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Abstract

Applying the S-O-R model, this study examines how social media influences Chinese tourists'
intentions to visit South Korea. Through netnography and manual analysis of 70 Xiaohongshu
posts, the research identifies the dual-edged impact of UGC. Findings reveal that while
aesthetic visuals enhance destination imagery, “ironic discourse" in negative posts significantly
dilutes trust, triggering value co-destruction. Trust and imagery serve as dual mediators between
stimuli and behavioral responses. Furthermore, an R-S feedback loop exists where user
interactions generate new stimuli. This research extends S-O-R theory by integrating sarcasm
and dynamic feedback, advising destination managers to shift from “filtered marketing" to
authenticity-based service design to rebuild traveler trust.
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