop-
ularity as such, but the co-presence of informational content, source cues, visual form,
affective appeal, and social endorsement cues within short-video sustainability communi-
cation. This co-presence makes persuasive exposure structurally more composite than in
explanations that assume a single, undifferentiated message input. Short-video platforms
are shaped by technology affordances and platform logics that influence how users engage
with brief, rapidly circulating content (Zhao and Wagner 2022; Zulli and Zulli 2022), a
pattern that Qiu et al. (2024) extend to tourism communication in short-video environments.

The relevant stimulus domain is therefore best treated at a middle level of abstrac-
tion: more specific than general digital media exposure, but broader than the features of
any single platform. In this article, short-video sustainability persuasion refers to a cue
environment in which audiences encounter sustainability-related tourism content through
combinations of informational, source-related, visual, emotional, and social endorsement
cues (Tölkes 2018; Rejeb et al. 2023; Qiu et al. 2024). The point of this section is not to
catalogue every possible feature of any single platform, but to specify the kind of per-
suasive input that the later framework must explain. Recent studies help clarify why the
stimulus layer in short-video tourism communication should include informational, visual,
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and audiovisual formal cues rather than being reduced to message content alone. Zhu
et al. (2025) show that informativeness and visual variation jointly shape engagement
with pro-environmental tourism videos, while Gan et al. (2023) demonstrate that visual
perspective, visual content, and narration appeal influence travel intentions. Zhang et al.
(2026) similarly show that motion speed and visual content shape destination attractive-
ness. Together, these findings support the present framework’s treatment of short-video
sustainability persuasion as a cue-dense persuasive environment.

3.2. Theoretical Resources and Core Constructs

As originally formulated by Petty and Cacioppo (1986), ELM provides the cue-
processing logic of the framework. It is useful not only for explaining how audiences
are likely to process different persuasive cues through central-route or peripheral-route
processing tendencies, but also for clarifying the conditions under which audiences are
more likely to engage in different levels of elaboration (Bhattacherjee and Sanford 2006;
Teng et al. 2014). In classical ELM terms, factors such as motivation to process the message,
involvement, cognitive capacity, and perceived message relevance can shape whether
individuals rely more on central-route or peripheral-route processing (Petty and Cacioppo
1986; Cheng et al. 2024). In the present framework, these factors are not treated as focal
constructs in the baseline model; rather, they are acknowledged as moderator-like boundary
conditions that may shape the relative influence of route-sensitive cue effects.

SOR provides the process structure of the framework. By specifying a sequence from
stimulus to organism to response, it avoids a direct cue-to-intention explanation and creates
a coherent theoretical position for an intervening evaluative state (Mehrabian and Russell
1974). This logic has already been applied in short-video and tourism communication
research, where media effects are often transmitted through mediating psychological states
before shaping behavioral intention (Chen and Cheng 2023; Bai et al. 2025). In the present
framework, SOR links route-differentiated cue exposure to Environmental Attitude and, in
turn, to Sustainable Tourism Intention.

Environmental Attitude is retained as the organismic evaluative state because it cap-
tures a sustainability-relevant internal orientation that is narrower than diffuse ecological
concern yet more proximal to intention than broad environmental orientation (Dunlap et al.
2000; Milfont and Duckitt 2010). It is also responsive to communication-based persuasion,
which makes it an appropriate internal bridge between short-video cue exposure and
downstream tourism intention (Manca et al. 2020).

Sustainable Tourism Intention is retained as the response construct because it is a more
defensible immediate outcome than actual behavior in a communication-based conceptual
model. Given the persistent intention–behavior gap in sustainable tourism research, ending
the framework with behavior would overstate its explanatory reach (Juvan and Dolnicar
2014; Wut et al. 2023). In the present article, intention therefore functions as the bounded
downstream outcome of the cue–attitude mechanism.

3.3. Rationale for Integrating ELM and SOR

Existing explanations of short-video sustainability persuasion remain incomplete
because adjacent theories explain different parts of the mechanism without fully accounting
for how multimodal persuasive cues are processed into sustainability-oriented evaluation
and, in turn, shape Sustainable Tourism Intention in short-video settings. Environmental
communication research in tourism has shown that communication interventions can
influence pro-environmental intentions and behaviors, but findings are mixed and further
explanation is needed regarding what kinds of communication work, how, and why,
especially in digital and visual formats (He et al. 2023). Related short-video tourism
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studies likewise show that platform content, source perceptions, and user experience
can shape tourist attitudes and intentions, yet these studies tend to emphasize platform
and technology factors or outcome associations rather than a route-sensitive account
of persuasion (Liu et al. 2023; Qiu et al. 2024). At the same time, sustainable tourism
research continues to document an intention–behavior gap, suggesting that communication-
based models should avoid overstating a direct path from persuasive exposure to actual
sustainable behavior (Juvan and Dolnicar 2014; Passafaro 2020; Wut et al. 2023).

ELM and SOR each address part of this problem, but neither is sufficient alone. ELM is
valuable because it distinguishes central and peripheral processing tendencies and therefore
clarifies why informational, source-related, visual, affective, and social endorsement cues
may not operate through the same persuasive logic (Petty and Cacioppo 1986; Teng et al.
2014; Cheng et al. 2024). However, ELM is less explicit about the intervening evaluative
mechanism through which route-sensitive cue exposure becomes a bounded tourism
outcome. SOR contributes that missing process sequence by linking stimulus, organism,
and response (Mehrabian and Russell 1974), and this is why it has been increasingly
extended in short-video and tourism research (Liu et al. 2023; Zhao and Wagner 2022;
Liu et al. 2024). Yet SOR typically treats the stimulus layer as a set of external features or
platform conditions and does not sufficiently differentiate the persuasive logic of distinct
cue families. Alternative approaches such as the Theory of Planned Behavior, TAM-
related models, and narrative transportation theory explain intention formation, platform
evaluation, or story-based immersion, respectively, but do not provide a single framework
for explaining how heterogeneous short-video persuasive cues are differentially processed
and translated into a sustainability-specific evaluative state (Ajzen 1991; Qiu et al. 2024;
Huang et al. 2025).

These limits make integration theoretically necessary rather than merely additive. In
the present framework, ELM contributes route-sensitive cue processing logic, whereas
SOR contributes the sequential mechanism linking stimuli, organismic evaluation, and
response. Their integration therefore explains more than either theory can explain alone:
it clarifies not only that short-video communication matters, but how heterogeneous per-
suasive cues are processed through Environmental Attitude as a sustainability-specific
organismic evaluative state before shaping Sustainable Tourism Intention. Table 1 summa-
rizes the comparative strengths, limitations, and integrated roles of ELM and SOR in the
proposed framework.

Table 1. Comparative roles of ELM and SOR in the integrated conceptual framework.

Theory Explanatory Strength Limitation When Used Alone

ELM

Distinguishes likely processing tendencies in persuasive
communication, including central route-oriented and

peripheral route-oriented tendencies (Petty and
Cacioppo 1986; Bhattacherjee and Sanford 2006)

Does not fully specify how cue exposure
develops into an organismic evaluative state
and downstream intention (Shiau et al. 2022;

Cheng et al. 2024)

SOR
Organizes persuasion as a

Stimulus–Organism–Response sequence (Mehrabian
and Russell 1974; Chen and Cheng 2023)

Does not sufficiently differentiate the
persuasive processing logic of distinct cue

families in the stimulus layer (Liu et al. 2023;
Liu et al. 2024)

3.4. An Integrated ELM SOR Conceptual Framework

Building on the comparative evaluation above, the integrated framework combines
ELM’s cue processing logic with SOR’s process structure. ELM differentiates short-video
persuasive cues according to likely processing tendencies, whereas SOR positions these
cues as stimuli operating through Environmental Attitude toward Sustainable Tourism
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Intention. The framework therefore specifies a single cue–attitude–intention sequence for
short-video sustainability persuasion.

Within this structure, the framework distinguishes between central route-oriented and
peripheral route-oriented cues while treating classification as tendency-based rather than
absolute. This is because the processing tendency associated with a given cue may vary
across audiences depending on factors such as motivation, involvement, cognitive capacity,
and perceived message relevance (Petty and Cacioppo 1986; Bhattacherjee and Sanford
2006). Information Quality, Argument Quality, and Environmental Knowledge Delivery
are positioned as central route-oriented because they are more closely tied to elaborative
evaluation of message substance (DeLone and McLean 2003; Petty and Cacioppo 1986;
Kaiser and Fuhrer 2003). Visual Appeal, Emotional Appeal, Source Attractiveness, and
Social Endorsement are positioned as peripheral route-oriented because they are more
likely to increase heuristic, affective, or socially validated receptivity (Schwarz and Clore
1983; Cyr et al. 2018; McCormack et al. 2021; Qiu et al. 2024). These two cue pathways are
expected to differ in how they contribute to Environmental Attitude, with central route-
oriented cues working more through substantive evaluation and peripheral route-oriented
cues working more through affective and heuristic receptivity.

Source Credibility requires separate treatment. Although often discussed as a pe-
ripheral cue in classic ELM work, it may also support more elaborative processing when
linked to knowledge-bearing sustainability communication. It is therefore treated here as a
mixed cue with a tendency toward central route processing when it enhances the perceived
seriousness and informational value of the message.

Environmental Attitude occupies the organismic position because it provides a
sustainability-specific evaluative state through which persuasive cue exposure becomes con-
sequential for downstream intention. Sustainable Tourism Intention occupies the response
position because it is the most defensible bounded outcome for a communication-based
conceptual framework. Table 2 summarizes the route tendencies and conceptual roles of
the cue families included in the framework.

The selected cues are illustrative rather than exhaustive. Other potentially relevant
factors, such as algorithmic recommendation, platform interactivity, and flow, are treated
here as platform conditions, organismic states, or moderators rather than as focal persuasive
cues in the baseline framework (Zhao and Wagner 2022; Shiau et al. 2022; Liu et al. 2024).
Table 2 summarizes the cue architecture, Figure 1 visualizes the core cue–attitude–intention
sequence, and the propositions formalize the framework’s principal theoretical claims.

Figure 1. Integrated ELM SOR conceptual model.
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Table 2. Cue classification and route tendencies in the integrated framework.

Cue Family Illustrative Cue
Constructs

Route Tendency in the
Model Conceptual Role in the Model

Informational
cues

Information Quality;
Argument Quality;

Environmental
Knowledge Delivery

Central-route-oriented
(Petty and Cacioppo 1986)

Provide substantive sustainability content
for elaborative evaluation (DeLone and
McLean 2003; Kaiser and Fuhrer 2003)

Source-
related cues Source Credibility

Mixed: may support more
central-route processing

when linked to
knowledge-bearing

communication (Petty and
Cacioppo 1986; Li and

See-To 2023)

Shape whether sustainability content is
received as trustworthy and worth

processing (Ohanian 1990; Bhattacherjee
and Sanford 2006)

Source
related cues Source Attractiveness Peripheral-route-oriented

(Petty and Cacioppo 1986)
Increase appeal and heuristic receptivity to

the persuasive message (Ohanian 1990)

Visual cues Visual Appeal Peripheral-route-oriented
(Petty and Cacioppo 1986)

Contribute to aesthetic and heuristic
receptivity to the persuasive message (Cyr

et al. 2018; Robins and Holmes 2008)

Emotional
cues Emotional Appeal Peripheral-route-oriented

(Petty and Cacioppo 1986)

Contribute to affective receptivity toward
sustainability-related communication

(Schwarz and Clore 1983;
McCormack et al. 2021)

Social cues Social Endorsement Peripheral-route-oriented

Provide social proof and heuristic
validation through engagement signals such

as likes, comments, shares, and follower
counts (Qiu et al. 2024; Rejeb et al. 2023)

Taken together, Table 2 clarifies the route-sensitive organization of the stimulus layer,
whereas Figure 1 visualizes the framework’s central explanatory pathway. To preserve
conceptual clarity, the figure depicts only the core relationships rather than every possible
moderator, ancillary organismic state, or platform-specific contingency.

Taken together, the framework explains short-video sustainability persuasion as a
cue–attitude–intention process in which route sensitive persuasive inputs become conse-
quential through an internal evaluative state. Following Nunkoo et al.’s (2023) guidance
on proposition formulation in conceptual tourism research, the framework is translated
into four propositions focused on cue–attitude effects, the attitude–intention link, and
the mediated cue–attitude–intention mechanism, while additional elaboration conditions
remain outside the scope of the simplified model presented here.

Proposition 1. In short-video sustainability persuasion, central route-oriented cues, including
information quality, argument quality, and environmental knowledge delivery, may positively
influence Environmental Attitude by increasing the perceived diagnosticity and sustainability
relevance of the message.

Proposition 2. In short-video sustainability persuasion, peripheral-route-oriented cues, including
visual appeal, emotional appeal, source attractiveness, and social endorsement, may positively
influence Environmental Attitude by increasing affective resonance, heuristic receptivity, and
perceived social validation.
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Proposition 3. Environmental Attitude may positively influence Sustainable Tourism Intention by
translating sustainability-related evaluation into a stated willingness to choose, support, or prefer
sustainable tourism practices.

Proposition 4. In the integrated ELM SOR framework, the effects of central route-oriented and
peripheral route-oriented cues on Sustainable Tourism Intention may be mediated by Environmental
Attitude, with the central route pathway operating primarily through informational evaluation and
the peripheral route pathway operating primarily through affective and heuristic receptivity.

4. Discussion
4.1. Theoretical Contributions

This article makes three theoretical contributions. First, it respecifies ELM SOR inte-
gration for sustainability-oriented short-video persuasion. Earlier ELM SOR integration
has mainly been developed in e-commerce and general consumer behavior contexts (Shiau
et al. 2022), whereas short-video tourism research has more often emphasized platform
factors, source perceptions, and user experience than route-sensitive persuasion mecha-
nisms (Liu et al. 2023; Qiu et al. 2024). The present framework extends this literature by
showing that sustainability-oriented short-video persuasion requires an explanation of
how heterogeneous cues invite evaluation of environmental responsibility and sustainable
travel choices rather than merely how platforms or messages influence intention in general
(He et al. 2023). This extension is also consistent with recent tourism research showing
that pro-environmental persuasion operates through elaboration-related informational and
image-based cues rather than through undifferentiated message exposure alone (Cheng
et al. 2024).

Second, the article theorizes Environmental Attitude as a sustainability-specific organ-
ismic evaluative state. Prior sustainable tourism research has frequently treated attitude
as a predictor, outcome, or mediator in broader attitude–intention–behavior relationships
(Ibrahim et al. 2021; Chang and Hsiao 2025; Wut et al. 2023), but has less often specified
its role within a route-sensitive short-video persuasion mechanism. By positioning Envi-
ronmental Attitude as the internal evaluative state through which cue exposure becomes
consequential for Sustainable Tourism Intention, the framework clarifies why sustainability
persuasion should not be modeled as a direct cue-to-intention process. This clarification
is important because sustainable tourism research continues to debate the relative role
of attitude, intention, and behavior, while broader tourism evidence also shows that pro-
environmental behavioral intention is shaped by multiple antecedents rather than by a
single attitudinal driver (Wut et al. 2023; Lin et al. 2022).

Third, the article specifies a route-sensitive cue architecture for short-video sustainabil-
ity persuasion. Existing studies show that short-video tourism outcomes can be shaped by
visual presentation, narration appeal, source perceptions, and platform-related evaluations
(Gan et al. 2023; Qiu et al. 2024; Huang et al. 2025), yet these inputs are usually examined
as separate factors rather than as part of one differentiated persuasive structure. Recent
short-video research further suggests that formal visual features such as motion speed and
visual content can shape destination evaluation in theoretically distinct ways, reinforcing
the need to treat visual cues as analytically meaningful components of the persuasive
stimulus layer rather than as mere presentation details (Zhang et al. 2026). The present
framework contributes by organizing informational, source-related, visual, emotional,
and social endorsement cues into a single mechanism that links route-sensitive stimulus
specification with organismic mediation.
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4.2. Practical Implications

This framework also offers practical insights for sustainability-oriented tourism com-
munication, although such implications remain secondary to its conceptual contribution. If
short-video sustainability persuasion operates through route-sensitive cue combinations
rather than through undifferentiated exposure, then communication design should attend
to how substantive and impression-oriented elements work together rather than in isola-
tion, a point consistent with tourism short-video studies showing that perceived usefulness,
eWOM, and trust-related evaluations shape attitudes toward using short-video platforms
for travel planning and destination evaluation (Wang et al. 2022; Qiu et al. 2024).

For destination marketers and sustainability communicators, the framework suggests
that content strategy should not treat informational quality, source credibility, visual form,
emotional resonance, and social endorsement as interchangeable. Central-route-oriented
cues such as detailed sustainability information may be especially useful when commu-
nicators seek more substantive environmental evaluation. In practice, such content could
include explanations of green certifications, evidence of low-carbon transportation op-
tions, facts about ecological conservation efforts, documentation of community benefits,
and transparent environmental impact data. These elements invite audience members to
process sustainability claims through deliberative evaluation rather than superficial impres-
sion formation, consistent with tourism persuasion research showing that informational
diagnosticity and elaboration-related message factors can strengthen pro-environmental
evaluation and intention (Cheng et al. 2024; Kim and Pennington-Gray 2025).

Peripheral-route-oriented cues such as visual aesthetics, emotional appeal, and social
endorsement may be especially useful for increasing receptivity and initial engagement.
These cues can attract attention, generate affective resonance, encourage sharing intentions,
and enhance social visibility—functions that are particularly valuable in fast-scrolling short-
video environments where initial attention is scarce. For example, visually compelling
destination imagery, emotionally resonant storytelling, and visible endorsement metrics
such as like counts and follower numbers can create entry points that encourage viewers to
stay engaged with sustainability-related content long enough for central route messages to
have an effect. This implication is consistent with evidence that visual perspective, visual
content, and narration appeal can jointly shape travel intention (Gan et al. 2023). It is also
consistent with findings that narrative coherence, authenticity, and empathy can strengthen
the persuasive effectiveness of short-video endorsers (Huang et al. 2025).

Source credibility warrants particular attention in practice because it operates as a
mixed cue in this framework. Unlike source attractiveness, which primarily serves pe-
ripheral route functions, source credibility can support both credible endorsement and
knowledge-bearing communication. In tourism short-form video contexts, source credibil-
ity has been shown to strengthen destination image, telepresence, and visit intention under
ELM related conditions (Liao et al. 2024), while influencer credibility can also reinforce
destination brand trust and purchase intention (Najar et al. 2024). Practitioners should
therefore design influencer collaborations and expert appearances to signal not only appeal
and trustworthiness, but also substantive knowledge about environmental responsibility,
low-carbon practices, and sustainable tourism standards. When credibility is visibly tied to
sustainability expertise, it may enhance both heuristic trust and the perceived seriousness
of central route information.

4.3. Limitations and Future Research

The framework is deliberately bounded. It privileges ELM SOR integration over other
possible explanatory combinations, retains Environmental Attitude as the focal organismic
evaluative state, and ends with Sustainable Tourism Intention rather than actual behavior.
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These choices increase conceptual clarity, but they also mean that the model does not
capture every relevant cue, psychological process, or contextual condition in short-video
sustainability persuasion, including platform-level affordances and intervening states that
have been treated as influential in adjacent short-video studies (Zhao and Wagner 2022;
Liu et al. 2024).

Future research should test whether the proposed cue architecture remains stable
across platforms, audience groups, and communication settings, and whether audience-
level factors such as prior environmental concern, motivation, involvement, cognitive
capacity, and perceived message relevance, or platform conditions such as algorithmic
curation, moderate the route-sensitive effects proposed here (Petty and Cacioppo 1986;
Zhao and Wagner 2022; Qiu et al. 2024).Future research should also examine whether
different cue categories interact with one another, since the present framework focuses
primarily on their route-sensitive main effects rather than on possible reinforcing, offsetting,
or contingent relationships among cues. Given broader evidence that pro-environmental
behavioral intention in tourism is shaped by multiple antecedents (Lin et al. 2022), further
work could also incorporate additional organismic states, such as flow or related forms
of immersive engagement (Liu et al. 2024), and examine whether Sustainable Tourism
Intention translates into observable sustainable tourism behavior in ways that narrow the
persistent intention–behavior gap identified in sustainable tourism research (Juvan and
Dolnicar 2014; Viglia and Acuti 2022; Wut et al. 2023).

5. Conclusions
By using ELM and SOR as theoretical scaffolding, this article provides a clearer concep-

tual explanation of how short-video persuasive cues shape Sustainable Tourism Intention
through Environmental Attitude in short-video platform contexts. The main contribu-
tion lies not in combining the two frameworks per se, but in respecifying their combined
logic for sustainability-oriented short-video persuasion. The framework conceptualizes
short-video communication as a cue-dense persuasive environment, repositions Environ-
mental Attitude as the organismic evaluative state, and links route-sensitive cue families
to Sustainable Tourism Intention through that state. In doing so, it offers a stronger the-
oretical foundation for future research on short-video sustainability communication and
Sustainable Tourism Intention. This perspective also clarifies why short-video sustainability
persuasion represents a more specific explanatory context than social media persuasion
in general, given its cue-dense, visually driven, and rapidly circulated communication
environment. Future research can extend this framework by examining cue interactions,
audience-level elaboration conditions, and platform-specific contingencies that may further
shape sustainability persuasion processes in short-video environments.
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