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ABSTRACT

Community tourism, a relatively new form of tourism, is currently receiving significant attention from government
agencies. In parallel, industry's potential tourists, acting as 'digital natives,' search, research, and consult destinations
primarily through social media platforms, with TikTok being the most prominent. The study employed PLS-SEM with
a sample of 354 respondents using an online questionnaire. The results indicate that Ethical Value influences
Community-Based Tourism Intention through the mediating roles of Perceived Ease of Use, Perceived Usefulness,
Time Distortion, and Attention Focus. Conversely, Perceived Ease of Use does not mediate the relationship between
Aesthetic Value, Play Value, and Community-Based Tourism Intention. This research opens a new direction by
examining how content on social media platforms provides value to users. It also offers practical management
implications to help community tourism destination administrators and content creators develop deeper strategies for
the TikTok platform, specifically, and social media in general.
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Introduction

Five years after the COVID-19 pandemic, daily life has undergone a substantial transformation as activities have
gradually shifted from face-to-face interactions to online environments. The ubiquitous image of individuals
constantly using smartphones has become commonplace, reflecting deep integration of digital technology into
everyday life. Social networking platforms are increasingly perceived as “living” environments; notably, 55% of Asian
respondents reported feeling more connected to others through social media. In Vietnam, this digital expansion is
evident with approximately 72.7 million internet users. The most widely used platforms include Facebook, YouTube,
Instagram, WhatsApp, and TikTok. Despite being a relatively late entrant, TikTok has rapidly gained global
prominence, reaching 1.59 billion users and placing Vietnam among the top ten countries with the highest TikTok
usage, at approximately 40.9 million users.

The rapid growth of TikTok reflects a broader shift in content consumption behavior from long-form to short-form
media. As noted by (Newman, 2010), watching short videos resembles “snacking culture,” where users consume
content in brief intervals suited to modern lifestyles. Research by (Omar & Dequan, 2020) indicates that TikTok usage
is driven by participatory behaviors such as liking, commenting, and sharing, alongside content consumption and the
desire to archive personal moments. Moreover, TikTok videos are typically characterized by low production costs but
high virality (Wang et al., 2023), with influencers and celebrities playing a significant role in enhancing user
engagement (Duan, 2023). The platform’s mechanism encourages collective participation (Lartey, 2024) and acts as
an effective complementary channel within the broader social media ecosystem (Fan & Hemans, 2022).

Beyond entertainment, TikTok has also profoundly influenced consumer behavior in the tourism sector, which is
becoming a crucial economic driver in Vietnam. The country is renowned for its rich natural landscapes, favorable
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climate, diverse cuisine, and the hospitality of its people. In 2024, domestic tourist arrivals reached approximately 110
million, suggesting an average of around one trip per person annually, while international arrivals totaled 14 million.
There is a growing interest among tourists in community-based tourism that focuses on cultural and culinary
experiences (Anggara et al., 2025; Oktaviani et al., 2025; Wulandari, 2025). In this context, TikTok has emerged as
a key platform influencing travel behavior, as users increasingly shift from traditional search tools such as Google,
Facebook, and YouTube to TikTok for travel inspiration.

Empirical studies confirm that TikTok content significantly affects tourists’ travel intentions (Maharani & Effendi,
2025). Short, visually engaging videos serve as powerful marketing tools that directly influence service selection
decisions (Vequist, 2025). Furthermore, TikTok’s algorithm-driven personalization enhances accessibility to tourism
products and services (Nguyen, 2021), while short videos have been recognized as highly effective for destination
marketing (Cao et al., 2021). These findings highlight the substantial impact of TikTok’s concise and engaging content
on travel decision-making processes.

However, despite growing recognition of this impact, research on the role of short-form content—particularly on
TikTok—in shaping community-based tourism intentions remains limited. In Vietnam, (Tri Thong et al., 2023)
explored the influence of social media on domestic travel intentions but reported a relatively low explanatory power
(R? =50.2%) and did not incorporate mediating variables. Similarly, (Anh et al., 2026) examined Gen Z’s social media
behavior without focusing on specific usage characteristics. International studies, such as (Liu et al., 2023; Liu et al.,
2024), are largely limited to China, where platform dynamics differ from TikTok. Other research has overlooked key
mediating factors like perceived usefulness and time distortion (Yue & Li, 2024), or ignored platform-specific
characteristics (Shuvo & Ahmed, 2025). Additionally, (Wang et al., 2022) emphasized the need for further research
on short-form content and tourism intention.

Therefore, a significant research gap persists regarding the impact of TikTok short-form content on community-based
tourism intention. To address this, the present study integrates the Technology Acceptance Model (TAM), Holbrook’s

.Typology of Consumer Value, and Flow Theory to examine the influence of TikTok content on Gen Z’s intention to

@ cneage in community tourism in Ho Chi Minh City. This study aims to contribute theoretically and provide practical

implications for content creators and tourism managers in developing effective engagement strategies.

Theoretical Framework and Research Hypotheses

The Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), developed by (Davis et al., 1989), is widely recognized as a fundamental

framework for predicting users’ acceptance and use of technology. It explains that individuals’ behavioral intentions
are influenced primarily by Perceived Usefulness (PU) and Perceived Ease of Use (PEOU), which reflect the
effectiveness and effortlessness of a system (Leong, 2003; Sukacke, 2019; Bazine, 2025). Prior studies confirm TAM
as one of the most reliable models in information system research (Haryani ef al., 2014; Ayeh, 2015; Balouchi et al.,
2017). It has been validated across tourism and social media contexts, particularly in explaining travel planning
behavior (Mariani ef al., 2019; Singh & Srivastava, 2019; Cheunkamon et al., 2020).

Holbrook's Typology of Consumer Value
Holbrook’s Typology of Consumer Value (Holbrook, 1999) conceptualizes consumer value as a multidimensional

construct combining material and experiential aspects (Weibel ef al., 2012). It includes utilitarian, hedonic, social, and
cognitive values (Holbrook, 1994), and distinguishes between extrinsic (tangible) and intrinsic (subjective,
experiential) value dimensions.

Self— Oriented and Other - Oriented
Self-oriented Values: At their core, self-oriented values revolve around personal needs, wants, and aspirations. They

encompass the individual satisfactions that consumers expect or experience from a product or service. Other-oriented
Values: In contrast, other-oriented values shift the focus to considerations beyond the self. They involve awareness of
and responsiveness to the needs and wants of others, reflecting the social or altruistic dimension in a consumer’s value
calculus (Holbrook, 1994).
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Active and Reactive
Active value arises when consumers intentionally engage with a product or service to seek and obtain benefits, while
reactive value occurs when benefits are passively experienced without deliberate effort (Holbrook, 1994). Tourism,
particularly hotel experiences, is ideal for examining this typology due to its multidimensional nature and high
involvement (Al-Sabbahy et al., 2004; Gallarza & Gil, 2008; Wu & Liang, 2009). Holbrook’s framework has been
widely validated in tourism contexts (Gallarza et al., 2017).

Flow Experience
Flow Experience Theory, proposed by (Csikszentmihalyi, 1990), describes a state of deep engagement where

individuals feel fully immersed and intrinsically motivated. This state combines enjoyment, cognitive efficiency, and
happiness (Moneta & Csikszentmihalyi, 1996), often causing time distortion and intense focus (Rodriguez-Sanchez
et al., 2008; Li, 2021), characterized by key dimensions such as enjoyment, interactivity, and attention.

Ethical Value
Ethical values are the core principles that guide the beliefs, actions, and priorities of an individual or a profession.

They are generally regarded as preparation guidelines for operating within the professional working environment
(Shahriari et al., 2012). (Hgi, 2007) defines the ethical values within each person as those principles chosen and
evaluated by individuals; they are considered to be actions that hold positive social significance, are endorsed by one's
conscience, and are praised by public opinion.

In the business context, ethical values translate into managerial behaviors that significantly impact employee
satisfaction and organizational outcomes (Lather, 2009; Salikhova et al., 2023; Nyamagoud ef al., 2024). In the
healthcare context, particularly nursing, ethical values are crucial for nurses to handle difficult situations and make
informed decisions while maintaining professional integrity (Manfredini et al., 2024; Haddad & Geiger, 2025;
Petronis et al., 2025). (Shuvo & Ahmed, 2025) found that ethical values influence a component of the Theory of
Planned Behavior, specifically the attitude variable. However, research directly examining the effect of ethical values
on the two core TAM constructs, Perceived Usefulness and Perceived Ease of Use, is currently scarce. Given the
context of digital technology and short-video platforms like TikTok, where ethical values can be conveyed through
tourism messages, local culture promotion, or proper behavioral codes, exploring the relationship between ethical
values and TAM presents a novel and promising avenue for research.

Hla: Ethical Value perceived by users from TikTok's short-form content positively influences the Perceived Ease of
Use of the TikTok platform.

H1b: Ethical Value perceived by users from TikTok's short-form content positively influences the Perceived Usefulness
of the TikTok platform.

Aesthetic Value
Aesthetic value refers to the appreciation derived from consumption experiences independent of functional benefits

(Perry, 2013). It shapes first impressions through visual elements like layout and color (Park & Gretzel, 2007) and
enhances perceived usability (Ben-Bassat et al., 2006; Li & Yeh, 2010), although findings remain inconsistent
(Hamborg et al., 2014).

H2a: Aesthetic Value perceived by users from TikTok's short-form content positively influences the Perceived Ease of
Use of the TikTok platform.

H2b: Aesthetic Value perceived by users from TikTok's short-form content positively influences the Perceived
Usefulness of the TikTok platform.

Play Value
Play Value i)s} an intrinsic dimension of value, derived from the enjoyment or pleasure gained from using a product or
service. It reflects the consumer’s pursuit of delight, enjoyment, and emotional satisfaction (Holbrook, 1999). This
play value is often culturally determined, being shaped by social, historical, educational, economic, and political
factors. This is evident in Bangladesh, where parents view play as purely recreational, while educators recognize its
learning benefits (Chowdhury & Rivalland, 2012; Muthanandam ef al., 2024).
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(Agarwal & Karahanna, 2000) propose a psychological mechanism: that enjoyable technologies are perceived as more
useful because users are not consciously aware that they are also being more efficient and productive. In the context
of mobile online commerce, features such as attractiveness and liveliness positively influence Play Value. This Play
Value, in turn, has a strong positive impact on Perceived Value, an extension that encompasses Perceived Usefulness
(Hong & Na, 2008; Matute-Vallejo & Melero-Polo, 2019; Cinaroglu ef al., 2023).

H3a: Play Value perceived by users from TikTok's short-form content positively influences the Perceived Ease of Use
of the TikTok platform.

H3b: Play Value perceived by users from TikTok's short-form content positively influences the Perceived Usefulness
of the TikTok platform.

Perceived Ease of Use
Perceived Ease of Use substantially affects an individual's attitude through two main psychological mechanisms: self-

efficacy and instrumentality (Davis, 1985). (Venkatesh, 2000) defines PEOU as initial perceptions shaped by general
beliefs, including self-efficacy, facilitating conditions, enjoyment, and other factors. These perceptions are
subsequently adjusted based on actual experience and objective usability. Research has indicated that the Perceived
Ease of Use (PEOU) of emerging technologies has a significant impact on the sense of immersion (Zhou, 2013). (Hsu,
2010) In his study, he confirmed that PEOU acts as an antecedent to flow in the context of video games. Conversely,
(Yang et al., 2022) found that the flow experience in online tourism boosts tourists' Perceived Usefulness and
Perceived Ease of Use, thereby establishing a bidirectional relationship where technology acceptance factors influence
flow states and vice versa.

H4a: The Perceived Ease of Use of TikTok short-form video content positively influences Time Distortion.

H4b: The Perceived Ease of Use of TikTok short-form video content positively influences Attentional Focus.

Perceived Usefulness
Perceived Usefulness refers to the extent to which a technology enhances performance, efficiency, and convenience,

thereby increasing adoption intention (Chesney, 2006; Muioz-Leiva et al., 2017). It also positively influences flow
experiences in tourism contexts and virtual environments, reinforcing its critical role in shaping user behavior
(Natarajan et al., 2017; Xie & Yuan, 2021).

H5a: Perceived Usefulness of TikTok short-form content positively influences Time Distortion.

H5b: Perceived Usefulness of TikTok short-form content positively influences Attentional Focus.

Time Distortion
Time Distortion is a core characteristic of the Flow State (Csikszentmihalyi, 1990). One hypothesis suggests that when

our attention is fully focused on a task, the brain devotes fewer resources to tracking time. This results in the
registration of fewer “time signals,” leading us to underestimate the actual elapsed time (Rutrecht et al., 2021).
Consistent with this, research on virtual reality (VR) indicates that a successful VR experience often results in the user
losing their sense of time (Yang ef al., 2022).

In the context of tourism, when tourists experience a state of flow, they tend to perceive that time passes more quickly.
A highly immersive virtual experience that leads to time distortion can create positive memories and emotions, thereby
promoting intentions to visit the destination in reality (Wei et al., 2019). From a commercial standpoint, when tourists
experience flow, they are inclined to extend their length of stay, express an intention to return, and recommend the
destination to others (Coffey & Csikszentmihalyi, 2016).

HG6: Time Distortion positively influences the Community Tourism Intention of Gen Z in Ho Chi Minh City.

Attention Focus
Attention Focus is defined as the state in which an individual's attention and engagement are fully directed to the task

or activity at hand. It is also described as a “high level of concentration and focus on the present moment” (Te
Brommelstroet et al., 2022). This state of high concentration renders the experience more effective and enjoyable,
resulting in positive attitudes and a desire to repeat the experience (Wang & Lee, 2020). Research by (Zhu & Yang,
2023) on users' intention to continue searching for travel information in virtual communities found that both attention
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focus and time distortion had a significant impact on continuance intention. Furthermore, attention focus has been
shown to positively affect the overall experience of computer users and their intention for repeated system use (Novak
& Hoffman, 1997).

H7: Attention Focus positively influences the Community Tourism Intention of Gen Z in Ho Chi Minh City.

Community Tourism Intention
Customer intention towards products and services is the result of the satisfaction perceived by customers with the

offerings provided by the service providers (Ratnasari et al., 2020). Travel intention is generally defined as the attitude
of tourists towards a specific destination (Chen & Tsai, 2007). Tourist behavioral intention is crucial for tourism
managers because this intention significantly impacts the number of tourist arrivals (Ratnasari ef al., 2020).

Based on the preceding hypotheses, the author proposes the following research model (Figure 1):

Ethical Value
Perceived Ease of . ) )
Use Time Distortion
. g
Aesthetic Value
Community
- Tourism Intention|
W
Perceived Attention Focus
Usefulness
Play Value

Figure 1. Research model

Materials and Methods

This study employs both qualitative and quantitative methods to ensure theoretical depth and the accuracy of the model
during its conceptualization, development, and validation process. The author utilized SPSS 20 for descriptive
statistical analysis and SmartPLS 4 for PLS-SEM analysis. Secondary data was derived from pre-existing research.
Primary data was collected by designing and administering a survey. The author conducted exploratory interviews
with a group of eight individuals to assess the model's conceptual relevance and the measurement properties of the
observed variables.

The author employed a non-probability sampling method, specifically, quota sampling, conducted from August 21,
2025, to November 10, 2025. A total of 354 samples were collected via online questionnaires from Gen Z individuals
at schools, parks, and shopping centers (such as Emart and Lotte) in Ho Chi Minh City.

Research Process
The study employed a survey distributed online via social media platforms such as Facebook, Zalo, and Microsoft

Teams using a Google Forms link and QR code to enhance efficiency. The questionnaire included three sections:
screening questions, demographic information, and measures of community tourism intention. Based on (Hair et al.,
2019), a minimum sample of 145 was required; however, 377 responses were collected to ensure reliability, with 354
valid samples retained. Reliability and validity were assessed using Cronbach’s Alpha, Composite Reliability, R?, 2,
and Q? following established thresholds (Cohen, 2013; Comrey & Lee, 2013; Hair, 2014).

Measurement Scale
The study adopts measurement scales from established research sources. The model includes eight constructs with 29

observed variables, measured using a five-point Likert scale from strongly disagree to strongly agree. Specifically,
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Ethical, Aesthetic, Play Value, and Community Tourism Intention are adapted from Shuvo and Ahmed (2025), while
TAM-related constructs are adopted from Liang et al. (2025).

Results and Discussion

Descriptive Statistics
The sample is concentrated among respondents born between 2002 and 2004, accounting for over 52%, with 2003

being the largest group. This suggests strong interest in community tourism among Gen Z, particularly individuals
around age 22 who are transitioning into the workforce and gaining financial independence.The sample of 354
respondents is relatively balanced in gender, with females accounting for 50.8% (180) and males 49.2% (174),
ensuring objectivity. Regarding occupation, full-time employees dominate (53.4%), followed by students (33.6%),
reflecting core Gen Z characteristics. In terms of income, most respondents earn 3—7 million VND (41.2%), indicating
high price sensitivity. TikTok usage is frequent, with 71.8% using it daily, highlighting its strong presence in Gen Z’s
daily life for both entertainment and information purposes.

Measurement Model

Composite Reliability values (0.912—0.944) meet recommended thresholds (Fornell & Larcker, 1981; Hair, 2014),
indicating strong reliability without redundancy. Additionally, all AVE values exceed 0.5, confirming adequate
convergent validity, meaning each construct explains at least 50% of the variance in its observed indicators (Table 1)

Table 1. Cronbach’s Alpha and CR

[ ) Cronbach’s Alpha rho_a rho_c AVE

@ AF 0.908 0.908 0.935 0.784

[ ) (] AV 0.879 0.887 0.925 0.805
® ® CI 0.904 0.905 0.933 0.777
® EV 0.897 0.897 0.928 0.763
PEOU 0.927 0.927 0.944 0.773

PU 0.859 0.862 0.914 0.780

PV 0.857 0.880 0.912 0.775

TD 0.875 0.878 0.923 0.800

The inter-construct correlation coefficients presented in Table 2 are all smaller than the square root of the Average
Variance Extracted (AVE) for the respective constructs. This finding confirms adequate discriminant validity among
the constructs within the proposed model.

Table 2. Fornell-Larcker

AF AV CI EV PEOU PU PV TD
AF 0.885
AV 0.223 0.897
CI 0.624 0.189 0.881
EV 0.479 -0.069 0.420 0.874
PEOU 0.555 -0.011 0.502 0.566 0.879
PU 0.557 0.384 0.468 0.370 0.198 0.883
PV 0.078 -0.035 0.076 -0.059 -0.057 0.243 0.880

TD 0.542 0.148 0.595 0.437 0.545 0.481 0.099 0.895
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Structural Model
The author conducted the Bootstrapping procedure using a subsample size of 5,000.

Table 3. Assessment of the Structural Model

Standardized Sample Standard T- P-Value Conclusion
Path Coefficient Mean Deviation Statistic
AF > CI 0.427 0.427 0.042 10.207 <0.001 Accepted H7
AV ->PEOU 0.027 0.027 0.045 0.602 0.547 Not Supported H2a
AV ->PU 0.422 0.422 0.043 9.770 <0.001 Accepted H2b
EV ->PEOU 0.566 0.566 0.036 15.904 <0.001 Accepted Hla
EV ->PU 0.416 0.417 0.038 11.032 <0.001 Accepted H1b
PEOU -> AF 0.463 0.463 0.034 13.703 <0.001 Accepted H4b
PEOU -> TD 0.468 0.468 0.039 12.114 <0.001 Accepted H4a
PU -> AF 0.466 0.465 0.036 13.090 <0.001 Accepted H5b
PU->TD 0.389 0.389 0.038 10.202 <0.001 Accepted H5a
PV -> PEOU -0.022 -0.024 0.044 0.505 0.614 Not Supported H3a
PV ->PU 0.282 0.383 0.040 7.003 <0.001 Accepted H3b
TD > CI 0.364 0.363 0.042 8.603 <0.001 Accepted H6 [ )
R? RZ%prou = 0.135; R%u = 0.379; R2ar = 0.514; R2p = 0.439; R%c1= 0.479 o
Q2 Q2PEOU = 0.309; Q2PU = 0.370; Q2AF = 0.297; Q2TD = 0.232; Q2CI=0.219 o @
£2aF >c1= 0.248; f2av > pEoU = 0.001; Ay >pu = 0.288; f2ev -> proU = 0.468; f25v > pu= 0.279; f2pEOU > AF = ] [ ]
2 0.426; f2peou -> D = 0.376; f2pu > AF = 0.431; 2pu >0 = 0.260; 2pv > pEOU = 0.001; Zpy > pu= 0.128; 21D - L
>cr = 0.180

The results of the hypothesis testing indicate that most proposed relationships in the research model are statistically
significant. Specifically, Ethical Value has a strong positive impact on both Perceived Ease of Use and Perceived
Usefulness, thereby supporting Hla and H1b. Similarly, Aesthetic Value and Play Value significantly influence
Perceived Usefulness, confirming H2b and H3b; however, their effects on Perceived Ease of Use are not statistically
significant, leading to the rejection of H2a and H3a. Furthermore, both Perceived Ease of Use and Perceived
Usefulness positively affect Attention Focus and Time Distortion, supporting H4a, H4b, H5a, and H5b. In turn, these
flow-related factors significantly enhance Community Tourism Intention, confirming H6 and H7. Overall, the findings
demonstrate that TAM constructs and experiential factors play a crucial role in shaping tourists’ behavioral intentions,
although some value dimensions show limited influence on ease of use (Table 3).

The findings indicate that all Adjusted R? values exceed the recommended thresholds (Falk & Miller, 1992; Hair,
2014), while Q? values are above zero, confirming the model’s predictive relevance (Evermann & Tate, 2016; Yanti
& Endri, 2024). Most relationships demonstrate acceptable effect sizes (f2 > 0.02) and statistical significance (p <
0.05), except for AV — PEOU and PV — PEOU, which are insignificant and negligible (Cohen, 2013). Additionally,
the indirect effect analysis shows that most hypotheses are supported at the 5% level, although several are rejected
due to p-values exceeding 0.05.

First, this study contributes to theory by extending the integration between Holbrook’s Consumer Value Typology
and the Technology Acceptance Model (TAM), thereby offering a novel interdisciplinary framework. While prior
research by (Shuvo & Ahmed, 2025) primarily examined consumer values as antecedents of emotional and attitudinal
responses, this study advances the literature by demonstrating that ethical considerations are embedded within digital
content and can directly influence users’ technological perceptions. Specifically, the findings reveal a significant
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relationship between Ethical Value and both Perceived Ease of Use (PEOU) and Perceived Usefulness (PU), thereby
enriching the explanatory power of TAM in digital content contexts.

Second, the study identifies a significant indirect effect of Ethical Value on Community Tourism Intention through
sequential mediators, including PEOU, PU, Time Distortion, and Attention Focus. This extended mediation
mechanism has not been previously addressed in the literature. The confirmation of Hla and H1b represents a notable
theoretical advancement, as it positions consumer value—traditionally linked to satisfaction or intention—as a direct
antecedent of core TAM constructs. This suggests that in short-form content environments such as TikTok, content
characteristics can directly shape users’ perceptions of the technological platform, rather than merely influencing
downstream behavioral outcomes.

Third, Aesthetic Value demonstrates a complex pattern of influence on Community Tourism Intention through
mediated pathways. While its positive effect on Perceived Usefulness is supported, its impact on Perceived Ease of
Use is not significant, leading to the rejection of H10a and H10c but supporting H10b and H10d. This finding
contradicts earlier studies (Ben-Bassat et al., 2006; Sonderegger & Sauer, 2010) but aligns with (Katz & Berman,
2011) and partially with (Cyr et al., 2006), reinforcing the nuanced and context-dependent role of aesthetics in digital
environments.

Finally, Play Value influences Community Tourism Intention indirectly through TAM and flow-related constructs,
although its direct effects on PEOU and PU are not consistently supported. While H13c and H13d are confirmed,
H13a and H13b are rejected, reflecting inconsistencies with prior findings but partial alignment with (Yoon et al.,
2013). Notably, the mediation results (H14a, H14b) highlight that when TikTok is perceived as easy to use, users
allocate greater cognitive resources to content consumption, enhancing Attention Focus and immersion. This flow
experience facilitates emotional engagement and strengthens positive attitudes toward destinations, ultimately

@ promoting Community Tourism Intention.

@ Conclusion

® The study has significantly broadened the understanding of community tourism an area prioritized for development

by the government but not yet widely adopted by the younger generation of tourists in the Vietnamese context. The
research results provide clear evidence of the positive impact of various values on community tourism intentions.
Ultimately, this study contributes a robust research model on the topic of tourism, specifically focusing on the CBT
segment, to the existing body of knowledge.

Furthermore, in this research, the author also proposes managerial implications aimed at fostering community tourism
intentions among Gen Z in Ho Chi Minh City. These implications are specifically targeted towards content creators,
managers of CBT destinations, and local government authorities.

Theoretical Contributions
The study has contributed significant findings and knowledge regarding the factors influencing community tourism

intention, specifically:

First, the study successfully developed and validated a comprehensive integrated model, connecting three theoretical
frameworks: Holbrook's Typology of Consumer Value, the Technology Acceptance Model (TAM) and Flow Theory.
This contribution fills a theoretical gap by demonstrating a clear causal mechanism: values derived from content do
not directly influence Flow, but rather indirectly through shaping the core attributes of the TAM model.

Second, the research successfully decoded the mediating role of the Technology Acceptance Model's constructs within
this context. The results confirm that Perceived Usefulness acts as the most critical mediating mechanism, serving as
a successful bridge for all types of values to influence Flow. Conversely, Perceived Ease of Use is shown to be a
selective mediator, effectively bridging only Ethical Value (EV) but failing to mediate the relationships for Aesthetic
and Play Value.

Third, the study provides novel empirical evidence affirming that Ethical Value is a crucial antecedent of the TAM
model. The results demonstrate that Gen Z perceives ethical content as useful because it aligns with their goals for
meaningful travel, and they also perceive the information gathering process as easier due to the trustworthiness that
authenticity provides.
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Practical Contributions
This study extends theory by integrating Holbrook’s Consumer Value Typology with the Technology Acceptance

Model (TAM), showing that Ethical Value directly influences both Perceived Ease of Use and Perceived Usefulness.
It also reveals a novel indirect effect of Ethical Value on Community Tourism Intention through PEOU, PU, Time
Distortion, and Attention Focus. Aesthetic Value only impacts Perceived Usefulness, highlighting its contextual role
in digital environments. Meanwhile, Play Value affects intention indirectly via TAM and flow factors. Importantly,
when TikTok is easy to use, users become more immersed, enhancing attention and emotional engagement, which
ultimately strengthens Community Tourism Intention.

Limitations and Future Research Directions
This study has several limitations, including the use of non-probability sampling, limiting representativeness, and data

collection restricted to Ho Chi Minh City, reducing generalizability. The focus on Gen Z also narrows applicability.
Future research should expand samples, include diverse regions and generations, and re-examine relationships across
different platforms.
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