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Abstract: Public support for tourism policies is a crucial guarantee for their successful implementation, but current academic 
research on this topic still requires further exploration. This paper takes the policy of building Hainan into an international 
tourism and consumption hub as a case study, and based on the “stimulus-organism-response (SOR)” theoretical framework, 
integrates communication effectiveness theory, cognitive evaluation theory, social exchange theory, and the positive emotion 
expansion-construction theory to construct a research model with media usage types (official media and social media) as 
independent variables, tourism policy influence perception and positive emotions as mediating variables, government trust and 
local identity as moderating variables, and tourism policy support intention as the dependent variable. Through structural 
equation analysis using SPSS 22.0 and SmartPLS 4 on 1,099 valid questionnaires, the study found that residents generally hold 
a positive and supportive attitude toward the policy; the use of social media has a greater influence on support willingness than 
the use of official media; policy benefit perception and positive emotions both exhibit significant mediating and chain mediating 
effects between media use and policy support willingness; and government trust and local identity exert positive moderating 
effects on the perception and emotion pathways. This study enriches the research perspective on residents' tourism policy 
behavior and provides empirical references and practical insights for policy communication and public mobilization. 

Keywords: Media Usage, Tourism Policy Impact on Cognition, Positive Emotions, Government Trust, Local Identity, Tourism 
Policy Support Intention. 

 

1. Introduction 
The construction of Hainan as an international tourism and 

consumption hub is a major strategic task entrusted to Hainan 
by the Central Committee of the Communist Party of China, 
holding significant national and regional developmental 
significance[1]. As key stakeholders in the implementation of 
tourism policies, residents' attitudes toward such policies 
directly influence their effectiveness. However, current 
academic research on the psychological and behavioral 
mechanisms underlying residents' willingness to support 
tourism policies remains insufficient. With the continuous 
expansion of official and social media channels, media has 
become the primary source of tourism policy information for 
residents. Different types of media may exert varying 
influences on residents' cognition and emotions during policy 
dissemination, thereby affecting their willingness to support 
such policies[2]. This study focuses on Hainan residents, 
examining the types of media they use. Based on the 
Stimulus-Organism-Response (SOR) theoretical framework, 
it integrates communication effectiveness theory[3], social 
exchange theory, cognitive evaluation theory[4], and the 
positive emotion expansion-construction theory, this study 
systematically explores the influence pathways of media 
usage on residents' willingness to support tourism policies[5]. 
It also introduces two moderating variables-government trust 
and local identity-to reveal the formation mechanisms of 
residents' support willingness from cognitive, emotional, and 
social identity dimensions, providing theoretical support and 
practical suggestions for optimizing policy dissemination and 

mobilizing public support[6]. 

2. Literature Review  
This study adopts the “stimulus-organism-response” (SOR) 

theory as its core framework, emphasizing that individuals, 
under the influence of external stimuli (Stimulus), generate 
corresponding behaviors (Response) through cognitive and 
emotional responses within their internal organisms 
(Organism)[7]. As an important external stimulus, the media 
influences residents' understanding and attitudes toward 
policies through the content it disseminates. To further 
construct the research logic, this paper also incorporates 
communication effects theory, cognitive evaluation theory, 
social exchange theory, and the positive emotion expansion-
construction theory[8]. Communication effects theory 
emphasizes that different media types have distinct influence 
pathways on individuals' psychology, attitudes, and behaviors. 
Residents' exposure to policy content through media can lead 
to psychological changes. Cognitive evaluation theory posits 
that individuals assess the benefits and drawbacks of policies 
based on their own circumstances after receiving information, 
thereby generating different emotions. Social exchange 
theory emphasizes that residents' weighing of the benefits and 
costs of policies determines their support attitudes. The 
positive emotion expansion-construction theory points out 
that positive emotions can expand individuals' cognitive and 
behavioral boundaries[9], enhancing their receptivity to 
external information and willingness to act. 

In terms of specific variable construction, media use is 
divided into official media and social media. The perception 
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of tourism policy impacts is further subdivided into perceived 
policy benefits and perceived costs, used to measure residents' 
cognitive perceptions of the positive and negative impacts of 
policy implementation. Positive emotions are measured 
through dimensions such as satisfaction, happiness, and pride, 
reflecting residents' emotional responses[10]. Additionally, 
government trust and local identity are included as 
moderating variables, representing residents' confidence in 
government effectiveness and their emotional attachment to 
the local community, respectively. These may moderate the 
process of transforming cognition and emotions into 
behavioral willingness. In summary, this study constructs a 
multi-theoretical, multi-variable research framework, 
providing a solid foundation for in-depth exploration of the 
mechanisms underlying the influence of media use on support 
for tourism policies. 

3. Research Process  
The research process was designed based on the research 

questions and variables identified in this study, including 
questionnaire design and survey, measurement model 
analysis and structural model analysis, and moderation effect 
testing. 

First of all, during the questionnaire design phase, the 
research was based on a review of prior literature and 
theoretical framework to develop the questionnaire content, 
which covered an 8-variable theoretical model: official media 
usage, social media usage, perceived benefits of tourism 
policies, perceived costs of tourism policies, positive 
emotions, government trust, local identity, and willingness to 
support tourism policies. All measurement items use a 7-point 
Likert scale, where “1” for official and social media use 
variables represents “never,” and “7” represents “always”; for 
other variables, “1” represents “strongly disagree,” and ‘7’ 
represents “strongly agree.” 

Besides, the study distributed the questionnaire on a large 
scale through the online Questionnaire Star platform and 
supplemented it with offline channels to collect data. The 
survey targets were permanent residents of Hainan Province, 
with the sample covering different genders, ages, occupations, 
and educational levels[11]. A total of 1,345 questionnaires 
were collected, and after cleaning, 1,099 valid questionnaires 
were obtained, meeting the minimum sample size 
requirement for structural equation modeling analysis. In the 
data processing phase, descriptive statistical analysis of the 
basic demographic characteristics of the sample was 
conducted using SPSS software. Among the respondents, 
48.5% were female and 51.5% were male; ages were 
primarily concentrated between 19 and 50 years old, 
accounting for 74.4%; occupations were predominantly 
company employees, civil servants, and students. 

This study conducted reliability analysis of the data by 
calculating the Cronbach's alpha coefficient. The overall 
Cronbach's alpha coefficient for the scale was 0.842, with all 
indicators exceeding the standard, indicating that the scale has 
high reliability. Exploratory factor analysis was conducted 
using SPSS software and the principal component analysis 
method and maximum variance method. Through exploratory 
factor analysis, eight factors were extracted. All measurement 
items of the constructs had factor loadings higher than 0.7, 
explaining 77.544% of the total variance, indicating that the 
explanatory power of these eight factors is very high. 
Subsequently, confirmatory factor analysis was conducted 
using SmartPLS4 software to test the convergent validity and 

discriminant validity of the scale. The standardized factor 
loadings of all latent variables ranged from 0.843 to 0.918, all 
exceeding the recommended value of 0.7; the average 
variance extracted (AVE) values ranged from 0.719 to 0.826, 
all exceeding the recommended value of 0.5; the composite 
reliability (CR) values ranged from 0.805 to 0.916, all above 
the recommended value of 0.8; thus indicating that the latent 
variables have good convergent validity. Additionally, the 
square roots of the AVE values for each latent variable are 
greater than the correlation coefficients between that variable 
and other variables, indicating good discriminant validity 
among the latent variables[12]. 

Furthermore, the structural model was tested using 
SmartPLS4 software to examine the impact of media usage 
types (official media and social media) on support for tourism 
policies. The results showed that social media had a stronger 
influence on support for tourism policies (β = 0.182, p < 0.001) 
than official media (β = 0.153, p < 0.001). 

Furthermore, this study examined moderating effects, 
including the moderating role of government trust and the 
moderating role of local identity. 

First, we examined the moderating effect of government 
trust on the path from perceived benefits of tourism policies 
to positive emotions. Before adding the moderating effect 
(government trust × perceived benefits of tourism policies), 
the R2 for positive emotions was 0.196. After adding the 
moderating effect, the R2 for positive emotions increased to 
0.226, indicating that the explanatory power of the model was 
enhanced after adding the moderating effect. Further testing 
the significance of the moderating effect revealed that 
government trust has a significant positive moderating effect 
on the influence of perceived benefits of tourism policies on 
positive emotions (β = 0.145, t = 4.429, p < 0.001). The effect 
size of f2 in this study is 0.031. According to literature [13]: 
f2 values between 0.005 and 0.01 are considered low effects, 
between 0.01 and 0.025 are medium effects, and above 0.025 
are high effects. This indicates that the moderating effect 
significantly enhances the explanatory power of perceived 
benefits of tourism policies on positive emotions. To more 
intuitively illustrate the positive moderating role of 
government trust in the relationship between perceived 
benefits of tourism policies and positive emotions, this study 
used Excel to divide government trust into high and low 
groups and further analyzed the data using the simple slope 
method. As shown in Figure 1, under high government trust, 
the relationship between perceived benefits of tourism 
policies and positive emotions is strongly positive, while 
under low government trust, the relationship is weakly 
positive[14]. This further demonstrates that government trust 
strengthens the relationship between perceived benefits of 
tourism policies and positive emotions. 

Second, following the same steps as above, we further 
examined the moderating effect of government trust on the 
path from positive emotions to willingness to support tourism 
policies. Before adding the moderating effect (government 
trust × positive emotions)[15], the R² of willingness to 
support tourism policies was 0.346. After adding the 
moderating effect, the R² of willingness to support tourism 
policies increased to 0.394, indicating that the explanatory 
power of the model was enhanced after adding the moderating 
effect. Further testing the significance of the moderating 
effect revealed that government trust has a significant positive 
moderating effect on the influence of positive emotions on 
willingness to support tourism policies (β = 0.132, t = 5.202, 
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p < 0.001). The effect size of f2 in this study is 0.033, 
indicating that the moderating effect significantly enhances 
the explanatory power of positive emotions on willingness to 
support tourism policies. To more intuitively illustrate the 
positive moderating effect of government trust in the 
relationship between positive emotions and willingness to 
support tourism policies[16], this study used Excel to divide 
government trust into high and low groups and further 
analyzed the data using the simple slope method. As shown in 
Figure 2, under high government trust, positive emotions and 
willingness to support tourism policies exhibit a strong 
positive relationship, while under low government trust, 
positive emotions and willingness to support tourism policies 
exhibit a weak positive relationship[17], further confirming 
that government trust strengthens the relationship between 
positive emotions and willingness to support tourism policies. 

 

 
Figure 1. The impact of government trust and perceived 

benefits of tourism policy on positive emotions 
 

 
Figure 2. The impact of the interaction between government 
trust and positive emotions on willingness to support tourism 

policies 
 
Third, we examined the moderating effect of local identity 

on the path from perceived benefits of tourism policies to 
positive emotions. Before adding the moderating effect (local 
identity × perceived benefits of tourism policies)[18], the R2 
for positive emotions was 0.196. After adding the moderating 
effect, the R2 for positive emotions increased to 0.235, 
indicating that the explanatory power of the model was 
enhanced after adding the moderating effect. Further testing 
the significance of the moderating effect revealed that local 
identity has a significant positive moderating effect on the 
influence of perceived benefits of tourism policies on positive 
emotions (β = 0.176, t = 5.255, p < 0.001). The effect size of 
f2 in this study is 0.045, indicating that the moderating effect 

significantly enhances the explanatory power of perceived 
benefits of tourism policies on positive emotions. To more 
intuitively illustrate the positive moderating effect of local 
identity in the relationship between perceived benefits of 
tourism policies and positive emotions, this study used Excel 
to divide local identity into high and low groups and further 
analyzed the data using the simple slope method. As shown in 
Figure 3, under high local identity traits, the relationship 
between perceived benefits of tourism policies and positive 
emotions exhibits a strong positive correlation, while under 
low local identity traits, the relationship between perceived 
benefits of tourism policies and positive emotions exhibits a 
weak positive correlation[19]. This further demonstrates that 
local identity strengthens the relationship between perceived 
benefits of tourism policies and positive emotions. 

 

 
Figure 3. The influence of local identity and perceived 

benefits of tourism policy on positive emotions 
 
Fourth, following the same steps as above, we further 

examined the moderating effect of local identity on the path 
from positive emotions to willingness to support tourism 
policies[20]. Before incorporating the moderating effect 
(local identity × positive emotions), the R² for willingness to 
support tourism policies was 0.346. After incorporating the 
moderating effect, the R² for willingness to support tourism 
policies increased to 0.379, indicating that the model's 
explanatory power was enhanced after incorporating the 
moderating effect. Further testing the significance of the 
moderating effect revealed that local identity has a significant 
positive moderating effect on the influence of positive 
emotions on willingness to support tourism policies (β = 
0.131, t = 4.912, p < 0.001). The effect size of f2 in this study 
is 0.032, indicating that the moderating effect significantly 
enhances the explanatory power of local identity on 
willingness to support tourism policies[21]. To more 
intuitively illustrate the positive moderating effect of local 
identity in the relationship between positive emotions and 
willingness to support tourism policies, this study used Excel 
to divide local identity into high and low groups and further 
employed the simple slope method for analysis[22]. As shown 
in Figure 4, under high local identity traits, positive emotions 
and willingness to support tourism policies exhibit a strong 
positive relationship, while under low local identity traits, 
positive emotions and willingness to support tourism policies 
exhibit a weak positive relationship[23], further confirming 
that local identity strengthens the relationship between 
positive emotions and willingness to support tourism policies. 
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Figure 4. The influence of the interaction between local 
identity and positive emotions on willingness to support 

tourism policies 

4. Conclusion 
This study, based on Hainan's specific tourism policy of 

building an international tourism and consumption hub, 
constructed a theoretical model integrating variables such as 
media usage types, perceived influence of tourism policies, 
positive emotions, government trust, and local identity. 
Through empirical analysis of 1,099 questionnaire responses 
from Hainan residents, the study explored how media usage 
influences residents' willingness to support tourism policies. 
The findings reveal that residents' willingness to support 
tourism policies is significantly enhanced when they obtain 
policy information through both official media and social 
media, with social media exerting a more pronounced 
influence. This indicates that, in the process of policy 
dissemination, social media plays a stronger role in 
mobilizing residents' emotions and shaping their attitudes. 

Additionally, perceptions of policy benefits and positive 
emotions exert a significant mediating effect between media 
use and willingness to support policies. When residents 
receive positive policy information, if they perceive the 
potential benefits of the policy for themselves and their 
community, they are more likely to experience positive 
emotions such as satisfaction, pride, and happiness, which 
then translate into willingness to support the policy. Further 
chain mediation analysis also validated the existence of the 
psychological pathway “perceived policy benefits-positive 
emotions-willingness to support the policy,” emphasizing the 
continuity and coupling of cognition and emotion in the 
formation of behavior. 

This study also validated the positive moderating role of 
government trust and local identity in the relevant pathways. 
Residents with high levels of trust and identity are more likely 
to experience positive emotions when perceiving policy 
benefits, and these positive emotions have a more significant 
impact on policy support intentions. This suggests that the 
effectiveness of policy communication depends not only on 
the content and medium of the information itself but is also 
profoundly influenced by residents' level of trust in the 
government and their emotional attachment to the local area. 

Theoretically, this paper organically combines the media 
usage perspective from communication studies with resident 
support intention research from tourism studies, 
supplementing psychological mechanism research at the 
micro level of tourism policy and enriching the practical 
application of SOR theory in tourism policy support intention 

research. Additionally, by introducing emotional variables 
and moderation mechanisms, it constructs an integrated 
analytical framework encompassing cognition, emotion, and 
behavior. Practically, the study recommends that government 
departments should simultaneously focus on coordinated 
communication strategies across official and social media to 
enhance the perceptibility and emotional appeal of policy 
benefit information. By strengthening residents' sense of 
belonging to the local area and their trust in the government, 
the study aims to reinforce the public foundation and social 
mobilization capacity for policy implementation. 

This study also has certain limitations. The research 
subjects are limited to Hainan Province, and the policy 
context has regional specificity, so the external applicability 
of the research conclusions needs further testing. In addition, 
this study mainly uses cross-sectional data and cannot show 
the dynamic changes in the relationships between variables. 
Future research may consider introducing longitudinal 
tracking data or mixed research methods to further explore the 
causal paths and temporal evolution patterns between policy 
dissemination and public behavioral intentions, thereby 
expanding the scope of application and theoretical depth of 
the research. 
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