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Exploring the Travel Experiences of Chinese Pet Owners：Traveling

with Their Pets

Xinhao YU (Sherlock) and Yihang ZHANG (Kelvin)

Faculty of Hospitality and Tourism Management, Macau University of Science and Technology,
Taipa, Macau

Abstract
With the growth of pet ownership in China, traveling with pets has gradually become
a trend in the tourism and hospitality industry, reflecting shifting cultural attitudes and
the emergence of new business opportunities. This study aims to explore how pet
tourism influences travel experiences and the relationship between pets
and their owners, focusing on the emotional bond they establish, the operational
and managerial aspects of the tourism and hospitality industry, and the sociocultural
dimensions within China’s unique context. Semi-structured interviews with 10 pet
owners who have experience traveling with their pets were conducted. Thematic
analysis was used for data analysis with three main themes emerged. First, the
emotional and relational dynamics generated by pet travel highlight the significance
of pet tourism; owners who regard their pets as important family members establish
and strengthen deep emotional bonds through travel and shared tourism experiences.
Second, operational and managerial barriers in the tourism and hospitality
industry, such as inconsistent hotel policies and limited
transportation options, negatively affect traveling with pets. Finally, regional
differences in China and diverse sociocultural attitudes toward animals as pets notably
influence the travel experiences of pet owners. These findings suggest that although
pet tourism holds great potential for enriching the relationship between owners and
pets and bringing economic growth and opportunities to the tourism and hospitality
industry, its future development depends on addressing industry barriers
and fully leveraging China’s thriving pet culture. The insights from this study
contribute to understanding the role of pet tourism in modern travel and may provide
a foundation for future policy-making and industry improvements related to pet
tourism in China.

Keywords: pets, travel, tourism industry, hospitality industry, attachment theory,
China
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Digital Empowerment and Non-Gaming Experience Value in

Integrated Resorts: Evidence from Highly Regulated Asian

Destinations

Zixuan YUAN*

Faculty of Business, The Hong Kong Polytechnic University, Hong Kong, China

*Corresponding Email: zixuan_yyuan@outlook.com

Abstract
The Integrated Resort (IR) environment is at a strategic crossroads in Asia as a result
of recovering from the pandemic, evolving regulatory frameworks, and changes in
consumer demand. The diversification of non-gaming offerings has become a
strategic priority for integrated resorts seeking sustainable development beyond
traditional gaming revenues (Pine & Gilmore, 1999). In highly regulated Integrated
Resort destinations, including Macau and Singapore, regulatory frameworks play a
critical role in shaping the development and strategic orientation of non-gaming
development. Although existing research has largely focused on digital transformation
at the organizational level, limited attention has been paid to digital empowerment
initiatives influence customers’ non-gaming experiences and subsequent behavioral
outcomes from a consumer perception perspective.
Drawing on the digital empowerment literature, digital empowerment in hospitality
contexts refers to the application of digital technologies to enhance service integration,
customer interaction, and value creation across the service experience (Westerman et
al., 2014). Beyond improving operational efficiency, digitally empowered services
provide customers with more personalized and engaging non-gaming experiences,
which may enhance their perceived experience value. Besides, customers’ perceived
experience value has been widely recognized as an important determinant of
favorable behavioral intentions in tourism and hospitality settings (Chen & Chen,
2010). When customers perceive higher value from non-gaming experiences, they are
more likely to develop positive attitudes toward the resort, leading to stronger loyalty
and revisit intention. However, empirical research examining the underlying
mechanism linking digital empowerment, perceived non-gaming experience value,
and customer behavioral intentions within Integrated Resort settings remains scarce.
To address this gap, this study proposes and empirically tests a conceptual framework
in which digital empowerment enhances customers’ perceived non-gaming experience
value, which in turn drives non-gaming performance outcomes reflected in customer
behavioral intentions, while also acting as a mediating mechanism; moreover, the
strength of the relationship between digital empowerment and perceived non-gaming
experience value is contingent upon the regulatory environment. A quantitative
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research design will be employed, with data collected from approximately 500
Integrated Resort customers, and Structural Equation Modeling will be used to test the
proposed relationships.
This study contributes to the Integrated Resort and digital transformation literature by
advancing understanding of digitally enabled non-gaming development from a
consumer perspective and also offering practical insights for practitioners seeking to
optimize non-gaming strategies under highly regulated tourism environments.

Keywords: Digital Empowerment, Non-Gaming Experience Value, Integrated
Resorts, Regulatory Environment, Customer Behavioral Intentions

Figure 1. The Conceptual Model
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The Psychological Mechanism of Cultural Narratives and Tourists'

Aesthetic Experience: An Empirical Study Based on the Literary

Associations of Chinese Tourists

Na ZHANG, Su ZHANG*

Faculty of Hospitality and Tourism Management, Macau University of Science and Technology,
Taipa, Macau SAR, China

*Corresponding Email: szhang@must.edu.mo

Abstract
Within China’s long-standing landscape culture, the aesthetic appreciation of natural
scenery often does not come directly from the scenery itself, but is always
accompanied by the profound connotations endowed by literature and culture. The
aesthetic experiences and tourism well-being of Chinese tourists are deeply influenced
by cultural symbols such as literary allusions, poetry and songs internalized in the
landscapes. Unlike the Western aesthetic model that emphasizes formal cognition and
knowledge acquisition, the Chinese landscape aesthetic is more inclined to be an
emotional and spiritual activity driven by cultural memory and emotional resonance.
However, existing research still lacks systematic empirical investigation into how this
"cultural perspective" specifically influences tourists’ psychological mechanisms.
Therefore, this study aims to deeply explore how literary imagination of natural
tourism destinations affects Chinese tourists’ aesthetic perception and, ultimately,
their sense of tourism well-being.
This research plan will adopt a combination of qualitative and quantitative methods
and be carried out in two phases. In the first phase, in-depth interviews and
observations will be used to preliminarily explore how literary association is activated
during tourism experiences, how it interacts with aesthetic perception, and its
potential connections with place attachment and well-being. In the second phase,
based on qualitative findings, a comprehensive theoretical model will be constructed
and tested quantitatively through a questionnaire survey. The goal is to systematically
reveal the underlying mechanisms among various constructs.
This research aims to provide a new theoretical framework for understanding tourism
experience and tourists' well-being from the perspective of Chinese cultural
psychology, while deepening the understanding of the core issue of " how culture
shapes tourists' aesthetic experience ". The research results will also provide culturally
sensitive practical insights for the narrative construction and experience design of
natural and cultural destinations.
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Beyond Borders: What Drives Macao Residents’ Northbound Travel

to the Greater Bay Area on Weekends and Holidays? A

Push-Pull-Emotion Perspective

Chon In (Alston) HO and Yufeng YONG

PhD Student, Faculty of Creative Tourism and Intelligent Technologies, Macao University of
Tourism, Colina de Mong-Há, Macau, China

Abstract
In previous decades, both Hong Kong and Macao SARs were popular destinations for
Mainland Chinese tourists, and they brought huge economic benefits to the SARs
(Tse and Qiu, 2016). Recently, the development of the Hong Kong-Zhuhai-Macao
Bridge and the convenient northbound vehicle policy have encouraged Macao
residents to travel Northbound (mainly the Greater Bay Area) during holidays and
weekends (Guan et al., 2024). Prior studies have mainly examined what motivates
Mainland Chinese tourists to travel to both SARs, yet what motivates and attracts
SARs’ residents to travel northbound remains underexplored. More importantly, this
kind of tourism is usually categorized as cross-border tourism, which is already
investigated, and commonly existed nearby regions, such as the U.S. and Mexico
(Clark and Nyaupane, 2023). These regions are two countries that share different
cultures or even languages, which provide a novel experience during travel. However,
in the case of SARs and Mainland China, their relationship is more special as SARs
belong to China, share similar cultures and languages, but with a clear border, which
showcases a demand for exploring whether this special cross-border tourism is
different from those between countries. Based on these, the objective of the study is to
explore what motivates and attracts Macao residents to have Northbound travel during
the weekends and holidays. Guided by the push and pull theory, this study will adopt
a qualitative method, having semi-structured interviews with Macao residents, and
analyze the data with a thematic analysis approach. Given that Crompton and Petrick
(2024) recently stated that people always mix up push factors and emotions, this study
will further categorize emotion-related factors separately and propose a
push-pull-emotion framework. The results of this study are expected to refine the
push and pull theory to include emotion as a subcategory and provide valuable
insights for related destination marketers to improve their travel strategy.

Keywords: Cross-Border Tourism, Macao, Greater Bay Area, Push and Pull Theory,
Emotions, Thematic Analysis
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Urban tourism precinct: restorative qualities shaping image through

restoration outcomes, with activity-in-environment and social context

as moderators

Lin LIU1, Jinkyung Jenny KIM2

1Graduate Student, Faculty of Hospitality and Tourism Management, Macau University of
Science and Technology, Macau, China

2Assistant Professor, Faculty of Hospitality and Tourism Management, Macau University of
Science and Technology, Macau, China

Abstract
This study examines how perceived destination restorative qualities shape the image
of the urban tourism precinct, using Green Lake in Kunming, China, as the empirical
context. Drawing on Attention Restoration Theory and destination image research, it
proposes that perceived destination restorative qualities directly and indirectly
influence precinct image through short-term restoration outcomes, with
activity-in-environment and social context acting as moderating factors. Using a
two-stage on-site survey across different micro-settings, the study is expected to show
that short-term restoration functions not only as an immediate psychological outcome,
but also as an experiential pathway linking place qualities to broader urban tourism
evaluation. The study extends restoration research to real-world urban tourism
precincts and offers implications for the design and management of psychologically
supportive urban tourism environments.

Keywords: urban tourism precinct; perceived restorative destination qualities;
restoration outcomes; image of the urban tourism precinct; activity-in-environment;
social context

Introduction
Recent urban tourism research has increasingly emphasized the embeddedness of
tourism in urbanism, public space, walkability, and everyday city life (Page &
Duignan, 2023). Urban tourism precincts are typically understood as distinctive areas
within cities characterized by concentrated tourist-related activities and a recognizable
spatial identity (Hayllar & Griffin, 2005). In the Chinese context, typical examples of
urban tourism precincts include Qianmen Street in Beijing, Tianzifang in Shanghai,
and the Pingjiang Historic District in Suzhou.
Urban life is often associated with considerable psychological stress and mental
health risks (Gruebner et al., 2017). At the same time, urban tourism precincts often
combine multiple place types with restorative potential, such as urban parks, blue
spaces, eating and drinking places, and museums (Bornioli et al., 2025), and urban
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leisure environments contribute to restoration outcomes and leisure satisfaction (Lin
& Liu, 2024).
However, research on urban tourism precincts has paid limited attention to visitors’
on-site psychological evaluations of these settings (Hayllar & Griffin, 2005). Hao et al.
(2025) further note that restorative qualities, destination image, and restoration
outcomes have rarely been examined within a single empirical model. Moreover,
although restorative experience varies according to situational factors such as
activity-in-environment and social context (Staats & Hartig, 2004; Staats et al., 2016),
these factors have seldom been incorporated into research on urban tourism precincts
or into models linking restorative qualities to destination image.
To address this gap, this study aims to (1) examine how perceived destination
restorative qualities influence the image of the urban tourism precinct through
restoration outcomes, and (2) investigate the moderating roles of
activity-in-environment and social context in this relationship.

Literature review and hypotheses development

2.1. Theoretical background
This study is grounded primarily in Attention Restoration Theory (ART), which
explains how restorative experience may help individuals recover from directed
attention fatigue (Kaplan, 1995). According to ART, environments are more likely to
support restoration when they provide a sense of being away, evoke fascination, have
sufficient extent, and are compatible with a person’s purposes and inclinations. To
complement this cognitive account, Stress Recovery Theory (SRT) suggests that
environmental experiences can also support short-term recovery from emotional and
stress-related states (Ulrich et al., 1991). A therapeutic landscapes perspective further
suggests that restorative experience is not an intrinsic property of place, but a
relational outcome emerging through the interplay of material settings, social
conditions, and human perceptions (Bell et al., 2018).

2.2. Perceived destination restorative qualities and image of the urban tourism
precinct
Perceived destination restorative qualities (PDRQs) were introduced into tourism
research by Lehto (2013), who, drawing on ART, developed a destination-based scale
to assess the perceived restorative qualities of vacation destinations. Compared with
the more general Perceived Restorativeness Scale (PRS) (Hartig et al., 1997), this
destination-based operationalisation adapts restorative qualities more specifically to
tourism settings by including dimensions such as compatibility, extent, fascination,
mentally away, physically away, and discord.
From a tourism perspective, the image of the urban tourism precinct refers to visitors’
overall impression and evaluation of the precinct, formed through their perceptions of
destination attributes and subjective experiences of place (Baloglu & McCleary, 1999;
Tasci & Gartner, 2007). Recent research has begun to connect restorative perceptions
with broader destination evaluations. Hao et al. (2025) indicate that perceived
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restorativeness is closely associated with destination image in tourism settings.
Therefore, the present study proposes the following hypothesis:

H1: Perceived destination restorative qualities positively influence the image of the
urban tourism precinct.

2.3. The mediating role of restoration outcomes
Restoration outcomes refer to visitors’ immediate psychological restoration states
during or after on-site experience (Korpela et al., 2008). In the present study, PDRQs
are conceptualised as a cognitive appraisal of the restorative potential of a setting,
whereas restoration outcomes represent the immediate psychological state arising
from that appraisal. In tourism research, PDRQs have been shown to positively
influence tourists’ restoration outcomes (Cui et al., 2025; Jia et al., 2025). Because
destination image reflects visitors’ overall cognitive–affective evaluation of a place,
immediate restoration-related states may become part of that evaluation. On this basis,
the present study proposes that restoration outcomes may mediate the relationship
between PDRQs and the image of the urban tourism precinct. Therefore, the present
study proposes the following hypotheses:

H2: Perceived destination restorative qualities positively influence restoration
outcomes.
H3: Restoration outcomes positively influence the image of the urban tourism
precinct.
H4: Restoration outcomes mediate the relationship between perceived destination
restorative qualities and the image of the urban tourism precinct.

2.4. The moderating roles of activity-in-environment and social context
Restoration research suggests that restorative potential depends not only on
environmental qualities, but also on how those qualities are experienced in context.
From an ART perspective, this is reflected in compatibility, which concerns the fit
between environmental qualities and individual purposes and activities (Kaplan,
1995). Consistent with this view, restorative experience has been understood as
shaped by place experience and situational context rather than by environmental type
alone (Scopelliti & Giuliani, 2004; Subiza-Pérez et al., 2020). Staats et al. (2016)
further show that restorative evaluations vary across activities-in-environments and
according to whether a setting is experienced alone or in company. Extending this
work to real-life urban settings, Bornioli et al. (2025) likewise show that restorative
experiences are closely tied to activity and social context. Therefore, the present study
proposes the following hypotheses:

H5: Activity-in-environment moderates the relationship between perceived
destination restorative qualities and restoration outcomes, such that this relationship
varies across activities.
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H6: Social context moderates the relationship between perceived destination
restorative qualities and restoration outcomes, such that this relationship varies
according to whether the setting is experienced alone or in company.

Based on the discussion above, Figure 1 presents the conceptual framework of this
study.

Fig. 1. The conceptual framework.

Methodology

3.1. Study setting and relevance
This study focuses on Green Lake, a key section of the Cuihu–Old Street area in
Kunming, China. It is conceptualised as a compact urban tourism precinct that
combines blue-space, heritage, pedestrian, and leisure environments within a walkable
setting. The area is currently being developed as a national 5A tourist attraction, the
highest official quality rating for tourist attractions in China (Kunming Municipal
Bureau of Culture and Tourism, 2026), and has recently been further integrated with
Kunming Old Street through a new greenway and elevated walkway (Kunming
Information Port, 2025).
Green Lake Park averages approximately 15,000–20,000 visitors per day (China
National Radio, 2024). Its high visitor volume and mixed natural, cultural, and leisure
characteristics make it an appropriate setting for examining tourists’ short-term
on-site restorative experience.

3.2. Measures
All constructs will be measured using established scales adapted to the Green Lake
context, with items rated on a five-point Likert scale (1 = strongly disagree, 5 =
strongly agree).
In the first-stage on-site survey, PDRQs will be measured using items adapted from
Lehto (2013), In the first-stage on-site survey, PDRQs will be measured using items
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adapted from Lehto (2013), with respondents asked to evaluate their experience in the
place they are currently experiencing or have just experienced within the precinct.
Activity-in-environment will be measured as the main type of activity undertaken in
that place. Following Staats et al. (2016), three categories will be adapted to the Green
Lake context: (1) staying by the lakeside, including walking or sitting; (2) sitting in an
eating and drinking place; and (3) strolling and taking photographs along
heritage-related streets and adjacent pedestrian spaces. Social context will be
measured following Staats et al. (2016) and coded as alone or accompanied. Pre-visit
fatigue will be included as a control variable and measured using items adapted from
Hartig and Staats (2006).
In the second-stage short-delay follow-up survey, ROS will be measured using items
adapted from the scale developed by Korpela et al. (2008), reflecting short-term
restorative states. The image of the urban tourism precinct will be measured as
tourists’ overall evaluative representation of Green Lake. Following Kock et al.
(2016), a short holistic scale will be used to assess whether Green Lake is perceived
as good, positive, favourable, and worthwhile. The questionnaire will also include
demographic and visit-related variables, including length of stay and main purpose of
visit.
The questionnaire will be developed in English and translated into Chinese for field
administration. A translation and back-translation procedure will be applied to ensure
consistency between the two versions. Prior to the main survey, a pilot test will be
conducted with a small sample to assess clarity, comprehensibility, and contextual
relevance, and minor adjustments will be made accordingly.

3.3. Sampling and data collection
The target population will consist of visitors experiencing the Green Lake precinct for
tourism-related or leisure-related purposes. To focus on short-term tourism-related
place experience, local residents using the area mainly as part of their daily routine
will be excluded through screening questions at the beginning of the questionnaire.
Data will be collected using a two-stage survey design. In the first stage, an on-site
convenience intercept survey will be administered at multiple locations within the
precinct, including lakeside walking areas, heritage-related nodes, pedestrian spaces,
and eating and drinking places. This approach will capture variation in place
experience, activity-in-environment, and social context across the precinct. The
intercept survey is designed to capture immediate place-based evaluations rather than
retrospective assessments of the entire visit. Respondents will therefore complete the
first survey based on the place they are currently in or have just left. This stage will
measure PDRQs, activity-in-environment, social context, and pre-visit fatigue.
In the second stage, the same respondents will be invited to complete a brief
follow-up survey shortly after leaving the precinct. This survey will measure ROS and
the image of the urban tourism precinct. Participation in the surveys will be voluntary,
and respondents will be informed of the academic purpose of the study before
completing the questionnaires.
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3.4. Data analysis
Data will be analysed in several stages. First, descriptive statistics will be used to
summarise the sample characteristics. Second, the reliability and validity of the
measurement model will be assessed using internal consistency measures and
confirmatory factor analysis. Third, structural equation modelling will be employed to
test the hypothesised relationships among PDRQs, ROS, and the image of the urban
tourism precinct. The mediating role of ROS will be examined within the structural
model. The moderating effects of activity-in-environment and social context will be
tested using multi-group analysis. Pre-visit fatigue will be included as a control
variable in all analyses, as restoration research suggests that attentional fatigue shapes
both the need for restoration and subsequent environmental evaluation (Hartig &
Staats, 2006; Staats et al., 2016).

Expected outcomes and implications
This study is expected to show that short-term, place-based experiences within urban
tourism precincts can shape both ROS and the image of the precinct. Places with
stronger PDRQs are likely to generate higher ROS, suggesting that restoration in
urban tourism precincts may arise not only from natural elements, but also from the
combination of natural, historical, and leisure-oriented settings.
ROS are also expected to mediate the relationship between PDRQs and the image of
the urban tourism precinct. This would suggest that tourists’ overall evaluation of an
urban tourism precinct is influenced not only by place qualities, but also by the
immediate psychological benefits gained from the experience.
The study is further expected to show that restorative experience varies according to
activity-in-environment and social context. This would indicate that restoration
depends not only on the characteristics of a place, but also on how that place is used
and whether it is experienced alone or with others.
Overall, the study is expected to extend restoration research to real-world urban
tourism precincts and to show that restoration can serve as an experiential pathway
linking place experience to the image of the urban tourism precinct. In practice, the
findings may inform the planning and management of diverse micro-settings within
urban tourism areas, thereby supporting both visitor well-being and destination
appeal.
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Abstract

1. Introduction & Research Gap
For multinational hotel corporations, the tension between global governance, which
requires uniformity of policies, and markets that require local responsiveness based on
cultural diversity is significant. This tension has been exacerbated in the
post-pandemic era as digitalization, experiential consumer behavior, and complex
loyalty programs increase the gap between corporate policies and employee skills
(Aksoy et al., 2022; Ruiz-Fernández et al., 2024).
Substantial advances in the concept of fairness in services exist, but an inherent gap
remains.Fairness theory (Tax et al., 1998), along with service recovery studies (Lim et
al., 2025), have generally conceptualized fairness as something that’s evaluated at the
micro-level of individual service encounters, not something that’s built and sustained
across culturally diverse markets over time. Moreover, the concept of agile
management has been explored in relation to tech and leadership contexts (Buganova
& Simova, 2024; Rigby et al., 2016), but not yet conceptualized as a mechanism that
connects global policy with fairness perceptions in culturally diverse markets.Our
paper sets out to answer three questions: What role does agile management potentially
play in bridging the global-local policy gap for multinational hospitality firms?
What’s the relationship between decentralized decision-making, teamwork, and
learning in the context of agile service systems? What’s the role of the interaction
between customer segmentation and cultural adaptation in fairness perceptions in
culturally diverse markets? To answer these questions, we inductively propose the
Dual-Chamber Resonance Model (DCRM), a brand-new theoretical approach that
conceptualizes agility as a process of relational resonance that actively stabilizes
fairness, rather than a list of individual practices.

Keywords: Agile management; Dual-Chamber Resonance Model; global–local
tension; service fairness; multinational hospitality; Greater Bay Area

2. Theoretical Foundations
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2.1 Global–Local Tension
According to the integration-responsiveness (I-R) model (Bartlett & Ghoshal, 1989),
multinational corporations face a challenge to be efficient globally through
standardization, while also seeking competitiveness locally through adaptation, a
challenge that grows as internationalization deepens (Ruiz-Fernández et al., 2024). In
the hospitality industry, this problem is experienced in pricing models, loyalty
programs, and service delivery that must be globally consistent but locally relevant
(Mohr et al., 2024).Significantly, although the I-R model helps to identify this
paradox structurally, it does not offer a process explanation of how organizations deal
with this challenge in real-time interactions.

2.2 Agile Management
Agility in the form of the Agile Management paradigm was first developed in the
context of software development in the Agile Manifesto (Beck et al., 2001). It was
then transferred to the hospitality industry through three different organizational
structures: decentralized decision-making structures, cross-functional structures, and
feedback-based service recovery structures (Nyeko, 2024; Armstrong & Manitsky,
2022). In the context of hotel operations, such structures would promote employee
empowerment, adaptive responding to guests, and iterative understanding of policies.
However, the extant body of research on hospitality agility is still in the cataloguing
phase and does not conceptualize the role of the Agile Management paradigm as an
overarching mechanism linking internal policy logics and external perceptions of
fairness.

2.3 Fairness Theory
The theory of fairness has proposed three justice dimensions that are vital for service
recovery assessments: distributive justice (equity of outcomes), procedural justice
(equity of processes), and interactional justice (equity of interpersonal interactions)
(Tax et al., 1998; Wu et al., 2020). Even though the tripartite model has dominated the
literature on fairness, it has two underexplored weaknesses: it views fairness as a
snapshot evaluation, not as a process, and its Western-centric underpinning does not
sufficiently consider culturally embedded notions of fairness by which collectivist and
individualist guests perceive justice in different ways (Atanga et al., 2024). These
weaknesses underscore the need for a process-based model that can explicate the
construction and stabilization of fairness in culturally diverse multinational service
contexts.

3. Methodology
For the current research, an interpretivist approach will be employed, grounded in
constructivist assumptions, based on the belief that fairness perceptions and agile
practices are socially constructed through the lived experiences of managers and
guests in a variety of cultural contexts (Creswell & Creswell, 2018). The qualitative
single-case study design will be adopted for this study. The reason for choosing
Marriott International as the case company lies in its scale and standardized brand
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governance as well as the presence of substantial policy adaptation issues in diverse
markets.
For the current research, an inductive approach to conceptual model building will be
followed, based on Eisenhardt’s (1989) case-based abstraction and Locke’s (2007)
concept formation process, with iterative data collection and conceptual abstraction
leading to the development of conceptual dimensions and the application of a
theoretical model. A conceptual sufficiency test will be used, whereby data collection
will continue until no new conceptual dimensions are identified from comparative
cross-source data analysis (Eisenhardt, 1989; Guest et al., 2020).
For data collection, three triangulated data sources will be employed at eight Marriott
International properties in Hong Kong, Macau, Guangzhou, and Shenzhen, consisting
of semi-structured interviews with six mid-to-senior managers at Marriott
International, 45-60 minutes per participant, conducted via Zoom and Tencent
Meeting, 408 guest reviews sourced from Ctrip, Booking.com, and Agoda, and direct
telephone inquiries with policy offices at all eight properties. Braun and Clarke’s
(2006) reflexive thematic data analysis will be employed, with inductive cross-source
triangulation used to increase data credibility and support conceptual abstraction.

4. Findings
4.1 Global–Local Policy Tensions as Structural Contradictions
Policy tensions were evident in four operational domains: (1) children's breakfast
pricing, which is free at Hong Kong and Macau hotels but charged at Mainland hotels;
(2) pet fees, which are subject to varying local regulations and cultural norms
regarding pets in hotels; (3) executive lounge access, which is granted or denied to
elite loyalty program members at hotels of the same brand; and (4) loyalty benefits for
online travel agents (OTAs) vs. direct bookers, which resulted in perceived inequities
among high-frequency cross-market loyalty program members.
Such tensions should be seen not in terms of operational failures but rather in terms of
structural contradictions that result from efforts to balance brand standardization and
market-specific responsiveness. A quote from a senior manager captures the essence
of these tensions well: “We cannot apply the same rule in Guangzhou and Hong
Kong—the guests are different, the competition is different, the expectations are
completely different.” Moreover, data from guest reviews suggest that elite loyalty
program members were particularly dissatisfied with brand standardization due to
their cross-market experience.

4.2 Agile Management Practices: Mechanisms and Regional Asymmetry
Three types of generative agile mechanisms were identified that consistently appeared
in all properties: decentralized employee empowerment, as seen in employees'
permission to perform on-the-spot upgrades, compensate customers, or address
service failures without needing to escalate to management; inter-functional
collaboration, as seen in resource coordination between hotel departments to respond
to surges in demand, such as re-allocating room types between Guangzhou properties;
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and feedback-driven service recovery, which comprised weekly operations debriefs,
communication protocols, as well as managerial responses to online reviews.
Regional asymmetry: A second set of findings that is empirically distinct from the
above is regional asymmetry between properties in Hong Kong/Macau and those in
mainland China. Properties in Hong Kong/Macau demonstrated proactive, culturally
intelligent forms of agility, wherein hotel managers recognized the need for
cross-cultural fairness, anticipated these needs by justifying their rationales for hotel
policies, and developed strategies to respond to these needs as seen in their
development of recovery strategies for different types of guests. In contrast, properties
in mainland China primarily demonstrated reactive forms of survival-oriented agility,
wherein hotel managers' responses to complaints were primarily reactive as opposed
to proactive strategies to address anticipated needs. Pressures to operate, especially
when hotel occupancy was high, also resulted in benefit dilution for VIP customers as
well as differentiated treatment for elite members of hotel clubs. This asymmetry
suggests that perhaps agility is not necessarily demonstrated in all properties; instead,
it seems that it is shaped by different local competitive environments, staffing
configurations, as well as culturally informed knowledge.

4.3 Guest Fairness Perceptions: Culturally Weighted Justice
The determinants of guest fairness judgments were not policy uniformity itself but
rather the quality of agile policy responses to inconsistency. Procedural justice in
policy explanations before enforcement was found to be the most significant factor in
satisfaction judgments in all markets. Interactional justice in empathetic and authentic
managerial communication was found to be a critical factor in the context of recovery
markets, as guests made a clear distinction between scripted apologies and authentic
engagement.
The cultural weighting of justice factors was found in all markets and added a new
layer of complexity to the tripartite model of fairness in the West. Mainland Chinese
guests prioritized distributive justice in the form of compensation and value for
money equivalence and interactional justice in empathetic and authentic
communication. This corresponds with collectivist relational values in Mainland
China (Atanga et al., 2024). Guests in Hong Kong and Macau prioritized procedural
justice in policy explanations before enforcement and policy rule consistency as a
prerequisite for fairness, regardless of distributive outcomes. This suggests that
fairness is not an absolute and fixed concept but a process of cultural negotiation and
emergence—the empirical reality upon which the DCRM framework rests.

5. The Dual-Chamber Resonance Model (DCRM)
The DCRM is the central theoretical contribution of the present research. Within the
DCRM, resonance is the dynamic alignment of internal organizational logics and
external cultural expectations, which gives rise to the emergent property of stabilized
fairness perceptions in a similar way that acoustic resonance occurs when two
different systems sustain a vibration through mutual support rather than through
imposition. The model proposes that fairness is an outcome of the interplay between
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two interlocking chambers of the organization, which are linked together through a
feedback amplifier.

Chamber 1: Customer Stratification
This chamber identifies the internal logic of value differentiation for the structure of
loyalty programs. This structure is composed of three analytically derived elements: (i)
benefit strings, which are the tiered privilege system for the determination of the
benefits for elite membership, (ii) emotional value pickups, which are the relational
and symbolic elements of the determination of the benefits of the loyalty programs,
and (iii) dilution risk dampers, which are the mechanisms for ensuring that the
benefits of new customer acquisition programs do not diminish the perceived equity
of the established elite membership benefits.
The process of strategy in this chamber is represented by the following equation:
Balance Effect Formula: Balance Effect = New Customer Benefits (Acquisition
Intensity a) + Loyalty Benefits (Emotional Value b) - Benefit Overlap (Dilution Risk
c)
subject to: a + b + c = 1
The variables a, b, and c are strategic weights, as opposed to empirical coefficients.
These represent the relative strategic value of each of these factors in a given
competitive environment. They are, in effect, managerial decisions about how
resources are allocated. The constraint of the equation, where a + b + c = 1, captures
the zero-sum nature of the balance between resources allocated to new customer
acquisition programs and those allocated to loyalty program benefits. This means that
an increase in the relative strategic value of acquisition intensity will necessarily mean
a reduction in the relative strategic value of both loyalty benefits and dilution risks.

Chamber 2: Cultural Adaptation
This chamber oversees the external logic of cultural responsiveness in policy
interpretation. It has three sub-components: cultural decoding membranes
(organizational capacity for local fairness norm interpretation and translation into
policy modification), elasticity adjusters (the degree of policy flexibility vested in
property-level managers within brand-standard parameters), and core stabilizers
(brand standards that ensure global identity coherence in the face of local cultural
pressures for policy interpretation modification).
The adaptive process of this chamber is codified in the Cross-Cultural Adaptation
Formula:
Cultural Adaptation Score = (Decoding Accuracy x Policy Flexibility x Learning
Replication) - (Cultural Bias + Core Standard Deviation)
For cultural adaptation to occur successfully in this model, the cultural adaptation
score must be maximized through the simultaneous maximization of each of the
multiplicative factors in the numerator of the formula. The formula clearly shows that
cultural adaptation cannot occur through unbridled flexibility in policy interpretation
and modification. Deviation from brand-standard coherence in fact detracts from the
cultural adaptation score.
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The Feedback Amplifier
The two chambers are connected by a feedback amplifier, which enables continuous
organizational learning loops of guest reviews, manager debriefs, and inter-property
knowledge transfer. This allows each of the chambers to adapt in response to signals
received from the other. While detecting the effects of benefit dilution in Chamber 1,
elasticity adjusters are activated in Chamber 2 to redesign its compensation protocols,
and detecting changes in local fairness norms in Chamber 2 triggers revised cultural
interpretation templates, which are fed back into the benefit string architecture of
Chamber 1. Fairness is thus not seen as an input to be engineered or an output to be
measured but as an emergent property of the continuous resonance between internal
differentiation logics and external cultural expectations.

6. Theoretical Contributions
DCRM makes three specific contributions to the existing body of scholarly discourse.
First, it advances the integration-responsiveness perspective (Bartlett & Ghoshal,
1989) by filling in the missing link that I-R theory has posited but never
specified—the mechanism by which service agility dynamically stabilizes
global-local tension consequences in real-time service interactions. Second, it shifts
the perspective of agile management theory from a set of best practices to a resonance
mechanism. While existing hospitality agility theory specifies what it means for
organizations to be agile, DCRM specifies how being agile leads to fairness as an
organizational outcome through the dynamic linkage of internal stratification logic to
external cultural interpretations through feedback amplification. Third, it advances
fairness theory by showing that fairness dimensions are culturally weighted, not
universally scaled, directly challenging the Western-centric assumptions of Tax et
al.’s (1998) three-part model and shifting fairness management toward culturally
differentiated dynamic management in multinational service organizations.
The scope of DCRM is clearly specified; it is most applicable to service organizations
with strong brand management, hierarchical customer structures, and culturally
differentiated markets—all of which are common to multinational hotel chains,
airlines, retail, and financial service organizations.

7. Managerial Implications & Conclusion
The DCRM develops three recommendations for operational practice. First, the brand
must develop non-negotiable brand standards while allowing properties to have
calibrated policy elasticity in the interpretation of benefits. This is because enforcing
brand standards uniformly in culturally diverse markets does not result in uniform
perceptions of fairness. Second, the brand must develop cross-regional learning
communities to promote the systematic diffusion of proactive culturally intelligent
agility from the properties in Hong Kong and Macau to the Mainland properties,
rather than allowing the asymmetries between the regions to persist and accumulate.
Finally, the elite member service recovery must be reorganized around a series of
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tiered recovery options in place of scripted verbal apologies in terms of culturally
calibrated remedies tied to the emotional value dimensions of Chamber 1.
The limitations of the study are the focus on a single brand in the context of the GBA
and the cross-sectional design. These limitations restrict the external validity of the
study and preclude the possibility of examining the dynamics of resonance in a
longitudinal context. Future research should extend the DCRM in a comparative
context in terms of multiple brands in the GBA and extend the DCRM in a second-tier
Chinese market context. Longitudinal research should also be used to examine the
dynamics of feedback amplification in terms of stabilizing fairness in a service
context.
The DCRM develops a new language for the field of international hospitality
management in which fairness is not a standard to be enforced but a resonance to be
sustained.
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Abstract
This study explores the impact of negative meta-stereotypes (NMSs) on Chinese
tourists’ engagement in tourist-host interactions, focusing on the role of intergroup
anxiety and avoidance. NMSs refer to the beliefs that members of an ingroup hold
regarding how outgroup members view them negatively. Chinese tourists, frequently
facing stereotypes such as being uncivilized, rude, or disrespectful, may internalize
these perceptions and form negative meta-stereotypes. These beliefs can influence
their attitudes and behaviors during interactions with local residents, potentially
diminishing their engagement in tourism activities. Grounded in social identity theory
and intergroup anxiety theory, this research aims to investigate whether Chinese
tourists’ awareness of negative stereotypes about their group affects their willingness
to engage with local hosts. In particular, it examines the mechanisms through which
NMSs lead to intergroup anxiety and avoidance, both of which are expected to reduce
tourists’ engagement with local residents. In addition, the study explores the
moderating role of host sincerity, which could alleviate the adverse effects of NMSs
by fostering a more positive and open environment for interaction. Three
experimental studies are conducted to test the hypotheses. The first study examines
the direct effects of NMSs on tourist engagement and the mediating roles of
intergroup anxiety and avoidance. The second study investigates how host sincerity
moderates the relationship between NMSs and tourist engagement. The third study
reinforces the findings from the previous studies by testing the robustness of the
effects while controlling for individual variability. The manipulation of NMSs and
host sincerity is carefully controlled using fabricated news reports and images
depicting different attitudes of local residents toward tourists. This research
contributes to the literature on tourist-host interactions by addressing the gap in
understanding how NMSs shape tourists’ social behaviors, particularly in the context
of Chinese tourists. By identifying the emotional and behavioral consequences of
these negative perceptions, the study highlights the importance of mitigating the
negative impact of stereotypes on tourist engagement. Furthermore, the findings
suggest that host sincerity plays a crucial role in improving intergroup relations and
encouraging more meaningful interactions between tourists and local residents. The
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implications of this research are significant for tourism practitioners and policymakers.
Understanding how negative meta-stereotypes influence tourist-host interactions can
help develop strategies to reduce intergroup tensions and enhance the overall tourist
experience. By promoting positive host behaviors and fostering an environment of
sincerity, tourism organizations can improve engagement and create more welcoming
destinations for Chinese tourists, contributing to better cross-cultural exchanges and
greater satisfaction.

Keywords: Negative meta-stereotypes; intergroup anxiety; avoidance; host sincerity;
tourist engagement
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Abstract
As tourism services become increasingly digitalized, senior tourists are more
frequently required to navigate online booking platforms, mobile payment systems,
electronic tickets, and app-based travel information. In family travel contexts, many
older adults rely on their adult children for digital assistance, creating a form of
intergenerational knowledge transfer known as digital reverse mentoring (DRM).
Although DRM may facilitate travel participation and technological adaptation, its
psychological and relational consequences for senior tourists remain insufficiently
understood. In particular, little is known about how culturally embedded filial norms
and age-related stereotype processes jointly shape older adults’ experiences of
receiving digital help during travel.

Drawing on the Dual Filial Piety Model and role reversal theory, this study develops a
conceptual framework to explain how reciprocal filial piety and authoritarian filial
piety influence senior tourists’ experiences of DRM and, subsequently, their tourism
wellbeing. Specifically, the study proposes that DRM, while functionally beneficial,
may also trigger perceived intergenerational role reversal among senior tourists,
whereby they come to see themselves not as respected family authorities but as
dependent recipients of support. Such a perception is expected to generate
psychological discomfort in travel situations and increase the likelihood of tourism
value codestruction, manifested in diminished enjoyment, reduced self-efficacy,
strained family interactions, and lower subjective well-being.

Furthermore, this research introduces digital metastereotypes as a critical moderating
mechanism. Digital metastereotypes refer to older adults’ beliefs about how younger
generations view them as digitally incompetent, slow, or dependent. In high-visibility
travel settings, these perceived judgments may heighten face concern and intensify the
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negative effects of role reversal on value co-destruction and well-being. By
incorporating digital metastereotypes into the model, this study extends current
tourism research beyond functional technology adoption to the deeper
socio-emotional consequences of intergenerational digital interaction.

Methodologically, the study adopts a quantitative research design focusing on
Chinese senior tourists aged 60 and above who have traveled with their adult children
and received digital assistance during the trip. Survey data will be analyzed using
structural equation modeling to test the direct effects, mediating mechanisms, and
moderating relationships proposed in the framework. The study contributes
theoretically by extending value co-destruction research from firm–customer
encounters to the microlevel family tourism context and by integrating filial piety,
role reversal, and digital metastereotypes into a unified explanation of older tourists’
digital experiences. Practically, it offers insights for the design of age-friendly and
dignity-preserving digital tourism services that better support intergenerational travel
and senior wellbeing.
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Abstract
This study investigates how social media influencers’ selective self-presentation
affects tourists’ impulsive decision-making by distorting risk perception. Based on the
stimulus–organism–response (S–O–R) framework, the study conceptualizes
influencers’ selective presentation of highly positive and carefully curated travel
information as the external stimulus, tourists’ risk perception—captured through
optimism bias and self-efficacy—as the organismic state, and impulsive
decision-making as the behavioral response. Within this framework, trust in
influencers and arousal are positioned as key mediating mechanisms between the
stimulus and organism, explaining how selectively presented travel content shapes
tourists’ cognitive evaluations of travel-related risks. By integrating research on
influencer marketing, emotional responses, and risk perception, this study extends the
existing tourism literature on digital persuasion and tourist behavior.

A quantitative research design was employed. Measurement items were adapted from
established scales related to selective self-presentation, trust, arousal, optimism bias,
self-efficacy, and impulsive decision-making, and were revised to fit the context of
tourism social media influencers. A pilot test was conducted with 80 participants prior
to the formal survey to assess the reliability and validity of the questionnaire. Formal
data were collected through an online survey targeting individuals who had recently
followed travel-related influencers and made tourism-related consumption decisions.
Of the 300 questionnaires distributed, 260 valid responses were retained after data
cleaning, yielding an effective response rate of 86.67%.

The results indicate that influencers’ selective self-presentation significantly enhances
tourists’ trust in influencers and arousal. Trust positively influences arousal and
significantly promotes both optimism bias and self-efficacy in tourists’ risk perception.
Arousal also exerts significant positive effects on optimism bias and self-efficacy. In
turn, both optimism bias and self-efficacy significantly increase tourists’ tendency
toward impulsive decision-making. These findings suggest that influencers’ selective
self-presentation does not directly alter tourists’ behavioral responses; rather, it first
strengthens trust and arousal, which then distort risk perception by increasing
optimism bias and inflating confidence in self-efficacy to manage potential travel risks.
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In conclusion, this study demonstrates that trust and arousal are crucial mediators
linking social media influencers’ selective self-presentation to tourists’ distorted risk
perception, while optimism bias and self-efficacy, as organismic variables, ultimately
drive impulsive tourism decision-making. The findings contribute to the literature on
tourism marketing, social media influence, and risk perception, and offer practical
implications for destination marketers, platform regulators, and tourists seeking more
balanced and responsible travel decision-making.

Keywords: Selective Self-Presentation; Trust; Arousal; Optimism Bias; Self-Efficacy;
Impulsive Decision-making
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Abstract
As the pressure of daily life gradually increases, many tourists experience nonspecific
health problems that are difficult to clearly identify through medical diagnosis (Zheng
et al., 2023). This intermediate state between health and diagnosable disease is
referred to as suboptimal health status (Wang et al., 2016). In the wave of health
consumption in the post-pandemic era, therapeutic food tourism has gradually
emerged as an important form of health restoration for individuals in suboptimal
health status. Given the intensifying pressures of modern society and the prevalence
of suboptimal health status, exploring the decision-making mechanism of therapeutic
food tourism among tourists in suboptimal health status is of great significance for
promoting the development of the health tourism market and enhancing public
well-being. Protection motivation theory suggests that when facing health threats,
individuals engage in threat appraisal (e.g., perceived susceptibility and perceived
severity) and coping appraisal (e.g. response efficacy and self-efficacy), which in turn
shape protection motivation. In this study, we apply protection motivation theory and
the stimulus-organism-response (SOR) framework, introduce travel anxiety as an
emotional mediating variable. We thus empirically test a theoretical model to examine
how the cognitive appraisal of tourists in suboptimal health status influences their
intention to engage in therapeutic food tourism through travel anxiety and protection
motivation.
Using a questionnaire survey method, data will be collected from a target population
of adult tourists in suboptimal health status, and structural equation modeling will be
employed for analysis. This study will reveal an explanative mechanism in the
therapeutic food tourism decision-making of tourists in suboptimal health status from
the perspective of cognitive-emotional integration, thereby extending the application
boundary of protection motivation theory in the tourism context.

Keywords: Therapeutic food tourism; Suboptimal health status; Travel anxiety;
Protection motivation theory; SOR framework
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Abstract

Heritage tourism is a form of special interest tourism. It is increasingly playing a

significant role in the global tourism industry. Existing research indicates that tourist

destinations can create memorable tourism experiences (MTEs) for tourists by making

full use of their unique natural landscapes and cultural heritage. This study aims to

examine how the dimensions of memorable heritage tourism experiences drive the

perceived uniqueness and destination loyalty of tourists through the mediating role of

satisfaction. Through literature review, this study has preliminarily constructed the

conceptual dimension of memorable tourism experiences (hedonism, novelty, local

Culture, refreshment, meaningfulness, knowledge, and involvement). This study plans

to recruit approximately 500 tourists from the Meizhou Island in Fujian, China, to

participate in the survey, in order to test the proposed hypotheses by Structural

Equation Modeling (SEM). The expected results will indicate that the seven

dimensions of memorable heritage tourism experiences (hedonism, novelty, local

culture, refreshment, meaningfulness, knowledge, and involvement) can increase

tourist satisfaction, thereby enhancing their perceived uniqueness and destination

loyalty. This study embeds cultural heritage tourism into the research framework of

memorable tourism experiences (MTEs), systematically analyzes the

multidimensional composition of tourist experiences in this context, and expands the

empirical boundaries of MTE theory in specific tourism situations. The research

findings can help management agencies of cultural heritage tourism destinations make

targeted resource allocation suggestions and optimize visitor interaction design

mailto:cheyennezsy@163.com


Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

48

schemes, thereby improving visitor satisfaction at a lower cost and contributing to the

sustainable development of the destination's tourism industry.

Keywords: Heritage tourism, Memorable tourism experiences (MTEs), Satisfaction,

Perceived uniqueness, Destination loyalty

Fig. 1. Research model
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Abstract
Previous studies on promoting tourist destinations through virtual avatars have mainly
focused on cultural heritage sites, with a particular emphasis on comparing the
effectiveness of virtual influencers and human influencers under specific themes.
However, China is widely known for its vast territory and abundant natural resources.
Natural tourist destinations are numerous and diverse, and they also require
differentiated promotion strategies. To address this gap, the present study examines
how the characteristics of virtual avatars used in destination promotion influence
tourists’ visit intention. Using Chinese tourists as the research population, a
questionnaire survey was conducted, and a total of 286 valid responses were collected.
Data was analyzed using SPSS and Partial Least Squares (PLS). The results indicate
that the aesthetic, trustworthiness, and attractiveness of virtual avatars in promoting
natural tourist destinations positively affect tourists’ visit intention through perceived
ease of use (PEU) and perceived usefulness (PU). In addition, PEU significantly
influences PU. Furthermore, PEU and PU affect tourists’ visit intention via the
mediating role of tourist curiosity, which further enriches the understanding of the
intermediate mechanism between virtual avatar characteristics and tourists’ behavioral
intention.
This study makes several important contributions to existing research and practical
applications. Theoretically, it further extends the application scope of virtual avatar
promotion in the tourism context, breaking the previous research focus on cultural
heritage destinations and complementing the academic blank in the field of natural
tourist destination promotion using virtual avatars. It also enriches the theoretical
system of technology acceptance model (TAM) in the tourism field by integrating
virtual avatar characteristics and tourist curiosity into the model, providing new
insights into the relationship between virtual promotion tools and tourists’ behavioral
intention. Practically, it provides solid theoretical support and specific practical design
guidelines for developing promotional virtual avatars for major natural scenic spots in
China. By creating distinctive virtual avatars that fully highlight the unique natural
features and cultural connotations of each destination, tourism management
departments and related organizations can effectively enhance destination
attractiveness, better attract potential visitors, especially the post-00s and
Z-generation groups who are fond of new technologies and virtual images, and further
promote the high-quality development of China’s natural tourism industry.
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Abstract
With the advancement of the digital era, smart travelers have begun to make advance
travel arrangements through diverse information channels. They not only consult
official scenic spot information but also continuously collect practical content such as
tourist-recommended travel routes, along with catering and transportation guides from
various websites. Social media are playing an increasingly important role as
information sources for travelers. Such travelers rely on the information provided by
these guides to make their travel planning more efficient and meaningful. Nevertheless,
not all tourists can cope with the overwhelming volume of information; excessive
exposure to travel information tends to trigger their travel information overload, which
would negatively impact tourists’ intentions (e.g., decision-making and purchasing).
However, limited scholarly attention has been paid to how information overload
shapes tourists’ broader behavioral responses, particularly their intention to follow
travel recommendations.
Information overload describes a condition in which the volume of information
received by an individual per unit of time exceeds the upper limit of their cognitive
processing capacity (Miller, 1956). This state can impede the individuals’ ability to
complete tasks effectively. Information overload impairs the quality and efficiency of
consumer decision-making. Within tourism research, travel information overload
engenders perceived risk among tourists and reduces their travel intention. Li et al.
(2025) extended that in self-drive tourism, information overload influences tourists’
travel decision-making and booking intentions through a cognitive appraisal pathway.
Prior to the digital era, travelers struggled to access sufficient travel information due to
limited sources. With the rapid internet development, however, travelers now have
access to massive information shifting from reliance on a limited traditional channel to
an abundance of online sources, which leads to the stressor of information overload.
Tourists frequently become mired in repetitive itinerary optimization and comparison,
turning planning into a stressor that may trigger emotional responses and further shape
their intentions (e.g., whether to follow the recommendations during their trips).
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However, existing research has largely overlooked the transformation mechanism to
positive consequences of information overload.
Perceived enjoyment refers to a psychological state in which an individual experiences
positive emotion during an activity (Huang et al., 2024). In technology-rich
information environments, abundant online information has been found to foster
perceived enjoyment and drive positive user outcomes (Y. Li et al., 2024). However,
when exposed to information overload, potential tourists may experience a gradual
decline in perceived enjoyment during travel planning, which may further lead to
maladaptive responses. The mechanism by which decreased perceived enjoyment
among tourists translates into their subsequent behavioral intentions remains
underexplored, as tourism literature has largely neglected its adverse impact.
Perceived stress may also arise in the context of tourism recommendation overload.
Perceived stress refers to people subjective assessment of the pressure they encounter
in diverse life situations (Cohen et al., 1983). Existing research on perceived stress has
focused on individuals in enterprises, particularly employees. Workplace stress has
been shown to impact employee performance, problem-solving capabilities, and
service behaviors. Due to the inability to respond promptly and handle multiple tasks
simultaneously, employees feel stressed, which makes them more likely to rely on
intuition to handle problems. When planning their trips, tourists face information
overload due to massive information collected. They cannot find appropriate solutions
in a short time, so they are more likely to rely on quick and superficial solutions to
make a plan. Therefore, this study posits that the final decisions and coping strategies
of tourists may also be influenced by the perceived stress resulting from information
overload. However, current research has only discussed individuals in human resource
management and has not taken into account potential tourists planning trips. And the
mechanisms by which tourists perceived stress relates to positive behavioral intentions
remain underexplored.
Stress-coping theory posits that when individuals appraise a situation as exceeding
their available personal resources, they initiate dynamic cognitive and behavioral
efforts called coping strategies to regulate internal or external demands (Folkman et al,
1980). Coping strategies are conceptualized as adaptive psychological responses to
stressors, serving to alleviate psychological distress (El-Manstrly et al, 2021). Current
research has identified the application of coping strategies with positive outcomes in
various scenarios. When presented with excessive information on online travel agency
platforms, users would employ a disturbance-handling strategy to alleviate the stress
and actively promote their decision-making quality and reduce booking rates. In
human resource management, high-performing employees face pressures from own
tasks and additional responsibilities, problem-oriented coping strategies would help to
reduce stress and enhance their ethical conduct. In tourism destinations, negative short
travel videos can induce psychological reactance and embarrassment among residents,
however, maladaptive coping strategies result in positive outcomes for tourism (Tang
et al., 2025). Based on stress coping theory, this study conceptualizes travel
information overload as a stressor, perceived enjoyment and perceived stress as
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cognitive appraisal process, intention to follow recommendation as outcome after
coping.
Coping strategies can be classified from multiple perspectives (El-Manstrly et al,
2021), this research focuses on three strategies relevant to the study context: rational
thinking, instrumental support, and avoidance. Rational thinking refers to deliberate
attempts to prevent subjective emotions from directing behavior (Duhachek, 2005). It
reflects tourists carefully considering and selecting the most suitable plan based on
excessive information. Instrumental support is described as attempts to marshal social
resources to take action towards ameliorating a stressor (Duhachek, 2005). It reflects
tourists seeking genuine feedback from friends or locals to help them make choices.
Avoidance is defined as attempts to create psychic or physical distance between
oneself and a stressor (Duhachek, 2005). Tourists may be inspired with negative
thoughts that make them unwilling to face this journey. In this study, tourists’ final
decision-making in response to information overload may influence their behavioral
intentions depending on the specific coping strategies they employ.
Intention is the primary antecedent of actual behavior, it reflects an individual’s
willingness to act in a particular way (Ajzen, 1991). In this study, the intention to
follow recommendation is operationalized as an individual’s subjective decision on
their future behavior after using coping strategies. Under stressful situations, an
individual’s intention to follow advice is significantly influenced by coping strategies.
This study assumes that rational thinking would facilitate objective evaluation and
analysis. Instrumental support would leverage external information to shape intention.
Avoidance would involve disregarding risks and postponing decisions, all of them
have an impact on intention.
Self-efficacy, a psychological concept, is defined as an individual’s cognitive
assessment of their capacity to successfully execute a task (Bandura, 1977). It involves
the processing, evaluating, and integration of relevant information sources to regulate
one’s behavioral decisions (Bandura, 1977). Specifically, users with high self-efficacy
are more inclined to rely on peripheral cues of anthropomorphic AI (e.g., empathy and
warmth) to enhance their confidence and adopt AI recommendations when facing
massive information. In contrast, users with low self-efficacy are more prone to
avoiding or rejecting AI-assisted decision-making in overload scenarios due to
technological anxiety or distrust. Consequently, this research proposes that
self-efficacy serves as a moderator when tourists face information overload. People
with high self-efficacy may experience lower perceived stress and higher perceived
enjoyment when they encounter information overload.
In short, this study adopts stress coping theory as its core theoretical framework and
seeks to enrich the understanding of how perceived enjoyment and perceived stress
shape tourists’ coping strategies and their intention to follow recommendation in the
context of travel information overload. Additionally, this research also considers the
moderating role of self-efficacy, thereby offering a more nuanced perspective for
understanding the impact of information overload on tourist behavior. Therefore, the
conceptual model is presented in Figure 1.
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Figure 1. Research model.

Methodologically, this study employs quantitative research methods and
cross-sectional questionnaire surveys to test the hypotheses of the proposed model.
Specifically, the questionnaire is modified based on the following literature to adapt to
the research context with demographic information incorporated into its design: travel
information overload (Lin et al., 2021), perceived enjoyment (Huang et al., 2024),
perceived stress (Qayyum et al., 2025), rational thinking, instrumental support and
avoidance (Duhachek, 2005), intention to follow recommendation (Inan et al., 2022)
and self-efficacy (David-Negre, & Gutiérrez-Taño, 2025). A total of 300 anonymous
questionnaires will be distributed via social media platforms, and respondents reserve
the right to withdraw from the survey at any time. The data collection process will
strictly comply with academic ethics and moral requirements. As a token of gratitude,
the research team will provide a coffee discount coupon to each respondent upon
confirmation of questionnaire completion.
This study would offer several theoretical implications. First, this study attempts to
broaden the depth of stress coping theory by identifying rational thinking, information
seeking and avoidance as tourist coping strategies in response to stress, it enhances the
academic understanding of diverse coping mechanisms. Second, the research tries to
examine the perceived enjoyment of travel information from the perspective of tourists’
information overload. It considers the reduced perceived enjoyment in the context of
smart tourism and offers implications for marketing research. Third, this study tests to
reveal the moderating role of tourists’ self-efficacy when they meet information
overload. It emphasizes how different levels of self-efficacy influence tourists’
cognitive appraisal and strengthens individual psychological understanding of the
application of coping strategies.
Furthermore, this study may contribute to practical implications. For destination
management organizations (DMOs), the findings would highlight the importance of
curating and streamlining travel information across official channels. Doing so can
effectively reduce tourists’ cognitive burden and facilitate smoother travel planning.
For tourism marketing companies and platform operators, the results would underscore
the need to design user-friendly information interfaces that prioritize quality over
quantity. Such design improvements may enhance tourists’ perceived enjoyment and
ultimately encourage them to follow travel recommendations. For individual tourists,
recognizing their own coping strategy preferences can empower them to self-regulate
more effectively when confronted with overwhelming travel information. Whether
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adopting rational thinking, seeking instrumental support, or choosing avoidance,
selecting an appropriate coping strategy may ultimately support more informed and
satisfying travel decisions.

Keywords: stress coping theory; information overload; perceived enjoyment; coping
strategies; self-efficacy
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Abstract
"Food-medicine homology" (yao shi tong yuan) represents a distinctive feature of
Traditional Chinese Medicine (TCM) culture. It posits that food and medicine share
common origins. In recent years, TCM wellness food consumption among young
Chinese consumers has shown significant growth. From "TCM milk tea" to " TCM
Chinese steamed buns (Mantou)," transforming wellness from an elderly-exclusive
practice into a cross-generational lifestyle. However, existing research focuses on
clinical outcomes while neglecting consumer psychological mechanisms. Particularly
the intergenerational differences in consumption motivations between Generation Z
and the Silver Generation. This study aims to explore the consumption preferences
and psychological mechanisms of TCM wellness food across these two generational
and examine how the 24 solar terms dietary culture influences contemporary purchase
decisions. Drawing upon the Theory of Planned Behavior (TPB), this study proposes
an integrated model investigating how Health Consciousness, Trust in TCM Efficacy,
Food-Medicine Homology Knowledge, and TCM Health Beliefs influence
consumption attitudes, intention and behavior. And the direct effect of Solar Term
Dietary Norms to consumption intention. Hypothesize that generational differences
moderate the relationships between antecedent constructs to intention, attitude to
intention, and intention to behavior. A mixed-methods approach combining
quantitative and qualitative research will be employed. While observing the different
consumption group, large-scale questionnaire surveys will be conducted among
Generation Z (ages 18-29) and the Silver Generation (ages 60+). The Structural
Equation Modeling (SEM) used to test hypotheses and multi-group analysis to
examine moderation effects. Theoretically, this study extends TPB application to
TCM wellness food contexts and integrates solar term dietary culture as a cultural
situational factor. Practically, it provides market segmentation strategies for
enterprises to design differentiated products and marketing communications,
facilitating the modern transmission of traditional TCM culture.

Keywords: Food-medicine homology, Generation Z, Silver Generation, Theory of
Planned Behavior, Solar term dietary, Wellness consumption
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Abstract

Research Background
Entrepreneurship has become an increasingly relevant career pathway for tourism and
hospitality (T&H) graduates because the industry is dominated by small and
medium-sized enterprises, relies heavily on localized service innovation, and offers
relatively accessible opportunities for venture creation (Fu et al., 2019; Kallmuenzer
et al., 2019). In this context, graduate entrepreneurship is not merely an alternative to
salaried employment. It is also a mechanism through which destinations renew
products, create jobs, and improve resilience in volatile service markets. However,
prior research has focused more strongly on entrepreneurship education,
entrepreneurial intention, and skills development than on the broader entrepreneurial
climate surrounding graduates (Gong & Jia, 2022; Luong & Lee, 2021). This
omission is theoretically important because intention formation is embedded in a
perceived environment. Graduates evaluate whether entrepreneurship is encouraged,
whether support and resources are visible, and whether risk-taking is institutionally
legitimized before they commit to entrepreneurial action. Against this background, the
present paper proposes a conceptual model explaining how entrepreneurial climate
shapes T&H graduates’ entrepreneurial intention through entrepreneurial spirit and
entrepreneurial self-efficacy.

Theoretical Framework
This study is grounded in the stimulus–organism–response (S-O-R) framework, which
proposes that external stimuli shape behavioral responses through intervening internal
states (Mehrabian & Russell, 1974; Bitner, 1992). Within the present model,
entrepreneurial climate constitutes the stimulus because it captures graduates’
perceptions of external supportiveness, including reward systems, management
support, resource availability, supportive structure, and risk-taking support.
Entrepreneurial spirit and entrepreneurial self-efficacy are conceptualized as
organismic states because they represent internal motivational and cognitive readiness
for entrepreneurial action. Entrepreneurial intention is the response because it reflects
a deliberate willingness to start a venture. The model also incorporates entrepreneurial



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

58

motive as a moderator. This addition is theoretically justified because the same
external climate is unlikely to affect all graduates equally. Individuals with stronger
entrepreneurial motive are more likely to interpret environmental support as
actionable opportunity, thereby intensifying the effect of entrepreneurial climate on
both entrepreneurial spirit and entrepreneurial self-efficacy.
The framework also draws on entrepreneurship research that emphasizes the centrality
of perceived capability and motivational orientation in venture intention.
Entrepreneurial self-efficacy reflects an individual’s belief in his or her ability to
perform entrepreneurial tasks successfully (Chen et al., 1998). Entrepreneurial spirit,
by contrast, refers here to a proactive and opportunity-oriented orientation of mind
characterized by initiative, innovation, and willingness to pursue entrepreneurial
outcomes. Prior work suggests that environmental support can strengthen both
psychological mechanisms and that these mechanisms, in turn, are central antecedents
of entrepreneurial intention (Krueger et al., 2000; Sancho et al., 2021).
Research Questions and Hypotheses
Based on the preceding arguments, this study addresses the following research
questions:
RQ1: How does entrepreneurial climate influence T&H graduates’ entrepreneurial
intention?
RQ2: Do entrepreneurial spirit and entrepreneurial self-efficacy function as
organismic mechanisms linking entrepreneurial climate to entrepreneurial intention?
RQ3: Does entrepreneurial motive strengthen the effects of entrepreneurial climate on
entrepreneurial spirit and entrepreneurial self-efficacy?
The study proposes seven hypotheses.
H1: Entrepreneurial climate positively influences entrepreneurial spirit.
H2: Entrepreneurial climate positively influences entrepreneurial self-efficacy.
H3: Entrepreneurial spirit positively influences entrepreneurial intention.
H4: Entrepreneurial self-efficacy positively influences entrepreneurial intention.
H5: Entrepreneurial self-efficacy positively influences entrepreneurial spirit.
H6: Entrepreneurial motive positively moderates the relationship between
entrepreneurial climate and entrepreneurial spirit, such that the relationship becomes
stronger when entrepreneurial motive is high.
H7: Entrepreneurial motive positively moderates the relationship between
entrepreneurial climate and entrepreneurial self-efficacy, such that the relationship
becomes stronger when entrepreneurial motive is high.

Research Variables
The independent variable in this study is entrepreneurial climate. In line with prior
research on entrepreneurship-supportive environments, entrepreneurial climate is
defined as graduates’ perceptions that their surrounding educational or organizational
environment encourages entrepreneurial development and lowers uncertainty
associated with venture creation (Sancho et al., 2021). It comprises five dimensions:
reward system, management support, resource availability, supportive structure, and
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risk-taking support. These dimensions collectively represent whether the environment
signals legitimacy, accessibility, and encouragement for entrepreneurial action.
The mediating variables are entrepreneurial spirit and entrepreneurial self-efficacy.
Entrepreneurial spirit captures a graduate’s proactive entrepreneurial mindset and
willingness to pursue opportunity, while entrepreneurial self-efficacy reflects
confidence in performing entrepreneurial tasks, such as recognizing opportunities,
mobilizing resources, and managing uncertainty (Chen et al., 1998). Entrepreneurial
motive is positioned as a moderating variable and refers to the strength of an
individual’s personal motivation to pursue entrepreneurship as a valued career path.
The dependent variable is entrepreneurial intention, defined as the conscious plan or
willingness to start a business in the foreseeable future (Krueger et al., 2000).

Research Methods
This paper proposes a quantitative design suitable for subsequent empirical testing.
The target population comprises final-year and recently graduated T&H students
because this group is typically at the point of active career consideration. Data can be
collected through a structured questionnaire using five-point Likert-type scales.
Measurement items for entrepreneurial climate should be adapted from
entrepreneurship climate research, while entrepreneurial self-efficacy and
entrepreneurial intention should be measured using established scales from the
entrepreneurship literature (Chen et al., 1998; Krueger et al., 2000; Sancho et al.,
2021). Entrepreneurial spirit should be operationalized at the individual level in order
to avoid conflation with firm-level entrepreneurial orientation.
For data analysis, partial least squares structural equation modeling (PLS-SEM) or
covariance-based SEM may be used, depending on the final measurement structure
and sample conditions. The analytical procedure should begin with common method
checks and data screening, followed by reliability and validity assessment, including
factor loadings, composite reliability, average variance extracted, and discriminant
validity. The structural model should then be evaluated to test the direct, mediating,
and moderating relationships. This design is appropriate because the study seeks to
examine multiple latent constructs and indirect mechanisms within a theoretically
integrated framework.

Expected Research Findings
Two broad patterns are expected. First, entrepreneurial climate is expected to exert a
positive effect on entrepreneurial intention indirectly through entrepreneurial spirit
and entrepreneurial self-efficacy. In other words, graduates are more likely to
consider entrepreneurship when they perceive that their environment offers support,
legitimacy, and resources. Second, entrepreneurial motive is expected to strengthen
the influence of entrepreneurial climate on the two organismic variables. Graduates
with stronger entrepreneurial motive should be more responsive to external support
signals, and thus more likely to translate favorable climate perceptions into
confidence and entrepreneurial mindset.
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The proposed relationship between entrepreneurial self-efficacy and entrepreneurial
spirit is also expected to be positive. A stronger sense of capability should make
entrepreneurial action feel more feasible and personally attainable, thereby reinforcing
a proactive entrepreneurial orientation. Together, these expected findings would
suggest that entrepreneurial intention among T&H graduates is not produced solely by
education or individual traits, but by the interaction between external climate and
internal psychological readiness.

Research Significance
This study offers both theoretical and practical value. Theoretically, it contributes to
entrepreneurship research in tourism and hospitality by repositioning entrepreneurial
climate as a meaningful antecedent of graduate entrepreneurial intention rather than
treating intention as a purely individual outcome. It also clarifies construct boundaries
by distinguishing entrepreneurial spirit from entrepreneurial self-efficacy and by
locating both within an S-O-R process model. In addition, the inclusion of
entrepreneurial motive extends the framework by explaining why supportive
environments may not influence all graduates to the same extent.
Practically, the model provides guidance for universities, destination stakeholders,
and policy makers seeking to cultivate entrepreneurship among T&H graduates. If
entrepreneurial intention depends partly on climate perception, then entrepreneurship
support cannot be limited to isolated courses. Institutions should create visible reward
systems, improve mentoring and resource access, normalize responsible risk-taking,
and provide structural support that makes entrepreneurial careers appear feasible and
legitimate. Such interventions may be particularly valuable in destinations where
tourism renewal depends on local venture creation, innovation, and graduate retention.
The model therefore offers a useful basis for future empirical work and for
entrepreneurship-support policy in tourism and hospitality education.

Figure 1. Conceptual Model
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Abstract
Sustainable tourism has been promoted for years, yet many tourists still hesitate to
support sustainable options when these seem less convenient or more costly
(Nieto-García et al., 2024). Research also shows that immersive technologies such as
virtual reality (VR) and augmented reality (AR) can strengthen presence and
encourage more positive environmental responses (Su et al., 2024; Tussyadiah et al.,
2018). However, people know less about why immersive messages lead some tourists
to support sustainable action.
This study addresses that gap through perceived economic benefit (PEB). It argues that
tourists do not respond to sustainability messages only through emotion. They also
judge whether a sustainable option feels worthwhile and worth paying for. Based on
presence research and the Theory of Planned Behavior, the study proposes a
value-based model in which media type and message framing shape presence, presence
strengthens PEB, PEB increases sustainable behavioral intention (SBI), and stronger
SBI in turn leads to higher willingness to pay (WTP) (Ajzen, 1991; Elshaer et al.,
2023). Digital literacy is also introduced as a moderator of the relationship between
media type and presence, as tourists with stronger digital literacy may engage more
easily with immersive media and experience stronger presence (Lee et al., 2024).
To test this model, the study proposes a 2 × 2 between-subjects experiment comparing
immersive media and traditional video, and gain-framed and loss-framed sustainability
messages. The analysis will examine the effects of media type and message framing on
presence, the sequential path from presence to PEB, SBI, and WTP, and the
moderating role of digital literacy. The study aims to explain how immersive
sustainability promotion works not only through emotional engagement, but also
through value-based evaluation. It also offers guidance for designing messages that
feel meaningful and worth supporting.

Keywords: immersive technology; sustainable tourism promotion; perceived
economic benefit; willingness to pay
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Abstract
Rural tourism is a key driver of rural revitalization, and tourists’ pro-environmental
behavioral intentions are critical to the sustainable development of rural tourism
destinations. Based on the cognitive-affective-behavior framework, this study
constructs a chain model of “rural tourism experience → positive emotion/satisfaction
→ pro-environmental behavioral intention”, with visiting frequency as the moderating
variable, to explore the influence mechanism of rural tourism experience on tourists’
environmental responsibility. Taking tourists from typical rural tourism destinations
in China as the research object, 500 valid questionnaires were collected and analyzed
by PLS-SEM. The results show that: three dimensions of rural tourism experience
(rural landscape experience, folk culture experience, agricultural participation
experience) all positively affect positive emotion and satisfaction; positive emotion
has a stronger driving effect on pro-environmental behavioral intention than
satisfaction; positive emotion plays a full mediating role between rural tourism
experience and pro-environmental behavioral intention, while satisfaction only
partially mediates the relationship between rural landscape experience and
pro-environmental behavioral intention; visiting frequency negatively moderates the
path of agricultural participation experience → positive emotion. This study enriches
the research on rural tourism experience and tourists’ pro-environmental behavior,
and provides practical references for rural tourism destinations to optimize experience
design and guide tourists’ environmental protection behavior.

Keywords: Rural Tourism; Tourism Experience; Pro-Environmental Behavioral
Intention; Positive Emotion; Visiting Times
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Fig. 1. Research model
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Abstract

Research background
With the fast-growing popularity of AI and social media, the use of virtual influencers
is pivotal for effective brand-customer communications and engagement.
Nevertheless, while these avatars yield widespread attention, their lack of perceived
authenticity becomes a bottleneck that drastically impedes their actual conversion
rates, this contrast between two phenomena purposed the comparative figure (see Fig.
1). Superficial high levels of website visits do not necessarily translate into sales,
especially when customers harbor doubts about the influencer’s real existence
(ZoomSphere, 2025). Such issues of trust are further exacerbated as consumers begin
to doubt the efficacy of these endorsements, acutely aware that AI avatars lack the
physical senses necessary to truly test the products they advertise (Mertens, 2024). To
add to this dilemma, there is a deep-rooted ‘authenticity gap’, as virtual influencers
are often unable to measure up to the spontaneous yet emotionally-driven interactions
present in genuine human engagement (upGrowth, 2025). Therefore, investigating the
most effective approach to AI identity disclosure becomes crucial, not just to address
the targeting concerns of skeptical consumers, but more importantly, to establish the
key parasocial intimacy needed to eliminate this immense conversion challenge.

mailto:yujing@must.edu.mo
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Fig. 1. Proactive AI self-disclosure.

Research Objectives
Despite the pressing nature of the conversion crisis, existing scholarly inquiries have
been rather remiss at elucidating the conversion mechanisms underpinning virtual
influencer’s conversion rates. Previous scholarly works have primarily focused on
superficial levels of user interactions, but well-researched topics of technology
acceptance, and credibility analyses between humans vs. virtual influencers, and there
is a glaring gap in theoretical discussion where the effectiveness of direct vs. indirect
virtual disclosure signals in crossing the authenticity chasm remains underexplored.
(Lee&Ham,2023) With the aforementioned knowledge gap in mind, this critical issue
is illustrated through Signaling Theory in order to fill this gap in existing literature.
(Connelly et al., 2011)We theorized that the typical approach of disclosing the AI
identity of virtual influencers (direct vs. indirect disclosure) represents a crucial signal
that shapes users mental processes. As a result, this research main goal is to unravel
the underlying mechanisms of how varying disclosure signals (direct vs. indirect)
operate, to expand upon the concept of perceived trustworthiness and parasocial
relationships towards virtual IP. In addition, this research also aims to understand the
moderating effect of visual styles of virtual influencers (virtual vs. realistic looks),
and contribute theoretical knowledge and practical implications for the companies to
improve the interactions between brands and virtual IPs in order to overcome the
conversion rate dilemma.

Overview of study
To achieve the objective of the research questions, this research purposed the research
model (see Fig. 2), and utilized a two-staged mixed methods. This study will make
use of both high-precision statistical tools and rich qualitative text analysis
capabilities to fully realize the benefits of both textual and quantitative methods of
program outcome analysis.

Fig. 2. Research model.

3.1 Qualitative Research Design
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In terms of qualitative sampling, purposive sampling can select 15-20 qualified
samples who have certain knowledge of virtual influencers and certain Internet
communication habits, to explore the psychological activities behind the signals issue.
For qualitative analysis, in view of the goals of data from virtual influencers, we will
widely use grounded theory to do the open coding, axial coding, and selective coding
of the interview materials (Strauss & Corbin, 1990). For the analysis, the
identification of sentiments, along with the processes of creating them and their
variations over time, will contribute to the discussion and choice of methodology as
well as the further steps of the quantitative research.

3.2 Quantitative Research Design
In terms of quantitative sampling, based on the online research of young Internet users
as subject sampling, the qualified professional online survey system randomly
randomized the survey samples and gathered 400 digital samples. When conducting
the sampling procedures, the samples will be randomly and evenly assigned to a 2×2
between-subjects experimental design (AI identity disclosure signal: proactive vs.
reactive × visual appeal: virtual vs. realistic styles) based on the systematic stratified
sampling method.
For quantitative data collection, we will adopt the experimental method of scenario
simulation to design the pictures of social media from four different styles to conduct
a scenario induction with immersion. This involves making clear and strong AI
signals on the front of the profile page for the proactive signal; placing them at the
end of the text as a weak signal for the reactive signal; and replacing the realistic
portrait with a purely virtual image. The participants can finish the questionnaire after
they read a short story and answer a number of tested scales that are compiled from
the subjected literature.
For quantitative data processing, we will take SPSS and AMOS statistical software
for stringent analysis. First, it will conduct analysis for reliability and validity based
on the constructs and CFA (confirmatory factor analysis) in AMOS to ensure the
measurement basic effectiveness. Secondly, it will perform a validity test with an
independent samples t-test to ensure the scenario validity and effectiveness. After that,
it will perform a two-way ANOVA test on the experimental data and carry out the
main and interactive effect test. Finally, by using Hayes’ PROCESS macro, we will
comprehensively interpret the perceived trustworthiness and parasocial interaction
mediating effect, and eventually confirm the research hypothesis (Hayes, 2017).
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Abstract
With the deep integration of the internet and new media, social media travel content
has become a key driver of tourists’ destination visit intention. Extant studies have
widely applied the Stimulus-Organism-Response (SOR) model to examine how
user-generated content (UGC) influences emotions, trust, and behavioral intentions.
However, few studies integrate the SOR model with Self-Determination Theory (SDT)
to explain the underlying psychological mechanism. This study aims to investigate
how emotional UGC (EUGC) and factual UGC (FUGC) affect tourists’ visit intention
through the three core psychological needs of SDT: autonomy, competence, and
relatedness.
Data were collected via an online questionnaire with a valid sample of respondents.
All measurement scales were adapted from established literature: EUGC and FUGC
from Yamagishi et al. (2023); autonomy, competence, and relatedness from Fu et al.
(2023); and visit intention from An et al. (2020). A pre-test with 80 participants was
conducted to purify the scales, and the final questionnaire demonstrated good
reliability (Cronbach’s α = 0.863–0.920). Data were analyzed using SPSS 27.0 and
Amos 24.0 for reliability, confirmatory factor analysis, and structural equation
modeling.
Results show that all direct effects, mediating effects, and moderating effects are
statistically significant, supporting all proposed hypotheses. The findings validate the
integration of SOR and SDT in tourism research and confirm that both emotional and
factual social media content positively promote tourists’ offline visit intention by
satisfying their basic psychological needs. This study provides theoretical insights and
practical implications for destination marketing and social media content strategy.

Keywords: social media content; UGC; visit intention; SOR model;
Self-Determination Theory
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Abstract
In recent years, micro-vacations, which are short-distance, short-duration, and
experience-focused getaways, have gained rapid popularity among Gen Z. Rather than
conventional sightseeing, this cohort increasingly travels for specific experiences such
as live performances or local cuisine. Similarly, the “No.1 central document” for 2026,
for the first time, advocates the development of “small yet beautiful” cultural tourism
formats, emphasizing refined and differentiated rural destinations (Hao, 2026).
However, existing research on micro-vacation motivations has largely focused on
pandemic-induced psychological needs, leaving a gap in understanding consumption
motives in non-crisis contexts. Moreover, limited studies have systematically
examined why Gen Z is drawn to “small yet beautiful” destinations from a perceived
value perspective, nor have they integrated value-based antecedents into the theory of
planned behavior (TPB) framework within the micro-vacation context (Azhar et al.,
2023). To address these gaps, this study aims to identify which dimensions of
perceived value (functional, emotional, social) drive Gen Z’s attitude and behavioral
intention and test a mediation model where attitude mediates the effects of perceived
value on intention. This study proposes a quantitative survey targeting Gen Z
respondents aged 18–28 with prior micro-vacation experience or intention (target N =
300–400). Validated scales measuring perceived value, TPB constructs, and
behavioral intentions will be adapted. Structural equation modeling (SEM) will be
employed to test the hypothesized paths and mediation effects. We expect that
emotional value will exert the strongest positive effect on attitudes toward “small yet
beautiful” micro-vacations, followed by social value. Among TPB constructs, attitude
will be the strongest predictor of behavioral intention, outperforming subjective norm
and perceived behavioral control. Furthermore, the indirect effects of emotional and
social value on intention via attitude will be significant, confirming that Gen Z’s
micro-vacation choices are driven primarily by “heart-driven value” (i.e., emotional
and social returns) rather than utilitarian considerations. The findings will provide
theoretical guidance for marketing “small yet beautiful” destinations to Gen Z.
Destination managers should prioritize emotionally restorative experiences and
authentic local distinctiveness over price competition and amplify social value by
designing shareable moments and facilitating user-generated content.
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Abstract
The deployment of anthropomorphic service robots in hotels presents new
opportunities for enhancing customer experiences. As hospitality establishments
increasingly adopt robotic technologies for guest services, understanding how
customers respond to human-like design features becomes critical for maintaining
service quality and loyalty. Robot anthropomorphism, defined as the degree to which
customers perceive robots as having human-like characteristics (Bartneck et al., 2009;
Song et al., 2024), serves as a critical design feature for stimulating customer interest.
However, current literature primarily focuses on static perceptions such as warmth
and competence through the Stereotype Content Model (Song et al., 2024), while
paying limited attention to the dynamic process of customer engagement and its
boundary conditions in human-robot interactions. The mechanisms through which
anthropomorphic design translates into actual behavioral loyalty remain
underexplored in hospitality contexts.
This study addresses these gaps by investigating how robot anthropomorphism
influences hotel customers' behavioral intentions through the mechanism of customer
engagement. Drawing on engagement theory (Brodie et al., 2011), we propose that
anthropomorphic cues trigger multidimensional engagement, which subsequently
drives behavioral intentions. Furthermore, the moderating role of attitudes toward
robots (Akdim et al., 2023) is examined to understand when anthropomorphic design
effectively stimulates engagement versus when it fails due to negative pre-existing
attitudes toward robotic agents. Data will be collected from hotel customers who have
experienced service robot interactions through an online scenario-based survey.
Questionnaires will employ established scales from prior literature to measure
anthropomorphism (Bartneck et al., 2009), customer engagement (Hollebeek et al.,
2014), attitudes toward robots (Akdim et al., 2023), and behavioral intentions (Lu et
al., 2019; Song et al., 2024).Structural equation modeling will be employed to test the
research model, examining the mediating effect of customer engagement and the
moderating effect of attitudes toward robots.
This research contributes to the hospitality literature by shifting from static perception
paradigms to dynamic engagement processes in understanding customer responses to
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service robots. By investigating the mediating role of customer engagement and the
boundary condition of robot attitudes (Moriuchi & Murdy, 2024), new insights are
provided into why high anthropomorphism does not always lead to loyalty. Findings
will offer guidance for hotel managers on targeted anthropomorphism design
strategies and customer segmentation based on pre-existing robot attitudes in the era
of intelligent hospitality.

Keywords: Service robot, Anthropomorphism, Customer engagement, Attitudes
toward robots, Hotel management

Research Model
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Abstract
The main goal of the hotel industry typically is to maximize revenue and profits.
Therefore, it is critical to know customers’ demand at present. With the
transformation of the social structure, pets and humans have a tight emotional bond so
that the willingness to interact with pets is increasing (Li & Zhang, 2020). As a result,
pet companion hotels have become a new consumption trend (Chen & Wang, 2022).
However, existing research rarely examines the combined effects of hotel service
attributes and pet-related characteristics on customer satisfaction and willingness to
pay in the pet companion hotel sector.
This study investigates the influences of two pet companion hotel attributes
(cleanliness and facility quality) and two pet attributes (pet interactivity and pet
cuteness) on customer satisfaction and willingness to pay (Kim & Park, 2021; Li et al.,
2025). A questionnaire survey will be designed to collect data from customers of pet
companion hotels in China, and appropriate statistical methods will be adopted for
hypothesis testing.
The study predicts that hotel cleanliness, hotel facility quality, pet interactivity and pet
cuteness exert significant positive impacts on willingness to pay and customer
satisfaction (Kim & Park, 2021). Customer satisfaction is also expected to positively
affect willingness to pay.Theoretically, this study fills the research gap of insufficient
integration of hotel attributes and pet characteristics, and enriches the research system
of human-animal bond and pet-friendly hospitality consumer behavior.Practically, it
provides targeted operational, pricing and marketing strategies for pet hotel operators,
and offers decision-making references for industry regulation and policy formulation
The study will contribute to enriching the human-animal bond and hotel consumer
behaviour research (Li & Zhang, 2020; Chen & Wang, 2022), and provides practical
guidance for hotels to formulate strategies. Finally, it can promote the healthy
development of the pet hotel industry.

Keywords: Pet Companion Hotel; Customer Satisfaction; Willingness to Pay;
Cleanliness; Facility Quality



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

78

Fig. 1. Hypotheses related to this study
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Abstract
In China, cultural heritage sites have been transformed into major tourist attractions
and destinations, increasing the demand for heritage-based tourism activities and
enhancing the local economic development (Yang et al., 2010; Liu et al., 2022). For
example, Langzhong, an ancient town in Nanchong, Sichuan, is widely recognised for
its rich intangible cultural heritage resources, with over 40 officially recognised
heritage items, attracting about 100,250 visitors per day on average during the
Chinese Spring festival (People.cn, 2026).
The application of UGC in social media has drawn attention from tourism scholars to
examine how it serves as an effective tool to attract prospective tourists (Hua et al.,
2024; Yamagishi et al., 2023). UGC is defined as non-professional users who
document their travel experiences and share them online (Hua et al., 2024). Tourists
have relied on user-generated content (UGC) in social media platforms to obtain
information about tourism destinations, and it plays a significant role in influencing
tourists’ decision-making processes (Sotiriadis, 2017).
This research proposal is underpinned by the Stimulus–Organism–Response (S–O–R)
framework to examine how UGC influences tourists' behaviors (i.e., revisit intention
and WOM recommendation). The S-O-R framework explains how external stimuli
influence individuals’ internal states and subsequent behavioral responses (Mehrabian
& Russell, 1974). The stimulus component is described as individuals’ encounter with
a particular environment through the organism, the process by which stimuli are
internally and subconsciously activated, and consequently leads to individuals’ mental
responses (Jacoby, 2002).
The UGC content, as the key external stimuli, can be divided into different types (i.e.,
factual and emotional UGC). Factual UGC refers to objective, practical information
shared by visitors, focusing on the functions, values, and attributes of tourism services
(Cheung et al., 2021). On the other hand, emotional UGC captures personal feelings
and experiences, conveying a positive atmosphere and emotional expressions that
evoke affection and enjoyment (Cheung et al., 2021; Wang et al., 2017). Together,
these two forms of content make up the information environment tourists encounter
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before or during their visit. The organism stage involves two internal states triggered
by exposure to the stimuli. One is perceived value, which reflects tourists’ rational
assessment of a destination’s overall usefulness and experiential quality (Chen &
Chen,2010). The other form of organism proposed in this study is cultural pride,
which is a positive emotion that arises when individuals feel connected to and
affirmed by their own cultural traditions, and it can be relevant in heritage tourism
(Soulard et al.,2024). The response stage proposed in this study involves the
behavioral outcomes stemming from the organism and stimulus, which are visit
intention and WOM recommendation.
Existing research tends to conceptualize UGC as a homogeneous construct and
emphasizes its direct behavioral effects, neglecting its multidimensional nature and
underlying cognitive–affective mechanisms. Moreover, in cultural heritage tourism
contexts, the interplay between these responses remains under-examined. This study
addresses this gap by differentiating factual and emotional UGC within an integrated
S-O-R framework. Using Langzhong, Sichuan, as a case study, this study proposes to
examine the effect of user-generated content (UGC) on tourists’ behaviors and
attitudes when visiting cultural heritage sites based on the S-O-R framework
(Mehrabian & Russell, 1974; Yamagishi et al., 2023). More specifically, the study
examines inter-relationships among the proposed constructs (Figure 1), namely, how
constructs of UGC interact with perceived value, cultural pride, as well as tourists’
visit intention and WOM recommendations. The research findings are expected to
provide a theoretical understanding of the mechanism of the S-O-R theory, offering
practical insights for practitioners in the cultural heritage tourism destinations to
better utilize social media technologies and UGC content to attract and retain tourists.

Keywords: User-Generated Content, Cultural heritage tourism, Perceived value,
Cultural pride, Visit intention, WOM recommendation, S-O-R model
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Abstract
Against the backdrop of Macao’s designation as a UNESCO Creative City of
Gastronomy, this study focuses on the development opportunities and adaptation
dilemmas of Macao’s small and medium-sized enterprises (SMEs, defined as
community-based local catering establishments non-affiliated with large integrated
resorts) amid the booming Special Forces Tourism (SFT) — an emerging travel
format defined by ultra-compact itineraries, a minimal budget, and high-efficiency
attraction hopping within a short trip duration. Existing SFT research mostly centers
on its driving motivations, leaving a critical gap in understanding how destination
catering SMEs adapt to this emerging travel trend. Grounded in the Theory of Planned
Behavior (TPB), the study develops an analytical model to examine how three core
restaurant attributes (convenient location, local food appeal, and competitive price)
influence SFT tourists’ dining intentions, while accounting for their specific boundary
conditions. Data will be collected via a structured questionnaire survey, and research
hypotheses will be tested using Partial Least Squares Structural Equation Modeling
(PLS-SEM). The findings fill the relevant academic gap and provide targeted,
actionable marketing strategies for Macao’s catering SMEs and tourism authorities,
supporting the sustainable development of Macao’s gastronomy and tourism
industries.

Keywords: Special Forces Tourism; Small and medium-sized enterprises; Theory of
Planned Behavior; Restaurant attributes

Research Background
In 2017, Macao was designated as a new UNESCO Creative City of Gastronomy.
This new identity creates further opportunities for development, as it not only
promotes the region’s unique culinary culture but also enhances the sustainable
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development of its tourism industry. However, the benefits are not equally shared
with Macao’s small and medium-sized enterprises (SMEs) (Cheng et al., 2022).
SMEs are fundamentally characterized by independent operations, reliance on
localized markets, inherent resource constraints, and deep community embeddedness
(Thomas et al., 2011). In this study, SMEs refer to community-based local catering
establishments non-affiliated with large integrated resorts and located near tourist
attractions, primarily serving local residents, and featuring local culinary
characteristics. Academic studies have noted that SMEs in tourism destinations often
struggle with resource constraints and market competition (Owusu-Sekyere et al.,
2025; Thomas et al., 2011). For example, Owusu-Sekyere et al. (2025) pointed out
that SMEs have difficulty competing with large firms, restricting their reach beyond
local markets. Similarly, SMEs in Macao face multiple challenges, including
intensified competition from large resorts, rising operational costs, cross-border
competition from neighboring cities, and limited substantive government support
(Macao Daily News, 2025; Macao Daily News, 2026; Cheng et al., 2022).
In the tourism context, a new form of travel known as Special Forces Tourism (SFT),
characterized by low cost and high efficiency, has gradually emerged, potentially
offering new market opportunities for SMEs in Macao. Wang (2025) pointed out that
SFT is characterized by meticulous planning, visiting as many attractions as possible
within the shortest time and at the lowest cost, often framing the trip as a challenging
“mission”. Zhao and Zhang (2024) stated that SFT tourists are not yet financially
independent; they face tight budget constraints when traveling.
In Macao, SFT has gained notable traction. Macao's SFT tourists are influenced by
short videos, using casino perks and other promotions to enjoy special deals. They
pursued minimum spending and high value. (Jornal San Wa Ou, 2025; Jornal San Wa
Ou, 2026). Jornal San Wa Ou (2026) reported that tourists concentrate in resorts and
scenic areas during festivals, leaving SMEs underserved. Despite low per capita
spending, SFT's large numbers and frequency may mean their economic impact is
underestimated. Focusing only on high-end markets risks missing revenue and
weakening economic resilience. In this respect, this study proposes a winning strategy:
connecting SFT tourists with Macao's catering SMEs — a neglected area in the extant
literature.

Theoretical background
Current research on SFT mostly focuses on its causes and motivations, lacking
theoretical support and practical attention regarding the adaptability of destination
industries. Therefore, the study employs the Theory of Planned Behavior (TPB) as a
framework to explore how restaurant attributes influence the behavioral intentions of
SFT tourists through the mediating variables of TPB, and provides marketing strategy
references for catering SMEs in Macao.
Ajzen (1991) proposed the TPB, which integrates five key elements: attitude,
subjective norm (SN), perceived behavioral control (PBC), intention, and behavior.
Among them, attitude, SN, and PBC are critical predictors of intention, and intention
in turn mediates their influence on behavior. Ding et al. (2024) found that college
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students’ SFT willingness is positively influenced by their tourism attitude, SN, and
PBC. The core driver of SFT lies in "peer influence", and this influence spreads
rapidly through the internet among young people, primarily college students (Zhang
& Li, 2024). Second, for Gen Z tourists, social media interactions have become the
key channel for obtaining travel information and making travel decisions (Zhao et al.,
2024). This study incorporates eWOM into the TPB framework, consistent with prior
research identifying eWOM as a significant predictor of travel intention (Azhar et al.,
2023).
Existing research defines SFT as a travel mode that is strictly limited by time and
budget, meaning that the available time for SFT is limited, and the disposable budget
is tight. This is quite different from traditional tourism (Zhang & Li, 2024). Therefore,
within the framework of TPB, time and budget constraints should be treated as
moderating variables to examine whether the strength of the effects of attitude, SN,
PBC, and eWOM on intention to patronize catering SMEs varies under different
levels of time pressure and budget constraints. Because of the limited time and budget
constraints of SFT, tourists often meticulously plan their trips, striving to achieve the
best experience at the lowest cost (Wang, 2025; Zhang & Li, 2024). In addition,
scholars have further identified key motivations for SFT, including social media
influence (Zhao et al., 2024), escape from daily pressures (Li, Liu, & Hu, 2024), and a
fear of missing out on life experiences (Song, 2024).

Conceptual Model and Hypotheses Development
The dining experience has been examined as a critical component of tourism. Torres
(2002) empirically verified that international tourists in the Yucatan region exhibit
considerable demand for locally produced specialty foods, underscoring the intrinsic
appeal of destination-specific cuisine to visitors. Richards (2002) emphasized that
authenticity constitutes a pivotal dimension of tourism consumption, noting that the
pursuit of "authentic" local and regional gastronomy can function as a primary
motivational driver for tourists to select a particular destination. Paembong et al.
(2025) found that while product quality and price individually did not significantly
influence consumer purchasing decisions, the three factors – food quality, price, and
location had a significant combined effect when tested simultaneously. This suggests
that consumers’ purchasing choices are shaped by the interplay of multiple factors
rather than by any single variable alone.
Based on existing literature on restaurant attributes, the study includes convenient
location, local food appeal, and competitive price as the core restaurant attribute
variables, and proposes their influence on key determinants (i.e., attitude, SN, and
PBC) of SFT tourists’ behavioral intention. We further incorporate eWOM as a
complementary construct alongside SN, acknowledging its conceptual distinctiveness
among SFT tourists. While SN reflects perceived social pressure from referent
individuals (Ajzen, 1991), eWOM captures exposure to online evaluations and
recommendations (Azhar, 2023). Additionally, this study aims to test the moderating
effect of time urgency and limited budget in the effect of attitude, SN, PBC, and
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eWOM on behavioral intentions. Figure 1 displays the conceptual framework of this
study.

Figure 1 Proposed Research Model

H1: Convenient location positively affects SFT tourists’ attitude (H1a), SN (H1b),
PBC (H1c), and eWOM (H1d).
H2: Local food appeal positively affects SFT tourists’ attitude (H2a), SN (H2b), PBC
(H2c), and eWOM (H2d).
H3: Competitive price positively affects SFT tourists’ attitude (H3a), SN (H3b), PBC
(H3c), and eWOM (H3d).
H4: SFT tourists' attitude positively affects their intention to patronize a restaurant.
H5: SFT tourists' SN positively affects their intention to patronize a restaurant.
H6: SFT tourists' PBC positively affects their intention to patronize a restaurant.
H7: SFT tourists' eWOM positively affects their intention to patronize a restaurant.
H8: Time constraint moderates the effects of attitude (H8a), SN (H8b), PBC (H8c),
and eWOM (H8d) on intention to patronize a restaurant.
H9: Budget constraint moderates the effect of attitude (H9a), SN (H9b), PBC (H9c),
and eWOM (H9d) on intention to patronize a restaurant.

Methodology
The study adopts a quantitative approach. A questionnaire survey will be conducted
targeting SFT tourists in Macao, using validated scales measured on 5-point Likert
scales. A pilot study with 50 respondents will be conducted to check reliability and
validity. Then, data will be collected from Chinese tourists who exhibit SFT
characteristics, using multiple screening questions. After gathering a targeted
minimum sample size of 300 responses, the proposed model and hypotheses,
including the moderating effects (H8–H9), will be tested using Partial Least Squares
Structural Equation Modeling (PLS-SEM). Moderating effects will be examined via
product-term analysis with bootstrapping.
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Anticipated results and contributions
There are two main expected findings of this research. Firstly, restaurant attributes
including convenient location, local food appeal, and competitive price, positively
influence SFT tourists’ attitude, SN, PBC, and eWOM. That is, better performance in
these three restaurant attributes will significantly strengthen SFT tourists’ positive
attitude, favorable eWOM and SN, and PBC toward patronizing catering SMEs in
Macao. Secondly, attitude, SN, PBC, and eWOM, based on the TPB, are expected to
play significant mediating roles between restaurant attributes and SFT tourists’
behavioral intentions. That is, when the positive effects of attitude, SN, PBC, and
eWOM are stronger, the positive impacts of restaurant attributes on SFT tourists’
intention to patronize catering SMEs will become more significant.
This research holds significant theoretical and practical value, with a sharp focus on
the realistic context of Macao’s tourism industry. From the theoretical perspective,
this study enriches the research on the behavioral mechanism of SFT, and fills the
research gap on the interaction between the operational attributes of Macao’s catering
SMEs and SFT tourists’ consumption decision-making. Existing studies mostly focus
on the drivers and motivations of SFT, while rarely addressing how the accessible
operation of local catering SMEs shapes the behavioral intentions of SFT tourists
under tight time and budget constraints. By redefining restaurant attributes —
convenient location, local food appeal, and competitive price — from the tourist
perception perspective and integrating eWOM and specific boundary conditions
among SFT tourists into the TPB framework, this study provides a new theoretical
perspective for understanding SFT consumption behavior in Macao, a UNESCO
Creative City of Gastronomy.
From the practical perspective, the findings can provide targeted, actionable
suggestions for Macao’s catering SMEs operators, local tourism authorities and other
stakeholders. For SMEs, the core priorities to attract SFT tourists include: improving
the transparency of location information and walking route guidance to enhance
perceived accessibility, highlighting the matching degree between store location and
classic SFT travel routes, amplifying the authentic appeal of local Macao cuisine, and
setting budget-friendly pricing that fits the consumption characteristics of SFT groups.
Meanwhile, industry stakeholders should leverage eWOM and social media to guide
SFT tourists from large integrated resorts to community-based local catering outlets,
and launch supporting measures guiding the SFT group from “extreme
freebie-seeking” toward “low-cost, deep-experience” travel (Jornal San Wa Ou, 2026).
This can fully unlock the consumption potential of SFT groups, boost the business
vitality of Macao’s local catering SMEs, and support the sustainable development of
Macao’s gastronomy and tourism industries.
The core model developed in this paper is an integrated framework that positions
restaurant attributes (convenient location, local food appeal, and competitive price) as
antecedents, which influence SFT tourists’ patronage intention through the three TPB
core mediating variables (attitude, SN, and PBC), and eWOM as a complementary
predictor. Furthermore, the model incorporates time constraint and budget constraint
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as moderators. In future research, this model can be expanded to different tourism
destinations and formats for comparative analysis, to provide more generalizable
theoretical support for the sustainable operation of catering SMEs in global tourism
destinations. Notably, the SFT tourists in this study are primarily non-gaming visitors.
Examining their consumption behavior helps shift Macao’s tourism structure away
from gambling dependence toward greater diversification, offering micro-level
empirical support for the region’s moderate economic diversification.
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Abstract
Engaging in leisure activities at their destinations during travel and competitions
enables athletes to extend their professional identity construction, foster holistic
well-being, and facilitate a balanced lifestyle beyond athletic arenas (Seong, 2025).
Against the backdrop of a rapidly evolving global sports industry and rising concerns
over athletes’ physical and mental health, understanding athletes’ leisure perceptions
is critical to enhancing their travel experiences, psychological well-being, and
competitive performance. It also contributes to the optimization of tailored destination
and leisure services for athlete groups, thereby strengthening destination branding and
competitiveness. Previous studies have associated athletes’ leisure participation with
emotional bonding with host destinations (Herbold, 2020), as well as their inherent
needs for recovery (Iwasaki, 2014), cultural exploration (Adeclas, 2024), and social
interaction (Nielsen, 2021).
However, the existing literature lacks a systematic theoretical framework that
integrates leisure constraints, motivational drivers, and diverse participation
typologies, leaving a significant research gap in this domain. Therefore, this study
aims to (a) integrate leisure constraint theory and self-determination theory to analyze
constraints, motivations, and participation categories, constructing a comprehensive
model of athlete leisure participation and (b) explore how athletes balance
“professional athlete” and “Tourist identities” through leisure, enriching sport
psychology and leisure studies.
Methodologically, this study adopts a qualitative approach centered on
semi-structured interviews. First, semi-structured interviews will be conducted with
athletes who have participated in international competitions or training camps to
explore their perceptions of leisure constraints, motivations, and participation
categories. The laddering technique, based on the means-end chain (MEC) framework,
will then be used to explore the reasoning behind the athletes' engagement with
leisure activities. The interviews will be iteratively reframed to move from concrete
leisure behaviors to inquiries into deeper motivational drivers and constraints. This
process involves reframing the interviews iteratively to shift the focus from specific
leisure activities to the underlying motivations and constraints. Three-level coding
using thematic analysis will reveal the hierarchical connections between leisure
activity attributes, perceived outcomes, and core values (Aebli, 2019).
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Theoretically, this study indicates the mechanisms through which athletes transition
from a purely competitive mindset to a more holistic approach to leisure, thereby
contributing to tourism and leisure studies. In practice, it provides sports
organizations, event organizers, and destination managers with actionable insights to
help them optimize support systems, enhance service quality, and ultimately improve
athlete well-being and competitive performance, while also improving the
destination's image.

Keywords: Athletes, Leisure engagement, Self-determination theory, Motivation
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Abstract
Museum sectors across the globe are undergoing a digital transformation, with many
renowned institutions adopting Virtual Reality (VR) technology to enhance exhibitions
and attract wider audiences. VR has become an important tool for museums to break
through spatial and temporal limitations and connect virtual experiences with offline
visits. The role of VR in improving visitor experiences and influencing travel
intentions has become an important topic in tourism and cultural heritage research.
Prior research has confirmed that VR enhances tourists’ destination attitudes,
satisfaction and visit intentions. However, research focusing specifically on how
museum VR exhibitions shape users’ offline visit intention toward physical museums
remains limited.
Drawing on Information System success model and Experience Economy theory, this
study clarifies the core constructs shaping museum VR experiences. Content quality
and system quality are identified as fundamental dimensions of VR service
effectiveness, with evidence supporting their positive impact on immersion (Cheng et
al., 2024). Novelty, a well-recognized driver of tourism motivation, is established as a
critical factor in fostering VR engagement and technology acceptance (Kieanwatana &
Vongvit, 2024). These three constructs are key antecedents shaping immersive
experiences. Key dimensions of VR experiences include enjoyment, learning, escape,
involvement and aesthetic experience. Aesthetic and escapist experiences are two
pivotal dimensions of immersive experience (Cheng et al., 2024). While museum VR
has been studied, few have examined the joint effects of content quality, system quality
and novelty on aesthetic and escapist experiences and visit intention. The sequential
link between aesthetic experience and escapist experience remains unexplored.
To address this gap, this study proposes and empirically tests a conceptual framework
in which VR content quality, system quality, and novelty enhance aesthetic and
escapist experiences, which in turn drive offline visit intention. Moreover, the
sequential relationship between aesthetic experience and escapist experience is
integrated to reflect the immersive nature of museum VR encounters. Figure 1 shows
the conceptual model used in this Study. Data collected from 400 respondents with
museum VR experience, and PLS-SEM will be used to test the proposed relationships.
This study enriches museum digitalization and VR tourism literature, and offers
actionable implications virtual-to-physical visitor conversion.



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

92

Keywords: Museum Digitalization; Virtual Reality (VR); VR Exhibition Quality;
Immersive Experience; Offline Visit Intention

References
Cheng, A., Ma, D., Pan, Y., & Qian, H. (2024). Enhancing museum visiting

experience: Investigating the relationships between augmented reality quality,
immersion, and TAM using PLS-SEM. International Journal of
Human–Computer Interaction, 40(17), 4521-4532.

Cheng, L., Xu, J., & Pan, Y. (2024, May). Investigating user experience of VR art
exhibitions: The impact of immersion, satisfaction, and expectation confirmation.
In Informatics (Vol. 11, No. 2, p. 30). MDPI.

Kieanwatana, K., & Vongvit, R. (2024). Virtual reality in tourism: The impact of
virtual experiences and destination image on the travel intention. Results in
Engineering, 24, 103650.

Figure 1: The Conceptual Model



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

93

Green Consumption Activism: Uncovering the ‘black box’ of

Greenwashing Among Social Media Users

Felix Elvis OTOO1, Yihan LIU2, Jingxi LUO2

1Assistant professor, Faculty of Hospitality and Tourism Management, Macau University of
Science and Technology, Avenida Wai Long, Taipa, Macau SAR

2Student, Faculty of Hospitality and Tourism Management, Macau University of Science and
Technology, Avenida Wai Long, Taipa, Macau SAR

Abstract

Introduction:
The rapid development of industry and technology has had a continuous negative
impact on the environment. With improved living standards and internet availability,
people have become increasingly aware of the importance of environmental
protection and have shown interest in sustainable development. From this background,
green consumption activism has gradually emerged and gained popularity among
tourists and other stakeholders (Baah, Kim, & Han, 2025; McDonagh & Martin,
2015).
Social media has played a contrasting role in the need and importance of
environmental consumerism. On the one hand, tourists share their positive
experiences through social media, making green consumption a communicable and
interactive lifestyle trend. On the other hand, the increasing popularity of destinations
and environmental desirability via social media campaigns has raised concerns about
greenwashing, especially from so-called concerned industries. Yet, the phenomenon
of greenwashing is not restricted to businesses and commercial entities alone. It is
also prevalent among tourists, with some studies confirming that a pro-environmental
support, such as high environmental awareness, does not always transform into actual
willingness to pay or transform actual behavior (Blázquez, Steiger, Diaz-Farina, &
Leon, 2026; Vázquez-Rodríguez, Romero-Castro, Šević, & Quinoa-Pineiro, 2024).
This creates an attitude-behavior gap, which may require an intentional attempt to
influence the behaviors of travelers either mandatorily or subtly.
Regarding the latter, the call for investigations into green consumption activism has
been lopsided, with little attention to the influence and impact of tourist activists and
much more attention to social activists such as Greta Thunberg. This and other
research gaps have necessitated the need for an investigation into the relationship
between tourists' green consumption activism and the role of social media platforms
in communicating green values.
Another important gap is the limited understanding of how different age cohorts
respond to green activism. Recent studies support the view that tourists' concerns
about the environment may indicate differences between each generational cohort.
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For example, Hefny (2025) noted that millennials are increasingly boycotting tourism
through social media activism. However, few studies have examined this behavior
across Gen Z, highlighting a gap between consumer resistance and movement.
Meanwhile, social media usage has evolved from being seen as entertainment
platforms to conveying information about new tourism destinations, which motivates
consumers to travel. Thus, social media platforms have become catalysts that
transform the perception and experiences of users into a greater motivation for solving
environmental problems. These consumers (potential travelers) may become
environmentally conscious and take eco-friendly actions, such as purchasing green
products. While social media use is prevalent among the Gen Z age cohort, it is often
presented as a “black box”, where transformative processes are not readily observed
nor understood, and as such, there is limited exploration of the factors that transform
social media users from passive click-and-go viewers into environmental activists.
This study is therefore positioned to explore environmental activism across diverse
age cohorts on social media. The objectives of this study are as follows: (1) To
determine the factors that transform social media users from being passive online
participants to actual green activists; (2) To investigate the transformative effect of
green activism on the behavioral and purchase decisions of travelers; (3) To determine
the extent to which social media can influence future purchase and behavioral
intentions(4) This study compares the responses between Gen Z and the middle-aged
group to identify differences in their environmental attitudes and green consumption
behaviors.

Green tourism and social media:
Greenwashing refers to a discrepancy between environmental communication and
actual environmental practices to the extent that stakeholders portray themselves, their
products/services, or their processes as greener than they are (Koch & Denner, 2025).
Greenwashing is essentially false environmental promotion by enterprises on
platforms such as social media. Social media has the potential to reduce corporate
greenwashing, and excessive corporate self-promotion may backfire in environmental
communication (Lyon & Montgomery, 2013). Social media has the function of
connecting people and maintaining interactions to become a crucial part of our lives
(Zhang, Bai, Lu, & Zheng, 2023). As previous studies mainly focused on social
activism, this study focuses on green consumption activism, which means taking the
initiative to practice environmentally friendly consumption and encouraging others to
adopt sustainable consumption habits. This study is grounded upon marketing and
consumer psychology. Firstly, the 4Ps marketing theory analyzes consumer decisions,
supporting the rational judgment path in green consumption. The theory of planned
behavior illustrates how attitude, subjective norms, and perceived behavioral control
influence the transformation from purchase intention to actual behavior.

Theoretical perspective
The current study uses Cognitive Theory and the Uses and Gratification Theory to
interrogate the interaction among individuals, the environment, and behavior, with
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social media as a catalyst. The decision for these theories is premised on the
assumption that the Gen Z cohort is not irrational, erratic, and unaware in their
decisions and their implications, as has been reported in some studies, including Khan
and Belk (2024). This view is strongly embedded in Cognitive Theory. On the other
hand, the Uses and Gratifications Theory (UGT) suggests that audiences actively and
consciously select specific media information to satisfy their particular needs. These
needs include informational, entertainment, social interactivity, or personal needs.
The UGT presupposes that rather than being passive consumers, individuals (in this
case, Gen Zs) are goal-driven and will choose social media content to obtain specific
gratifications. Although the UGT has been applied in general consumer literature, it
has hardly been explored within the tourism literature, and more so, within the
tourism-environment activism literature. It is nonetheless a valuable framework for
analyzing modern, user-driven digital media and social networks. It is also suitable for
this study as it is based on users’ self-evaluation rather than a researcher’s imposition.
Collectively, these theories help explain people’s green consumption behaviors and
social media impacts in the Greater Bay Area, which forms the theoretical basis of the
study.
The variables are as follows: social media perception, availability of information,
social-media-generated motivation. Social media provides tourism-related
information and covey new tourism destination information to aid people to transform
from being passive online participants to actual green activists. Availability of
information share about green destinations and assist people to plan trips and decide
green destinations, which together influence future purchase and behavioral
intentions.

Method:
The study further tests people’s social media perception, green consumption behavior,
green purchase intention, and green behavioral intentions. Most tourists believe that
online sharing of information about green destinations will encourage them to visit,
which identifies the factors contributing to the objectives. Most tourists hold a neutral
attitude toward the view that their environmental perceptions during travel over the
past three years have changed. Thus, they hold the intention to protect the
environment and take active actions, which include choosing and purchasing green
products with low environmental impact, such as eco-friendly goods, sustainable
tourism services, and energy-saving items. Based on 400 questionnaires of green
tourism research in the Greater Bay Area towards people who have traveled in the
past three years, we use SPSS to analyze tourism in the Greater Bay Area.

Expected findings:
Analyzing the reasons for green purchase intention and green behavior intention in
order to reduce the greenwashing phenomenon and enhance actual green activists,
with social media as a key contributing factor. Gen Z is more likely to trust travel
videos online, whereas middle-aged adults tend to be more rational and less credulous
of information spread through such videos.
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Abstract

1. Introduction
In tourism studies, daka (landmark check-in) has evolved from a travel habit into a
widespread phenomenon and a legitimate object of scholarly inquiry (Chen et al.,
2024). Research on tourist check-in behaviour and image production splits into two
broad traditions. Management and marketing scholarship treats check-in photography
as a tool for impression management and value co-creation, focusing on psychological
satisfaction and social capital (Lo & McKercher, 2015; Taylor, 2020). Sociological
and critical work draws on Foucault's (1977) disciplinary power and the concept of
the spectacle to examine how experience becomes alienated and bodily autonomy
erodes under platform capitalism (Dinhopl & Gretzel, 2016). Though these two
traditions have begun to engage with each other, few sustained empirical studies trace
the full causal chain: how environmental pressures in mediatised tourism spaces
become internalised as psychological dispositions, then translate into specific bodily
practices and their physical and psychological costs.
This study fills that gap using the Stimulus–Organism–Response (SOR) framework
(Mehrabian & Russell, 1974) to build and test a quantitative model that integrates
Foucauldian disciplinary theory with aesthetic labour (Guo et al., 2024) in one causal
chain. Five constructs ground the model: perceived instagrammability (stimulus),
digital vanity (organism), sacrificial dressing (behavioural response), and two
disciplinary outcomes—gaze anxiety and corporeal punishment (response costs). The
analysis shows how the pursuit of digital visibility operates as a mechanism of cruel
optimism (Berlant, 2011), where agency and constraint coexist in the same
behavioural sequence, and quantifies how platform-mediated norms mark the tourist's
body.

2. Literature Review
2.1 Panopticism, Docile Bodies, and the Tourist Gaze
Foucault's (1977) concepts of panopticism and docile bodies argue that omnipresent
visibility leads people to internalise power's constraints and self-regulate, turning
gestures and movements into what Foucault called an "instrumental coding" of the
body. In today's digital check-in culture, these disciplinary pressures have intensified.
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Social media's algorithmic gaze now intersects with traditional spatial surveillance,
pushing tourists to hold controlled postures and tolerate uncomfortable clothing to
meet platform aesthetics (Cheong & Miller, 2000; Guo et al., 2024). The tourist's
body becomes docile—compliant with the demands of visual production under
pervasive digital visibility.
This disciplinary logic overlaps with a broader shift in how tourists look and are
looked at. Urry's (1990) tourist gaze, originally directed outward at landscapes and
culturally marked others, has inverted with mobile technology. Dinhopl and Gretzel
(2016) call this the "self-directed tourist gaze": the tourist is both seer and seen—a
visual product for online audiences. This self-spectacularisation requires what, Guo et
al. (2024) call aesthetic labour: intensive bodily work to coordinate clothing, postures,
and facial expressions, often at the cost of comfort and spontaneity. This intersection
of the self-directed gaze and its demanded labour is the behavioural core of this study.
2.2 The Stimulus–Organism–Response Framework
The sociological concepts above resist direct quantitative measurement. To connect
them to methods, this study uses the Stimulus–Organism–Response (SOR) model
from environmental psychology (Mehrabian & Russell, 1974). Jacoby (2002)
reconceptualised the organism component as a cognitive-affective processing system,
and tourism research has shown SOR's usefulness for understanding how digital
mediation drives check-in behaviours (Chen et al., 2024; Kim et al., 2020). Here, the
stimulus is the environmental pressure from destination photo spots, queuing, and
algorithm-endorsed visual templates. The organism is the internalisation of the
external gaze and pursuit of social validation. The response is the adoption of
comfort-compromising attire and its downstream effects—psychological anxiety and
physical discomfort.

3. Hypotheses Development
3.1 Perceived Instagrammability and Digital Vanity
Drawing on servicescape theory (Bitner, 1992)—which holds that cognitive and
emotional responses stem from subjective beliefs about a place—this study treats the
visual qualities of tourism spaces as an individual psychological variable: perceived
instagrammability. The construct captures a tourist's sense that a space is pre-set for
producing platform-ready visual content, conveyed through structured visual
templates (Jenkins, 2003), performative infrastructure like on-site posing guidance
and costume rental (Edensor, 2000; Guo et al., 2024), and social validation through
imitation, most visible in queuing at photo spots. As the organism component, digital
vanity represents adaptive psychological arousal (Jacoby, 2002) marked by strategic
self-branding (Khamis et al., 2017), appearance monitoring (Lyu, 2016), and the
temporal urgency of digital immediacy (Dinhopl & Gretzel, 2016). When tourists
perceive strong environmental pressure to produce ideal visual content, they
internalise the external gaze, heightening digital vanity.
H1: Perceived instagrammability has a significant positive effect on digital vanity.

3.2 Digital Vanity and Sacrificial Dressing
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Sacrificial dressing means tourists compromise bodily comfort and everyday clothing
habits to meet photography demands. Drawing on Guo et al. (2024) aesthetic labour,
this involves what Dinhopl and Gretzel (2016) call "stylised performing"—adopting
non-routine attire like formal gowns, traditional costumes, or vintage dresses to turn
the body into a consumable visual sign for platforms such as Xiaohongshu (Siegel et
al., 2025). Within SOR, digital vanity drives this output psychologically: tourists
oriented toward social validation would trade physical wellbeing for the visual
demands of image production (Lo & McKercher, 2015).
H2: Digital vanity has a significant positive effect on sacrificial dressing.

3.3 Sacrificial Dressing and Gaze Anxiety
Gaze anxiety is the persistent unease triggered by the "reverse gaze" (Gillespie,
2006)—when tourists, aware of scrutiny from onlookers and online audiences,
continuously monitor their appearance (Lyu, 2016) and engage in what Rui and
Stefanone (2013) call protective self-presentation. Sacrificial dressing worsens this by
placing tourists in non-routine, often restrictive clothing: departing from everyday
norms raises concerns about wardrobe failures and visual coherence, demanding rigid
bodily control that suppresses spontaneity (Dinhopl & Gretzel, 2016).
H3: Sacrificial dressing has a significant positive effect on gaze anxiety.

3.4 Sacrificial Dressing and Corporeal Punishment
Corporeal punishment is the direct physical toll the body endures when subordinated
to visual production. Grounded in Foucault's (1977) docile body, this study treats
restrictive garments—tight dresses, high heels, elaborate costumes—as corrective
devices that translate external aesthetic standards into bodily discipline through
constriction and friction. Following Dosekun's (2017) application of cruel optimism
(Berlant, 2006), tourists may internalise "beauty is pain" as a norm, treating suffering
as necessary for social recognition. Such clothing makes fluid movement effortful,
requiring visual poise within restrictive frames (Guo et al., 2024; Larsen, 2005).
H4: Sacrificial dressing has a significant positive effect on corporeal punishment.

3.5 Gaze Anxiety and Corporeal Punishment
Beyond direct physical constraint, gaze anxiety is expected to intensify corporeal
punishment through psychological self-policing. When tourists worry about image
collapse, they impose stricter bodily discipline—suppressing spontaneous movement
and holding rigid postures to preserve visual coherence (Larsen, 2005; Dinhopl &
Gretzel, 2016). When this psychological rigidity combines with the physical
limitations of sacrificial clothing, discomfort deepens.
H5: Gaze anxiety has a significant positive effect on corporeal punishment.

3.6 Serial Mediation
Together, these hypotheses describe a sequential chain: environmental spectacle
pressure (perceived instagrammability) triggers an internal psychological state (digital
vanity), which drives a comfort-compromising behaviour (sacrificial dressing),
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producing dual disciplinary costs—gaze anxiety and corporeal punishment. Digital
vanity mediates the instagrammability–sacrificial dressing link (H6), and sacrificial
dressing mediates the digital vanity–disciplinary costs link (H7).

Figure 1. Mapping the S-O-R chain of Tourists' Aesthetic Labor

4. Methodology
Data were collected August–December 2025 at high-instagrammability sites in Macau:
the Ruins of St Paul's, The Venetian, The Londoner, and Portuguese-heritage
streetscapes. Using purposive and convenience sampling, the study targeted female
tourists engaged in check-in photography who regularly share images on platforms
like Xiaohongshu. This demographic was targeted because young women are the
main practitioners of aesthetic labour in digital tourism and bear the gendered
disciplinary pressures under study (Guo et al., 2024). The survey included screening
questions and attention checks to reduce common method bias. Of 300 distributed
questionnaires, 283 valid responses were retained (effective response rate: 94.33%),
exceeding the ten-times rule for PLS-SEM (Hair et al., 2019). The sample was
predominantly aged 18–25 (53.7%), university-educated (63.3%), and travelling with
companions (93.3%).
The survey comprised 20 items across five constructs on seven-point Likert scales,
developed through theoretical deduction and contextual adaptation, reviewed by five
domain experts, and pilot-tested with 30 female tourists in Macau. The model was
tested using PLS-SEM in SmartPLS 4.1 (Hair et al., 2019). All inner-model VIF
values fell below 2.1 (Kock, 2015). Exploratory factor analysis confirmed a clean
five-factor structure (KMO = 0.961; 73.76% variance explained; all items loaded
above 0.50 on intended constructs with no cross-loadings above 0.30).

5. Results
The measurement model demonstrated satisfactory psychometric properties. All outer
loadings exceeded 0.708 (range: 0.848–0.934), Cronbach’s α ranged from 0.865 to
0.942, composite reliability from 0.917 to 0.958, and average variance extracted from
0.751 to 0.851. All Heterotrait-Monotrait ratios fell below the conservative 0.85
threshold, confirming discriminant validity. Table 1 summarizes the structural model
results.
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Table 1. Structural model results: direct effects (bootstrapping, 5,000 subsamples)
H Path β t p f² Decision
H1 PI → DV 0.759 19.867 < .001 1.362 Supported
H2 DV→ SD 0.746 16.983 < .001 1.257 Supported
H3 SD→ GA 0.718 15.669 < .001 1.064 Supported
H4 SD→ CP 0.324 4.408 < .001 0.144 Supported
H5 GA→ CP 0.540 7.535 < .001 0.402 Supported

Note. PI = Perceived Instagrammability; DV = Digital Vanity; SD = Sacrificial
Dressing; GA = Gaze Anxiety; CP = Corporeal Punishment. R²: DV = .577, SD
= .557, GA = .515, CP = .648.

All five direct hypotheses were supported at p < .001. Perceived instagrammability
strongly predicted digital vanity (β = 0.759, f² = 1.362), which in turn predicted
sacrificial dressing (β = 0.746, f² = 1.257). Sacrificial dressing produced a strong
effect on gaze anxiety (β = 0.718, f² = 1.064) and a more moderate direct effect on
corporeal punishment (β = 0.324, f² = 0.144), while gaze anxiety substantially
amplified corporeal punishment (β = 0.540, f² =0.402). The asymmetry between the
two downstream paths is notable: the psychological burden of maintaining a visual
performance seems a more immediate consequence of non-routine dress than direct
physical discomfort, and it is psychological self-policing that deepens the experience
of physical constraint. The model explained 64.8% of variance in the outcome
variable.
The mediation analyses confirmed the proposed causal chain. Digital vanity
significantly mediated the instagrammability–sacrificial dressing relationship (β =
0.567, p < .001; H6 supported), and sacrificial dressing mediated the digital
vanity–gaze anxiety (β = 0.536, p < .001) and digital vanity–corporeal punishment (β
= 0.242, p < .001) relationships (H7 supported). The full serial mediation chain from
perceived instagrammability through digital vanity and sacrificial dressing to gaze
anxiety and corporeal punishment was highly significant (β = 0.220, p < .001; 95%
bias-corrected CI [0.151, 0.300]).

Figure 2. Findings
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6. Discussion and Conclusion
This study makes three contributions. First, it demonstrates a methodological pathway
for operationalising critical social theory in quantitative tourism research. By
embedding Foucauldian disciplinary power within SOR, the study shows that the
"gains" foregrounded by management scholarship and the "costs" emphasised by
critical sociology can be examined as interdependent parts of a single causal process.
Quantifying constructs like perceived instagrammability, sacrificial dressing, and
corporeal punishment suggests that structural equation modelling can extend beyond
its conventional territory of consumer satisfaction and behavioural intention,
contributing to a growing critical-empirical approach in digital tourism research.
Second, the findings reconceptualise tourist subjectivity through the dual function of
digital vanity. Where previous studies have framed the self-directed tourist gaze as
empowerment (Dinhopl & Gretzel, 2016) or structural subjugation, the present model
reveals these dynamics coexist. The serial mediation chain shows that the same
psychological orientation driving self-presentation also serves as the channel through
which disciplinary demands mark the body. Through Berlant's (2011) cruel optimism,
the pursuit of digital visibility simultaneously promises recognition while producing
physical discomfort and psychological anxiety. Digital vanity therefore operates both
as tourist agency and as the conduit through which disciplinary power becomes
embodied.
Third, the study challenges the historically disembodied orientation of quantitative
tourism research (Veijola & Jokinen, 1994) by introducing gaze anxiety and corporeal
punishment as measurable outcomes. The findings show that the costs of visual
production extend to the material body: restricted movement, enforced postures,
tactile discomfort.
The study provides empirical evidence that platform-mediated aesthetic norms shape
how tourists' bodies dress, move, and feel in mediatised environments, contributing to
gendered tourism geographies (Guo et al., 2024).
These insights carry practical implications. For destination managers, the pursuit of
instagrammable spatial design—while effective for generating electronic
word-of-mouth (Litvin et al., 2008)—may create aesthetic pressures that compromise
the embodied quality of the visitor experience. For platform operators, the mediating
role of digital vanity raises questions about the ethical responsibilities of algorithmic
systems that reward standardised visual aesthetics. For tourists, the study renders
visible costs that are routinely absorbed in silence.
Limitations include the cross-sectional design, the exclusive focus on female tourists
in Macau's hyperreal urban environment, and reliance on self-report measures for
physical experience. Future research should use longitudinal designs and
physiological indicators to validate these embodied costs across more diverse
demographic groups and destination types.
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The Souvenir-Loyalty Nexus: How Eudaimonic Narrative Drives

Destination Marketing through Affective Pathways
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Abstract
As global tourism continues its sustained growth, couple travel has emerged as a
prominent market segment (Suhartanto, 2018). For couple travelers, tourism
reinforces emotional bonds and co-constructs shared memories (Liu et al., 2025).
Within this context, souvenirs serve as tangible carriers of emotional attachment,
bridging the “extraordinary” travel realm with “ordinary” daily life. A well-chosen
souvenir fosters enduring destination loyalty. Tourist souvenirs embody both
commercial and cultural attributes, supporting cultural heritage transmission while
mitigating commoditization. Consumption is shaped by intrinsic psychological
mechanisms with sentimental value and shopping satisfaction, serving as key drivers
of destination loyalty (Lv et al., 2024).
Existing literature emphasizes external drivers of souvenir consumption, such as
authenticity and purchasing channels, while overlooking intrinsic psychological
mechanisms linking souvenir attributes to destination loyalty. Sentimental value is
defined as “the intangible bond between an object and a cherished moment or
relationship” (Liu et al., 2025, p. 4). Shopping satisfaction refers to tourists’ positive
perceptions during souvenir purchasing. When tourists attain high levels of these
states, they are more likely to develop destination loyalty (Suhartanto, 2018). For
couple travelers, these states are particularly salient, as souvenirs symbolize shared
experiences and emotional bonds (Liu et al., 2025).
Drawing on Eudaimonic Narrative Theory (Smith & Diekmann, 2017), this study
integrates this theoretical lens into the souvenir context. Following Bagozzi’s (1992)
cognitive-affective-behavioral framework, which posits that appraisal processes lead
to emotional reactions and subsequently to coping responses, this study
conceptualizes souvenir locality, eudaimonic narrative, and customization as
cognitive appraisals, sentimental value and shopping satisfaction as emotional
reactions, and destination loyalty as the behavioral response (Suhartanto, 2018; Lv et
al., 2024). For couple travelers, narratives centered on love and shared meaning
enhance sentimental value and shopping satisfaction, fostering destination loyalty
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(Liu et al., 2025). By positioning souvenir customization as a means of co-creating
these meaningful narratives, this study constructs a framework to examine how these
antecedents influence destination loyalty through the proposed mediators.

Keywords: Souvenir Locality; Eudaimonic Narrative; Tourist Souvenir
Customization; Sentimental Value; Shopping Satisfaction; Destination Loyalty.
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Abstract

Introduction
Since 2020, the development of information and communication technology has
gradually transformed Work-From-Home (WFH) from an emergency measure to a
normalized work mode. Recent relevant evidence shows that this transformation has
been widely popularized in China. According to the 53rd Statistical Report on China’s
Internet Development, the number of home-based teleworkers in China has reached
about 506 million. This shows that teleworking is no longer a temporary means of
responding to the crisis, but a stable career normal (Center, 2024). Although WFH has
the advantage of flexibility, it also brings a series of outstanding problems, including
blurred work-life boundaries, social isolation, and job burnout (Baruch, 2001). In the
long-term teleworking state, it is often difficult for employees to separate work from
daily life, resulting in problems such as emotional exhaustion and decreased
happiness. Against this background, urban staycation has rapidly emerged as a new
type of leisure activity characterized by short duration, proximity, and low cost
(Satpute & Bapat, 2024). It provides home-based teleworkers with an efficient,
low-cost leisure alternative within or near the city (Moon & Chan, 2022).

Research Gap
Although existing studies have explored the impacts of WFH on work-life balance
(Baruch, 2001) and the role of urban staycation in short-term travel behavior (Satpute
& Bapat, 2024), three critical research gaps remain.
First, existing research fails to consider home-based teleworkers as a distinct group
with unique spatial and psychological needs. Prior research has shown that long-term
remote work leads to work-family interference and a rising need for leisure
(Eddleston & Mulki, 2017). Meanwhile, staycation research has mainly examined the
motivations of general urban residents escaping from daily life (Kou et al., 2025).
However, these two domains have developed in isolation, leaving a gap in targeting
this specific group in staycation studies.
Second, the push-pull model has not yet been fully applied to analyze the unique work
context of home-based teleworkers. The framework of the push-pull theory is the core
of the theory of tourism motivation, which believes that individual behavior is jointly
influenced by the drive of intrinsic needs and the pull of destination attributes
(Crompton, 1979; Uysal & Jurowski, 1994). However, existing studies have failed to
fully identify the sources of stress unique to teleworking, such as such as persistent
digital fatigue and the elimination of the physical boundaries between work and life.
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However, existing research has not systematically examined the specific push factors
for home-based teleworkers. Thus, this model cannot explain why home-based
teleworkers tend to choose urban staycations instead of traditional long-distance travel.
(Bassyiouny & Wilkesmann, 2023).
Finally, no prior study has fully connected the psychological pressure from
home-based telework with the specific attributes of urban staycations. Previous
studies have examined how WFH affects travel intentions, and some have also
demonstrated the reasons that prompt people to go on a vacation. However, those
literatures have not clarified how the psychological pressures of remote work are
relieved by the unique features of staycations. Sonnentag and Fritz (2007) have
argued that recovery requires people to mentally disengage from work. However, for
home-based teleworkers, the home environment often makes such mental detachment
difficult to achieve. Consequently, existing research fails to explain how the relevant
attributes of urban staycation support the needs of home-based teleworkers, nor does
it illustrate how pull factors of staycations respond to the push pressures generated by
home-based teleworkers. As a result, the exact mechanism through which remote
work shapes urban leisure choices remains a “black box” in tourism theory.

Research Objectives
To bridge the gap between teleworking psychology and tourism motivation, we adopt
a work-family perspective within the push-pull framework to examine how
work-family stress among home-based teleworkers influences their behavioral
intentions to engage in urban staycations, with psychological escape as the core
underlying mechanism in this decision-making process.
The proposed predictive model treats push factors and pull factors as the core
antecedent variables of the study, both of which serve as independent variables that
lay the foundation for exploring staycation behavioral intention. Push factors, as one
of the key independent variables, consist of four distinct dimensions, namely
work-life boundary blurring, loneliness, emotional recovery needs, and digital fatigue.
These dimensions together reflect the intrinsic stressors faced by home-based
teleworkers. Pull factors, the other core independent variable, include three key
dimensions: time-cost advantages, the desire for service experiences, and the social
and popular atmosphere. All these dimensions represent the external attractiveness of
urban staycations.
In this prediction framework, psychological escape, as a mediating variable, links the
push factors with staycation behavioral intention, which is the dependent variable of
the study. This variable plays a crucial role in transmitting the effect of push factors
on personal staycation decisions. In addition, the model uses duration of working
from home as an additional variable to explain the potential impact of remote working
time on research relationships. It also strictly controls personal attributes, office
characteristics and urban attributes to ensure the robustness and reliability of the
research results by eliminating interference from irrelevant variables.
The model suggests that the internal pressure of telework (Push) triggers an urgent
need for psychological escape, which then manifests as the intention to seek a
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vacation. At the same time, staycations' specific destination attributes (Pull) provide a
direct attractive force. By combining the classic push-pull theory with the Theory of
Psychological Detachment (Sonnentag & Fritz, 2007), this study provides a novel,
comprehensive perspective for the leisure decision-making mechanisms of
teleworkers in the post-epidemic era.

Research Methods
In order to test the proposed conceptual model, this study uses an online questionnaire
survey for data collection. It targets home-based teleworkers who experience
work-family interaction as the core sample and implements a strict screening process
to obtain effective data.
Research tools are operated through several verified multi-item scales, which are
adapted from existing literature. First, the survey measures push factors through four
different psychological dimensions: blurred work-life boundaries, loneliness,
emotional recovery needs, and digital fatigue. Secondly, it evaluates the pull factors
by focusing on the three functional dimensions of staycation: time-cost advantage, the
need for service experience, and the social atmosphere of local destinations. Third, the
model takes psychological escape as the central mediation mechanism and the
staycation intentions as the main result variable. Finally, to ensure that the
explanatory power of the model is not confused, the study recorded the duration of
WFH and the control of personal attributes (such as age, income), office
characteristics, and urban attributes. All items are measured using the 7-point Likert
scale to allow for subtle statistical variance.
After the data collection is completed, the study will first use IBM SPSS statistical
version 29.0 software for preliminary data preparation, including data cleaning,
missing value processing, outlier value detection, normality testing and descriptive
statistical analysis. This stage will report the sample characteristics, means, standard
deviations and other basic information of each variable, as well as the preliminary
reliability analysis (Cronbach's α). Subsequently, the cleaned dataset will be imported
into SmartPLS version 4.0.9.5 software for Partial Least Squares Structural Equation
Modeling (PLS-SEM) analysis. This includes the evaluation of the measurement
model (factor loadings, composite reliability (CR), average variance extracted [AVE],
and HTMT) and the structural model (path coefficient, R², significance test, and
mediation effect analysis). This analysis will specifically study the mediating role of
psychological escape in the relationship between the push factors and staycation
behavioral intention, as well as the direct impact of pull factors on staycation
behavioral intention, while incorporating control variables to improve the robustness
of the results.
The same raw dataset will be used throughout the analysis process. This study adopts
the standard sequence method: first, use SPSS for data preparation and descriptive
statistics, and then SmartPLS for core PLS-SEM analysis.

Predicted Results
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Based on the research model constructed using the push-pull theory and the
work-family perspective, this study predicts that the push factor will have a
significant positive and indirect impact on the staycation behavior intention through
the mediating variable of psychological escape. Specifically, push factors (work-life
boundaries blurring, loneliness, emotional recovery needs, and digital fatigue) will
actively increase the level of psychological escape of individuals, which in turn
enhances their staycation behavioral intention. At the same time, pull factors
(time-cost advantage, need for service experience, and the social and popular
atmosphere) will have a significant direct positive effect on staycation behavioral
intention.
After controlling variables such as Personal Attributes, Office Characteristics, City
Attributes, and Duration of Working from Home, the overall explanatory power of the
model (R²) is expected to reach a medium-to-high level, and the mediating effect of
psychological escape is expected to be important (the Bootstrap confidence interval of
indirect effects does not include zero). The above forecast results will provide
empirical evidence for understanding the leisure tourism decision-making of
teleworkers in the post-epidemic era and provide theoretical guidance for the hotel
industry and local tourist destinations to develop targeted staycation products.

Limitations
Although this study proposes a grounded conceptual model with promising theoretical
value, there are several limitations worth considering. First, since data collection is
currently in progress, the current conclusion comes from a powerful conceptual model,
not the final empirical dataset. Follow-up tests, including mediation analysis, are
needed to fully verify these paths. In terms of research design, the cross-sectional
method provides valuable preliminary insights, but it is not possible to draw a valid
causal conclusion about the relationships between push factors, psychological escape
and staycation behavioral intention. In addition, although China's focus on urban
home-based teleworkers provides a profound depth of context, this specific
demographic statistic may limit the generalization of the research results to a broader
cultural or occupational environment. Finally, online questionnaires that rely on
self-reporting may lead to potential common method bias. To address these
limitations, future research should prioritize longitudinal tracking or experimental
designs with multi-source data to more rigorously verify the identified psychological
mechanism of recovery.

Implications
The expected results of this study are of great theoretical and practical significance.
Theoretically speaking, this study extends the classic push-pull framework to the
teleworking environment and uses psychological escape as a mediating variable. It
combines the previously disconnected fields of teleworking psychology and travel
motivation research and enriches the application of psychological detachment theory
in the context of home-based work.
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In fact, these findings will provide actionable insights for hotel operators and local
tourism management departments in China and similar urban environments. By
determining which push and pull dimensions can best promote the staycation
intentions, relevant stakeholders can design low-cost, highly targeted staycation
products (such as packages that emphasize experience recovery and strong social
atmosphere) to meet the psychological needs of teleworkers. This will better meet the
growing demands of the remote working population and contribute to the recovery of
urban tourism in the post-epidemic era.

Keywords: Home-based Teleworkers; Urban Staycation; Push-Pull Model;
Psychological Escape; Work-Family Stress; Psychological Detachment
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Abstract
In the context of a fast-paced and high-pressure era, health has become an
indispensable social need for people. With its green mountains and clear waters,
Guizhou Province has a significant advantage in developing health and wellness
tourism. Previous studies set in Guizhou have been relatively limited in exploring the
internal mechanism by which health and wellness tourists’ motivation influences
behavioral intentions. Existing research indicates that health tourists' motivation has a
significant impact on their behavioral intentions (Gan et al., 2023), and memorable
health experiences play a crucial role in shaping tourists' behaviors (Sthapit et al.,
2025), while cross-cultural comparisons also provide important references for
understanding behavioral intentions in different contexts (Zhou et al., 2023). This
study takes health tourists in Guizhou Province as the research subjects and, based on
the theoretical framework of "motivation, memorable health experiences, perceived
value, and behavioral intentions," constructs a multi-dimensional motivation structure
including escape motivation, environmental motivation, and attraction motivation. It
explores the impact of these motivations on health tourists' behavioral intentions and
focuses on testing the mediating role of perceived value and memorable health
experiences. The study adopts a quantitative research method and plans to collect
approximately 500 questionnaires from potential health tourists in Guizhou Province.
Structural equation modeling will be used to test the hypotheses. The theoretical
contribution lies in introducing perceived value and memorable health experiences
into the formation mechanism of health tourists' behavioral intentions, enriching the
theoretical research in the field of health tourism. At the practical level, the research
results provide empirical evidence for the product design, experience optimization,
and value communication of health tourism destinations in Guizhou Province, which
is conducive to enhancing tourists' satisfaction and repurchase intention.

Keywords: Health and wellness tourism; Push and pull motives; Behavioral Intention;
Perceived Value; Memorable Wellness Experience; Mediating Effect; Guizhou
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Figure 1. Research Conceptual Model
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Abstract
As the relationship between audiovisual media and tourism behavior becomes
increasingly intertwined, film-induced tourism has emerged as a significant topic in
destination marketing, cultural communication, and spatial consumption research.
From The Lord of the Rings and Game of Thrones, which stimulated tourism to
overseas filming locations, to Chinese productions such as Meet Yourself and To the
Wonder, which drew public attention to domestic destinations, the atmospheres,
lifestyles, and emotional imaginaries constructed by screen productions have been
continually translated into public awareness of, desire for, and actual visitation to
specific places. This phenomenon suggests that the influence of film and television on
tourism behavior extends far beyond mere location exposure. Rather, through
landscape representation, narrative construction, emotional transmission, and cultural
expression, screen texts shape audiences’ destination images, emotional attachment,
and tourism experiences[1- 3]. With the growing convergence of tourism studies,
communication, psychology, and consumer behavior, emotion and affect have
increasingly been recognized as key mechanisms linking media exposure to
behavioral responses. Positive emotions such as pleasure, excitement, admiration,
novelty, and longing are widely regarded as important drivers of film-induced
tourism[4-5], while deeper affective resonance, including vicarious experience,
character identification, nostalgia, identity affirmation, and place attachment, has also
been shown to facilitate the transformation of screen exposure into tourism
behavior[6]. In this respect, film-induced tourism offers an especially suitable context
for extending the Stimulus–Organism–Response (SOR) framework.
Although research on film-induced tourism has generated a substantial body of
knowledge, existing studies have focused predominantly on fantasy epics, historical
blockbusters, animation, and related screen genres, while rural-themed television
dramas have received relatively limited scholarly attention. Unlike productions that
rely on visual spectacle, intense plot conflict, or celebrity appeal, rural dramas
typically present a more integrated and systematic configuration of stimuli through
pastoral landscapes, tranquil rural lifestyles, rich traditional culture, and slow-paced
narrative rhythms. As such, audience perceptions of this type of content tend to be
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more holistic and multidimensional. Moreover, rural dramas are capable of eliciting
not only high- arousal positive emotions, such as excitement and anticipation, but also
low-arousal positive emotions, such as healing, serenity, and relaxation[7-8]. Against
the backdrop of increasingly accelerated modern life and growing demand for
psychological restoration the behavioral significance of these low-arousal positive
emotions is particularly noteworthy. Audiences may imagine the rural settings and
lifestyles represented in such dramas as a kind of utopian refuge for emotional release
and spiritual restoration, thereby developing motivations to escape everyday
pressures and travel to the depicted destinations in search of healing and recovery.
Together, these two routes point to a dual- path emotional mechanism underlying
tourism intention that remains in need of further theoretical elaboration and empirical
validation.
Existing studies on film-induced tourism also face limitations in terms of data sources
and measurement approaches. Prior research has relied primarily on reactive
self-reported data, such as questionnaires and interviews, and has largely inferred
viewing experiences and tourism motivations from respondents’ retrospective
recall[4,9]. Although such approaches facilitate variable measurement and model
testing, they are less capable of capturing audiences’ immediate cognitive
evaluations, emotional reactions, and intention expressions following media exposure.
They are also vulnerable to recall bias, social desirability bias, and post hoc
rationalization, which may constrain identification of the actual mechanisms through
which screen stimuli shape tourism intention. By contrast, media comments are
generated in the course of natural media consumption and platform interaction, and
therefore preserve viewers’ cognitive judgments, emotional responses, and
destination-related associations more directly than conventional survey or interview
data. Owing to their immediacy, contextual embeddedness, natural occurrence,
and relatively strong reliability and representativeness, user-generated content
(UGC), such as online comments, has become an important data source in tourism
research. Meanwhile, recent advances in natural language processing and artificial
intelligence have further facilitated the application of large language models (LLMs)
in tourism studies. Their strengths in holistic semantic understanding, zero-shot
inference, and multidimensional construct recognitionmprovide a new
methodological pathway for large-scale analysis and evaluative interpretation of
unstructured textual data[10].
Against this background, the present study takes the Chinese pastoral healing drama
Meet Yourself as an empirical case and investigates how different dimensions of
content perception shape tourism intention. Drawing on user comments collected
from multiple platforms, the study integrates LLM-based text mining with structural
equation modeling (SEM) to develop and test a “content perception–psychological
mechanism– tourism intention” framework, thereby systematically identifying both
the effects of different forms of rural screen content perception on tourism intention
and the underlying psychological mechanisms. The findings reveal substantial
heterogeneity in both the directions and mechanisms of these effects. First, landscape
perception and cultural perception exert stable positive effects on tourism intention,
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whereas narrative perception, celebrity perception, and structural perception show
negative direct effects. This suggests that spatially perceptible landscapes and
localized cultural cues are more readily translated into destination imagination and
travel motivation. By contrast, narrative, celebrity, and structural perception appear
more likely to reinforce content consumption and viewing engagement and may
suppress visit intention through attention substitution or perceived authenticity gaps.
Second, high-arousal positive emotions, low-arousal positive emotions, and affective
resonance all positively predict tourism intention, with high-arousal positive emotions
and affective resonance exerting stronger effects than low-arousal positive
emotions. This finding indicates that, compared with milder positive affect, more
activating positive emotions and deeper resonance are more effective in stimulating
visit intention. Third, landscape perception and cultural perception exhibit typical
partial mediation patterns. Specifically, landscape perception activates both high- and
low-arousal positive emotions, thereby enhancing tourism intention and reflecting a
dual-path mechanism of stimulating attraction and soothing restoration. Cultural
perception, by contrast, influences tourism intention primarily through low-arousal
positive emotions and affective resonance, underscoring the importance of serenity,
healing, empathy, and identification in the conversion of tourism intention within
rural contexts. Fourth, narrative perception and celebrity perception demonstrate
inconsistent mediation patterns. Narrative perception directly suppresses tourism
intention but generates positive indirect effects through emotions and resonance,
suggesting that although narrative can elicit emotional and affective responses, a
strong narrative framework may redirect audience attention away from the core
attributes of the destination. Celebrity perception shows a negative direct effect, and
although its indirect effect through high-arousal positive emotion is positive, the
overall indirect effect remains negative. This indicates that celebrity-related
perception may temporarily evoke excitement but is less capable of generating stable
affective resonance and, on balance, strengthens the negative effect on tourism
intention. Fifth, the temporal heterogeneity analysis indicates that the mechanism
linking content perception to tourism intention varies across stages: during the
peak-attention period, effects are more susceptible to attention competition and
atmosphere construction, whereas during he post-peak period, tourism intention
depends more heavily on identifiable scene cues and high-arousal positive
emotions.
This study makes three main theoretical contributions. First, within a unified
analytical framework, it systematically compares the differentiated effects of multiple
dimensions of content perception, including landscape, culture, narrative, celebrity,
and structure, thereby addressing the limitation of prior research that has tended to
rely on “single-factor explanations” and further enriching research on the drivers of
film- induced tourism. Second, by incorporating high-arousal positive emotions,
low-arousal positive emotions, and affective resonance into a unified model, the study
reveals the psychological mechanism through which the “dual-path mechanism of
positive emotions” and affective resonance jointly operate in the context of
rural-themed television dramas, thereby extending the applicability of the SOR



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

117

framework in film- induced tourism research. Third, the findings demonstrate that not
all content elements positively promote tourism intention and that the influence of
content perception on tourism behavior is highly contextual, differentiated, and
stage-dependent, thus providing a more nuanced theoretical explanation for the
complex mechanisms of film- induced tourism.
Methodologically, this study draws on large-scale social media comment texts and
employs large language models to achieve automated measurement and large-scale
identification of variables such as content perception, psychological responses, and
tourism intention, which are then empirically tested through structural equation
modeling. To some extent, this approach overcomes the limitations of traditional
questionnaire research in terms of recall bias, sample size, and the capture of naturally
occurring contexts. It provides a new technical pathway for identifying audiences’
authentic psychological responses and behavioral intentions in naturalistic settings,
while also offering a reusable research paradigm for the application of large language
models in tourism studies.
Practically, this study provides useful implications for screen content production,
culture-tourism integration, and destination brand communication in the context of
rural revitalization. First, rural-themed television dramas should strengthen the
localized presentation and experiential expression of landscapes and culture.
Cinematic representation and promotional communication should emphasize
recognizable, reproducible, and “check-in”-oriented spatial symbols, such as routes,
landmarks, camera positions, and everyday-life scenes, in order to improve the
conversion efficiency from viewing to traveling. Second, screen promotion should not
rely solely on visual spectacle and emotional stimulation, but should pay greater
attention to experiential values such as serenity, warmth, healing, empathy, and
identification, and connect them with tourism products such as homestays, light
hiking, intangible cultural heritage experiences, and rural handicrafts, thereby
transforming emotional responses and affective resonance into concrete travel plans.
Third, narrative- and celebrity-based marketing should not remain at the level of
generating buzz and intensifying fan attention, but should instead serve destination
anchoring more effectively. Through tool- oriented content such as route design,
check-in maps, “same-scene” experiences, and guiding information, audiences can be
guided to shift their attention from “the story and the characters” to “what can be done
and experienced at the destination.” Finally, destination managers may draw on the
approach developed in this study and collaborate with social media platforms to use
semantic indicators derived from comment texts for content evaluation,
communication optimization, and tourism product adjustment, thereby improving
the efficiency of culture-tourism integration and promoting sustainable tourism
development.

Keywords: Screen tourism; Natural language processing; Large language model;
stimulus-organism-response theory; travel intention
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Abstract
Work demands in the hotel industry, particularly those that encroach upon employees'
personal time, have emerged as a critical issue affecting employee well-being and
organizational effectiveness. Characterized by irregular working hours and high
expectations of after-hours connectivity, the sector faces unique challenges in
managing the impact of such demands on its workforce.
Drawing upon the Job Demands-Resources (JD-R) model and the
Challenge-Hindrance Stressor (CHS) framework, this study investigates the
differential effects of two distinct work demands—working hours and work-related
availability, on hotel employees' job stress, turnover intention, and service
performance. A questionnaire survey was administered to 451 hotel employees across
various departments and hierarchical levels. The collected data were empirically
analyzed using IBM SPSS Statistics 29 and SmartPLS 4 to examine the structural
relationships among the variables.
Within the JD-R framework, working hours and work-related availability are
positioned as distinct job demands that exert divergent effects. The findings reveal
that working hours, conceptualized as a hindrance stressor, positively influence job
stress and turnover intention. In contrast, work-related availability, when perceived as
a challenge stressor, demonstrates a positive relationship with service performance.
Notably, job stress was found to positively influence service performance, suggesting
a motivating effect consistent with the challenge stressor perspective. By
distinguishing between these two dimensions of work demands, this study contributes
a more nuanced understanding of how different types of work-life interference
operate in the hospitality context. It extends the application of the CHS framework to
the hotel service environment, offering new insights into how job demands can be
differentially managed.
From a practical standpoint, the findings offer actionable guidance for hotel managers.
Optimizing work schedules and ensuring fair compensation can help mitigate the
negative effects of long working hours. Simultaneously, fostering autonomy in
work-related availability and standardizing communication practices can leverage the
potential of connectivity-based demands to enhance employee motivation and service
performance.
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Abstract
Film and television tourism has become an important way of destination marketing,
and the impact mechanism of the personal charm of characters in TV dramas on
audience attitudes towards tourism still needs to be further explored. This study takes
the popular TV series "My Altay" and its character (played by Yu Shi) as a case study.
Based on the source attraction model, source reliability theory, and flow theory, a
theoretical model of "character personal charm → flow experience → destination
brand assets" is constructed to explore how the attractiveness, credibility, and
popularity of characters affect the flow experience through the audience's happiness,
focus, and sense of immersion when watching, thereby affecting the destination's
cultural image, visit intention, and word-of-mouth recommendation.
This study collected a total of 411 valid samples through an online questionnaire
survey. Use structural equation modeling and Bootstrap mediation test method for
data analysis. The research results indicate that: (1) the attractiveness, credibility, and
popularity of characters significantly positively affect the audience's happiness, focus,
and sense of immersion; (2) The audience's happiness, focus, and sense of immersion
significantly positively affect the flow experience; (3) The flow experience
significantly positively affects the cultural image, visit intention, and word-of-mouth
recommendation of the destination; (4) Happiness, focus, and immersion partially
mediate the relationship between a character's personal charm and destination brand
assets. Among them, the mediating effect of popularity on word-of-mouth
recommendations through immersion is the strongest (indirect effect=0.3840),
followed by the mediating effect of credibility on cultural image through immersion
(indirect effect=0.3593).
The theoretical contribution of this study lies in the combination of flow theory and
source model, revealing the internal psychological mechanism of the influence of TV
drama character charm on audience travel attitudes. In terms of practical significance,
the research results provide reference for tourism destinations to use film and
television dramas for brand marketing: attention should be paid to exploring the
attractiveness, credibility, and popularity of characters, strengthening the immersive
experience of viewers when watching, and effectively enhancing the cultural image,
visitation willingness, and word-of-mouth recommendation of the destination.
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Abstract
With the rapid development and popularization of the digital tourism economy, online
travel agencies (OTAs) have become core channels dominating resource allocation
and market operations in the global tourism industry. In the Chinese context, large
OTA platforms such as Ctrip have gradually formed a highly concentrated
monopolistic market structure (Zou & Liu, 2023). Such long-standing platform
monopoly has directly led to the homogenization of tourism experiences, as well as
two typical market anomalies: symbolic impoverishment of tourism platforms and
seller inflation. The concept of symbolic impoverishment draws on the theory of
symbolic poverty (Winther, 2009) and is redefined in the digital tourism platform
context as the standardization and simplification of tourism-related cultural and
experiential symbols; seller inflation refers to abnormal price increases driven by
platform monopoly power rather than normal market supply and demand. Existing
studies have mainly examined surface issues of platform operation and market
competition, while insufficient attention has been paid to the internal transmission
logic between platform monopoly and market anomalies, especially lacking
theoretical explanations centered on symbolic impoverishment (Li, 2021; Qiao et al.,
2024). This study addresses this gap by investigating how digital platform monopoly
leads to tourism seller inflation through the mechanism of symbolic impoverishment.
Using a qualitative case study design, this study takes Ctrip as a typical case, given its
high market share, typical monopolistic behaviors, and representative symbolic
manipulation practices (Chen & Yang, 2025). In-depth interviews are used as the
primary data collection method. This study aims to clarify the relationship between
symbolic impoverishment and platform monopoly within the framework of tourism
seller inflation. The findings can expand the application of seller inflation theory in
digital tourism, and provide theoretical references for anti-monopoly regulation and
market governance of OTAs.

Keywords: digital platform monopoly; symbolic impoverishment; seller inflation;
online travel agencies; digital tourism economy
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Abstract
Food has already become an integral part of the tourist experience (Johns & Clarke,
2001). The restaurant landscape of a tourism destination can be affected by migration
flows, as migrants bring different cultures and dining habits that can influence the
destination's food diversity and authenticity. Mazzolari and Neumark (2012) tested
the relationship between migrant inflows and local restaurant diversity; the results
showed that migrant inflows have increased the proportion of ethnically owned
restaurants in the local market, thereby bringing greater diversity to restaurant
populations. Besides, Williamson, Banwell, and Dixon (2022) conducted research to
examine how Chinese migrants in Australia affected the local visible restaurant
landscape. By comparing the eating precincts and supermarket shelves before and
after the migrant settlement transformed, they indicated that the migrants left an
indelible mark on Australia's foodscapes, especially in Melbourne. They also
suggested that the eating precincts, such as Chinatown and Asian style food courts,
are reshaping urban dining culture in Australia.
Most academic research on destination food and beverage consumption focused on
tourists. However, except for tourists, local people are also a vital part that contributes
to destination food and beverage consumption. In Li et al. (2020)’ s research, they
regarded local residents as the main consumers of local food. By comparing tourists'
and local residents' food preferences for local cuisine, they found that residents are
not a marginal group in destination food consumption; instead, they are a unique and
important demand group in the local food market. Moreover, some destination
restaurant-related research indicates that the local food court serves both tourists and
locals. Walter et al. (2022) illustrate that a restaurant is a place where tourists and
locals can experience local food and gastronomy. Similarly, the research conducted
by Park et al. (2022) argues that gastronomy tourism experience can change the food
landscape of destinations through a co-creation process, indicating that the demand of
the local food market and the participation of local residents help shape and maintain
the supply of destination food.
Except for migration across counties, due to urbanization, internal domestic migration
is widespread in China. At the end of 2024, the urban permanent population in China
reached 943.50 million, while the total population was 1,408.28 million, indicating an
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urbanization rate of approximately 67.0% (National Bureau of Statistics of China,
2025).
Migration significantly increases the demand for familiar food among migrants, since
the taste, memories, and identity of food are associated with their hometowns, which
can bring emotional comfort. A study of rural-to-urban migrants in Nanjing explicitly
examined how they maintain their hometown dietary habits during domestic
migration. The focus group interviews with 56 migrant workers indicate that, even
though they are moving to a new place, they still maintain their eating habits (Skoro,
2013). In addition, migrants were actively look for food connected to hometown after
relocation, indicating that culinary processes and traditions of cooking play a
significant role in migrants' adaptation, which could bring a sense of belonging, and
well-being to the migrants so that they can integrate into new societies, helping the
migrants to build up their sense of identity (Schermuly & Forbes-Mewett, 2016).
Honkaniemi et al. (2020) conducted research in Sweden and found that, even after
living in the host city for a long time, migrants tend to continue to feel anxious and
stressed due to post-migration stressors such as social isolation, discrimination,
economic hardship, legal insecurity, and new cultural adaptation pressures.
Food can activate the biological reward system, which triggers dopamine release; the
brain tends to reinforce food intake even in the absence of physiological hunger
(Volkow et al., 2011). In addition, related studies show that eating not only to satisfy
hunger but also to enhance positive emotions, against stress, or obtain immediate
psychological satisfaction (Boggiano et al., 2015).
Nowadays, consumers increasingly value immersive, multi-sensory, and memorable
dining experiences, including atmosphere, aesthetics, service interaction, and
emotional engagement. Zanetta et al. (2024) find that restaurant selection and
consumers’ restaurant satisfaction are influenced not only by food itself, but also by
restaurant atmosphere, service quality, value for money, and other experience-related
elements.
A study conducted in a Dubrovnik restaurant illustrated that sensory stimulation
through visual elements, decorations, lighting, and other atmospheric elements can
shape customers' emotional, cognitive, and behavioral responses to the restaurant
environment, thereby creating an immersive dining experience (Pecotić et al., 2014).
Recent research suggests that immersive virtual nature can enhance individuals'
connection to nature, especially when direct access to the natural environment is
limited. Brambilla et al. (2024) indicate that immersive virtual nature may effectively
promote this connection. Leung et al. (2022) examined whether repeated exposure to
immersive virtual nature could enhance individuals' sense of connection with nature,
particularly those with low baseline nature connectiveness. Their study found that
brief, repeated virtual nature experiences could bring a sense of healing to people and
were associated with a significant, gradual increase in nature connection and a
reduction in negative emotions. Shimul et al. (2024) found that connection with nature
is an important reason that motivates consumers to choose to stay at eco-resorts. Phan
et al. (2024) investigated tourists' willingness to stay at green hotels and found that
connection with nature indirectly influenced their willingness through environmental
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awareness and conservation activities. Li et al. (2023) found that immersive
audiovisual experiences with nature help relieve stress and improve mood, and the
degree of immersion can explain the differences in emotional benefits, suggesting that
immersive nature experiences do not have the same effect on all participants, and
psychological state affects the intensity of the response.
Although previous research has shown that restaurant atmosphere, sensory design,
and service-related elements can affect customer satisfaction and behavioral responses,
there remains a research gap regarding immersive dining experiences. Most existing
studies focus on general restaurant attributes rather than recognizing immersive dining
as a unique concept. Furthermore, existing literature lacks sufficient analysis about
the psychological mechanisms by which immersive dining influences consumer
behavioral outcomes, such as stress relief, improved emotional comfort, enhanced
cultural belonging, and a sense of connection with nature.
In addition, current research focuses on tourists, while the experience of local
residents remains a research gap. Although immersive virtual nature has been shown
to enhance customers' connection to nature and emotional well-being in the hotel, the
immersive experience in the restaurant and its impact on customer loyalty, attachment,
and repeat visits have not been examined. Therefore, further research is needed to
explain how immersive dining experiences influence the consumption behavior of
different consumer groups through specific emotional and psychological pathways.
This study aims to explore how the immersive dining experience provided by the
restaurant could affect internal migrants’ feelings of natural connectedness, which
will impact internal migrants’ loyalty intention of restaurants (willingness to pay).
While stress levels may moderate this impact, the income level of internal migrants is
the control factor.
The main theory of this study is based on the Stimulus–Organism–Response (S–O–R)
framework. In this study, perceived naturalness and perceived authenticity are
regarded as restaurant-based stimuli, perceived sensory immersion and nature
connectedness are organismic states, and brand loyalty is the response. This structure
is consistent with prior consumer and hospitality research showing that
environmentally related elements could influence consumers’ internal evaluations.
Under these circumstances, loyalty-related outcomes may change (Jani & Han, 2015;
Vieira, 2013).
The experimental design of this study will be based on the service environment theory,
which posits that the physical service environment influences customers' cognitive,
emotional, and behavioral responses. In a restaurant environment, atmosphere is not a
secondary factor but an essential component of consumer experience. Therefore, in
the experiment, restaurant visuals, atmospheric elements, and narrative descriptions
will be manipulated (Bitner, 1992). Besides, Witmer and Singer (1998) defined and
examined perceived sensory immersion, including the sensory modality,
environmental richness, multimodal presentation, and consistency of multimodal
information. In this study, these elements will be used to help conduct a
scenario-based experiment.
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To explain the mediating effect of natural connectedness, the study was based on the
Attention Recovery Theory, which indicates that natural environments are essential
for attention recovery, and the Stress Recovery Theory, which suggests that exposure
to non-threatening natural environments helps the emotional and physiological
function recover from stress. These theories support the idea that nature-oriented
immersive dining environments can enhance sensory immersion, allowing people to
feel a deep connection to nature (Kaplan, 1995; Ulrich et al., 1991).
In addition, brand experience theory can be used to explain the mechanism underlying
the transition from immersive perception to brand loyalty. Brand experience is
defined as the sensory, emotional, cognitive, and behavioral responses brought by
brand-related stimuli (including the physical environment) and has been shown to
influence loyalty (Brakus et al., 2009).
The study aims to conduct a scenario-based experiment by manipulating high and low
perceived sensory immersion to examine, under different conditions, whether the
degree of participants’ perception of nature connectedness changes, thereby
influencing their loyalty intention. All participants will be randomly assigned to the
different groups (high or low perceived sensory immersion).
In the high perceived sensory immersion conditions, participants can see a VR video
showing the atmosphere of a virtual restaurant that serves dishes such as mushrooms,
seasonal vegetables, soups, and handmade rice. The decoration of this restaurant is
dominated by warm wood and stone, with soft amber lighting and green accents.
There is soft music in the dining hall, the earthy aroma of mushrooms and herbs, and
rustic tableware create a unique atmosphere. The menu demonstrates the story of
seasonal ingredients and local culinary traditions.
In the low-perceived sensory immersion condition, participants can only see a VR
video showing that they will have dinner at a restaurant serving dishes such as
mushrooms, seasonal vegetables, soups, and handmade rice dishes. The restaurant has
wooden tables, standard chairs, a few decorative plants, and bright lighting. The menu
briefly mentions natural ingredients.
After watching the video, the participants will be asked to finish the questionnaire.
The questions include questions based on specific scenarios, whether the participants
will be dining in this restaurant with their families or not. The Perceived Stress Scale
(PSS-10) and Maslach Burnout Inventory (MBI) will be included to examine the
stress level of the participants. The questionnaires also include a self-developed
7-point Likert scale that measures the degree to which they feel connected to nature.
Basic geographic information, especially participants' income levels, will be
collected.
The survey data should be filtered to exclude missing values and outliers. In addition,
inattentive responses should be removed. Then, a randomization test should be
conducted to compare differences in demographic characteristics between the groups.
To ensure the reliability and validity of the self-developed scales of nature
connectedness, an Exploratory Factor Analysis should be conducted. By comparing
Cronbach’s and combined reliability, then, test convergent discriminant validity using
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item loadings and AVE. Then, the moderated mediation effect of the hypothesis will
be examined by using PROCESS Model 7.
Besides, to calculate the conditional indirect effect and the bias-corrected confidence
interval for the mediation index, the bootstrapping method will be used to collect
5000 samples. In addition, a simple slope based on Johnson-Neyman techniques will
be drawn to explore interaction effects and determine to what extent consumers’ stress
level can help them seek nature-connectedness. Then, a partial least squares structural
equation modeling (PLS-SEM) will be employed. In this case, the full model results
and pathway coefficients can be analyzed. Finally, operational tests should be
implemented to confirm differences in perceived sensory immersion under different
conditions and report the overall model fit and effect size to validate the hypotheses.

Keywords: Immersive dining experience; food tourism; consumer loyalty; migrant
consumers; nature connectedness; cultural belonging.
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Abstract

1. Introduction
The industry of influencer marketing has expanded remarkably over the past few
years, highlighting the crucial role of social media influencers in engaging and
influencing consumers. Given the growing prominence of influencer marketing,
existing literature has predominantly conceptualized social media influencers as
passive agents leveraged by brands and companies to promote products and/or
services by studying the effectiveness of influencer marketing from the perspective of
brands and companies (e.g., Ingrassia et al., 2022). This perspective, however, has
overlooked the entrepreneurial characteristics of influencers who often operate as
independent content creators and business entities. Specifically, there is a lack of
research examining how influencers’ own strategies and decisions regarding the
content they create and share shape audience engagement.
Influencers, as typical lifestyle entrepreneurs, run their social media accounts to
document and monetize activities they are passionate about. Most influencers build
their “business” by creating contents on their social media accounts around their life,
personality, and interests. Within specific communities, influencers present everyday
life moments through a curated, aspirational vision of lifestyle. Influencers
strategically deploy various cues, with warmth and competence emerging as two
central dimensions (“big two”) in their content creation. Although recent studies have
identified the “big two” information cues as significant factors in affecting audience
engagement (e.g., Roccapriore & Pollock, 2023), such cues have typically been
assessed at an independent level of presentation, such as a single post. This leaves the
cross-level dynamics of these cues largely unexplored.
To that end, this study aims to (1) assess the extent of which their social media posts
and profiles convey warmth and competence, respectively, (2) investigate the impacts
of social media post images’ warmth (or competence) cues on audience engagements,
and (3) examine how a warm (or competent) persona moderates such impacts.

2. Literature Review
2.1. Food influencers and everyday life content creation
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Different from the traditionally defined social media entrepreneurs as those who
utilize social media platforms to sell products or services (Cha et al., 2010), many
influencers, particularly within the food sector, generate revenues through
collaborations with companies rather than direct business-to-consumer (B2C) sales.
Consequently, food influencers’ audience comprises not only potential clients (i.e.,
brands and companies) but also a broader community.
Collaborations with brands or companies typically operate within the logic of the
attention economy (Duffy, 2020). To attract brands or companies, food influencers
must demonstrate evidence of their “influence”, such as numbers of likes and
comments on their posts (i.e., “engagements”; Khobzi & Teimourpour, 2015). Such
engagements are developed and sustained through everyday life content creation and
active interaction with the broader community.
To be cast as individuals “just like us” (Duffy, 2020) and perceived to be “real”,
“sincere”, and “trustworthy” source of information and advice (Coco & Eckert, 2020),
food influencers need to draw on their strengths as lifestyle entrepreneurs by
showcasing food-related moments from their everyday lives as part of a carefully
curated, aspirational lifestyle story. This study’s shift in emphasis from the existing
literature which has primarily focused on promotional campaigns (e.g., Jin &
Muqaddam, 2019; Lou & Yuan, 2019), to everyday life content offers practical
guidance for the large cohort of aspiring social media influencers seeking to enhance
their influence.

2.2 The “big two” information cues in persona curation: the respective effects on
audience engagement
Influencers leverage everyday life content sharing as continuous social interactions to
curate their persona. This ongoing process of curating persona perceived by others
decides what to create and share on social media (Leary & Kowalski 1990; Toma et al.
2008). The primacy of warmth judgments suggests that people tend to make warmth
judgments quickly, and warmth judgments have a strong influence on others’ overall
attitudes (Wojciszke & Abele, 2008). Prior literature has documented that people
identify warmth-related traits fast, whether based on words (Ybarra et al., 2001) or
faces (Willis & Todorov, 2006). This primacy could be explained by the human
tendency to urgently determine whether unfamiliar others are friends or foes (Cuddy
et al., 2011). In the context of social media, influencers are often strangers to most
audiences. And warmth cues, particularly those embedded in images, become a
crucial source for audiences to quickly assess whether the influencer could be
perceived as warm. Extensive literature has documented that perceived warmth
increases trustworthiness, likeability, authenticity, admiration (e.g., Abele &
Wojciszke, 2014; Fiske et al., 2007; Kervyn et al., 2021), all of which are factors that
prompt audiences’ engagement willingness (Wu et al., 2019).
In contrast, the identification of competence cues and judgment of competence of
others represent a secondary consideration (Cuddy et al., 2011). Notably, competence
cues in influencers’ posts may have a negative effect on audience engagement.
Although audiences may respect competent influencers (Wojciszke et al., 2009) and
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save reliable information for future reference, they are often reluctant to actively
engage with such content. High levels of competence create a sense of distance
(“none of my business”) and coldness (Cuddy et al., 2011), leading audiences to
perceive the influencer as more “elite” and less approachable (Caprara & Zimbardo,
2004). In some cases, competence cues may even evoke feelings of envy among
audiences (Kervyn et al., 2021). Moreover, posts with high levels of competence often
feature flawless presentations, leaving little conversational gap for audience to
interact. As a result, audiences may be less inclined to linger on such posts or may
feel there is “nothing to add”.

2.3. The “big two” information cues in persona signaling: the moderating effect of a
persona message
Influencers actively signal their persona in social media profiles. Such persona is
relatively stable, reflecting actual self, as online settings have made it challenging to
manage multiple online personas (Back et al. 2010; Labrecque et al. 2011). Therefore,
their relatively static persona could be a benchmark for audiences to make sense of
the influencers’ posts, in addition to their relatively dynamic persona curation in
posts.
When both the post and the profile simultaneously convey either warmth (or
competence) cues, audiences are likely to have stronger impression that the
influencer’s persona is warm (or competent). This study posits that stronger
impression of persona, either warm or competent, among influencers positively
moderates the relationship between “big two” judgments and audience engagement.
Given the prevalence of information overload on social media platforms (Li & Xie,
2020) and people’s automatic nature of updating “big two” judgments (Frith & Frith,
2012), when the warmth (or competence) scores are high at both the influencer’s post
and profile levels, the impression of “warm (or competent) persona” may be
reinforced more effectively than the situations where warmth (or competence) scores
are high at one level and low at another. Such reinforcement is especially salient for
food influencers, as users tend to allocate limited cognitive resources to low-stake
content.
Furthermore, prior literature documented compared to incongruent presentations,
congruent presentations in online settings enhances perceived authenticity and
likability (Tang et al., 2020). A congruent message is critical to building a successful
brand, whether it is a product-brand or personal brand, because congruence is
perceived as authentic, thus enhancing audience’s receptivity (e.g., Holt, 2004;
Kaputa, 2005; Labrecque et al. 2011). Thus, when the influencers demonstrate high
levels of warmth (/competence) across their post and profile, audiences are more
likely to perceive these traits as authentic. This perceived authenticity fosters the
impression that the influencer is “true to themselves” and demonstrates continuity,
thereby increasing audiences’ likelihood to have positive word-of-mouth and engage
(Wang & Weng, 2024).
Taken together, this study hypothesizes:
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H1. Perceived warmth from posts is positively related to food influencers’ (a) likes
and (b) comments.
H2. Perceived competence from posts is negatively related to food influencers’ (a)
likes and (b) comments.
H3. Perceived warmth from profile significantly strengthens the positive effect of
perceived warmth from posts on numbers of (a) likes and (b) comments.
H4. Perceived competence from profile significantly mitigates the negative effect of
perceived competence from posts on numbers of (a) likes and (b) comments.

3. Methodology
We web-crawled the list of the Top Food & Cooking Influencers on Instagram in
2025 from HypeAuditor (https://hypeauditor.com/) in February 2025. The list
encompasses top 500 food & cooking influencers worldwide, spanning from 37
different countries and regions. 15 duplicate accounts were deleted. We then scraped
data of these influencers on Instagram from June 2024 to January 2025 by collecting
the influencers’ profiles (both image and description), posts (images, videos, and text
captions), engagement metrics (numbers of likes and comments), and the timestamp
of each post.
To assess the extent to which (a) posts’ images and (b) profiles convey warmth and
competence, this study utilized LLMs to perform multimodal analyses leveraging
their capabilities in understanding multimodal information and generating content
(Chen et al., 2023). With the appropriate prompts, LLMs are guided to provide
response accordingly (Liu et al., 2023). This study employed prompts following the
structure of Role, Task, Format (RTF) which was found to lead to reliable responses
(Li et al., 2024). Specifically, our prompt specifies the LLM’s role is a helpful AI
assistant, the task is to rate the extent to which provided images and texts convey
warmth and competence and provide reasoning, and the format is to answer with an
integer from 1 to 10 and a brief explanation each dimension.
This study employed a series of negative binomial regression models. Model 1, the
base model, was designed to test the effects of control variables. Models 2 and 4
testing main effects, respectively. Building upon Models 2 and 4, the moderating
variable is incorporated to examine the role of warmth (/competence) found in profile
(see Models 3 and 5), respectively.

4. Results
The results of the regression analyses are presented in Tables 1.1. (Warmth) and 1.2.
(Competence). Model 2 indicated significant positive relationship between warmth
found in post images and audience engagements (likes:βwarmtℎ = 0.159, pwarmtℎ < 0.001;
comments: βwarmtℎ = 0.159, pwarmtℎ < 0.001), supporting H1a and H1b. Model 4 indicated
significant negative relationships between competence found in post images and
audience engagements (likes: βcompetence =− 0.378 , pcompetence < 0.001 ; comments:
βcompetence =− 0.322, pcompetence < 0.001), supporting H2a and H2b.
In Model 3, profile warmth positively moderated both relationships (likes: βinteraction =
0.454, pinteraction < 0.001; comments: βinteraction = 0.101,
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pinteraction < 0.001), supporting H3a and H3b.
Surprisingly, in Model 5, profile competence negatively moderated the negative
relationship between post image competence and likes (βinteraction =− 0.110, pinteraction <
0.05 ); no significant moderation effect of profile competence was found on the
negative relationship between post image competence and comments ( βinteraction =−
0.063, pinteraction > 0.05), thus rejecting H4a. (likes) and H4b. (comments).

Table 1.1. Negative binomial regression results (Warmth)
Dependent variables
Model 1 (Base model) Model 2 Model 3
likes comments likes comments likes comments

Key
Variables
Post
warmth

0.159**
*

0.159*** -2.844*** -0.531***

Profile
warmth

-3.214*** -1.092***

Post
warmth
*Profile
warmth

0.454*** 0.101***

Control
Variables
Log
followers

-0.377*** -0.229*** -0.339*
**

-0.186*** -0.361*** 0.087**

Log
caption
length

-0.149*** -0.126*** -0.140*
**

-0.129*** -0.045 -0.180***

Log
caption
polarity

-0.165* 0.386*** -0.255*
*

0.424*** -0.612*** 0.554***

Log
caption
hashtags

-0.070** -0.214*** -0.067*
*

-0.186*** -0.170*** -0.146***

Caption
has emoji

-0.298*** 0.245*** -0.325*
**

0.191** -0.158** 0.184**

Log
caption
handletags

-0.104** -0.010 -0.127*
*

-0.026 -0.326*** 0.046

Caption
has
question

-0.328*** 0.022 -0.288*
**

0.053 -0.211*** 0.119

Log
caption

0.106*** 0.094** 0.095**
*

0.082** 0.111*** 0.087**
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exclamatio
n
Caption
has url

-1.098*** 0.942*** -1.101*
**

0.948*** -1.295*** 0.935***

Log profile
length

0.272*** 0.300*** 0.205**
*

0.231*** 0.192** 0.247***

Log
elapsed
days

-0.955 -2.276* -0.926 -2.243* -0.549 -1.994*

Weenkend -0.012 -0.203*** 0.022 -0.203*** 0.002 -0.242***

Profile
language

     

Nationality      
Month      
Constant 22.979**

*
22.130**
*

21.310* 20.506**
*

39.329**
*

22.710**
*

Observatio
ns

3,761 3,761 3,761 3,761 3,761 3,761

Log
likelihood

-41,611.8
90

-24,006.1
80

-41736.
69

-26,090.0
60

-45,322.5
40

-26,109.1
40

AIC 83,363.77
0

48,152.36
0

83551.3
9

52,387.98
0

90,737.07
0

52,366.28
0

theta 0.615***
(0.012)

0.568***
(0.011)

0.582**
*
(0.011)

0.565***
(0.011)

0.572***
(0.011)

0.560***
(0.010)

Pseudo R2 0.178 0.335 0.132 0.329 0.098 0.324
Note: *p<0.05; **p<0.01; ***p<0.001

Table 4.2. Negative binomial regression results (Competence)
Dependent Variables
Model 4 Model 5
likes comments likes comments

Key Variables
Post competence -0.378*** -0.322*** 0.440 0.223
Profile competence 0.069 -0.266
Post competence
*Profile competence

-0.110* -0.063

Control Variables
Log followers -0.358*** -0.162*** -0.193*** 0.003
Log caption length -0.132*** -0.126*** -0.143*** -0.222***
Log caption polarity -0.224** 0.483*** 0.216** 0.561***
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Log caption hashtags -0.029 -0.168*** 0.004 -0.154***
Caption has emoji -0.304*** 0.220*** -0.340*** 0.178**
Log caption handletags -0.033 0.066 0.061 0.252***
Caption has question -0.343*** -0.009 -0.320*** -0.131*
Log emphasis 0.099*** 0.106*** 0.50 0.177***
Caption has url -0.986*** 1.045*** -0.918*** 1.076***
Log profile length 0.190** 0.162** 0.289*** 0.240***
Log elapsed days -0.634 -2.294* -0.592 -2.086*
Weekend 0.011 -0.192*** -0.006 -0.200***
Profile language    
Nationality    
Month    
Constant 23.562*** 24.010*** 19.124** 22.030**
Observations 3,761 3,761 3,761 3,761
Log likelihood -41,573.410 -23,981.020 -44,971.640 -26,042.410
AIC 83288.810 48104.050 90,091.290 52,232.820
theta 0.623*** 0.574*** 0.640*** 0.574***
Pseudo R2 0.192 0.342 0.216 0.342
Note: *p<0.05; **p<0.01; ***p<0.001

5. Discussion and Implications
5.1. Theoretical contributions
Firstly, this study shifts the research focus from existing literature on influencer
marketing campaigns to influencers’ everyday life content, thereby addressing the
lack of attention to the perspectives of aspiring social media influencers who seek
strategies to enhance their influence. Secondly, this study advances social judgment
literature in understanding how the “big two” operates by extending the static,
single-content approach toward an interactive and cross-level process.
Methodologically, this study is one of first utilizing a modern approach by employing
LLMs to assess “big two” information cues, addressing limitations of prior studies
that relied primarily on manual coding or dictionary-based methods, which often lack
scalability or nuanced contextual understanding.
Finally, contrary to the prevailing evidence on the positive effects of strengthened
impressions and presentation congruence, this study reveals an exacerbating effect
associated with a strengthened impression of competence. Such effect may be
explained by the stereotypical perceptions of food influencers. The judgment of “big
two” may be subject to the stereotypical expectations. As typical lifestyle
entrepreneurs, food influencers position themselves as foodies or chefs who find
fulfilment, pleasure, and sense of achievement when they engage in food-related
activities. The low entry barriers to becoming a food influencer have led audiences to
form a stereotype of low competence. When influencers reveal cues of competence in
their everyday life content, audiences are more inclined to respond with skepticism,
which further heightens their hesitation to engage in the posts.
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5.2. Practical implications
First, food influencers should prioritize the presentations of warmth to attract more
audience engagement. Warm presentations include images of their positive social
connections, playful food presentation, and everyday dining in their posts, as well as
emojis and inclusive language, smiling faces and warm gestures in their profiles.
Based on our findings, their “influence” is expected to be strengthened by signaling
warmth.
Second, for those brands and companies seeking effective influencer marketing in the
areas of lifestyle, it is recommended to evaluate existing everyday life content sharing
of those influencers. For example, if the food influencers continuously present their
culinary mastery, social competence, and lifestyle sophistication in their posts, or
emphasizes their culinary expertise and recognition in their profiles, the audience
engagements could be expected to be lower.
Finally, this study also provides guidance for social media managers. Based on our
findings, audiences are more willing to engage with perceived warm posts posted by
perceived warm influencers. Social media managers should consider accordingly
providing traffic support for those influencers by directing their content to the specific
community audiences to which they belong. Such incentives can facilitate the
development of more emerging influencers, attract additional high-quality newcomers,
and encourage established influencers to produce higher-quality content, thereby
promoting growth of the platforms.

5.3. Limitations and suggestions for future research
This study acknowledges several limitations that suggest avenues for future studies.
First, this study focuses on influencers in one sole lifestyle community – food. As
discussed earlier, the “big two” judgments may be subject to people’s stereotypical
expectations. Future research could consider conducting cross-community comparison
to explore the potential moderating role of “big two” expectations. Second, this study
found that in our observed subjects, there are influencers with multiple identities. For
example, some food influencers depict themselves as experts in nutrition, health, and
fitness (about 10% in our sample). Future research could consider exploring the
potential moderating role of multi-identities. Lastly, this study separates the effects of
the two dimensions of “big two” judgments. However, there exist posts or profiles
with both warmth and competence cues or without any. Future research could
consider investigating the interactive effects of “big two” judgments to strengthen
theoretically and practically for influencer economy.

Keywords: food influencer, warmth, competence, social media engagement, lifestyle
entrepreneurship, everyday life content
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Abstract
Under the impetus of the Healthy China initiative, coastal health and wellness tourism
has emerged as a vital direction for the transformation and innovation of Sanya's
tourism industry (Lin & Cai, 2023; Zhang & Liu, 2023). This study integrates the
Analytic Hierarchy Process (AHP) with GIS spatial analysis to construct an
evaluation index system comprising three dimensions: natural environment perception,
ecological environment vulnerability, and accessibility of health services. The spatial
suitability of coastal health and wellness tourism in Sanya City was quantitatively
measured. The findings reveal the following: (1) Coastal environmental comfort holds
the dominant weight among all indicators, confirming that the restorative value of the
coastal climate and landscape is the primary consideration for site selection in health
and wellness tourism (Hooyberg et al., 2022). (2) The spatial suitability in Sanya
demonstrates a clustered distribution along the coastline, with highly suitable areas
concentrated in high-quality coastal zones such as Haitang Bay and Yalong Bay
(White et al., 2013). (3) From the perspective of natural zoning, the coastal plain
serves as the core carrying space, while the mountainous areas in the north can be
transformed to develop forest-based health and wellness tourism by leveraging forest
resources (Liu et al., 2023). (4) In terms of administrative divisions, Haitang District
and Jiyang District are identified as priority development zones, Yazhou District is
classified as a sub-priority development zone, and Tianya District is recommended as
an optimal alternative development zone, utilizing its comparative advantage in
mountainous forest health resources. (5) Regarding development strategies, Haitang
District should focus on high-end medical and sports rehabilitation clusters; Jiyang
District should strengthen mountain-sea synergistic linkages; Yazhou District should
explore the potential of cultural and technological health tourism; and Tianya District
should implement a forest-based health tourism-led strategy. The findings provide a
scientific reference for spatial optimization and the sustainable development of coastal
health and wellness tourism in Sanya.

Keywords: coastal health and wellness tourism; AHP; GIS; Sanya
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Abstract
In the context of ongoing innovation in the hospitality industry, hotel food mystery
boxes, which integrate surprise, variety, and sustainability, have emerged as a
distinctive product form that attracts increasing consumer attention. Drawing on the
Stimulus–Organism–Response (SOR) framework and Symbolic Consumption theory,
this study employs a mixed-method approach to examine how perceived sustainability,
symbolic consumption, and perceived variety—the three key stimuli identified
through semi-structured interviews—affect consumers’ purchase intention via
perceived value.
Specifically, exploratory qualitative interviews with hotel consumers were first
conducted to identify the primary external stimuli (S) relevant to hotel food mystery
boxes. Based on these insights, a theoretical model was constructed in which
perceived value functions as the organism (O) and purchase intention represents the
behavioral response (R). Subsequently, 384 valid survey responses were collected and
analyzed using structural equation modeling (SEM) to test the hypothesized
relationships.
Results indicate that perceived sustainability, symbolic consumption, and perceived
variety all positively influence perceived value, which in turn significantly enhances
purchase intention. Moreover, perceived value serves as a critical mediator linking
external stimuli to behavioral outcomes, highlighting its central role in consumers’
psychological evaluation processes.
Theoretical contributions of this study include: (1) the integration of qualitative and
quantitative methods to identify and validate key stimuli, thereby extending the SOR
framework to novel service contexts; (2) the positioning of perceived value as a
central organism variable, deepening understanding of consumers’ internal evaluative
mechanisms; and (3) the application of Symbolic Consumption theory to reveal the
combined influence of symbolic meaning and sustainability on value formation.
Practically, the findings suggest that hospitality managers can enhance purchase
intention by designing food mystery boxes that emphasize sustainability, symbolic
significance, and product variety to strengthen perceived value.
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Abstract
Nowadays, the popularity and ubiquity of intelligent technology have effectively
enhanced customer satisfaction and accommodation experience (Acharya &
Mahapatra, 2024). However, in some scenarios, excessive intelligent intersection and
monitoring perception will make customers feel disturbed and monitored, which will
lead to privacy concerns(Hu & Min, 2023). At the same time, as Zhou et al. (2025)
pointed out, customers' demand for accommodation security, personal privacy and
comfortable experience has been increasing, and smart hotels have become an
important trend in the development of the industry.Therefore, smart hotel managers
need to optimize the design of smart services, alleviate the negative perception caused
by the "surveillance eye effect", and meet customers' privacy and experience needs.
From the perspective of environmental psychology, service environment and

interaction mode will directly affect individual emotion and cognitive response.Smart
hotel customers expect a comfortable and satisfactory accommodation experience, so
as to strengthen the emotional connection between people and places (Ashfaq et al.,
2025). The accommodation choice and consumption motivation of customers are
greatly influenced by personal technology preference and privacy awareness, and they
prefer comfortable and stress free accommodation experience (Devaraj & Devaraj,
2023).

Keywords: Privacy concerns; Robot service quality scale; Intelligent service
interactive experience; Service gap

Literature review
Existing research on smart hotels mostly focuses on the positive aspects such as the
function of service robots, the application advantages of Intelligent Technology
(Lukanova & Ilieva, 019), and the influencing factors of customer satisfaction
(Kaewkamol & Chen, 2023), focusing on the improvement of service efficiency,
operating costs, and accommodation experience by intelligence (Tariq, 2026), but
paying less attention to the negative perception and potential risks brought by
intelligent services. Although Hu and Min (2023) proposed the "surveillance eye
effect" and privacy concerns in AI services, they did not conduct an integrated
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analysis by combining variables such as service gap, interactive experience and
technology preference, nor did they further verify the long-term impact of this effect
on customers' revisit intention. Zhou et al. (2025) focused on the gap between
customer expectation and experience in intelligent services, but did not include
monitoring perception and privacy anxiety into the analysis framework, unable to
explain the intelligent paradox that "the smarter the service, the worse the experience".
At the same time, the existing research is lack of systematic analysis of the service
environment, interaction mode, and technology perception on the path of customer
emotion and behavior from the perspective of environmental psychology. For the lack
of localization application and scene test of the robot service quality scale, it is
difficult to support the accurate optimization of intelligent hotel services.
The current research is mostly qualitative description or quantitative verification of a
single dimension, ignoring the regulatory effect of technology preference on the effect
of surveillance eye and behavioral willingness, and unable to fully reveal the
transformation mechanism of intelligent services from "intimate" to "troubled". To
sum up, there are obvious gaps in the existing literature in terms of theoretical
integration, variable correlation, empirical test and practical guidance. This study fills
the gaps in the research of surveillance eye effect, privacy concerns and customer
behavior in smart hotel services by constructing a multivariable interaction model,
providing a theoretical basis for industry optimization.
Based on the relevant theories, this study constructs the interactive relationship model
between the perception dimension (surveillance eye effect, intelligent service
interactive experience, service gap), emotion dimension (privacy concerns, experience
perception) and tourist characteristics (technology preference) in the smart hotel scene,
and uses the analysis method to test the relationship between variables.
The research purposes of this study are as follows: (1) Integrate environmental
psychology, service marketing, and consumer behavior theories, build an integrated
theoretical model of surveillance eye effect, privacy concerns, intelligent service
interaction experience, service gap, technology preference, satisfaction, and revisit
willingness in the context of smart hotels, and enrich the research system of negative
experience in smart hotels. (2) Through the empirical test of the influence path of
monitoring eye effect on customer experience, satisfaction and revisit intention, the
mediating role of privacy concerns and the moderating role of technology preference
are clarified, and the internal formation mechanism of intelligence paradox is revealed
to make up for the theoretical gap of existing research. (3) Verify the applicability of
robot service quality in the smart hotel scene, improve the service quality evaluation
system, and provide method reference for subsequent related research.
This study aims to solve the following research problems: (a) Are customers' smart
hotel experience affected by surveillance eye effect, privacy concerns, service quality,
interactive experience and other factors? (b) Does the interactive experience and
service gap of intelligent services affect customer satisfaction and revisit intention? (c)
Does customer technology preference play a moderating role between surveillance
eye effect and revisit intention?
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Theoretically, the research conclusion will deepen the understanding of the multi-path
relationship between the surveillance eye effect and revisit intention, and reveal the
internal mechanism of the intelligence paradox (Wong et al., 2024). In practice, this
study will provide enlightenment for smart hotel enterprises and management
institutions, optimize service design based on the robot service quality scale (Hacikara
et al., 2026), and improve customer experience and revisit willingness.

Methodology
This study adopts a mixed research method combining quantitative and qualitative
methods to ensure the scientificity and reliability of the research results. The specific
design is as follows: 1. Systematically sort out the literature in the fields of smart
hotels, surveillance eye effect, privacy concerns, service gaps, and intelligent service
interactive experience (Hu & Min, 2023), sort out the relevant theoretical basis and
research conclusions, clarify the research boundary and variable dimensions, and
build a preliminary theoretical model. 2. Taking customers with smart hotel
accommodation experience as the research object, the questionnaire is distributed
through the online questionnaire platform and offline hotels, and 400-600 valid
samples are planned to be collected.The questionnaire will be designed in
combination with the maturity scale, and the Hu & Min (2023) scale will be used for
monitoring eye effect and privacy concerns. The robot service quality scale developed
by Hacikara et al. (2026) will be used for service quality, and the mature items of
Ashfaq et al. (2025) and Wong et al. (2024) will be used for variables such as
intelligent service interaction experience, technology preference and revisit intention
to ensure the reliability and validity of the measurement tool. 3. SPSS software will be
used for statistical analysis of the sample data. Firstly, the data quality will be tested
by reliability analysis and validity analysis. Secondly, correlation analysis will be
used to clarify the correlation between variables. Finally, the structural equation
model (SEM) will be used to test the main effect and intermediary effect, and
hierarchical regression analysis will be used to verify the moderating effect of
technology preference, revealing the mechanism between variables.

Expected Results
(1)Identify the key scenarios and factors causing surveillance eye effect and privacy
concerns in smart hotel services, clarify the service gap between customer
expectations and actual experience, and provide direction for the hotel to optimize the
design of smart services. (2) Based on the research conclusion, this paper puts
forward targeted strategies to help hotels balance the application of intelligent
technology and customer privacy protection, alleviate the negative experience caused
by monitoring perception, and improve customer satisfaction and loyalty. (3) It
provides reference for the development of service specifications and technical
application standards for the smart hotel industry, promotes the healthy and
sustainable application of intelligent technology in the accommodation industry, and
realizes the coordinated development of technological innovation and user experience.
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Abstract
The growing urgency of environmental degradation has prompted renewed scholarly
attention to the role of tourism in fostering pro-environmental behaviors among
younger demographic cohorts. Among these cohorts, Generation Z has emerged as a
particularly consequential group, given their heightened environmental consciousness,
digital interconnectedness, and increasing purchasing power within the global tourism
marketplace. Despite this generational salience, the motivational architecture
underpinning Generation Z's engagement in green volunteer tourism remains
insufficiently theorized, particularly with respect to the interplay between internal
psychological dispositions and external socio-environmental forces. This study
addresses this gap by investigating the internal and external motivational factors that
influence Generation Z's participation in volunteer tourism and their subsequent
support for sustainable tourism development.
Drawing on two complementary theoretical lenses, Self-Determination Theory (SDT)
and Goal-Setting Theory (GST), this research develops a conceptual model that
captures the multidimensional motivational landscape governing green volunteer
tourism behavior. Self-Determination Theory, which posits that human motivation is
driven by the fundamental psychological needs for autonomy, competence, and
relatedness (Deci & Ryan, 2000), provides a robust framework for understanding why
individuals voluntarily engage in environmentally responsible tourism activities.
Goal-Setting Theory, which emphasizes the motivational power of specific and
challenging goals in directing effort and persistence (Locke & Latham, 2002),
complements SDT by illuminating how environmentally oriented goal structures
channel intrinsic motivation toward tangible pro-environmental outcomes. The
integration of these two theoretical perspectives enables a more nuanced
understanding of how psychological need satisfaction and goal-directed behavior
jointly shape green volunteering intentions and actions.
The proposed conceptual model incorporates three internal drivers and two external
forces. On the internal dimension, the model identifies environmental self-efficacy,
green altruism, and authenticity as primary motivational antecedents. Environmental
self-efficacy refers to individuals' confidence in their capacity to perform behaviors
that yield meaningful environmental benefits (Bandura, 1997; Tabernero &
Hernández, 2011). In the context of green volunteer tourism, self-efficacy is
hypothesized to function as a critical catalyst, as individuals who perceive themselves
as competent environmental agents are more likely to seek out and sustain
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participation in volunteer tourism programs. Green altruism captures the prosocial
dimension of environmental motivation, reflecting a genuine concern for ecological
welfare that transcends personal gain (Stern, 2000). This construct draws upon the
value-belief-norm framework and suggests that altruistic values oriented toward
environmental protection serve as foundational drivers of volunteer tourism
engagement. Authenticity, conceptualized as the degree to which individuals perceive
their tourism experiences as congruent with their core self-concept and values (Wang,
1999), represents the third internal driver. In the volunteer tourism context, the pursuit
of authentic experiences that align with one's environmental identity is posited to
enhance both the depth of engagement and the durability of pro-environmental
behavioral change.
On the external dimension, the model incorporates perceived green social climate and
eudaimonic environmental motivation as contextual forces that shape and moderate
green volunteering behavior. Perceived green social climate denotes individuals'
subjective assessment of the extent to which their immediate social environment
endorses, facilitates, and normalizes pro-environmental conduct. When Generation Z
individuals perceive that their social reference groups value environmental
stewardship, the normative pressure to participate in green volunteer tourism is
significantly amplified. Eudaimonic environmental motivation, grounded in the
Aristotelian tradition of flourishing and self-realization, refers to the pursuit of
environmental engagement as a pathway to meaning, purpose, and personal growth
rather than mere hedonic pleasure (Huta & Waterman, 2014). This construct occupies
a theoretically distinctive position in the model, functioning not only as a direct
predictor of green volunteering behavior but also as a moderating variable that
strengthens the relationship between green social climate and pro-environmental
engagement.
Methodologically, this study employs a quantitative cross-sectional research design.
Data will be collected through structured self-report questionnaires administered to
Generation Z individuals (born between 1997 and 2012) who have participated in at
least one green volunteer tourism experience within the preceding twelve months. The
sampling strategy combines purposive and snowball techniques to ensure adequate
representation of diverse green volunteer tourism contexts, including
conservation-oriented programs, community-based ecotourism initiatives, and
environmental education projects. All measurement instruments will be adapted from
established scales validated in prior tourism and environmental psychology research,
and the questionnaire will undergo pilot testing to assess reliability and content
validity prior to full-scale data collection.
Partial Least Squares Structural Equation Modeling (PLS-SEM) will be employed as
the primary analytical technique to test the hypothesized relationships and interaction
effects specified in the conceptual model. PLS-SEM is particularly appropriate for
this study for several methodological reasons. First, the technique accommodates
complex models involving multiple mediating and moderating pathways without
imposing stringent distributional assumptions on the data (Hair et al., 2019). Second,
PLS-SEM excels in predictive modeling contexts where the research objective centers
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on explaining variance in key dependent variables, which aligns with the explanatory
ambitions of the present study (Sarstedt et al., 2022). Third, the approach is
well-suited for theory development in emerging research domains where the
theoretical model has not yet achieved full specification, a condition that characterizes
the nascent literature on Generation Z green volunteer tourism motivation. The
analysis will proceed through systematic evaluation of the measurement model
(convergent validity, discriminant validity, and internal consistency reliability)
followed by assessment of the structural model (path coefficients, explained variance,
effect sizes, and predictive relevance).
Preliminary findings from the pilot study suggest that both internal and external
motivational factors contribute significantly to green volunteering behaviors among
Generation Z participants. The three internal drivers exhibit differential effects:
environmental self-efficacy demonstrates the strongest direct influence on volunteer
tourism participation, followed by green altruism and authenticity. Among the
external forces, perceived green social climate emerges as a meaningful contextual
predictor, and eudaimonic environmental motivation plays a notable moderating role,
strengthening the positive relationship between green social climate and
pro-environmental engagement. These preliminary results indicate that when
Generation Z individuals perceive environmental action as a source of personal
meaning and self-realization, the influence of supportive social norms on their
behavioral engagement is substantially amplified.
This study contributes to theoretical advancement in sustainable tourism scholarship
in several important respects. First, it extends the application of Self-Determination
Theory and Goal-Setting Theory to the underexplored domain of green volunteer
tourism, thereby enriching the theoretical vocabulary available for explaining
environmentally motivated tourism behavior. Second, by integrating psychological
and contextual dimensions within a unified analytical framework, the study moves
beyond the tendency in existing literature to examine internal and external
motivational factors in isolation, offering instead a more ecologically valid account of
how these forces interact to shape green behavior. Third, the identification of
eudaimonic environmental motivation as a moderating mechanism represents a novel
theoretical contribution, highlighting the significance of meaning-oriented (as
opposed to pleasure-oriented) motivational processes in the sustainability tourism
context.
From a practical standpoint, the findings offer actionable insights for multiple
stakeholder groups. Tourism operators and destination management organizations
seeking to engage Generation Z in meaningful, sustainable experiences should design
volunteer tourism programs that cultivate participants' sense of environmental
competence, provide opportunities for authentic engagement with ecological issues,
and create social environments that reinforce pro-environmental norms. Marketing
communications targeting Generation Z volunteers should emphasize the eudaimonic
dimensions of green tourism participation, framing volunteer experiences as pathways
to personal growth, purposeful living, and self-actualization rather than relying solely
on hedonic appeals. Furthermore, policymakers are encouraged to institutionalize
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environmental volunteering through supportive structural mechanisms, including
subsidized access to volunteer tourism programs, formal recognition of environmental
volunteering in educational curricula, and the establishment of public-private
partnerships that embed green volunteerism within broader sustainable tourism
development strategies. By creating the institutional conditions that nurture both
intrinsic motivation and supportive social climates, such initiatives hold the potential
to foster a generation of environmentally responsible citizens whose
pro-environmental commitments extend well beyond the temporal and spatial
boundaries of any single tourism encounter.

Keywords: Volunteer tourism; Generation Z; Environmental self-efficacy; Green
altruism; Sustainable tourism; Self-determination theory; Eudaimonic motivation
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Abstract
Today, after the end of the COVID-19 pandemic, customers' demands for health and
healing in hotel consumption increased constantly(Liu et al., 2024) . Early hotel
management research mainly regarded scent as an atmosphere-creating tool(Denizci
Guillet et al., 2019; Errajaa et al., 2021) .As the sense most closely associated with
emotion and memory, smell played a crucial role in shaping hotel atmosphere and
conveying brand value(Herz, 2016; Krishna, 2012) .Recent studies found that scents
had a “healing” effect in hotel environments, suggesting that scents could bring about
physical and mental well-being through the subconscious (Kim & Yang, 2021; Rubio
Gil et al., 2023) . However, against the backdrop of the rise of health tourism, there
was still a research gap on how scents could help customers recover physically and
mentally and ultimately influence their choices.Therefore, this study will take the
olfactory perception of customers in four dimensions in the hotel environment as
independent variables, will construct a structural path model of “olfactory perception -
destination loyalty”, and will explore the influence mechanism of olfactory perception
on customer satisfaction in hotels. The chain mediating role played by physical
relaxation and psychological recovery will be mainly examined(Liao et al., 2023) ,
and the driving effect of satisfaction on destination loyalty will be further analyzed
(Zhou & Yu, 2022) .
This study will adopt a quantitative research method. It will use a uniformly designed
structured questionnaire in a convalescent hotel to collect data from 300 to 400 hotel
guests. An empirical test will be conducted using a structural equation model (SEM).
This study will aim to discover that the four dimensions of olfactory perception will
influence customer satisfaction by evoking a sense of physical and mental healing in
customers, and will positively drive customer loyalty to the destination. This research
will help to break through the previous limitation of merely regarding hotel scents as
tools for creating atmosphere, and will reinterpret the value of olfactory perception
from the perspectives of health tourism and healing. At the same time, it will be
combined with the physical and mental health recovery mechanism, will enrich the
theoretical connotation of sensory marketing in the tourism and hotel fields, and will
provide new insights for the implementation of olfactory experiences in healthy
hotels.

Keywords: olfactory marketing; healing effect; wellness hotel; customer satisfaction
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Fig. 1. Research model
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Abstract

Introduction:
In the fact of the rapid development of green tourism, understanding the internal
mechanism by which tourists move from environmental awareness to actual green
behaviors has become a core issue of common concern for both academia and
industry. In the digital age, tourists are not only driven by their intrinsic
environmental awareness but are also influenced by external information
environments such as social media. However, most existing studies analyze internal
and external factors separately and lack a systematic exploration of their collaborative
mechanism. Moreover, whether green consumption behaviors can further trigger deep
experience transformation in tourists remains an "unopened black box" in the research.
This study, based on the Stimulus-Organism-Response (SOR) theory (Mehrabian,
Albert & Russell, James A, 1947), constructs and tests a complete path model of
"internal stimuli - organism state - green behavior and transformative experience",
providing a new theoretical perspective for the mechanism of green tourism
behaviors.

Research problem:
Although the academic community has conducted increasingly in-depth research on
green tourism, there is no clear research indicating whether there is a positive
transformational experience in the body condition of tourists' green tourism awareness
due to internal and external stimuli. Therefore, based on the SOR theoretical model
and SPSS data analysis, this study conducts in-depth data analysis and research on the
issue of whether the perception of social media can stimulate tourists' green
consciousness and transform it into a positive green tourism experience.

Research objectives:
The objectives of this study are as follows: (1) To investigate the direct effects of
external stimuli (social media perception) and internal stimuli (environmental
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awareness) on tourists' green consumption experiences. (2) To examine the mediating
role of green consumption experiences in the relationship between tourists'
environmental awareness and subsequent pro-environmental behavioral intentions
(such as volunteer tourism and long-term green purchase intention). (3) To analyze
whether green consumption behaviors can further trigger tourists' deep transformative
experiences, thereby revealing the intrinsic mechanism underlying the transition from
awareness to behavior and ultimately to experiential transformation.

Theoretical perspective:
This study is grounded in the Stimulus-Organism-Response (SOR) theoretical
framework, wherein social media perception and environmental awareness are treated
as stimuli, tourists' green consumption experiences as the organism's internal state,
and green consumption behaviors along with transformative experiences as response
outcomes.(Yusuf etal., 2023), This theoretical perspective facilitates a systematic
elucidation of how external informational environments and internal psychological
factors interact synergistically to drive the transformation of tourists from
environmental awareness to sustainable behaviors and profound experiential
outcomes.

Method:
This study explores the internal mechanism of tourists' green consumption behavior
and transformative experience in the context of green tourism, based on the
Stimulus-Organism-Response theoretical framework. Drawing on a questionnaire
survey of 25 tourists with green tourism or volunteer tourism experience in the
Greater Bay Area(Guangdong-Hong Kong-Macao Greater Bay Area), a structural
equation model was constructed to test the hypothetical relationships among the three
core dimensions: stimulus , organism , and response . The empirical analysis of the
data yielded several key findings and implications: Both external social media
perception and internal pro-environmental awareness as a stimulating factor have a
significant positive impact on tourists' green consumption experience, which further
mediates the relationship between initial motivation and subsequent green behavioral
intentions. Just as the SOR theory assumes, green consumption experience plays a
core mediating role in the transformation from tourists' environmental awareness to
deep transformative experience such as volunteer tourism and long-term green
purchase intentions.

Findings:
The findings suggest that green tourism development and marketing must not only
focus on raising tourists' pro-environmental awareness and shaping positive social
media perception, but also prioritize the optimization of green tourism experience and
the cultivation of actual green consumption behaviors, so as to trigger long-term
transformative experience and sustainable behavioral intentions (Ramkissoon, H.,
2023), and ultimately contribute to the sustainable development of the tourism
industry.
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Abstract
The Bashu Cultural Tourism Corridor, spanning the Sichuan–Chongqing region of
southwestern China, is home to a rich diversity of intangible cultural heritage (ICH)
resources shaped by long-term interactions among Han communities and multiple
ethnic minority groups. As a nationally significant cultural tourism corridor, the region
provides a particularly valuable case for examining how heritage resources are
distributed across a geographically complex and culturally diverse landscape. Despite
the corridor’s growing importance in regional cultural tourism planning, its ICH
resources have received limited attention from a spatial-analytical perspective.
Although recent studies have applied geographic information system (GIS) methods to
examine ICH distribution in regions such as the Yellow River Basin and the Greater
Bay area (Li et al., 2024; Ren et al., 2025), comparable research on the Bashu corridor
remains limited. This study addresses this gap by examining the spatial distribution
patterns of national- and provincial-level ICH items across the corridor.
A database of ICH items in Sichuan Province and Chongqing Municipality was
compiled from official heritage registers. Each item was geocoded and classified by
heritage category, and, where applicable, by ethnic affiliation. Three GIS-based
methods were employed: the Nearest Neighbor Index (NNI) to assess overall
clustering tendencies, Kernel Density Estimation (KDE) to identify high-density areas,
and the Standard Deviational Ellipse (SDE) to reveal directional trends and spatial
centroids. Analyses were conducted for the full dataset as well as for selected heritage
subcategories and a subset of ethnic minority-related items.
Initial mapping indicates a markedly clustered spatial pattern of ICH resources in the
corridor, with relatively high concentrations in the Chengdu Plain and selected
river-valley zones, while peripheral mountainous areas remain comparatively sparse.
The SDE suggests a northeast-southwest orientation broadly aligned with the
corridor’s geographic structure. Comparative analysis further shows spatial variation
across heritage subcategories, while ethnic minority-related items appear more
concentrated in southeastern Chongqing and adjoining borderland areas. These
patterns may reflect the combined influence of historical settlement structures,
topographic conditions, and transportation accessibility.
This study provides a systematic spatial analysis of ICH in the Bashu Cultural Tourism
Corridor and contributes to GIS-based heritage research in China. The findings offer
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empirical support for place-based heritage interpretation and more differentiated
heritage tourism planning, especially in peripheral and minority-related heritage areas,
while also pointing to the need for future research on the factors shaping spatial
variation.

Keywords: intangible cultural heritage; spatial distribution; GIS; cultural tourism
corridor; ethnic minority heritage
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Abstract

Introduction：
The pressing need to address persistent environmental challenges ranging from air
pollution and climate change to unsustainable resource consumption has driven the
global tourism industry toward a paradigm shift from mass tourism to sustainable
tourism. Since the United Nations adopted the 17 Sustainable Development Goals in
2015, destinations worldwide have embraced pro-environmental practices. The Great
Bay Area of China has not been excluded from this quest. In recent years,
cross-regional cooperation has facilitated notable progress in promoting sustainable
tourism, yielding positive initial outcomes. However, a critical and often overlooked
obstacle has emerged: middle-aged tourists who smoke constitute a substantial
segment of the visitor population, and their on-site behaviors, such as improper
cigarette disposal, disregard for no-smoking zones in natural reserves, and resistance
to smoke-free tourism environmental policies (Hoang & Nguyen, 2024), pose
significant drawbacks to sustainable tourism development.
Despite the laws and policies launched to prohibit smoking in public, as well as
advertisements discouraging tourists from smoking for their own health and the
environment’s sake, it is still common to see some middle-aged travelers wandering
between tourism destinations with cigarettes in their hands. It is therefore important to
ascertain the inherent values of the smoking population and the extent to which this
determines their attitudes towards advertising and policies, as well as the perception
of a guilt feeling and its effect on (un)sustainable behaviors. Thus, this study touches
on a salient gap in the literature: the paucity of an integrated model for understanding
the sustainability decisions of smoking tourists in a sustainable tourism context.
Drawing on the sustainability tourism literature, this current study will develop an
integrated framework to understand how smoking restriction laws and anti-smoking
advertisements in the Greater Bay Area intertwine with middle-aged smokers'
sustainability attitudes in determining their green consumption of tourists.

Research Objectives:
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The objectives of this study are as follows: (1) To determine the key factors of
middle-aged smoking tourists' attitude about environmental challenges during travel;
(2) to explore the interrelationship between the smoking tourists’ attitude towards
environmental problems and extent of guilt-feeling; (3) and to explore the
interrelationship between the smoking tourists guilt-feeling and green-consumption
behavior. Based on the findings, this study uncovers the cognitive framework
underlying middle-aged smoking tourists’ mindset during travel. This framework
provides actionable insights for both government agencies and private sectors to
improve tourism developing plans and green product design. Consequently, it
contributes to advancing sustainable tourism development and enhancing overall
social welfare in the Greater Bay Area.

Theoretical perspective:
This study is grounded in the Value-Attitude-Behavior (VAB) hierarchy, also known
as the cognitive hierarchy model, as proposed by Homer and Kahle (1988). According
to this theory, values indirectly influence behavior through attitudes, with cognitive
information flowing from abstract values to mid-range attitudes and ultimately to
specific behaviors. In the context of environmental and tourist psychology, the VAB
framework has been widely applied to explain how individuals‘ environmental
perceptions shape their attitudes toward policies and regulations, which in turn
determine their pro-environmental or anti-environmental behavioral outcomes.
Applying this theoretical lens to the present study, we posit that middle-aged smoking
tourists’ perceptions of environmental problems constitute the initial cognitive input;
these perceptions then generate specific attitudes toward environmental laws,
anti-smoking policies, and sustainable tourism behaviors during travel. The VAB
hierarchy thus provides a coherent explanatory structure for the three-stage logic
chain examined in this research.(Homer,& Kahle,1988).

Research Method:
This study uses a questionnaire survey method and SPSS frequency analysis to
explore the environmental psychology and green consumption psychology of smokers
aged 30-50 in the Greater Bay Area in the tourism situation. The research subjects are
residents who have traveled in the Greater Bay Area in the past three years. The
questionnaire survey method is conducive to collecting a large amount of data in a
short period of time, which ensures the sample size and the feasibility of statistical
analysis effectively. Using the 7-point Likert Scale (1=Strongly Disagree, 7=Strongly
Agree), the questionnaire focuses on three parts: action about past negative
environmental behavior, Green assumption, displacement and diffusion of
responsibility. At the same time, the questionnaire is answered anonymously, which
helps to reduce the deviation of social expectations and makes the respondents more
willing to express their true attitudes truthfully.
The preliminary study utilized a small sample of 58 valid questionnaires collected.
The study will also utilize convenience purposive sampling in reaching a
cross-section of smoking tourists. After the data collection is completed, this study
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will enter the questionnaire results into SPSS for frequency analysis to count the
distribution of different options, and further generate charts to visually show the
overall tendency of the respondents on the three variables.

Preliminary findings：
Based on the theoretical framework described above, our empirical investigation
yields a three-stage pattern of findings among middle-aged smoking tourists. In brief,
we find that these tourists predominantly hold negative perceptions across multiple
dimensions of environmental problems; these negative perceptions translate into
resistant attitudes toward environmental laws, policies and anti-smoking
advertisements, accompanied by a notable absence of guilt feeling; and these attitudes
ultimately lead to the rejection of green consumption and sustainable tourism options
during travel. The following sections elaborate on each stage of this logic chain.
Stage 1: Negative perceptions of Environmental Problems
The first stage of our findings reveals that middle-aged smoking tourists
systematically perceive environmental problems in a way which minimizing personal
responsibility and justify inaction. Specifically, most participants exhibit
technological optimism, the belief that future technological solutions will resolve
environmental crises without requiring individual behavioral change. Participants also
debunk ecological alternatives, dismissing pro-environmental substitutions as
ineeffective or fraudulent. They consistently describe environmental protection
behaviors as inconvenient, effortful and low in personal priority. Further more, many
display displacement and diffusion of environmental responsibility, arguing that the
burden of environmental protection does not rest on their own shoulders and that
individual efforts are meaningless. Conspiracy theories regarding environmental
movements are also prevalent, with participants viewing such movements as
profit-driven schemes designed to manipulate public opinion.
Stage2: Negative Attitudes toward laws, policies, and anti-smoking advertisement
The second stage of our findings demonstrates that the negative perceptions identified
above directly shape participants’ attitudes toward external interventions.
Middle-aged smoking tourists echibit consistent resistance and reactance toward
environmental laws, tobacco control polices, and anti-smoking advertisements. Rather
than accepting these measures as legitimate or necessary, participants view them as
intrusive, coercive or manipulative. This negative attitude is accompanied by a critical
emotional characteristic: the near-complete absence of guilt feeling. While the moroal
unease stemming from one’s own role in environmental harm, has been shown to
facilitate pro-environmental behavior in general populations, our participants rarely if
ever experience such guilt when confronted with environmental policies or
anti-smoking communications. The combination of resistant attitudes and emotional
detachment effectively closes off the moral and affective pathways that might
otherwise motivate behavioral change.
Stage3: Rejection of Green consumption and sustainable tourism behaviors
The third stage of our preliminary findings confirm the behavioral implications
predicted by the VAB hierarchy. Because middle-aged smoking tourists hold negative
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attitudes toward environmental policies and lack guilt feeling, they systematically
reject green consumption and sustainable tourism options during treavel. In tourism
contexts, participants consistently prioritize familiar, effortless choices over
environmentally responsible alternatives. Sustainable tourism practices such as waste
reduction, energy conservation, and use of low-carbon transportation are actively
avoided rather than merely overlooked.(Khan, Van, Imran, Raza, & Sikandar,2020).
This behavioral pattern is not incidental but appears to be a direct expression of he
preceding cognitive and attitudinal structure.
In light of this, we get to know how middle-aged smokers (aged 30–50) constitutes a
structural challenge for tobacco control and pro-environmental interventions in the
Greater Bay Area Tourism. Conventional approaches centered on moral persuasion
have failed to address the deep tensions embedded in smokers’ identity construction,
nor have they effectively dismantled the psychological barriers erected by
techno-optimism.
Accordingly, drawing on the practical context of tourism in the Greater Bay Area, this
study proposes a three-pronged intervention framework—psychological regulation,
cognitive reshaping, and hard-line regulation—as a viable pathway to address the
challenges.
(1) Smoking cessation Tourism

For middle-aged smoking travelers, they are in urgent need of the relaxation from
the tourism, to hedge the double pressure from family responsibility and work
burdens. In the Greater Bay Area, it has strengths on cultural and tourism resources as
well as industrial foundations to develop smoking cessation tourism to achieve the
sustainability goal.
(2) Positive Publicity
According to the analysis, middle-aged smoker tend to show less guilty about the
negative environmental behavior, and have already developed a psychological
mechanism to protect themselves against the internal conflicts and external morality
pressure.
Scary anti-smoking ads tend to back fire on long-term smokers: they either tune out
the message or brush it off with thoughts like "the damage is already done" or "future
medicine will fix everything". Instead of fear, what actually works is showing positive
change and a better future-because hope is what motivates them to quit (Luban, D.
1996). As a result, the reshaping and reeducation about their thoughts is in an urgent
need.
(3) Government-level Hard-Line Regulations:
While positive messaging strategies help reshape attitudes and build motivation, they
alone are often insufficient to produce immediate behavioral change among
middle-aged smokers who exhibit strong psychological defenses and low levels of
guilt. Therefore, this study proposes governmental measure as complementary.
The measures centered on raising the perceived cost of smoking, and creating
institutional constraints.
1 Fines: Raising the Economic Cost of Smoking:
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Economic cost is a visible factor influencing individual decision-making. Although
middle-aged smokers tend to underestimate their personal health risks, they are
generally more sensitive to immediate financial losses.（Masclet, Noussair,Tucker, &
Villeval 2003).
2 Record-keeping and Progressive Sanction:
While fines provide immediate deterrence, they alone do not sustain long-term
behavioral change. This study proposes a dual-track enforcement system
combining public reporting and police patrols, supported by a systematic
record-keeping mechanism that applies progressive sanctions.
The primary purpose of this measure is not punishment, but rather to increase
the perceived cost of rule-breaking by creating a minor inconvenience. For
middle-aged smokers, who tend to value their time and social image, such
inconveniences create a psychological burden that can effectively discourage future
violations.
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Abstract
Driven by the global rise of third wave coffee culture, cafés have evolved beyond
being simple beverage providers to become important social and cultural spaces
within urban environments. In Taiwan, the rapid expansion of specialty coffee
consumption has encouraged the emergence of numerous independent cafés. However,
micro independent cafés often face significant challenges due to limited resources,
intense competition, and high closure rates. Understanding how these small-scale
businesses survive and evolve within competitive markets has therefore become an
important issue for both entrepreneurship research and hospitality management
studies. This study aims to explore the survival evolution of micro independent cafés
through a three-year longitudinal research design. Drawing on the Service Logic
Business Model Canvas (SLBMC) as the analytical framework, the study investigates
how café entrepreneurs adjust their business models over time. Data were collected
through annual focus group interviews with ten micro independent café operators in
Taiwan and were analyzed using qualitative content analysis.
The findings reveal seven key dimensions of survival evolution. First, cafés gradually
shift from product-oriented strategies toward customer experience and relationship
co-creation, emphasizing community interaction and social engagement. Second,
entrepreneurs diversify their business models through hybrid operations,
cross-industry collaborations, and innovative formats such as cloud kitchens. Third,
digitalization and data-driven tools enhance operational efficiency and support value
co-creation. Fourth, operators increasingly focus on brand storytelling and emotional
connection to strengthen brand identity. Fifth, the cost structure becomes more
complex as cafés face new operational costs related to digital platforms and marketing
investments. Sixth, human resource management and internal support systems emerge
as critical factors sustaining service delivery. Finally, longitudinal observations
highlight the growing importance of event-based risk management in micro
entrepreneurship. Overall, the findings support the Service-Dominant Logic
perspective that value is co-created through ongoing service interactions and resource
integration. The study contributes to entrepreneurship and hospitality research by
revealing how micro independent cafés develop adaptive and resilient business
models over time.
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INTRODUCTION
Research Background
The global coffee industry has experienced significant expansion, with coffee
evolving from a basic commodity into a service-oriented experience emphasizing
craftsmanship and culture under the third wave coffee movement. In Taiwan, this
rapid expansion is evident, reflecting a highly active yet fiercely competitive
entrepreneurial environment. Despite this growth, micro independent cafés—typically
defined as operations with fewer than five employees and limited startup
capital—face substantial operational challenges. Independent cafés serve as vital
"third places" for social interaction, lifestyle expression, and cultural engagement
(Ferreira et al., 2021). However, studies indicate that up to 95% of new ventures fail
within their first five years, with the highest vulnerability occurring during the early
entry stage (Parsa et al., 2005; Turner & Endres, 2017). Therefore, understanding how
these resource-constrained small-scale businesses survive within competitive markets
is a critical issue. Despite the growing influence of the specialty coffee industry, most
existing research focuses on the critical success factors of general restaurants using
static analytical frameworks. These existing models struggle to capture the dynamic
adaptation processes and continuous value co-creation between café operators and
their customers.
Furthermore, most small business studies employ cross-sectional or retrospective
designs, which fail to capture how early entrepreneurial decisions create path
dependence and how operational and unexpected risks gradually accumulate over
time (Davidsson, 2016).
Micro-enterprises often operate in a "high-volatility, low-buffer" state. Due to their
limited organizational scale, a slight decrease in customer traffic or a marginal
increase in operational costs can severely disrupt their cash flow and threaten their
survival (Omri & Frikha, 2014). Risk management is not a reactive measure but a
continuous necessity. Organizational resilience in this context is a dynamic capability
developed over time through continuous learning and strategic adaptation.
Independent cafés build competitive advantages not through standardized services,
but by offering flexible, personalized interactions that foster relational switching costs
and brand love. This aligns with Service-Dominant Logic (S-D Logic) (Vargo &
Lusch, 2008), which posits that value is co-created during interactions. To
operationalize this, this study uses the SLBMC, which modifies traditional business
models by incorporating a "dual perspective” simultaneously analyzing the provider’s
value generation and the customer’s everyday practices (Ojasalo & Ojasalo, 2015).
This framework is highly suitable for micro-enterprises navigating dynamic
environments through continuous business model innovation.
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To address these gaps, this study adopts a three-year longitudinal qualitative research
design to examine how micro independent cafés develop survival strategies. Drawing
on the Service Logic Business Model Canvas (SLBMC) (Ojasalo & Ojasalo, 2015),
this study poses the following questions: (1) How does the SLBMC’s dual perspective
explain the strategic shift from product-oriented models to relationship and value
co-creation models? (2) What core operational risks do micro cafés face during their
enthusiastic stage, and how do the path-dependent mechanisms influence these micro
independent cafés survival?

METHODOLOGY
Research Design and Analysis
This study adopts a three-year longitudinal qualitative research design to trace the
dynamic evolution of business models. Purposive sampling was used to select ten
micro independent cafés located in Northern and Eastern Taiwan. To ensure a strong
foundation of trust and facilitate in-depth dialogue, most selected participants were
former students of the lead researcher’s professional coffee training courses or
existing industry partners. All selected cases had fewer than five employees and an
initial startup capital of approximately one million NTD. Data were primarily
collected through annual focus group interviews (lasting 3–4 hours each) over a
three-year period (2023–2025). To ensure a consistent and professional environment
that facilitated peer knowledge exchange, all sessions were conducted at the
researcher’s Green Stone Coffee in Taipei. Despite the typically high attrition rates
associated with longitudinal research in the hospitality field, this study achieved an
80% retention rate in the final year. This relatively high retention was facilitated by
pre-existing student–teacher relationships and the researcher’s insider role as the
founder of Green Stone Coffee, which enabled sustained participant engagement. The
data were analyzed using qualitative content analysis (Krippendorff, 2004). Through
systematic coding procedures, the analysis identified more than 435 analytical units
and 170 conceptual categories.
To further enhance analytical rigor, three rounds of expert classification were
conducted with experienced coffee professionals to refine category consistency. Both
inter-coder and intra-coder reliability exceeded the 80% threshold recommended by
Keaveney (1995). The findings presented in this study therefore represent preliminary
results from an ongoing longitudinal research project. The research followed a
seven-stage analytical process to systematically analyze three-year qualitative
interview transcripts: (1) focus group interview data collection (2) interview
transcription and data preparation (3) extraction of analytical units (4) category
coding using content analysis (5) expert classification and category validation (6)
reliability testing of coding consistency (7) longitudinal comparison of category
evolution across the three-year research period. Such an approach allows the study to
capture the dynamic evolution of entrepreneurial strategies over time.

DISCUSSION
Results and Discussion
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The longitudinal analysis reveals seven key dimensions characterizing the survival
evolution and resilience of micro independent cafés:
(1) Shift to Customer Experience and Relationship Co-creation: Cafés gradually shift
from purely product-oriented strategies toward emphasizing social interaction. For
instance, operators focus on communicating health benefits (e.g., toxin-free beans
preventing palpitations) to older demographics, effectively transforming functional
product attributes into deep emotional and relational value.
(2) Business Model Diversification: To mitigate financial vulnerability, entrepreneurs
innovate their operations. Successful cases expanded beyond traditional coffee sales
to include cloud kitchens and exclusive cross-sector collaborations, such as becoming
an authorized seller for renowned local bakery brands.
(3) Digitalization and Data-Driven Efficiency: Digital tools are increasingly critical
for tracking consumer behavior and enhancing value co-creation. However, this shift
presents sensitivities. One café reported losing approximately 1,000 digital followers
simply by switching mobile payment platforms without adequate communication,
highlighting the risks in digital adaptation.
(4) Brand Storytelling and Emotional Connection: Brand identity evolves from static
logos to emotional storytelling. Operators leverage narratives surrounding coffee
origins, competition awards, and sustainability to establish brand love and relational
switching costs.
(5) Complexifying Cost Structures: Longitudinal observations reveal a drastic shift
toward complex, unpredictable expenditures. Operators face significant
environmental and infrastructure risks, such as extreme summer electricity bills (up to
90,000 NTD) for aesthetically popular "glasshouse" designs, and sudden maintenance
costs caused by frequent earthquakes.
(6) Human Resource and Internal Support Systems: Maintaining small, highly
committed teams is vital. In response to revenue drops, some operators abandoned
gig-worker platforms, choosing instead to hire highly experienced baristas to stabilize
service quality. Family support networks also serve as crucial unpaid resources.
(7) Event-Based Risk Management: Survival heavily depends on navigating sudden
exogenous shocks. Operators encountered "brand renaming risks" (resulting in severe
customer loss due to uncommunicated rebranding) and "endorser risks" (last-minute
contract breaches by brand ambassadors). Resilient entrepreneurs manage these crises
by structurally reconfiguring their SLBMC.
Rather than extending the Service Logic Business Model Canvas (SLBMC) by adding
new structural components, this study reinterprets the framework as a dynamic
analytical lens. The findings suggest that the SLBMC is not only useful for describing
static business model configurations but also for tracing how micro-enterprises
continuously reconfigure their value creation logic over time. Through longitudinal
observation, this study highlights how each dimension of the SLBMC evolves in
response to environmental uncertainty, resource constraints, and experiential learning
processes. In this sense, the SLBMC can be understood as a process-oriented
framework that captures the temporal evolution of service-based business models.
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CONCLUSION
This longitudinal study provides profound empirical insights into the survival
mechanics of micro independent cafés within the competitive third wave coffee
movement. The findings strongly support the Service-Dominant Logic paradigm
(Vargo & Lusch, 2008). Sustainable micro-entrepreneurship relies not solely on
product differentiation but on continuous value co-creation, operational flexibility,
and proactive risk management.
Theoretically, the empirical findings validate and concretize the business model risk
framework proposed by Brillinger et al. (2020). Specifically, the longitudinal tracking
explicitly identified Customer Relationship Risks (e.g., losing customers due to
payment system shifts), Environment Risks (e.g., severe weather impacting utility
costs), and Bilateral Cooperation Risks (e.g., sudden withdrawal of endorsers). The
findings also suggest that risk is not a fixed component of the business model but
rather emerges throughout the process of strategic adjustment. Different forms of risk
become visible as café operators continuously reconfigure their practices, indicating
that risk may be better understood as an embedded perspective accompanying
business model evolution. Practically, the identified seven dimensions offer an
actionable blueprint for café entrepreneurs. To build a resilient SLBMC,
micro-operators are advised to: (1) develop a second core competency (e.g.,
integrating desserts) to diversify income; (2) strengthen internal employee loyalty to
maintain service consistency; (3) demonstrate persistent entrepreneurial leadership
during crises; and (4) establish sufficient financial buffers to absorb event-based
shocks.
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Abstract

Introduction
Flower-viewing tourism has become a core engine driving the development of
China’s county economies (Lu et al., 2022). Representative practices include Wuyuan
in Jiangxi, which has forged a national-level tourism brand relying on its expansive
canola flower seas(Hu & He, 2020); county-level jurisdictions under Luoyang that
draw large numbers of visitors with peony landscapes (Li, Fu, & Ding, 2012); and
Qianxi in Guizhou, which develops leisure tourism centered on the Baili Azalea
Scenic Area (China Tourism News, 2026). For all its momentum, this sector is
constrained by a deep structural contradiction: the “flower-soil” disconnect. The
“flower-soil” disconnect refers to the separation between flower-themed brand
building and local industrial foundations. Here, “flower” denotes regional brand
image, tourism appeal and Intellectual Property (IP) value like the floral-themed; “soil”
refers to local resource endowments, industrial chains and rural supporting systems.
When branding stays superficial without solid industrial backing, and local industries
remain low-end without brand premium, the flower-viewing economy falls into
dilemmas including hollow branding, weak industrial driving forces and acute
seasonality risks (Cai & Lin, 2017).
Existing studies have explored county-level tourism, the flower-viewing economy and
brand-tourism integration, identifying the transformation trend of county tourism and
the strategic value of regional branding (Kang et al., 2025). Yet most scholarship
focuses on a single dimension rather than the holistic interaction between brands and
industries. Against the backdrop of China’s rural revitalization and high-quality
tourism development, the coordinated evolution of branding and industrial support
has become pivotal to the sustainable growth of county flower-viewing economies.
Existing research pays inadequate attention to their dynamic interactive mechanism,
leaving a critical gap: the absence of an integrated theoretical model and in-depth
analysis of their co-evolution. This gap not only limits theoretical understanding of
county flower-viewing economies but also restricts practical solutions to seasonal
risks and low-value development. Symbiosis theory was originally proposed by the
biologist Anton de Bary (1879) to describe the close interaction between different
organisms. Later, this theory was gradually adopted and extended to tourism studies
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to analyze the coordinated development of tourism destinations, industries, and local
communities (Wu & Gu, 2004).
In this study, symbiosis theory is employed as the overarching analytical framework
to explore the mutually beneficial relationship between floral themed brand and local
industry, and how this relationship drives county-level tourism development, with
core concepts underpinning the "Flower-Soil Mutual Construction" model:
Symbiotic Units: “Flower” (brand) and “soil” (industry) are the two core independent
entities in the symbiotic system. Mutualism: The two units interact and empower each
other to jointly achieve high-quality development and shared benefits. Symbiotic
Interface: Contact points for material, capital, talent and information exchange,
including visitor flows, investment agglomeration, talent introduction, product
innovation and cultural experience. Symbiotic Evolution: The symbiotic relationship
upgrades gradually over time, corresponding to the three-stage evolution from “pure
soil” (single sightseeing) to “soil + flower” (initial branding) and finally to “soil +
flower + industry” (in-depth integration). Symbiotic Benefits: Positive outcomes of
symbiosis, such as stronger economic resilience, rural revitalization and sustainable
development. To fill the research gap and verify the theoretical framework, this study
proposes two core research questions:
RQ1: Does the “Flower-Soil Mutual Construction” model work in the development of
county flower-viewing economies?
RQ2: How do the brand-industry integration paths enhance county economic
resilience and advance rural revitalization?
Using a qualitative multi-case study method, this research selects typical cases at
different evolutionary stages for comparative analysis. It constructs and verifies the
“Flower-Soil Mutual Construction” model, clarifies the symbiotic interaction
mechanism between brand and industry, and explores practical integration paths. This
study breaks through the one-sided perspective of existing research, enriches the
theoretical system of county tourism and flower-viewing economies, and provides
actionable guidance for solving practical dilemmas in county-level flower-tourism
development.

Literature Review
Existing research has accumulated substantial findings on county-level tourism,
flower-viewing economy, and the integration of branding and tourism (Kang et al.,
2025). County-level tourism is transitioning to integrated, innovation-driven and
diversified development, yet faces problems like product homogenization, short
industrial chains and weak brand influence (Lu et al., 2022). However, regional
branding, as an intangible asset, can reduces tourists’ decision costs, boosts their
willingness to pay, and attracts investment and high-end talent (Almeida & Almeida,
2023). Effective brand building can also enhance regional reputation and promote
economic development (Zhao & Zhang, 2024). However, addressing those issues
requires an in-depth understanding of the interactive mechanisms between brands and
industries, moving beyond surface-level brand building (Wen-wen & Yan, 2011).
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Despite the growing body of research on county-level tourism, flower-viewing
economies, and regional branding, existing studies have largely treated brand strategy
and industrial development as separate domains. On one hand, the marketing
literature tends to emphasize image-building and tourist perception, often overlooking
whether a genuine industrial base exists to support sustained brand value. On the other
hand, industrial and agricultural economy studies focus on supply chains, product
processing, and local endowments, yet rarely examine how a well-crafted brand can
actively reshape industrial structures, attract external resources, or drive long-term
upgrading. As a result, there is no coherent theoretical framework that explains how
branding (“flower”) and industry (“soil”) can mutually reinforce each other over time.
Furthermore, the dynamic interaction mechanism about how these two elements
evolve from a state of disconnect to one of synergy, and what conditions facilitate or
hinder this process that remains largely unexplored. This theoretical gap not only
limits academic understanding of county economic resilience but also perpetuates
practical failures such as hollow branding, weak industrial chains, and acute
seasonality.
To bridge this critical theoretical gap, this study draws upon Symbiosis Theory, which
posits that distinct entities can engage in mutually beneficial relationships, leading to
enhanced resilience and co-evolution (Lu et al., 2021). In the context of county-level
flower-viewing economies, branding ("flower") and industrial foundations ("soil") can
be viewed as two interdependent symbiotic units. A healthy symbiotic relationship
between these units is crucial for sustainable development, where the "flower" (brand
appeal, characteristic resources, and IP) provides external attraction and attracts
resources, while the "soil" (local endowments, industrial foundation, and rural context)
offers authentic experiences, robust industrial support, and a foundation for
innovation. The current "flower-soil" disconnect, characterized by superficial
branding without industrial depth and low-end industries lacking brand premium,
represents a dysfunctional or absent symbiotic relationship, leading to the
aforementioned challenges. Therefore, understanding the mechanisms through which
these two elements can achieve a state of mutualism where each benefit from the
other's presence and activities, forming a dynamic symbiotic interface for resource
and value exchange that becomes paramount.
This study aims to constructing and validating the " Flower-Soil Mutual Construction
" model, exploring effective pathways for their deep integration. This methodological
innovation will not only provide more comprehensive theoretical support for
enhancing county-level economic resilience and rural revitalization but also transcend
superficial brand building, which will promote the synergistic development of brands
and industries, ultimately strengthening the region's risk resistance and sustainable
development potential. By applying the lens of Symbiosis Theory, we seek to
illuminate how the "Flower-Soil Mutual Construction" model facilitates a robust
symbiotic relationship, transforming a disconnected state into one of integrated
synergy and fostering a positive ​ ​ symbiotic evolution​ ​ . To empirically
examine the proposed model, this study addresses the following two research
questions: RQ1: Does the “Flower-Soil Mutual Construction” model work? (From a
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symbiotic perspective, does the model effectively establish a mutually beneficial and
reinforcing relationship between branding and industry, leading to a healthy symbiotic
system?). RQ2: How do integration paths enhance county economic resilience and
advance rural revitalization? (Through what specific symbiotic integration paths
within the model do branding and industry co-evolve to contribute to the resilience of
county economies and foster comprehensive rural revitalization?)

Research methods
This study adopts a qualitative research approach combined with a multiple-case
study method. Qualitative research is aligned with the objective of constructing and
verifying the model, as it enables the generation of new theories directly from
real-world data rather than merely testing pre-existing ones, which is crucial for
understanding the nuanced socio-economic factors and evolutionary paths involved in
rural revitalization and tourism development (Wang & Wang, 2024). Case study
methodology, particularly multiple-case study, is uniquely suited for this investigation
because it addresses "how" and "why" questions concerning causal processes in
bounded, naturally occurring settings (Zhang et al., 2024). This approach allows for
an in-depth understanding of the interplay between branding and industrial
foundations as the core of the "Flower-Soil Mutual Construction" model that might be
obscured by purely quantitative methods.
To ensure theoretical generalization and contextual depth, this study selects
contrasting county cases such as Lavender Manor in Yili and Ginkgo Valley in
Suizhou to analyze differences in economic performance, industrial structure, and
brand effect across different developmental stages, thereby verifying the model’s
evolutionary effectiveness. The study defines "flower" as characteristic resources and
brand IP, and "soil" as local endowments, industrial foundation and rural context. It
further clarifies that the deep interconstruction and two-way empowerment of
"flower" and "soil" are the core to realize the high-quality development of floral
resource-based rural tourism, which is the core connotation of the " Flower-Soil
Mutual Construction " theory (Li et al., 2024).
The first stage is the pure "soil" single sightseeing type, represented by the canola
flower tourism in Shitang Village, She County, Anhui. Counties in this stage have
contiguous floral resources but only sell natural landscapes by charging admission
fees, facing problems such as a volatile single revenue structure, weak industrial
driving force, serious homogeneous competition and low brand recognition. The
second stage is the initial "soil + flower" brand building type, where counties start to
explore brand value and try "flower-viewing +" business formats, yet they suffer from
exaggerated branding, superficial supporting services, disjointed brand building and
industrial development, as well as the disconnection between "flower" and "soil". The
third stage is the in-depth "soil + flower + industry" mutual construction type, with
typical cases of Yili Lavender Farm in Xinjiang and Suizhou Ginkgo Valley. These
regions create core brands, drive the development of complete industrial chains with
characteristic floral resources, enrich diverse business formats to realize "flower"
empowering "soil", and rely on local geographical endowments, cultural heritage and
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villagers’ deep participation to let "soil" support "flower", achieving the synergistic
evolution of the two.
Yili Prefecture Government (2024) noted that over 10 million tourists, generating a
total tourism revenue of RMB 5.506 billion (including RMB 1.5 billion from lavender
tourism). Its lavender processing conversion rate reached 85%, with the agricultural
product processing output value at RMB 3.457 billion. Villagers in Sigong Village,
the core planting area, saw a per capita income of over RMB 22,000. Huocheng’s
lavender industry is expected to exceed RMB 5.1 billion in comprehensive output
value in 2025, with the tertiary industry accounting for nearly 30%. Suizhou forestry
bureau (2021) noted that during the National Day holiday, before the adoption of the
mutual construction model, the Ginkgo Valley in Suizhou received 4,000 visits,
generating a total comprehensive revenue of RMB 200,000. After the implementation
of the model, during the National Day holiday in 2025, it received over 100,000
visitors, among which the “Sunset Valley” project achieved a main business revenue
of RMB 448,000 in just eight days (Hubei daily, 2025).

Figure 1. Research model (The Flower-Soil Mutual Construction Model: A Symbiotic
Framework for County Economic Development”)
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Results
Rooted in symbiosis theory, the Flower-Soil Mutual Construction model centers on
turning seasonal flower-viewing visitor flows into sustainable floral assets. It stresses
the bidirectional coupling between the "flower" (regional brand) and the "soil" (local
industrial foundation). The brand empowers industrial upgrading by attracting tourist
flows, pooling capital and introducing talents; the industrial base supports brand
development with authentic experiences, diversified business formats and continuous
innovation (Li et al., 2024). On this basis, the model forms two nested and
coordinated closed-loop mechanisms. In the short term, optimized "flower-viewing+"
experiences generate a visitor-driven revenue growth cycle. In the long term, brand
building and industrial chain extension foster a value-added cycle of floral
assetization. The two cycles together shift the county flower-viewing economy from
seasonal consumption to year-round asset operation, thus enhancing economic
resilience and sustainable development.
Conclusion
This study centers on addressing the “flower-soil disconnect” in China’s county
flower-viewing economies by constructing and verifying the “Flower-Soil Mutual
Construction” model based on symbiosis theory, and its key findings can be clearly
summarized as follows: First, the model effectively resolves the structural separation
between regional branding (“flower”) and local industrial foundations (“soil”) and
confirms their mutually beneficial symbiotic relationship, which directly answers
Research Question 1. Second, a dual closed-loop mechanism composed of a
short-term experience optimization cycle and a long-term flower-season assetization
cycle serves as the core integration path, transforming seasonal tourist flows into
sustainable assets and enhancing county economic resilience. Third, evidence from
Yili Lavender Manor and Suizhou Ginkgo Valley shows that the model significantly
boosts tourist arrivals, tourism revenue, industrial chain development and rural
residents’ income, providing a practical path for rural revitalization and responding to
Research Question 2.
In terms of theoretical implications, this research breaks the one-sided tendency of
separating brand and industrial research in existing literature, establishes a holistic
symbiotic perspective for county flower-viewing economy studies, formalizes the
“Flower-Soil Mutual Construction” model and clarifies its dynamic co-evolution
mechanism, thus enriching the theoretical system of county tourism and
brand-industry integration and expanding the framework for sustainable rural tourism
research.
For practical implications, the findings offer targeted guidance for stakeholders:
policymakers should set up cross-departmental coordination mechanisms and
implement targeted fiscal and tax support to advance industrial integration; market
operators need to develop diversified tourism formats and apply digital marketing to
improve tourist experience and consumption; enterprises should extend the industrial
chain, develop floral cultural and creative IP and build benefit-sharing mechanisms
with cooperatives and farmers; and all participants should prioritize ecological
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protection, create a “flower-season asset bank” and integrate local culture into tourism
operations.
This study adopts qualitative multi-case analysis without sufficient quantitative
verification, so future research can use panel data and econometric models to
quantitatively test the model’s causal effects and paths, evaluate the empowering role
of digital technologies such as big data and artificial intelligence in the integrated
development of flower-viewing economies, and combine behavioral analysis to
explore tourists’ consumption preferences and decision-making mechanisms to further
optimize the model.

Keyword: "Flower-Soil Mutual Construction" Mode；Flower-viewing Economy；
County Economies Brand；Rural Revitalization
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Abstract
While visitors pursue more for authentic experience in recent years, museum tourism
becomes an appealing option. As museum tourism strives to balance authenticity and
visitor satisfaction, Generative AI presents a transformative opportunity for
personalized and multilingual museum interpretation (Pranjal Kumar, 2024). This
empirical study investigates the deployment of Generative AI-powered guides at the
Sanxingdui Museum, the custodian of 3,000-5,000-year-old artifacts from China's
enigmatic Shu Kingdom. Yet, empirical comparisons between AI agents and human
guides in museum settings remain scarce.
To address this gap, we first conducted a pilot analysis mining social media data
(N=400), which underscored the paramount importance of authenticity in museum
guiding. This informed three subsequent experimental studies. Study 1 (N=200)
utilized a one-factor between-subjects design to contrast GenAI guides vis-à-vis
human guides, evaluating authenticity, willingness to pay under a
"Pay-What-You-Want" (PWYW) model (KC, 2023), and generic learning outcomes
(Hooper-Greenhill, 2003). Study 2 (N=200) employed a 2×2 factorial design to
examine how visitors' AI familiarity moderates learning outcomes and pricing
behavior. Study 3 (N=400) explored three-way interactions to assess how ethical
concerns—specifically the risk of hallucination or misinformation—impact
educational value and service valuation of the guiding.
Preliminary findings reveal that AI guides yield satisfaction levels comparable to
human counterparts while significantly enhancing knowledge acquisition. Although
PWYW payments for AI (M=30 CNY) were lower than for humans (M=100 CNY),
the results suggest a viable economic model for scalable services. Theoretical analysis
indicates that the efficacy of AI guides hinges on visitor familiarity and transparent
disclosure of system capabilities.
This research advances the literature on human-AI interaction within museum settings.
It offers museum managers actionable evidence that AI guides serve as scalable,
cost-effective tools for tourism revitalization—democratizing cultural education while
safeguarding heritage authenticity.
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Fig.1. Our research Framework
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Abstract
Smart tourism increasingly relies on artificial intelligence (AI) to support
recommendation, communication, service delivery, payment, and travel planning. As
AI becomes more deeply embedded in the tourist journey, understanding the
conditions under which tourists are willing to adopt these technologies has become
increasingly important. Although the Theory of Planned Behavior (TPB) provides a
useful foundation for explaining adoption intention, its classic dimensions do not fully
capture the uncertainty, perceived risk, and privacy concerns associated with AI-based
tourism services. Existing studies have also tended to examine trust, risk, and privacy
in a fragmented manner, leaving the field without a sufficiently integrated explanatory
framework.
This study addresses this gap by developing an extended TPB-based framework that
incorporates trust, perceived risk, and privacy concern into the analysis of smart
tourism AI adoption. Adopting a quantitative review design, the study follows the
PRISMA 2020 procedure to systematically identify empirical research in smart
tourism and hospitality contexts. The projected full review sample is expected to
include 70 eligible studies, of which approximately 38 studies are anticipated to
provide sufficient quantitative information for meta-analytic structural equation
modeling (MASEM), providing a more stable basis for synthesizing the main
explanatory mechanisms of smart tourism AI adoption. The analytical design
combines descriptive and thematic mapping with a two-stage MASEM approach as
the main analytical framework, supplemented by a small exploratory predictive
extension to probe potential nonlinear and interaction patterns.
Expected findings suggest that trust will emerge as the strongest enabling factor in
smart tourism AI adoption, while attitude remains a key proximal predictor of
behavioral intention. Perceived risk and privacy concern are also expected to function
as important restraining conditions within the proposed framework. Overall, the
integrated model is expected to explain approximately 60% of the variance in
behavioral intention. A small exploratory predictive extension further suggests that
trust and risk may not operate in a purely linear manner, pointing to possible threshold
and interaction tendencies that warrant further validation. Overall, this study is
expected to consolidate fragmented research into a more coherent trust-risk-privacy
extension of TPB and to provide implications for trustworthy design, transparent data
practices, and visible risk governance in smart tourism AI applications.
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Abstract
Currently, the application of artificial intelligence (AI) in the hospitality industry is
becoming increasingly widespread (Jin, Parker, Jin and Jin, 2024). As Shen and
Zheng (2020) pointed out, AI voice assistants are gradually replacing the service
functions that were previously handled by traditional human services. In addition,
according to the report of the United Nations World Tourism Organization (UNWTO,
2025), the number of international tourists has experienced a very significant increase.
Meanwhile, Cross-cultural service is an important criterion for measuring the quality
of hotel services (Armstrong et al., 1997).
However, customers from different cultural backgrounds may have significant
differences in their preferences for AI and human services. According to Hofstede's
(1980) cultural dimension theory, customers from different cultural backgrounds,
such as those with high/low power distance, individualism/collectivism, and high/low
uncertainty avoidance, have significant differences in their preferences for the
certainty of human services or the efficiency and autonomy of AI services. However,
it is worth noting that existing research rarely compares the differences in customer
satisfaction with hotel AI services and hotel traditional human services from a
cross-cultural perspective and the underlying mechanisms.
Therefore, the goal of this study is to build a model based on Hofstede's (1980)
cultural dimension theory and service contact theory (Bitner, 1990) to explore the
impact of hotel AI services and traditional human services on customer satisfaction in
different cultural contexts. At the same time, the model will take perceived service
efficiency, perceived service warmth, and trust as mediating variables. Additionally,
this study will use the scenario experiment method (2x2 factorial design) to collect
sample data from different cultural backgrounds (such as high/low power distance,
individualism/collectivism, and high/low uncertainty avoidance) through
questionnaires, and conduct hypothesis testing using variance analysis and structural
equation models. The specific research questions include: (a) Do hotel guests have
significant differences in satisfaction with AI front desk services and human front
desk services in different cultural contexts? (b) Do perceived service efficiency,
perceived service warmth, and trust play a mediating role between service type and
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satisfaction? (c) Will cultural background regulate the path of the impact of service
type on satisfaction?

Keywords: Artificial Intelligence; Human Services; Cross-cultural Differences;
Service Satisfaction; Hofstede Theory
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Abstract

Introduction:
Against the backdrop of escalating global environmental crises, the tourism industry
is under unprecedented pressure to transition toward sustainable, green development.
As a world-class urban agglomeration, the Guangdong-Hong Kong-Macao Greater
Bay Area (GBA) has emerged as a pivotal hub for tourism growth, yet its rapid
expansion has brought mounting environmental challenges, making green tourism a
core strategic direction for its high-quality transformation.
Based on the Stimulus-Organism-Response (S-O-R) framework, tourists’ green
tourism experiences act as the external stimulus, which play a critical role in shaping
their environmental information acquisition and environmental awareness: immersive,
eco-friendly travel experiences not only enable visitors to access targeted
environmental knowledge but also effectively enhance their pro-environmental
consciousness. Crucially, environmental information acquisition further influences
environmental awareness, and this internal cognitive change ultimately drives tourists’
destination desirability for green tourism spots.
However, existing research has largely failed to systematically integrate green tourism
experience, environmental information acquisition, environmental awareness, and
destination desirability within the S-O-R framework to explore their interactive
influence mechanism, leaving critical gaps in relevant research. To address this
limitation, this study pursues four core objectives: first, to examine the impact of
green tourism experience on tourists’ environmental information acquisition and
environmental awareness; second, to explore the interaction between environmental
information acquisition and environmental awareness; third, to investigate how these
factors collectively shape tourists’ destination desirability.
This study focuses on the Guangdong-Hong Kong-Macao Greater Bay Area, a region
with rapid tourism development and strong demand for green transformation. By
clarifying the influence mechanism of green tourism experience on destination
desirability, this research can help destination managers design more targeted green
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tourism products, improve tourist experience and environmental awareness, and
ultimately enhance the competitiveness and sustainable development level of green
tourism destinations in the Greater Bay Area.
The findings will not only enrich the theoretical research of green tourism based on
the S-O-R model but also provide actionable insights for the sustainable development
of the GBA’s tourism industry.

Research problem:
Although existing studies have explored green tourism experience and destination
desirability respectively, it is still unclear how green tourism experience affects
tourists’ environmental information acquisition, environmental awareness, and further
drives their destination desirability in the GBA. The internal influence mechanism and
interaction relationship among these variables have not been clearly clarified, which is
a prominent research gap in the field of green tourism.

Research objectives:
1. To examine the impact of green tourism experience on tourists’ environmental
information acquisition.
2. To examine the impact of green tourism experience on tourists’ environmental
awareness.
3. To explore the impact of environmental information acquisition on environmental
awareness.
4. To investigate the joint effects of environmental information acquisition and
environmental awareness on tourists’ destination desirability.

Theoretical perspective:
This study is based on the Stimulus-Organism-Response (S-O-R) framework. In this
model, green tourism experience acts as the external stimulus (S), environmental
information acquisition and environmental awareness are regarded as the internal
organism (O), and destination desirability is the final response (R). Four hypotheses
are proposed to examine the relationships among these variables: green tourism
experience may positively influence environmental information acquisition and
environmental awareness; environmental information acquisition may positively
affect environmental awareness; and both environmental information acquisition and
environmental awareness may jointly influence tourists’ destination desirability.

Method:
This study adopts a quantitative research design, collecting data through survey
questionnaires to examine the influence mechanism of green tourism experience on
destination desirability. The survey targeted tourists who had visited green tourism
destinations in the Greater Bay Area within the past three years. A total of 25
questionnaires were distributed, and 25 valid responses were received.
The measurement tool used in this study was a questionnaire, which included items
measuring the core variables aligned with the Stimulus-Organism-Response (S-O-R)
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framework. Specifically, green tourism experience served as the external stimulus (S),
while environmental information acquisition and environmental awareness were the
internal organism (O), and destination desirability was the final response (R). All
items were measured using a 7-point Likert scale, where “1” indicated “strongly
disagree” and “7” indicated “strongly agree.”
Data were processed and analyzed using SPSS 26.0 statistical software. To test the
hypotheses proposed earlier (H1–H4), the primary statistical methods employed were
reliability analysis, Pearson correlation analysis, and linear regression analysis. These
methods ensured data reliability and identified the strength and direction of
relationships among the variables.

Findings:
Based on the valid questionnaire data of 25 tourists in the Guangdong-Hong
Kong-Macao Greater Bay Area green tourism destinations, SPSS 26.0 was used for
reliability analysis, correlation analysis and linear regression analysis, and the
empirical analysis results are as follows:First, the reliability test showed that the
Cronbach's α coefficients of four variables including green tourism experience,
environmental information acquisition,environmental awareness and destination
desirability were all greater than 0.7, with the highest reaching 0.947, indicating that
the research scale had good internal consistency and the data was reliable for
subsequent analysis. Second, the correlation analysis results indicated that green
tourism experience was significantly positively correlated with environmental
information acquisition and environmental awareness (p<0.01), and environmental
awareness was significantly positively correlated with destination desirability
(p<0.01), which laid a solid foundation for the subsequent regression hypothesis test.
The regression analysis verified the four research hypotheses of this study: (1) H1
(green tourism experience has a significant positive impact on environmental
information acquisition) was supported (β=0.539, p=0.005<0.01); (2) H2 (green
tourism experience has a significant positive impact on environmental awareness) was
supported (β=0.705,p<0.001<0.01); (3) H3 (environmental information acquisition
has a significant positive impact on environmental awareness) was not supported
(β=0.298,p=0.148>0.05); (4) H4 (environmental information acquisition and
environmental awareness jointly affect destination desirability) was partially
supported. The overall regression model was significant (F=5.050, p=0.016<0.05),
among which environmental awareness had a significant positive impact on
destination desirability (β=0.577, p=0.005<0.01), while environmental information
acquisition had no significant impact (β=-0.066,p=0.725>0.05).
In conclusion, the core logical chain of "green tourism experience → environmental
awareness → destination desirability" in this study has been fully verified, which
clarifies the key driving factor of tourists' destination desirability in the context of
green tourism.

Discussion and Conclusion:
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Based on the Stimulus-Organism-Response (S-O-R) framework, this study
empirically explored the influence mechanism of green tourism experience on
destination desirability in the Guangdong-Hong Kong-Macao Greater Bay Area
(GBA) with 25 valid samples, using reliability analysis, Pearson correlation analysis
and linear regression analysis via SPSS 26.0. The results verified three of the four
proposed hypotheses: H1 (green tourism experience positively impacts environmental
information acquisition) and H2 (green tourism experience positively impacts
environmental awareness) were both significantly supported, which confirmed that
immersive green tourism experience in the GBA is the core stimulus for tourists to
actively acquire environmental information and form environmental cognition,
consistent with the theoretical expectation of experience driving information
acquisition and cognitive improvement.
These findings provide both theoretical and practical implications for green tourism
research and development. Theoretically, this study enriches the application of the
S-O-R framework in the green tourism context and clarifies the key mediating role of
environmental awareness. Practically, it offers clear and actionable guidance for
destination managers to optimize green experience design, improve environmental
information communication, and carry out precision marketing, thereby boosting the
sustainable competitiveness of green tourism destinations in the Guangdong-Hong
Kong-Macao Greater Bay Area.
Notably, H3 (environmental information acquisition positively impacts environmental
awareness) failed the significance test, which was inconsistent with the research
hypothesis. This may be attributed to two aspects: on the one hand, the environmental
information obtained by tourists is mostly superficial publicity content without
in-depth and scenario-based practical guidance, leading to the failure of effective
transformation from information reception to cognitive improvement; on the other
hand, the small sample size may limit the statistical significance of the correlation
between the two variables. For H4, the test result showed a partial support:
environmental awareness, as the core psychological kernel of green tourism
motivation, had a significant positive impact on destination desirability, while the
direct effect of environmental information acquisition on destination desirability was
not significant. This fully indicated that tourists’ psychological yearning and visitation
intention for GBA green tourism destinations are essentially dominated by their
internal environmental awareness, rather than simply relying on external
environmental information acquisition.
This study clarifies the internal influence path of green tourism experience on
destination desirability in the GBA: green tourism experience is the antecedent
foundation that effectively drives tourists’ environmental information acquisition and
environmental awareness improvement; environmental awareness is the key core
variable that directly affects tourists’ desirability for green tourism destinations;
however, the transformation link from environmental information acquisition to
environmental awareness has not been effectively established, and the direct driving
effect of environmental information acquisition on destination desirability is also not
significant.
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In view of the research conclusions, three targeted suggestions are put forward for the
development of green tourism in the GBA: First, optimize the supply of
environmental information, create in-depth, scenario-based and practical green
tourism and environmental protection information content, and build an effective
transformation channel from information acquisition to environmental awareness
improvement. Second, strengthen the design of immersive green tourism experience
projects, such as ecological research and low-carbon practice activities, to further
amplify the driving effect of green tourism experience on tourists’ environmental
cognition and awareness. Third, implement precision marketing based on tourists’
environmental awareness, and develop differentiated green tourism products for
tourist groups with different environmental awareness levels to accurately match their
demand for green tourism destinations and enhance the overall attractiveness of GBA
green tourism destinations.
This study is limited by the small valid sample size (25 samples), which may affect
the generalizability of the research conclusions. In addition, the study does not
explore the moderating effect of demographic characteristics such as age, education
background and occupation on the research variables. Future research can expand the
sample size and research scope, include more demographic and contextual variables,
and further explore the deep influence mechanism and boundary conditions of green
tourism experience on destination desirability in the GBA, so as to provide more
detailed and practical theoretical references for the high-quality development of GBA
green tourism.
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Abstract
The wet market is a common marketplace and fair in Asia, which consists of many
individual retailers clustered together to sell fresh products, including green
vegetables, fruits, agricultural products, seafood, groceries, etc. (Wu et al., 2023). In
the process of urbanization, some traditional wet markets have undergone renovation
to cater to the needs of tourism development. And the street food they offer were
identified as significant channels through which tourists can experience local culture
and authenticity (Park & Kim, 2023). And under the promotion of various social
media platforms, “Yanhuo Chi” and “Wet Market Roaming” have become hashtags
for culinary tourism.
Certainly, the significance of wet markets goes far beyond food, it plays a dual role.
In current situation, wet markets are both traditional shopping venues and destinations
for tourists and foodies (González, 2020). Therefore, how to balance the dual
identities of wet market as both a functional community space and an emerging tourist
attraction is a question worth considering. The boundary between the two is becoming
increasingly blurred, with more tourists paying attention to the everyday attractions of
the destination: everyday locales like wet markets, coffee shops and commercial
circles (Stors, 2022). The trend reflects that these everyday locales are being
re-positioned and given more practical functions and symbolic meanings.
According to Su et al. (2021), travel experience sharing can be divided into two
categories of content: desirability-focused (symbolic/affective) and feasibility-focused
(diagnosticity/informational). It demonstrates that the dual identity of the wet market
triggers different psychological pathways through different experiential focuses.
Therefore, the study will use questionnaire surveys and structural equation modeling
(SEM) to measure these two parallel paths. The study proposes the following research
questions: (1) Why do two different social sharing behaviors emerge when visiting the
wet market? (2) What factors influence the desirability sharing type of self-expression?
(3) What factors influence the feasibility sharing type of information usefulness?
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Theoretically, the results of the study will enrich the existing literature and enhance
the academic understanding of wet market tourism as a new form of tourism and
leisure. Practically, the study provides targeted recommendations and content
strategies for enhancing the experience of tourists and designing leisure spaces.

Keywords: Wet Market Tourism Experience, Perceived Authenticity, Perceived
Diagnosticity, Social Sharing Behavior
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Abstract

Introduction
Against the backdrop of the deep integration between sustainable gastronomic tourism
and artificial intelligence (AI) technology, AI-generated imagery is increasingly
emerging as a pivotal tool in gastronomic tourism marketing (Chan, 2025). By
generating highly realistic food images via text prompts, AI technology not only cuts
down marketing costs but also delivers immersive visual experiences to consumers
(Pizzi et al., 2025). However, with the widespread adoption of AI imagery in tourism
marketing, a core issue has come to the fore: How do consumers perceive these
non-photographically captured images? And in what ways does such perception shape
their trust in gastronomic destinations and their travel intentions?
While existing studies have examined the impact of content types of AI-generated
images (e.g., food presentation vs. preparation process) on consumer perception
(Chan, 2025), there remains a dearth of systematic measurement instruments and
theoretical models for the construct of perceived authenticity of AI-generated food
imagery itself. The authenticity perceived by consumers when encountering AI
imagery is not a simplistic binary judgment, but a multi-dimensional construct
encompassing different dimensions.
Accordingly, this study pursues two primary objectives: First, to develop and validate
a multi-dimensional scale for measuring the perceived authenticity of AI-generated
food imagery. Second, to construct and test a model of the mechanism by which
perceived authenticity of AI imagery influences gastronomic travel intention,
grounded in the Stimulus-Organism-Response (SOR) theoretical framework.
Theoretically, this research addresses the gap in measurement tools for AI imagery
authenticity in tourism field. Practically, this study offers guidance and practical
insights for gastronomic tourism marketing.

Literature Review
2.1 Perceived AI-Generated Food Imagery Authenticity
Authenticity has long been a core concept in tourism research, with early studies
mostly focusing on the objective authenticity and constructed authenticity of tourism
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objects (Reisinger & Steiner, 2006). In the context of AI-generated images,
authenticity is no longer a judgment of whether the image was actually taken, but
rather consumers’ subjective perception of the image in multiple dimensions such as
visual, situational, technical, sensory and emotional. This study defines AI-Generated
Food Imagery Authenticity (AFIA) as: consumers’ comprehensive evaluation of
AI-generated food images in terms of visual realism, situational consistency, technical
credibility, sensory realism and emotional realism when viewing them.
2.2 Stimulus-Organism-Response (SOR) framework
This study employs the Stimulus-Organism-Response (SOR) theory as its overarching
framework. The theory postulates that external environmental stimuli (Stimulus) elicit
individuals’ internal psychological states (Organism), which subsequently give rise to
behavioral responses (Response) (Mehrabian & Russell, 1974). Within the SOR
framework, this study conceptualizes AFIA as the stimulus (S), sense of presence,
perceived usefulness, and trust as internal state variables at the organism (O) level,
and identifies gastronomic travel intention as the response (R).
Hypotheses Development
Sense of presence refers to the subjective experience of being “on the spot” that
individuals have in a media environment (Slater, 1999). Realistic AI images can
enhance users' sense of immersion and spatial presence. Perceived usefulness, derived
from the Technology Acceptance Model (Davis, 1989), refers to the degree to which
users believe that a technology can help them make better decisions. Trust is the
confidence that consumers have in the reliability, integrity, and capability of a
destination or restaurant. According to the visual information processing theory,
images with a strong sense of reality are more likely to be accepted and trusted by
consumers. Therefore, it is proposed that:
H1a: AFIA has a positive impact on sense of presence.
H1b: AFIA image authenticity perception has a positive impact on perceived
usefulness.
H1c: AFIA image authenticity perception has a positive impact on trust.
Presence enhances consumers' cognitive evaluation of image information by
increasing information processing efficiency and emotional engagement (Wu et al.,
2024). Meanwhile, existing research indicates that presence can significantly and
positively influence consumers' perception of trust (Lowry et al., 2010). Therefore, it
is proposed that:
H2a: Sense of presence has a positive impact on perceived usefulness.
H2b: Sense of presence has a positive impact on trust.
According to the Technology Acceptance Model and the Trust Transfer Theory, when
consumers believe that AI images are helpful for them to understand food information,
they are more likely to form trust in the destination. Therefore, it is proposed that:
H3a: Perceived usefulness has a positive impact on trust.
Travel intention refers to the behavioral tendency of consumers to visit a specific
travel destination. The SOR theory holds that the internal state at the organism level
will eventually be transformed into a behavioral response. Therefore, it is proposed
that:
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H2c: Sense of presence has a positive impact on travel intention.
H3b: Perceived usefulness has a positive impact on travel intention.
H4: Trust has a positive impact on travel intention.

Methodology
3.1 Study 1: Scale Development and Validation
This study strictly adheres to the classic paradigm for scale development proposed by
Churchill (1979), and combines the specific practices of scale development in the
tourism field (Lehto, 2013), completing the development and preliminary validation
of the “AI-Generated Food Imagery Authenticity Scale” (AFIA Scale) in six steps: (1)
determining the construct scope; (2) conducting semi-structured interviews and
three-level coding to generate an initial item pool; (3) expert review and item
purification; (4) questionnaire pretest; (5) exploratory factor analysis (EFA); (6)
confirmatory factor analysis (CFA).
3.2 Study 2: Hypothesis Model Testing
The purpose of this study is to test the mechanism model of how AFIA influences
gastronomic travel intention. In terms of experimental design, a single-factor,
two-level (high vs. low authenticity) between-subjects experimental design will be
employed. Two sets of AI-generated food images (4 images per set) with high and
low authenticity, respectively, will be created using Stable Diffusion platform as the
experimental stimuli. A total of 350 participants will be recruited via the Credamo
platform and randomly assigned to the two groups. After viewing the images,
participants will complete a questionnaire. Measures of sense of presence, perceived
usefulness, trust, and travel intention are all adapted from well-established scales. For
data analysis, structural equation modeling (SEM) will be used to test the
hypothesized paths, with the Bootstrap method (5,000 resamples) employed for
verification.

Expected Contribution
4.1 Theoretical Contributions
First, this study represents the first attempt to develop a scale for measuring the
authenticity of AI-generated food imagery, addressing the gap in measurement tools
for AI imagery within the domain of gastronomic tourism and laying a reliable
measurement foundation for future research.
Second, this study extends the application of the SOR framework to AI marketing by
conceptualizing presence, perceived usefulness, and trust as organism-level internal
state variables, thereby uncovering the multiple psychological pathways through
which perceptions of AI image authenticity influence travel intention.
Third, this study deepens the understanding of the “authenticity” construct by
expanding it from the traditional notion of “objective authenticity” to a
multidimensional, constructed form of authenticity that integrates visual, contextual,
technological, sensory, and emotional dimensions, which enriching the theory of
tourism authenticity in the process.



Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

196

4.2 Practical Contributions
First, the findings of this study can serve as a decision-making reference for catering
and tourism marketing. It is recommended that marketing managers select AI images
with varying authenticity levels for promotional purposes based on the characteristics
of target consumers. For experience-oriented consumers, high-realism images should
be employed to enhance presence and trust.
Second, this study’s results provide application guidance for AI content generation
technology. Developers of AI image generation tools (e.g., Stable Diffusion) can
optimize their algorithms based on the dimensional structure identified in this
research to improve image performance in terms of visual fidelity and contextual
consistency.
Finally, the study’s outcomes can facilitate the promotion of sustainable gastronomic
tourism. The expected results indicate that perceptions of AI image authenticity can
significantly enhance consumers’ sense of presence, which in turn exerts a direct
positive effect on travel intention. Therefore, catering enterprises and tourist
destinations should prioritize the use of AI-generated images with high visual fidelity
and strong contextual consistency when promoting on channels such as social media,
official websites, and OTA platforms. For example, generating images that
incorporate the actual restaurant environment and typical cultural symbols (e.g., local
attire, tableware, and architectural backdrops) can evoke an immersive experience
where consumers feel as if they are already sitting and dining there. It is
recommended that marketing teams collaborate with AI image generation tools to
develop “hyper-real” image libraries tailored to the unique styles of different
destinations, with continuous optimization through iterative testing.

Keywords: AI-Generated Food Imagery Authenticity, Stimulus-Organism-Response
(SOR) Framework, Sense of Presence, Perceived Usefulness, Trust
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Abstract
In hospitality industry, the use of technology in workplace can be traced back to
1970s (Ahmad & Scott, 2019). For example, the application of hotel reservation
system which allowed service employees to manage guest reservation and billing has
been commonly introduced in hotel business. Now days, Companies’ working
environment has changed in respond to the ever-changing business market.
Organizations and companies in different areas have different strategies and solutions
that assist employees with daily activities. These kind of workplace practices in
organization are defined as “Smart working” practices, which aims to change from
conventional ways of working and classic managerial styles to new solutions enable
employees to accomplish their tasks by offering the best working conditions and
environment (Wiklund-Engblom et al., 2023).
In addition, Podgórski et al. (2017) developed a smart workplace which emphasize on
employee’s safety and healthy working conditions. Kundu and Lata (2017) suggested
that perceived climate, supervisory relationship, peer group interaction and perceived
organizational constituted to a supportive working environment plays an important
role in organizational engagement and employees’ retention. In addition, Angelici and
Profeta (2023) indicated that smart workplace focused on the support of flexibility in
space and time. Thus, the definition of intelligent workplace is broad and need to be
further investigation based on the change of working environment.
To fill a gap in the current literature, this study employs a mixed-methods design,
combining qualitative and quantitative approaches to systematically explore the
components and influencing mechanisms of the smart working environment in the
hospitality industry. Grounded in Conservation of Resources (COR) theory, which
posits that individuals strive to acquire and maintain resources to cope with challenges
and achieve desired outcomes, this study focuses on front-line employees. When
employees perceive adequate support from the smart working environment, they are
more likely to deliver the performance expected by their organizations. Accordingly,
this study aims to answer the following questions: (a) What dimensions constitute a
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smart working environment from hospitality employees’ perspectives? and (b) How
do different aspects of the smart working environment foster expected performance
among service employees?
Based on the findings, this study contributes to current literature in both theoretical
and practical way. In theoretically, this study was mapped out to explore the
underlying dimensions of a smart working environment from service employee’s
perspective for the first time. Furthermore, it aims to identify different aspect of smart
working environment affects employees’ service performance. In practically, this
study provides evidence and recommendations that can be adopted to improve the
effectiveness of smart working environment introduction in the service industry.

Keywords: Smart Working Environment, Conservation of Resources (COR) Theory,
Scale Development
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Abstract
Food and beverage service is a critical component of the tourism experience. It not
only influences destination attractiveness but also relates to regional tourism
economic growth. Studies indicate that food and beverage expenditure usually
accounts for a significant share of tourists’ total consumption, and service efficiency
directly affects tourists’ overall satisfaction and loyalty (Okumus, 2021).
With the rapid development of artificial intelligence, it has gradually penetrated the
catering industry and is regarded as an important interactive form of future food
consumption. Relevant research forecasts that by 2035, artificial intelligence is
expected to increase the economic growth rate of the accommodation and catering
service industry by 1.4% (Statista, 2019). Compared with traditional ordering modes
that rely on face-to-face interaction and quick response code ordering systems that
only improve process efficiency, artificial intelligence can provide personalized
recommendations through natural language interaction (Abdullah et al., 2025).
However, existing studies are mostly focusing on instrumental perceptions such as
efficiency and ease of use, while paying less attention to the impacts of emotional
experience, trust, and interaction processes (Chen et al., 2024). Furthermore, although
AI-driven service innovation is considered an important source of customer value,
there remains insufficient investigation into the interaction process between customers
and AI systems and how it translates into perceived innovation (Akter et al., 2023).
Therefore, this study aims to identify the dimensions of the interactive experience of
artificial intelligence food ordering systems, and to explore the impacts of these
interactive experiences on tourists perceived service innovation and trust, as well as
how such experiences influence their adoption behavior.
Based on the above discussion, this study aims to address the following research
questions: (a) What are the dimensions of the interactive experience of artificial
intelligence food ordering systems? (b) How does the multi-dimensional interactive
experience of artificial intelligence food ordering systems influence customers’
perceived service innovation and trust? And how do such customer perceptions
further affect their adoption behavior?
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Therefore, this study will consist of two main parts: Study 1 identifies the interactive
experience dimensions of artificial intelligence food ordering systems through
semi-structured interviews, leading to the development of a comprehensive set of
measurement items. Study 2 examines the artificial intelligence food ordering systems
scale through Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis
(CFA), and Structural Equation Modeling (SEM) to explore the impact of artificial
intelligence food ordering systems on adopt intention of tourists, while also validating
the mediating role of the perceived service innovation and trust.
This study developed a measurement scale for the interactive experience of artificial
intelligence food ordering systems. The research results will deepen the understanding
of tourists’ willingness to use artificial intelligence food ordering systems in
restaurants and enrich the existing literature. In addition, this study will also provide
valuable references for restaurant managers to enhance the attractiveness of their
restaurants.

Keywords: Artificial Intelligence Food Ordering Systems, Perceived Service
Innovation, Adopt Intention
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Abstract

INTRODUCTION
In the era of digital tourism and visual communication, Artificial Intelligence
(AI)-generated tourism images have become an emerging visual marketing medium
that reshapes tourists’ destination cognition, emotional experience and travel
decision-making process (Seo et al., 2025; Yu et al., 2026). Supported by generative
AI technology, such images can realize content personalization, high scene fidelity
and strong visual immersion, providing efficient and diversified promotion paths for
tourism destinations (Cheng et al., 2025; Zhu et al., 2025).However, despite the fact
that existing studies have recognized the influence of Artifacts generated by AI on
tourists’ psychological perception and behavioral responses, the formation mechanism
remains to be fully investigated (Bui et al., 2024; Song et al., 2025). In particular, few
studies have systematically extracted experience dimensions of AI-generated tourism
images and integrated perceived stimulation, emotional resonance, perceived value
and AI technology acceptance into a unified analytical framework.
To fill these gaps, this study develops an integrated research model to explain how
perceived stimulation of AI-generated tourism images influences users’ travel
behavioral intention. It proposes that these stimuli positively affect travel intention
through the dual mediating roles of emotional resonance and perceived value, while
AI technology acceptance moderates the relationship between perceived stimulation
and its internal psychological outcomes. This study aims to reveal the complete
psychological transmission path from multi-dimensional visual perception to travel
decision-making, so as to enrich theoretical research on smart tourism marketing and
provide practical guidance for destination digital communication.

Methodology
This study adopts a mixed-methods research design that combines qualitative scale
development and quantitative empirical testing. In the qualitative phase,
semi-structured interviews are conducted with tourists who have viewed or used
AI-generated tourism images, tourism destination managers and digital content
designers. A total of 20 to 30 interviewees are recruited to reach theoretical saturation.
All interviews are audio-recorded with informed consent, transcribed verbatim and
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coded via grounded theory using ATLAS.ti. Through open coding, axial coding and
selective coding, this study extracts and validates key dimensions of perceived
stimulation of AI-generated tourism images, ensuring the contextual appropriateness
and content validity of the measurement scale.
In the quantitative phase, a structured questionnaire is developed based on verified
mature scales and qualitative findings. All items are measured using a 7-point Likert
scale (1 = strongly disagree, 7 = strongly agree). The target respondents are users who
have viewed AI-generated tourism images online. Questionnaires are distributed via
social media platforms and tourism-related communities, aiming to collect at least 400
valid samples. Data analysis is performed using SPSS and SmartPLS. First, reliability
and convergent and discriminant validity tests are conducted to evaluate data quality,
and Harman’s single-factor test is used to examine common method bias. Second,
structural equation modeling is applied to test the main effects and path coefficients.
Finally, the bootstrap method with 5,000 iterations is used to verify the chain-like
dual mediating effects of emotional resonance and perceived value and the
moderating effect of AI technology acceptance.

Expected Implications
In terms of theoretical implications, this study makes several meaningful
contributions to smart tourism, digital visual communication and tourist behavior
literature. First, it extends the research scope of AI-generated tourism content from
technical generation and design application to tourists’ psychological perception and
behavioral decision-making, enriching the theoretical system of AI-driven tourism
marketing and communication. Second, this study introduces and validates the
Mehrabian-Russell (M-R) environmental psychology model in the context of
AI-generated tourism images, providing a new theoretical lens and integrated
analytical framework for interpreting how digital visual stimuli shape destination
attitudes and travel intentions. Third, it systematically extracts and verifies
multi-dimensional perceived stimulation attributes of AI-generated tourism images
through qualitative grounded analysis, developing a context-specific measurement
scale that can be widely used in future empirical research. Fourth, this study clarifies
the dual mediating mechanisms of emotional resonance and perceived value and the
moderating role of AI technology acceptance, revealing a complete and sequential
psychological transmission path from multi-dimensional perceived stimulation to final
travel behavioral intention. By integrating visual experience attributes, emotional
responses, cognitive evaluations and technology acceptance into a unified model, this
study addresses the fragmentation of existing research and provides a replicable
theoretical foundation and measurement framework for future studies on intelligent
tourism visual communication and digital destination marketing.
In terms of practical implications, this study provides clear and actionable strategies
for tourism destinations, marketing institutions and digital content creators.
Destinations can optimize the creation of AI-generated tourism images by enhancing
scene fidelity, visual immersion, content personalization and emotional arousal design,
so as to strengthen perceived stimulation and improve emotional resonance and
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perceived value. Meanwhile, according to users’ differences in AI technology
acceptance, destinations can carry out targeted communication and marketing to
enhance user trust and recognition. The findings also help tourism practitioners better
understand tourists’ core demands and psychological perceptions, supporting the
scientific application and innovative promotion of AI visual content in tourism
marketing. In the long run, this study contributes to the intelligent transformation and
high-quality development of the tourism industry.

Keywords: AI-generated tourism images; Perceived stimulation; Emotional
resonance; Perceived value; AI technology acceptance; Behavioral intention
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Abstract
Food tourism has become an important component of the tourism industry and has
attracted extensive academic and practical attention in recent years (Okumus, 2021).
In recent years, an increasing number of travelers have embarked on food tours
shaped by the relationship between cuisine and destination. This not only reflects
shifts in social and cultural trends but also represents one of the most important
intangible cultural assets of a destination. According to data from the World Tourism
Organization of the United Nations, approximately 30 to 40 percent of tourism
expenditure is directly related to food and beverages. This proportion is even higher in
destinations renowned for their food culture around the world, such as France, Italy,
Japan, Thailand, as well as Chengdu, Shunde and Macao in China (UNWTO, 2022).
Unique local flavors have become an important vehicle for resisting cultural flattening
and seeking identity anchors. (Ritzer & Miles, 2019). Engaging with local culinary
traditions, foods and dining experiences provides travelers with a distinctive way to
connect with the culture and heritage of a destination (Everett & Aitchison, 2008).
Existing research on food tourism indicates that tourists’ dining experience and
service quality in restaurants are extremely important indicators (DiPietro & Levitt,
2019). Although numerous studies have begun to explore economic, environmentally
friendly, sustainable development and social impacts associated with food tourism
(Hall, 2020), there remains a lack of research on how the inherent characteristics of
local specialty cuisine itself influence tourist behavior. Therefore, this study aims to
explore the elements of local specialty cuisine, examine their impacts on tourists’
experience and perceived authenticity, and investigate whether these perceptions
further influence their recommendation intention.
Based on the above discussion, this study aims to address the following research
questions: (a) What elements are included in local specialty cuisine? (b) How do the

mailto:ckpai@must.edu.mo


Proceedings of the 3rd International Early-Career Researcher Conference in Hospitality and Tourism

206

elements of local specialty cuisine influence tourists' experience, perception of
authenticity, and recommend intention?
Therefore, this study will consist of two main parts: Study 1 identifies the elements of
local specialty cuisine through semi-structured interviews, leading to the development
of a comprehensive set of measurement items. Study 2 examines the elements of local
specialty cuisine scale through Exploratory Factor Analysis (EFA), Confirmatory
Factor Analysis (CFA), and Structural Equation Modeling (SEM) to explore the
impact of local specialty cuisine on tourists' intention to recommend, while also
validating the mediating role of the experience and perception of authenticity.
This study developed a measurement scale for evaluating local specialty cuisine. The
findings can enhance the insights of researchers in the field of gastronomy tourism
and enrich existing literature. Furthermore, the results can provide valuable insights
for the food and beverage industry in tourist destinations, raising awareness of local
specialty cuisine in these areas.
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Abstract
With continuous technological advancement and iteration, an increasing number of
products and services have been empowered by technology, delivering brand-new and
distinctive experiences. As an innovative integration of intelligent technology and
catering services, smart restaurants have become an important scenario for the
development of smart tourism, and play a critical role in optimizing tourists’ dining
experiences and enhancing the competitiveness of tourism destinations (Gretzel et al.,
2015). However, existing studies still show fragmentation in the definition and
measurement of concepts related to smart restaurants. Some studies focus on smart
catering, smart restaurants, and smart service quality, while others adopt smart
restaurant service quality scales as the measurement basis, resulting in a lack of
consistent conceptual integration for the perceptible dimensions of smart restaurant
characteristics (Wong et al., 2022). Relevant research has long emphasized
technology adoption and usage intention, with relatively few studies starting from
post-use customer psychological evaluation and relational outcomes. This makes it
difficult to address management needs amid the normalization of smart services, and
also leaves insufficient evidence on whether smart investment can translate into
higher-level customer behavioral value (Tussyadiah, 2020).
Brand image refers to the overall impression formed by brand-related associations in
consumers’ memory, encompassing functional, symbolic, and affective meanings
(Gómez et al., 2015). Perceived value is consumers’ overall evaluation of a product or
service after weighing the benefits obtained against the costs incurred (Zeithaml,
1988). Restaurant advocacy can be regarded as the operationalization of brand
advocacy in the catering context, referring to customers’ spontaneous,
non-incentivized motivation to speak positively, strongly, and influentially for a
restaurant after having actual dining experiences (Rao & Wu, 2025).
In the smart restaurant context, smart restaurant attributes may enhance tourists’
perceived value; in turn, high perceived value drives stronger positive behavioral
responses, such as revisit intention, recommendation, more active advocacy behaviors,
and brand recognition (Chen & Chen, 2010). The introduction of robots can improve
customers’ impressions of a restaurant as advanced and creative, strengthen
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expectations of stable and consistent services, and shape brand image (Seo & Lee,
2025). From the perspectives of brand image and perceived value, this study can
explore the impact of smart restaurant attributes on tourists’ restaurant advocacy and
fill the aforementioned research gaps.
Therefore, the research objectives of this study are: 1) To explore the attributes of
smart restaurants. 2) To examine the impact of smart restaurant attributes on
restaurant advocacy. 3) To investigate the mediating roles of brand image and
perceived value between smart restaurant attributes and restaurant advocacy. 4) To
explore the interaction between brand image and perceived value. To achieve the
above objectives, the research questions are as follows:
What attributes do smart restaurants possess?
Do smart restaurant attributes influence customers’ restaurant advocacy behaviors?
What roles do brand image and perceived value respectively play in the process
whereby smart restaurant attributes affect restaurant advocacy?
Do brand image and perceived value influence each other?
This study adopts a mixed-methods approach combining qualitative and quantitative
research. First, Study 1 conducted semi-structured interviews and questionnaire
surveys, using three-level coding and exploratory factor analysis (EFA) to extract and
verify the dimensions of smart restaurant attributes. Subsequently, Study 2 collected
quantitative data from a sufficient sample, and used confirmatory factor analysis
(CFA) and structural equation modeling (SEM) to conduct reliability and validity
analysis of the questionnaire and test the hypotheses.
The main objective of Study 1 was to extract the core perceptual dimensions of smart
restaurant attributes. The respondents were recruited through “Redbook”, the largest
online social platform in China, consisting of tourists or consumers who had visited a
smart restaurant at least once in the past six months. A total of 11 interviewees were
recruited, with each interview lasting approximately 31 to 48 minutes. For data
analysis, this study employed three-level coding based on grounded theory, assisted
by Nvivo software for data organization and analysis.
In Study 2, the smart restaurant attribute dimensions extracted in Study 1 were further
transformed into scale items, which were combined with established mature scales for
brand image, perceived value, and restaurant advocacy to form the formal
questionnaire. Specifically, the measurement items for smart restaurant attributes
were mainly derived from the interview results of Study 1; items for brand image,
perceived value, and restaurant advocacy were adapted from scales in relevant
literature. A 7-point Likert scale was used, ranging from “1 = strongly disagree” to “7
= strongly agree”, to measure respondents’ perceptions and evaluations of each
construct.
The first round yielded 513 questionnaires. After excluding invalid samples, 431 valid
responses were retained, mainly for EFA and scale dimension development. The
second round collected 562 questionnaires; after removing invalid samples, 500 valid
responses were kept, primarily for CFA and subsequent hypothesis testing.
Questionnaires were distributed via the Credamo platform, with attention checks,
screening questions, IP and response time verification set up to eliminate duplicate or
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invalid samples. The research participants were tourists or consumers who had
experienced smart restaurants in the past six months.
The results show that: 1) This study successfully developed a reliable and valid
measurement tool for smart restaurant attributes, comprising three dimensions:
“Technical Functionality”, “High-Tech Ambience”, and “Personalized Interaction”.
Technical Functionality refers to the practicality, convenience, and operational
efficiency of smart technology tools centered on QR code ordering, AI interaction,
and smart payment in the actual dining process. High-Tech Ambience denotes the
overall environmental experience with technological attributes and futuristic vibes
created by environmental elements such as spatial design, lighting, music, and visual
presentation. Personalized Interaction means the on-demand, appropriate, and targeted
two-way interactive experience between consumers and the restaurant’s intelligent
system before, during, and after dining. 2) Smart restaurant attributes exert a
significant positive effect on tourists’ restaurant advocacy. 3) Brand image and
perceived value play significant mediating roles between smart restaurant attributes
and restaurant recommendation behavior, and these two mediators show a mutually
influential relationship.
Regarding the theoretical implications of this study, first, it improves the construct
definition system of Smart Restaurant Attributes and develops a measurement scale
applicable to tourism contexts, filling the theoretical gap of lacking systematic and
precise measurement tools for Smart Restaurant Attributes. Second, this study verifies
the bidirectional positive interaction between Brand Image and Perceived Value in the
smart restaurant context, enriches the theoretical connotation of the relationship
between the two constructs in the field of service marketing, and addresses the
insufficient research on their interaction mechanism in smart service scenarios (Youn
& Yoon, 2013; Sabiote et al., 2016).
In terms of practical implications, first, smart restaurant operators should prioritize
optimizing Technical Function, such as improving the convenience and stability of
ordering, payment, and food delivery processes, as these directly affect customers’
perceived value. Second, in ambience design, a balance should be struck between
high-tech appeal and comfort, avoiding overemphasis on technology at the expense of
dining experience. Third, in interactive design, the system’s real-time responsiveness
and personalization should be enhanced to align smart services more closely with
tourists’ needs. Finally, brand management should not be limited to technological
demonstration; instead, it should further enhance customers’ perceived value to
promote their proactive recommendation, sharing, and advocacy behavior.
For Limitations and Future Research about this study, First, the sample mainly
consists of domestic Chinese tourists, limiting cross-cultural representativeness.
Second, this study adopts a cross-sectional design, which cannot strictly test the
causal sequence among variables. Third, the research model does not incorporate
more moderating variables, such as technology acceptance, tourism type, or smartness
level. Fourth, this study does not further distinguish between low, medium, and
high-level smart restaurants. Accordingly, future research can be expanded in four
directions: 1) Include tourists from different regions and cultural backgrounds to
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improve the external validity of the research. 2) Adopt a longitudinal tracking design
to more rigorously test the causal effects of smart restaurant attributes on brand image,
perceived value, and restaurant advocacy. 3) Incorporate moderating variables such as
tourists’ technology acceptance, innovativeness, tourism experience, and companion
type to explore differences under varying conditions. 4) Classify restaurants according
to the application level of smart technology and compare whether differences exist in
their mechanism of action across different smartness levels.

Keywords: Smart Restaurant Attributes, Restaurant Advocacy, Brand Image,
Perceived Value
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Abstract
As the integration of the tourism industry and intelligence technology, artificial
intelligence tour guides with machine learning technology and virtual appearance
have been widely applied in various tourist attractions (Tussyadiah et al., 2020).
Based on complex intelligent algorithms, AI tour guides improve the personalization,
interactivity, intelligence, informatization, and accessibility of customer services
(Şahin et al., 2026). This evolution from physical robots to digital humans not only
breaks through physical space limitations, but also marks the shift of tour guide
services towards emotional intelligent agents.
Existing measurement scales focus on exploring AI tour guides' problem-solving
(Chen et al., 2026), conversation and dress style (Wang et al., 2023). However, there
is a lack of a multidimensional scale to comprehensively analyze the intrinsic
characteristics of AI tour guides, indicating the significance of developing a new
standardized measurement tool. In order to further promote the adoption of AI tour
guides, this study believes that continuous interaction intention is worth paying
attention to. This study aims to develop a measurement scale for the functional
attributes of AI tour guides (FAAITG). The research questions include: (1) What are
the core dimensions of the FAAITG from the perspective of tourists? (2) Based on the
Cognitive-Affective System Theory, does emotional engagement and perceived
creativity play a dual mediating role between the FAAITG and tourists' interactive
intention?
This study will adopt a mixed-methods approach, including five main steps. Step 1
will generate initial measurement items (semi-structured interviews). Step 2 will
conduct a content validity test. Step 3 will purify items through exploratory factor
analysis (questionnaire survey 1). Step 4 will conduct scale validation through
confirmatory factor analysis (questionnaire survey 2). Step 5 will involve nomological
validity test (SEM). The target sample will consist of tourists who have previously
used AI tour guide services.
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For theoretical implications, this study will contribute to the existing knowledge in the
academic fields of tour guide services, destination management, and customer
psychology. A new measurement tool is expected to provide theoretical basis for
future research on the functional aspects of AI tour guides. In practice, this study will
provide valuable insights for tourism managers on digital transformation, smart
tourism service optimization, and customer technology acceptance.

Keywords: Artificial Intelligence Tour Guide; Functional Attributes; Emotional
Engagement; Perceived Creativity; Interactive Intention
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Abstract
Against the backdrop of the cultural and tourism industry's accelerated transformation
towards experience-oriented development, tourism experiences are shifting from
traditional sightseeing to immersive experiences (Buhalis & Sinarta, 2019). Theme
parks, as typical contextualized tourism spaces, construct immersive experiential
environments through spatial narratives and interactive mechanisms, transforming
tourists from bystanders into participants, thereby enhancing their experiential
perception and sense of presence (Xu et al., 2024). Immersive experiences have
gradually become a symbol of high-quality tourism experiences (Lunardo &
Ponsignon, 2020). In this context, the experiencescape, as an important perspective
connecting environmental design and visitor experience, is increasingly used to
explain how environmental stimuli in tourism scenarios influence tourists' on-site
experiences. An experiencescape is essentially a holistic contextual system integrating
multiple experiential elements, within which different types of environmental cues
collectively influence tourists' experiential perception and evaluation (Ji & Yan, 2023).
Therefore, the environmental impact in tourism contexts does not originate from a
single element but is manifested in the synergistic effect of multiple elements. In other
words, the tourist experience in a theme park is not solely determined by the facilities
or landscape itself, but is jointly shaped by the environment and interactions.However,
although existing research has increasingly focused on the mechanisms of immersive
experiences in tourism contexts and explored the influence of sensory stimuli and
experiencescapes on tourist behavior (Fang et al., 2024; Zhou & Wang, 2024), most
studies treat immersion as a holistic concept, rarely distinguishing it from cognitive
and emotional dimensions. This makes it difficult to reveal the different roles of
various psychological dimensions in experience formation. Secondly, research on
experiencescapes primarily focuses on outcome variables such as behavioral
intentions and satisfaction, lacking sufficient explanation for deeper experiential
outcomes and the linkage mechanisms between different stimulus dimensions.
Particularly in theme parks, physical experiencescapes and interpersonal
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experiencescapes do not function independently, and their influencing mechanisms
lack systematic analysis.
Therefore, to fill this gap, this study selects theme parks as the research object and
constructs a complete theoretical model. The aim is to reveal the mechanism by which
immersive tourism physical and interpersonal landscapes influence tourists'
memorable tourism experiences from a multidimensional immersion perspective.
Furthermore, immersion is divided into cognitive immersion, emotional immersion,
and sensory immersion to explore the different roles of different immersion types in
the experience formation process. By adopting this multidimensional perspective, the
study seeks to provide a more nuanced understanding of how immersive experiences
are structured and how different experiential components contribute to memorable
tourism outcomes. Based on this goal, the research questions of this study are as
follows: (1) Does the immersive tourism experiencescape affect tourists' cognitive
immersion, emotional immersion, and sensory immersion? (2) Do different types of
immersion affect memorable tourism experiences? (3) Do different types of
immersion play a mediating role between the immersive tourism experiencescape and
emorable tourism experiences, and which path is more critical?
This study will employ quantitative research methods, collecting data through a
structured questionnaire to test theoretical models. The questionnaire design is based
on existing mature scales, with slight modifications to suit the theme park context,
measuring core variables such as immersive tourism experience landscape, cognitive
immersion, emotional immersion, sensory immersion, and memorable tourism
experiences. Participants will be tourists who have visited a theme park within the six
months prior to questionnaire completion. Data collection will be conducted through a
combination of online and offline methods, with an expected sample size of
approximately 500 responses. The questionnaire includes adapted items and
respondent personal information, using a 7-point Likert scale for scoring. Structural
equation modeling (SEM) will then be used for data analysis to test the measurement
model and the structural relationships between variables. Specifically, confirmatory
factor analysis (CFA) will first be applied to assess the reliability and validity of the
measurement scale, including convergent validity and discriminant validity.
Subsequently, the structural model will be tested to evaluate the hypothetical
relationships and the mediating effect of multidimensional immersion between the
experiential landscape and Memorable Tourism Experiences.
This research makes significant contributions both theoretically and practically.
Theoretically, it expands the research framework for immersive experiences in the
tourism field from a multidimensional immersion perspective, meticulously revealing
the differences in experience formation among various types of immersion, enriching
the application of immersive experiences and experiencescapes in tourism contexts,
and providing a new theoretical perspective for subsequent research on immersive
experiences and experience design. Practically, this research offers specific
management insights for theme parks and related cultural and tourism enterprises,
such as enhancing sensory immersion through sensory design, strengthening
emotional immersion through optimized interaction mechanisms, and improving
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cognitive immersion through contextual narratives, thereby comprehensively
enhancing tourists' memorable travel experiences and satisfaction, and providing a
reference for the design and optimization of immersive tourism products and
experiences.

Keywords: Immersive Tourism Experiencescape; Cognitive Immersion; Emotional
Immersion; Senory Immersion; Memorable Tourism Experience
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Abstract
Grand tourism scenes, with their unique visual shock and scarcity, serve as the core
carrier of tourism destination marketing and are also crucial for enhancing destination
competitiveness (Tan et al., 2025). With AI production technologies becoming
increasingly mature and widely applied in tourism content creation (Zhao et al., 2026),
AI-Generated content (AIGC) is now capable of highly simulating grand tourism
scenes and presenting strong visual effects. However, the presentation of real scenes
still requires on-site shooting. Such scenes feature special geographical locations and
complex terrains, making them difficult to access for manual shooting; therefore,
drone aerial photography has become an important method for real-scene recording
(Jiang & Lyu, 2024). In addition, although AIGC images provide a grand visual
experience, they are essentially virtual constructs, whereas drone shooting involves
real-scene collection and possesses authentic and objective attributes. Tourists may
perceive differences between these two types of content.
Drone shooting can enhance tourist experience through a unique aerial perspective
(Vujičić et al., 2022), and AIGC can also attract tourists' attention by creating visual
impact (Li & Zhu, 2026). However, existing studies mostly discuss the physical
accessibility advantage of drone shooting in breaking spatial constraints together with
the authenticity of on-site content (Ezaki et al., 2025), without separating their
independent effects. In other words, it has not been clearly verified whether the
positive impact of technology-shaped content on tourists' perception and behavioral
intention stems from the display of shocking effects or from the on-site authenticity of
the content (Seo et al., 2025). Based on this, this study aims to examine whether
AIGC can replace on-site shooting to achieve the same effect, and proposes three core
questions: First, how do different combinations of scene types and production forms
affect tourist experience? Second, does technology-content fit moderate the impact of
the above combinations on presence and perceived authenticity? Third, how does
content produced by different technologies influence tourists' Wow experience and
further affect their subsequent behavioral responses?
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Based on the Presence-Emotion-Intention framework, this study divides presence into
two dimensions: sensory presence and cognitive presence. With Perceived Wow as
the mediator and technology fit as the moderator, an integrated model is constructed
to illustrate how scene type and production form influence tourists’ behavioral
intentions, systematically revealing the mechanism of technology empowerment in
grand tourism scenes.
Specifically, this study adopts a 2 (production method: real drone shooting /
AI-generated) × 2 (scene type: natural / human-made grand scenes) between-subjects
experimental design. Participants are randomly assigned to four groups with 100
people in each group and complete questionnaires after viewing the stimulus materials.
The questionnaires cover variables including demographic characteristics, presence,
authenticity, Wow experience, technology fit, and behavioral intention. All items are
derived from mature scales to ensure reliability and validity. Respondents with
relevant tourism experiences in the past six months and interest in relevant visual
content are selected to participate in the survey. Finally, SPSS and AMOS are used
for data analysis and hypothesis testing.
The expected theoretical contributions of this study are reflected in three aspects: first,
to clarify that both drones and AIGC possess physical accessibility advantages
beyond manual shooting, with a focus on comparing their differences—specifically
whether AIGC lacks authenticity, to examine its independent effects on tourists’
perceptions and behavioral intentions, and to explore the possibility of AIGC
replacing real shooting; second, to investigate whether the degree of technology fit
influences tourists’ perceptions of technology-generated content; third, to compare the
influence paths of objective authenticity and constructed authenticity, enriching
theories related to tourism experience and tourism marketing.
On the practical level, this study can provide precise guidance for grand-scene
marketing, identify the optimal content production methods for different scenes, and
help create high-quality "Wow experiences". Meanwhile, this study aims to respond
to the ethical controversy over whether virtual content can replace real-scene shooting,
provide references for ethical norms and reasonable boundaries in the application of
cultural tourism technology, then improving marketing efficiency and promote the
sustainable development of the cultural and tourism industry.

Keywords: Drone shooting, AI-Generated content, Technology-fit, Wow Experience,
Destination Marketing
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Extended Abstract

INTRODUCTION
Artificial intelligence (AI) is increasingly embedded in tourism encounters, yet most
tourism studies still emphasize AI’s intelligence, efficiency, or decision capability
rather than its emotional-support function. Recent work has developed
tourism-specific measures of perceived intelligence of AI assistants and shown that
travelers evaluate AI systems in terms of their service capability and behavioral
usefulness (Ling et al., 2025). Relatedly, AI-service research has conceptualized
automated social presence as a multidimensional perception involving empathy,
responsiveness, competence, and social affability (Liao et al., 2024). However, these
streams do not directly explain whether an AI travel companion can help solo
travelers feel emotionally supported during a trip.
This omission matters because solo travel is psychologically distinctive. Being alone
while traveling does not necessarily imply distress, but it can heighten the salience of
relatedness needs, especially in unfamiliar, uncertain, or emotionally intense moments.
In hospitality settings, companionship-oriented robots can strengthen rapport and
favorable responses among solo diners, particularly when the need to belong is salient
(Huang et al., 2025). Tourism research has also shown that loneliness is not irrelevant
to travel behavior; it can influence tourists’ responses and should be treated as a
meaningful travel-state construct rather than a purely stable trait (Li et al., 2025).
Therefore, the key question is not simply whether solo travelers use AI, but whether
emotionally responsive AI can reduce travel loneliness and improve travel well-being.
Self-determination theory (SDT) provides a strong foundation for this question. SDT
argues that well-being depends on the satisfaction of basic psychological needs,
especially autonomy, competence, and relatedness (Ryan & Deci, 2000). Within
tourism research, well-being is increasingly treated as a multidimensional outcome
that includes both hedonic enjoyment and eudaimonic flourishing (Filep et al., 2024).
Empirical tourism evidence further indicates that psychological need satisfaction is a
meaningful predictor of tourist well-being across the trip experience (Fan et al., 2024).
For solo travel, relatedness is particularly central because the experience often
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involves balancing desired independence with moments of emotional exposure and
social absence.
To address this gap, the present study proposes Perceived Affective Support of AI
Travel Companion (PASATC) as a new tourism-specific construct. PASATC refers to
a solo traveler’s perception that an AI travel companion can provide emotionally
relevant, reassuring, and responsive support during a trip. Based on a
stimulus-organism-response logic, PASATC is positioned as the stimulus,
Relatedness Need Satisfaction and State Travel Loneliness as organismic states, and
Travel Well-Being as the response. In addition, Solitude Motivation is incorporated as
a moderator. Because the meaning of being alone depends on whether solitude is
more self-determined or less self-determined, the effect of AI affective support should
vary across solo travelers (Thomas & Azmitia, 2019).
Therefore, the research objectives of this study are as follows:
To develop and validate a scale for PASATC in the solo travel context
To test whether PASATC enhances Travel Well-Being indirectly through Relatedness
Need Satisfaction and State Travel Loneliness, with Solitude Motivation moderating
the first stage of the process.

METHOD
A sequential mixed-methods design will be adopted. The qualitative phase will
develop the PASATC construct, and the quantitative phase will validate the scale and
test the proposed model.
Phase 1: Qualitative Scale Development. Semi-structured interviews will be
conducted with approximately 25–30 solo travelers who have used AI tools before or
during a solo leisure trip. Purposive sampling will be employed to ensure that
participants possess recent, relevant, and information-rich experience with AI-assisted
travel in real tourism contexts. The interview protocol will focus on identifying the
situations in which AI is perceived as emotionally supportive, the specific forms of
interaction that make travelers feel accompanied, understood, or reassured, and the
ways in which affective support differs from purely functional or informational
assistance. Participants will also be encouraged to reflect on moments of uncertainty,
loneliness, or emotional vulnerability during travel, so that the study can better
capture how AI support is experienced in context rather than in abstract terms. The
interview data will be analyzed using thematic analysis following Braun and Clarke
(2006), moving through familiarization, coding, theme generation, review, and
refinement. The purpose of this phase is to establish the conceptual domain, identify
the core dimensions, and generate an initial item pool for PASATC. Expected themes
may include empathic understanding, emotional reassurance, continuity of support,
and context-sensitive responsiveness; however, the final dimensional structure will be
determined inductively based on participants’ narratives rather than imposed a priori.
Phase 2: Quantitative Validation and Model Testing. A structured survey will be
administered to approximately 500–600 Chinese solo travelers who have used AI
during a solo trip within the previous 12 months. This phase is intended both to
validate the newly developed PASATC scale and to examine the hypothesized
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relationships in the proposed conceptual model. To strengthen construct validation
and reduce the risk of overfitting, the full sample will be randomly divided into two
independent subsamples. Subsample 1 will be used for exploratory factor analysis
(EFA) to refine the dimensional structure of PASATC, eliminate poorly performing
items, and establish an initial factor solution. Subsample 2 will then be used for
confirmatory factor analysis (CFA) and structural equation modeling (SEM) to assess
the measurement model and test the proposed structural paths simultaneously. All
items will be measured on seven-point Likert scales ranging from strong disagreement
to strong agreement. The PASATC items will be derived directly from the qualitative
phase. Relatedness Need Satisfaction and Travel Well-Being will be adapted from
established measures grounded in self-determination theory and tourism well-being
research, while State Travel Loneliness will be contextualized from established
loneliness scales to capture travel-specific, situational feelings rather than stable trait
loneliness (Fan et al., 2024; Filep et al., 2024; Li et al., 2025). Solitude Motivation
will be adapted from the Motivation for Solitude Scale–Short Form to distinguish
more self-determined from less self-determined reasons for being alone (Thomas &
Azmitia, 2019). Reliability, convergent validity, discriminant validity, and overall
model fit will be assessed before the structural relationships and the moderating effect
are examined.
The main hypotheses are as follows:
H1:Perceived Affective Support of AI Travel Companion positively influences
Relatedness Need Satisfaction.
H2:Relatedness Need Satisfaction negatively influences State Travel Loneliness.
H3:Relatedness Need Satisfaction positively influences Travel Well-Being.
H4:State Travel Loneliness negatively influences Travel Well-Being.
H5:Relatedness Need Satisfaction and State Travel Loneliness serially mediate the
relationship between Perceived Affective Support of AI Travel Companion and
Travel Well-Being.
H6:Solitude Motivation moderates the effect of Perceived Affective Support on
Relatedness Need Satisfaction, such that the effect is stronger when solitude is less
self-determined and weaker when solitude is more self-determined.

EXPECTED RESULTS
The study is expected to make both measurement and theoretical contributions. At the
measurement level, the qualitative phase is expected to demonstrate that solo travelers
evaluate emotional AI companions through a distinct affective-support lens rather
than only through perceived intelligence, functional usefulness, or general social
presence. In other words, travelers are likely to differentiate between an AI that is
merely efficient and an AI that makes them feel emotionally accompanied, reassured,
and understood during the trip. Based on this distinction, the resulting PASATC scale
is expected to exhibit satisfactory reliability and validity while remaining
conceptually distinguishable from perceived intelligence of AI assistants and
automated social presence (Liao et al., 2024; Ling et al., 2025). This would support
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the argument that affective support represents a tourism-specific and theoretically
meaningful construct in the context of solo travel.
At the structural level, PASATC is expected to positively predict Relatedness Need
Satisfaction, which should in turn reduce State Travel Loneliness and enhance Travel
Well-Being. The serial mediation path is expected to be significant, indicating that
emotionally supportive AI does not improve well-being merely because it is novel,
interactive, or functionally useful, but because it helps solo travelers feel more
relationally supported and less lonely during the trip experience. This mechanism
would provide a more precise explanation of how emotional AI companionship
translates into well-being outcomes. In addition, the moderation test is expected to
show that PASATC matters most when solitude is less self-determined, because those
travelers are more likely to need compensatory emotional support. By contrast, when
solitude is more self-determined, the positive effect of PASATC may still exist, but it
is likely to be comparatively weaker.
This study is expected to extend current tourism AI research in three ways. First, it
moves beyond functional AI evaluation by introducing a travel-specific
affective-support construct. Second, it links emotional AI companionship to solo
travelers’ well-being through an SDT mechanism centered on relatedness need
satisfaction. Third, it clarifies that solitude motivation is a critical boundary condition
in understanding when AI companionship is most consequential.
Practically, the findings are expected to suggest that AI travel companions should not
be designed merely as itinerary engines or information tools. Providers should
emphasize empathic wording, emotionally reassuring feedback, and continuity of
interaction so that solo travelers feel supported rather than processed. Segmentation is
also important: travelers who are alone more by circumstance than by preference may
benefit most from affective-support features.
In sum, this study proposes that emotional AI companions can improve solo travelers’
travel well-being by satisfying relatedness needs and reducing state travel loneliness.
By doing so, it offers a concise but testable framework for understanding how AI in
tourism may evolve from a functional assistant into a psychologically meaningful
travel companion.

Keywords: emotional AI companion; solo travel; travel well-being; relatedness need
satisfaction; loneliness
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Abstract
In recent years, the behavior of using AI-generated travel photos for bragging and
persona-building on social media has become increasingly common. AI-generated
travel photos (AIGTP) are gradually becoming an important medium for tourists to
obtain travel information and express themselves. With the development of generative
artificial intelligence, image generation technology based on diffusion models has
significantly enhanced the realism and quality of visual content (Rombach et al., 2022;
Saharia et al., 2022). In visual aesthetics research, environmental coherence is
considered a crucial factor influencing individual aesthetic experiences (Kaplan &
Kaplan, 1989), enhancing aesthetic pleasure by improving cognitive fluency (Reber et
al., 2004). However, existing research has shown that visual features can significantly
influence individual media experiences, and presence is a key theoretical framework
explaining this process (Lombard & Ditton, 1997; Biocca et al., 2003). Yet, most
current studies focus on virtual reality or immersive media contexts (Steuer, 1992).
There is a lack of systematic integration regarding how "static images (especially
AI-generated ones)" can evoke a sense of presence through their aesthetic attributes
and further influence behavioral responses. Secondly, in tourism research, tourists
sharing photos on social media for self-presentation has become a significant
phenomenon (Kim & Tussyadiah, 2013). However, few studies have explored how
"the aesthetic characteristics of the images themselves" influence this exhibition
behavior, particularly lacking attention to visual attributes like "harmony."
Based on the above discussion，this study aims to explore the impact mechanism of
AIGTP harmony on tourists' behavioral responses from a visual aesthetics perspective.
Specifically, focusing on the emerging media context of AIGTP, this paper analyzes
how image harmony enhances tourists' sense of presence (including spatial presence,
social presence, and telepresence) (Lombard & Ditton, 1997), which in turn
influences their travel bragging behavior, and examines the moderating role of Mianzi
in this process. Ultimately, this study aims to address the following research questions:
a) Does the harmony of AIGTP significantly influence tourists' travel bragging
behavior? b) Does the harmony of AIGTP indirectly influence travel bragging
behavior through presence (spatial, social, and telepresence)? c) Does Mianzi play a
moderating role between AIGTP harmony and travel bragging behavior? d) Do
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different dimensions of presence have differential effects in the aforementioned
mechanism?
Regarding research methods, this paper adopts a mixed-methods approach, combining
qualitative and quantitative analyses. First, in the Study 1 qualitative research phase,
through literature analysis and semi-structured interviews, the connotations of AIGTP
harmony are summarized, and relevant measurement scales are revised and
contextualized to ensure the content validity of the measurement tools. Second, in
the Study 2 quantitative research phase, data is collected based on a scenario-based
experimental design, and respondents' perceptual evaluations of AIGTP are obtained
via questionnaires. Subsequently, Structural Equation Modeling (SEM) is used to test
the research model. SPSS is utilized for data preprocessing and descriptive statistical
analysis, and the reliability and validity of the scales are tested. Reliability is assessed
through Composite Reliability (CR), while validity is examined through Confirmatory
Factor Analysis (CFA) to test convergent and discriminant validity. For hypothesis
testing, path analysis is used to examine the relationships between variables;
mediation effects are tested using the Bootstrap method; and moderation effects are
analyzed using hierarchical regression or multi-group analysis.
This study is expected to, at a theoretical implication, integrate visual aesthetics,
presence theory, and tourism behavior research, expanding the boundaries of research
on AI-generated content in the tourism field. At a practical implication, the findings
can provide references for tourism destination marketing and AI image design,
helping to enhance the attractiveness and communication effectiveness of visual
content.

Keywords: AI-generated Travel Photos (AIGTP); Image Harmony; Presence; Travel
Bragging; Mianzi; Visual Aesthetics; Tourism Behavior
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Abstract
With the rapid advancement of AI-driven image generation technologies, the physical
realism of AI-generated images has been steadily increasing. This trend enhances the
feasibility of using AI-generated travel photos (AIGTP) to influence tourists’ travel
intentions. Bie et al. (2025) define AI text-to-image generation as the use of models
that process textual input to produce high-fidelity images that correspond to the given
descriptions. Current academic research often focuses on the differences in the impact
of AI-generated content and real-person-generated content on tourists' travel
intentions (Li et al., 2025, Zhu et al., 2025) and the differences in the impact of
AI-generated content and traditional marketing methods on tourists' travel intentions
(Yhee et al., 2025).
However, the current academic literature lacks a systematic investigation into the
affordances of AIGTP. Affordance theory, originally proposed by Gibson (1977), its
main definition is the possibility of an individual's action caused by object and the
environment. This research gap hinders the accurate identification of how the specific
characteristics of AIGTP influence tourists’ travel intentions. Moreover, the effect of
the physical affordances of AIGTP on tourists perceived psychological affordances
lies at the core of this mechanism. This relationship affects their affect Intensity
towards the relevant tourist destinations and ultimately leads to different travel
intentions. Accordingly, this study aims to: (a) conceptualize the affordances of
AIGTP into two dimensions, examining how their physical affordances—specifically
aesthetic elements and vividness—affect psychological affordances, namely narrative
transportation and spatial presence; (b) from the tourist perspective, investigate how
AIGTP influences their affect intensity toward tourism destinations based on
affordance theory; and (c) explore how the affect intensity of the destination affected
by AIGTP changes their travel intentions.
Methodologically, this study employs the Stimulus-Organism-Response (S-O-R)
theory to develop a research model and conduct quantitative research by distributing
online questionnaires to collect data. The sample will mainly consist of Chinese
tourists, and respondents will start filling in the answers after viewing the
AI-generated travel images provided at the beginning of the questionnaire. The
collected sample data will be analyzed using AMOS24.0 software, as it is good at
simultaneously verifying multiple causal relationships in the model. Starting from the
physical affordances of AIGTP, the study analyzes their relationship with respondents
perceived psychological affordances. Then examines how psychological affordances
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influence affect intensity tourist destination, ultimately identifying the causal link
between affect intensity and travel intentions.
The results of this study help expand the academic community's understanding of how
AIGTP affects tourists' final travel intentions from the affordance theory. At the same
time, it can help tourism destination managers understand which physical features of
the photos need to be enhanced or avoided when using AIGTP for publicity and
marketing to improve the efficiency of publicity.

Keywords: AIGTP，Affordance Theory，Affect Intensity，Travel Intention，Aesthetic
Elements，Vividness，Narrative Transportation，Spatial Presence
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Abstract
As generative artificial intelligence (GAI) technology increasingly permeates tourism
experiences, interactions between tourists and AI systems are shifting from traditional
tool usage to deep value co-creation (Yang et al., 2025). With the rapid development
of GAI technology, the tourism industry is undergoing a profound intelligent
transformation. Unlike traditional AI, GAI possesses the capabilities of content
generation, context understanding and personalized interaction, providing possibilities
for tourism planning and decision-making. Currently, tourists are no longer content
with passively receiving services; instead, they seek to establish a co-creation
relationship with GAI at every stage of their experience. GAI has revolutionized the
conventional one-way interaction model of "tourist-destination" by delivering
personalized travel itinerary recommendations and enabling real-time information
queries. Consequently, it has established an innovative value co-creation system
characterized by the tripartite dynamic of "Tourist-GAI-Destination" (Bui et al,.2025).
However, existing literature predominantly centers on the technical performance or
application scenarios of GAI (Vargo et al., 2016). Nevertheless, within the context of
human-computer interaction, there remains a dearth of research exploring how the
co-creation behavior between GAI and tourists manifests itself and what constitutes
the dimensions of its value.
This study focuses on the following core questions:1) What dimensions are
constituted to GAI-tourist co-creation value for travel? 2) Does GAI-tourist
co-creation value influence their intention to use GAI assistance for travel? To
address the above questions, the research first collected tourists' attitudes towards
using GAI interaction through interviews to obtain the initial dimensions of value
co-creation. Subsequently, based on these dimensions, a questionnaire was designed
and the sample data was analyzed. Eventually, the validity of several dimensions was
confirmed and a multi-dimensional structural model of GAI-Tourist Co-creation
Value was established.
Theoretically, this study is the first to extend the value co-creation theory to the
context of interaction between GAI and tourists, proposing and testing the
multi-dimensional construct of "GAI-tourist co-creation value", breaking through the
traditional single role perception of AI as a tool, and providing a new theoretical
perspective for understanding the co-creation mechanism under the collaboration of
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humans and GAI. The practical contribution of the research is that the scale developed
by the institute can provide diagnostic and optimization tools for tourism platforms,
destination management organizations, and GAI developers, helping them identify
and enhance the most critical functional elements for generating co-created value for
tourists. By enhancing tourists' co-creation value, it can effectively increase their
willingness to use GAI-assistance for travel and their willingness to visit the
destination, providing empirical support for the design and promotion of intelligent
tourism services.

Keywords: Generative AI, Value Co-Creation, Traveling Intention, Scale
Development
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Abstract
As intermediaries, online travel agencies (OTAs) often face service failures that are
beyond their control, such as flight or hotel overbookings and unexpected order
changes. These issues can significantly damage users’ behavioral intentions (Wei et
al., 2025). Currently, online platforms increasingly rely on AI customer service to
handle service failures. However, in practice, AI services often suffer from functional
errors, delayed responses, and irrelevant information. These issues lead to a poor
interpersonal experience during the service recovery process, which directly affects
users’ intention to continue using the platform (Sun et al., 2021). While using AI for
service recovery communication has become a growing trend, current research has
primarily focused on three perspectives: (1) the forms of AI service recovery
strategies, such as gratitude or apologies, used to respond to various service failure
scenarios (Lv et al., 2022); (2) the types of AI service failure, including functional and
non-functional failures, which serve as a basis for adjusting communication (Song et
al., 2023); and (3) users’ psychological response mechanisms, involving cognitive
appraisals such as perceived sincerity, perceived fairness, and perceived service
climate, to examine how users perceive the outcomes of service recovery (Lin et al.,
2026; Zhao et al., 2026). However, further research is still needed to define the
specific dimensions of AI service recovery communication from cognitive and
emotional perspectives, and more empirical evidence is required to understand how
these factors influence complaining behavior.
Based on the above discussion, this study aims to identify the core dimensions of AI
service recovery communication on OTAs platforms. It also reveals how these
dimensions influence tourists’ complaint intentions through perceived procedural
justice, perceived controllability, and negative emotion in the context of service
failures. Ultimately, this study aims to address the following research questions: (a)
What are the specific dimensions of AI service recovery communication on OTAs
platforms? (b) How does verbal service recovery enhance tourists’ cognition and
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reduce their negative emotions? (c) Do cognition and emotion mediate the
relationship between AI service recovery communication and complaint intentions?
Therefore, this study adopts a mixed-methods research design, combining qualitative
and quantitative approaches. In the qualitative phase, in-depth interviews will be
conducted with tourists who have recently experienced service failures on OTAs
platforms and interacted with AI customer service. By coding and categorizing the
interview data, the core dimensions of AI service recovery communication will be
identified. In the quantitative phase, exploratory factor analysis (EFA) will be used to
screen and refine the dimensions extracted from the qualitative stage and to establish
the structure of the measurement scale. Subsequently, confirmatory factor analysis
(CFA) will be conducted to assess the model fit and to evaluate the reliability and
validity of the measurement scale. Finally, structural equation modeling (SEM) will
be constructed to test the hypothesized relationships between variables, with a focus
on analyzing the mediating effects of the cognitive and emotional paths.
This study identifies and validates the dimensions of AI service recovery
communication through empirical research. By incorporating both cognition and
emotion, it provides a more comprehensive understanding of the mechanisms through
which AI influences consumer complaining behavior in service failure scenarios.
These findings also expand the theoretical boundaries of service recovery within the
field of human-AI interaction. The findings also provide insights for OTAs platforms
to optimize the design of their AI service recovery communication, thereby enables
these platforms to more accurately evaluate the effectiveness of their AI service
efforts.

Keywords: Artificial Intelligence; Service Recovery Communication; Online Travel
Agency; Cognitive Appraisal Theory; Complaint Intentions
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Abstract
Family tourism has long been acknowledged as having educational benefits for
children (Li et al., 2024). During China’s ‘Double Reduction’ policy, family tourism
has gradually become an important supplement to school education. More families are
creating ‘contextualized learning’ opportunities for their children through travel
activities, extending learning from the classroom to the real world. Previous studies
have mostly explored family tourism benefit, family tourism decision-making, the
voice of children in family tourism (Shaw et al., 2008; Wang & Li, 2021;
Khoo-Lattimore, 2015). However, there is still insufficient attention paid to the
emotional mechanisms involved in family tourism, especially achievement emotions.
Achievement emotions are defined as emotions tied directly to achievement activities
or achievement outcomes (Pekrun, 2006). Positive emotions are activating and may
generate creative thinking and reflectivity, while negative emotions are deactivating
and usually lower students’ academic performance (Pekrun et al., 2011). Overall,
achievement emotions can be understood as a double-edged construction,
simultaneously facilitating and constraining learning processes. In the typical informal
learning context of family tourism, students face a more open, dynamic, and
contextualized learning environment, which makes the generation mechanism of their
achievement emotions more complex than in traditional research.
Therefore, this study uses a mixed-method approach based on control-value theory.
Our research subjects are parents of primary and secondary school students who
participate in family tourism within a calendar year. Students’ emotional experiences
are closely shaped by their cognitive appraisals, particularly their perceived control
over activities and the value they assign to these experiences. Hence, semi-structured
interviews will be conducted to identify the factors that influence their perceived
control and value. Subsequently, a questionnaire survey will be administered.
Collected data will be analyzed by structural equation modeling (SEM) to examine
how these appraisals shape achievement emotions and influence achievement
aspirations. This study aims to answer three questions: (1) What factors influence
students’ perceived control and value in family tourism? (2) How do perceived
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control and value shape students’ achievement emotions? (3) How do these
achievement emotions influence students’ achievement aspirations?
Theoretically, this study introduces control-value theory into the context of family
tourism, enriches the theoretical perspective of interdisciplinary research on tourism
and education. Practically, the research results provide important understandings for
educators, and tourism product designers: through improving activity arrangement,
and reinforcing after-activity reflection systems, it is possible to effectively push
forward the formation mechanism of positive achievement emotions.

Keywords: Family Tourism, Achievement Emotions, Control-value Theory
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Abstract
Macao is a city with diversified culinary offerings. Boasting a history of more than
400 years, Macao’s Portuguese cuisine is a distinctive fusion style that integrates
Portuguese and other regional ingredients and culinary philosophies with local
Chinese cooking techniques. Numerous tourists travel to Macao expressly for its
unique food culture, and Macao was inscribed as a UNESCO “City of Gastronomy”
in 2017. Existing research has validated the correlations among gastronomy, tourist
satisfaction, hedonic experiences, and destination advocacy. However, most studies
focus solely on the standalone effect of gastronomy on tourist experiences or link
Macao’s culinary research to the gaming industry, neglecting to examine gastronomy
tourism as a core component of the tourism sector and its influence on tourist
behavior. This study seeks to address this research gap, the research objectives of this
study are:
To investigate how gastronomy tourism influences destination advocacy among
tourists.
To analyze whether there is a mutual influence between tourist satisfaction and
hedonic experiences in Macao's gastronomy tourism.
In order to achieve our research objectives, the research question of this study is:
How does gastronomy tourism influence destination advocacy?
Is there a mutual influence between tourist satisfaction and hedonic experiences in
gastronomy tourism?
This study adopts a quantitative research approach, targeting tourists who have
consumed Macao’s Sino-Portuguese fusion dishes within the past six months as
respondents. Offline questionnaires are distributed via convenience sampling, with a
target of 600 valid responses. The questionnaire is developed based on existing
literature and includes measurement items for core variables and basic demographic
information. Reliability and validity tests will be conducted to ensure data accuracy.
The entire study complies with academic ethical standards. Participants are informed
of the research purpose, their rights, data confidentiality, and anonymity, and
informed consent is obtained prior to the formal survey. All variables are measured
using a 7-point Likert scale, and structural equation modeling (SEM) is employed to
analyze the interrelationships among gastronomy tourism, tourist satisfaction, hedonic
experiences, and destination advocacy.
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The findings of this study confirm that gastronomy acts as a strong catalyst for driving
destination advocacy, as illustrated by the case of Macao’s Portuguese cuisine. The
interactive effect between tourist satisfaction and hedonic experiences demonstrates
that gastronomy tourism goes beyond everyday catering consumption to serve as a
cultural carrier and emotional bond during travel. Authentic culinary experiences
boost the destination’s attractiveness and establish emotional connections with
visitors, thereby improving their satisfaction, loyalty, and intention to recommend
Macao. Furthermore, gastronomy plays a dual role as a symbol of cultural heritage
and an engine of economic growth, effectively bridging cultural conservation with the
needs of contemporary tourism development.
These findings offer important theoretical contributions and practical implications for
tourism development. Theoretically, this study expands the theoretical framework of
tourism research by examining the effects of gastronomy tourism on tourist
satisfaction and hedonic experiences, deepens the understanding of tourists’
psychological and behavioral patterns, and fosters interdisciplinary integration in
tourism scholarship. Practically, it provides guidance for destinations to develop
tailored specialty gastronomy tourism products, optimize catering service quality and
dining environments to enhance tourist satisfaction and loyalty, unlock the economic
value of gastronomy tourism to stimulate local economic growth, and raise public
awareness of culinary cultural heritage.

Keywords: Gastronomy, Satisfaction, Hedonic experiences, Destination advocacy
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Abstract
The rapid adoption of AI has triggered a paradigm shift in hotel service delivery,
fundamentally transforming the way hotels interact with their customers. Voice
assistants, as Al interfaces activated through natural language processing, have
emerged as a key touchpoint in the smart hotel ecosystem, promising seamless and
hands-free service interactions that theoretically transcend traditional
human-computer interaction barriers. These smart agents enable guests to execute a
variety of commands through intuitive voice commands, ranging from climate control
to concierge services, which undoubtedly makes smart technology equally accessible
to different demographics. Especially for older populations, such interfaces offer an
attractive solution – promising to mitigate the impact of traditional digital barriers by
eliminating the need for complex navigation, thereby promoting inclusive technology
engagement. However, the enthusiastic application of voice assistants in the
hospitality industry has raised a tension closely related to the phenomenon of
"intelligence paradox"(Wong et al., 2024).
While these technologies promise to improve operational efficiency and deliver
futuristic lifestyle experiences, they also introduce an element of emotional
disconnection and psychological discomfort that can undermine the satisfaction they
were originally intended to enhanc. This paradox is particularly pronounced when
considering the heterogeneity of the customer structure of the contemporary
hospitality industry, especially as Gen Z grows up with immersive technology as a
digital native, and silver tourists, digital immigrants aged 50 and older, who may have
varying degrees of skepticism or enthusiasm about new technological interfaces. The
different cognitive patterns unique to these groups suggest distinct interpretive
frameworks through which voice assistant interactions are processed, evaluated, and
emotionally internalized.
Although the academic community is paying more and more attention to smart hotel
technology, there are still significant gaps in the existing literature, which restrict the
process of theoretical development and practical optimization. Previous studies have
mainly focused on the direct impact of technical attributes on behavioral intention or
adoption decision and investigated the cognitive-rational determinants of use behavior
with the help of unified technology acceptance and use theory or its derivative models.
Such methods, while valuable for predicting behavioral outcomes, often overlook the
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psychological mechanisms that mediate the role of cognitive processes in which
acceptance translates into emotional satisfaction.
Specifically, the role of technological attachment—that is, the emotional connection
and pan-social connection between users and intelligent agents—is still insufficient in
the context of the hospitality industry (Buhalis & Moldavska, 2022).
In addition, although intergenerational differences in technology acceptance have
been studied, this field needs to be further explored Documented research often treats
generational factors as only a control variable or demographic descriptive
characteristic, rather than a substantial moderator, which can systematically affect the
structural relationship between acceptance, attachment, and satisfaction. This
oversight is especially critical given the expanding share of "silver travelers" in global
travel flows and their unique psychological processing model in service technology
(Huang, 2022).
This study proposes a comprehensive theoretical framework based on the combination
of extended technology acceptance model principles with attachment theory, aiming
to investigate the mediating regulatory mechanisms that affect voice assistant
satisfaction Acceptance is conceptualized as a high-level formative construct with five
significant dimensions. Performance expectations capture visitors' perceptions of the
functional benefits and practical gains that voice assistants provide in enhancing the
hotel experience. The effort is expected to reflect the perceived ease of interaction and
cognitive simplification compared to voice command interfaces, as opposed to
traditional haptic or visual navigation systems. Perceived pleasure covers hedonic
dimensions such as internal pleasure and experiential satisfaction related to interaction,
and conversational AI agents.
Technological self-efficacy reflects visitors' confidence in their personal abilities and
the ability to effectively operate voice-based interfaces without external assistance.
This resistance to change indicates an inherent inertia and preference for established
service models, which can hinder the adoption of new technological solutions. These
five dimensions together form the basis of cognition-evaluation, on which subsequent
emotional responses are constructed.
Technical accessories play a crucial role in this framework as an intermediary
mechanism, which is manifested in the form of emotional bonds, pseudo-social
connections, and the emotional investment of visitors to voice assistants through
repeated interactive cycles.
This construct captures the transition from initial cognitive assessment to sustained
emotional engagement, mirroring the gradual transformation of functional service
tools into psychologically important partners. This construct distinguishes between
utilitarian satisfaction, derived from service efficiency, and fostering deeper
emotional resonance: loyalty, and positive word-of-mouth willingness. In this
framework, generations play the role of categorical moderators and play a systemic
role in this, which influences the strength and direction of the relationship between the
cognitive acceptance dimension and the formation of emotional attachments.
The moderator distinguishes the characteristics of this group of silver tourists from the
general population, characterized by limited digital social activities, rigid thinking
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patterns, and possible technological anxiety, while young tourists have innate
technological autonomy, cognitive flexibility, and innate digital skills. This
moderating effect is theoretically hypothesized to be primarily on the relationship
between acceptance and attachment rather than attachment-satisfaction, reflecting
differences in the tendencies of generations to form emotional bonds.
Guest satisfaction is the ultimate dependent variable in this framework, encompassing
the full range of visitors' evaluation of the smart hotel experience. This concept
encompasses both functional and non-functional performance evaluations related to
service efficiency and accuracy, as well as the emotional satisfaction of meaningful
interaction with a technology-mediated service environment. This conceptualization
recognizes that the satisfaction scenario of providing hotel services with technical
support stems from the interplay between utilitarian outcomes and hedonic
experiences, and that emotional attachment acts as an important bridge between
cognitive acceptance and final evaluation judgment(Al-Hyari et al., 2023).
The research method will adopt a multi-group structural equation model, specifically
use partial least squares SEM and combine with covariance-based SEM for robustness
verification. This dual-approach strategy aims to address both the goal of predictive
accuracy and theoretical validation inherent in research design(Henseler, Hubona, &
Ray, 2016). The analysis will go through several rigorous stages.
First, the measurement invariance procedure of the composite model will be
implemented to establish the consistency of configuration and configuration
invariance across generational groups, ensuring that the observed structural
differences reflect real population changes rather than measurement errors (Henseler,
Ringle, & Sarstedt, 2016).
Subsequently, structural models will be established for "silver-age tourists" and
"young tourists", and the path coefficient, determination coefficient and effect size
will be calculated to evaluate the explanatory power of the model in their respective
groups. Analysis using the "self-help method" will employ relevant procedures to
generate bias-corrected confidence intervals for hypothesis testing.
At the same time, the displacement test method was used to investigate the statistical
significance of the difference in cross-group path coefficients. Given the formative
definition of technical acceptance constructs, we will pay special attention to index
weights and multicollinearity diagnostics to ensure effective characterization of
higher-order constructs.
This study aims to answer three specific research questions, aiming to elucidate the
relevant mechanisms and boundary conditions of voice assistant satisfaction:
This paper explores how technology acceptance affects guest satisfaction through the
mediating mechanism of technology dependence and specifically examines whether
these five acceptance dimensions have different indirect effects on satisfaction and
satisfaction results.
The intergenerational factor significantly moderates the relationship between
technology acceptance and technological attachment, making "silver-age tourists" and
"young tourists" show different tendencies in establishing emotional connections
through voice assistants. This study aims to explore whether this phenomenon holds
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that the cognitive pathway of attachment varies fundamentally between different
groups, and older tourists may value effort and expect younger tourists to value the
pleasure they feel.
The aim is to assess the extent to which measurement tools can truthfully reflect the
consistency of real-world intergenerational groups and identify specific structural
pathways that show significant intergroup differences, thereby informing the
development of targeted intervention strategies.

Research model

From a theoretical perspective, this study promotes the development of scientific and
technological research in the hotel industry by treating technological attachment as a
core psychological mechanism and transforming cognitive evaluation into emotional
satisfaction. By combining attachment theory with technology to accept frameworks,
this research has gone beyond mere utilitarian interpretation to encompass the
emotional dimensions of human-AI interactions.
The investigation of intergenerational boundary conditions expands the scope of
digital divide research by identifying specific structural factors, expands the key
points of group differences in digital divide research, and goes beyond simple
mean-level comparison, aiming to reveal the differences at the process level. In fact,
these findings will provide hoteliers and voice assistant designers with actionable
intelligence to help them seek to implement generational segmentation strategies.
If "silver tourists" can show stronger attachment-forming abilities through effort and
anticipation, and "Gen Z" responds accordingly, the interface design can be optimized
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