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Abstract

The advancement of network technologies has fueled the rise of social media,
providing users with an open platform for self-expression, experience sharing (e.g.,
reviews, travelogues, short videos), and social interaction. This platform fulfills
users' social and sharing needs while significantly altering consumer information
acquisition habits and decision-making behaviors. This transformation profoundly
impacts traditional marketing paradigms, shifting marketing focus towards social
media marketing centered on user-generated social sharing. Consequently, firms
now place heightened importance on consumers' experience-sharing behaviors on
these platforms. Within the tourism domain, this trend is particularly pronounced,
with a key manifestation being the emergence of User-Generated Content (UGC)
as the most influential source of information in the industry.

Given that UGC permeates the entire tourist decision-making cycle within the
travel context, elucidating its impact pathways and boundary conditions on user
decision-making behaviors holds significant theoretical and practical importance.
A review of the literature reveals that current research on tourism UGC primarily
focuses on content analysis, identification of influencing factors, exploration of
dissemination mechanisms, and its impact on user behaviors. However, the
underlying mechanisms through which affective factors operate within the UGC
influence process remain underexplored. On the one hand, the majority of studies
simplify affect into binary classifications (positive vs. negative), largely
overlooking the differential impacts of affective intensity and valence. On the other
hand, the established pathways of affective influence predominantly rely on
purchase decision scenarios, exhibiting limited applicability to explain social media
engagement behaviors (e.g., wishlisting intentions, upvoting intentions).

Addressing the aforementioned practical context and research gaps, and
drawing upon a review of relevant literature and theories, this study develops a
theoretical framework linking the affective characteristics of travel posts to user

decision-making. The framework is grounded in Impression Management Theory,
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Social Norms Theory, among others. Furthermore, it examines the moderating role
of conflict level in the relationship between affective intensity and upvoting
intention. Based on this framework, a set of research hypotheses is proposed. These
hypotheses were empirically tested using data collected from a prominent travel

social media platform. The results provide support for all hypothesized

relationships. Specifically, the study yields the following key findings:( 1 )Affective

intensity exerts a significant positive influence on wishlisting intention. (2)
Affective valence exhibits a significant negative influence on wishlisting intention.

( 3 ) Affective intensity exerts a significant negative influence on upvoting
intention.( 4 ) Affective valence exhibits a significant positive influence on upvoting

intention. (5) The level of conflict moderates the relationship between affective

intensity and upvoting intention, such that higher conflict levels strengthen the
negative effect of affective intensity on upvoting intention.

Theoretical Contributions: This study makes several key theoretical
contributions. First, by investigating the impact of affective characteristics
(intensity and valence) on user decision-making, it moves beyond the prevalent
limitation in current tourism UGC research where affect is often simplified into
binary positive/negative classifications. Examining the differential effects of
affective intensity and valence enriches the understanding of tourism UGC
outcomes and helps unravel the underlying mechanisms—the "black box"—of
affective influence. Second, by situating tourism UGC within the social media
context and developing and validating a decision-making model centered on
wishlisting and upvoting intentions, the study empirically uncovers the influence
pathways of UGC affective factors on these specific engagement behaviors. This
addresses a gap in existing theory regarding UGC-driven user engagement within
social media environments and provides novel empirical evidence and a theoretical
framework for understanding the impact mechanisms of travel content on social

platforms. Third, by examining the potential moderating role of conflict level within

iv



the relationship between affective characteristics and user decisions, the study
contributes to extending the boundary conditions of affective influence on user
decision-making.Practical Implications: Against the backdrop of the rise of social
media, this research offers significant practical guidance. For tourism enterprises,
the findings aid in tailoring marketing strategies based on observed user behavioral
patterns. They also highlight the importance of enhanced risk management: by
assessing conflict levels within UGC, firms can identify operational weaknesses
and implement targeted service quality improvements. For social media platforms,
leveraging the identified interaction effects between affective characteristics and
user decisions enables proactive monitoring of tourism UGC. This monitoring can
provide real-time alerts to businesses, facilitate the formulation of effective content
management strategies, and inform the development of differential response
strategies based on user behavior patterns.

Keywords: Affective intensity; Affective valence; Upvoting intention; Wishlisting

intention; Conflict level
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