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Short-film Tourism Ads in Communication: Cases of family travel

% % § Yu-Jen Chou'

#r % #5 Yu-Chun Cheng?
B2

Tk T B R o bR %rrw P R B e R
2R R LRSS SN R B R BRFLEOLE
’ SRELK RIS FH 0 R gt F R g g R T R 7\;-1»‘"

¥
1 LA r'TJ;TIf:I-

m}

MG A ST R BT BB RTIT S T BT MM Kk
TRAT Al W%%ﬁﬁﬁ%ﬂ%"@ﬁﬁ&‘%?ihifﬂé
LRE o RILFEEY BRA A RS E4 HET BRI EHye R ME

LR RAME C AR MT IR L2 AT o

\\\ﬁr

MeEs g cxsld @R R L ER RS

Abstract

In recent years, short-film tourism ads become popular rapidly. This research discusses
the short-film tourism ads about a family travel and ad communication. Endorsers in
short-film are a mother and her son. There are several findings in this research. First,
endorsers’ attraction induce positive transportation. Second, higher transportation induce
better ad attitudes. Third, better ad attitudes induce higher behavioral intention for tourists.
These conclusions have many implications.
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