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The Stereotype–Emotion–Interaction Relationship: A Tourist–Resident Dual Perspective 

Abstract: 

Tourist–resident interactions are essential for determining the social dynamics and sustainability 
of destinations, but their formation mechanisms from both perspectives are lacking. Based on the 
behaviours from inter-group affect and stereotypes map and social identity theory, through two 
surveys, this study explored the relationship between stereotypes, emotions, and interactive 
behavioural intentions. It also examined the moderating effect of social identity on the relationship 
between emotions and interactive behavioural intentions. The results demonstrated different 
mechanisms for interactive behavioural intention formation across people with different social 
identities and between Mainland Chinese tourists and Hong Kong residents. Moreover, social 
identity exerted different moderating effects on the relationship between positive and negative 
emotional pathways, highlighting the importance of emotional valence in the stereotype–
interaction link. This study offers a reciprocal view to understand tourist–resident interactions at 
destinations and provides insightful implications for destination management organisations, 
tourism operators, and local communities.   

Keywords: tourist–resident relationship; stereotype; emotion; social identity; social interaction 

Introduction  

Tourist–resident relationships play a crucial role in determining destinations’ social sustainability 
(Hsu & Chen, 2019). Theories of social interaction (e.g. Echeverri & Skålen, 2011) suggest that 
actors interact with each other to create value in various social practices. Therefore, social 
interactions are an important catalyst for fostering tourist–resident relationships (Choi & Sirakaya, 
2005). With increased travel accessibility, growing concerns about tourist–resident conflicts, 
tourists’ disrespect for local norms, and residents’ discrimination against tourists have been 
recorded (Chen, Hsu, & Li, 2018). In some destinations, especially those with overtourism, tourists 
and residents experience hostile emotions towards each other, which lead to irritating contact 
experiences, social conflicts, and reduced social tolerance and acceptance within the destination 
community (Zhang et al., 2017). In inter-group social interactions, individuals’ beliefs about and 
expectations from the out-group can influence emotion formation and behavioural tendencies 
towards the out-group (Stephan & Stephan, 1996). For example, when residents view tourists as 
disrespectful and disruptive, they may oppose tourism development (Sharpley, 2014), as is evident 
in destinations such as Venice in Italy and Barcelona in Spain. Conversely, if tourists perceive 
residents as unwelcoming and unfriendly, they may avoid visiting certain areas (Reisinger & 
Turner, 2003) and boycott destinations (Seyfi et al., 2024; Su, Jia, & Huang, 2022), such as Hong 
Kong in China (Luo & Zhai, 2017). Although the outcomes of inter-group interactions depend on 
the joint efforts of both groups, most studies have examined this interactive phenomenon from the 
residents’ (e.g. Chen, Cottam, & Lin, 2020; Chen & Hsu, 2021; Kim, Duffy, & Moore, 2023; Tse 
& Tung, 2022a, 2022b) or tourists’ (e.g. Lin, Gao, & Tian, 2022; Tu, Zhang, & Jiang, 2023) 
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viewpoints but not both simultaneously. This underscores the need to understand how tourists and 
residents holding existing impressions of each other interact in the tourism context from a 
reciprocal perspective to cultivate positive tourist–resident social interactions and foster social 
sustainability at destinations.  

Studies on tourist–resident relationships have garnered considerable attention from the tourism 
industry, destination communities, and academics. For example, the social exchange theory argues 
that tourists’ and residents’ perceptions of the benefits and costs of social interactions are key 
factors that shape their relationships with each other (Ap, 1992; Fan, 2023). Through social 
interactions, tourists and locals recognise several advantages and drawbacks, which influence their 
behaviours and overall attitudes towards each other (Chen et al., 2018). From the residents’ 
perspective, if the perceived benefits outweigh the costs, hosts are likely to support tourism 
development; however, if the costs are greater, they may develop a negative attitude (Ap, 1992; 
Ritchie & Inkari, 2006). The application of the social exchange theory implies that developing a 
reciprocal tourist–resident relationship is essential for long-term tourism development (Kim, 
Duffy, & Moore, 2023; Zhang et al., 2025). Regarding the contact between tourists and residents, 
Allport (1979) stated that inter-group contact can mitigate prejudice between groups if the 
interaction occurs under specific circumstances, including an equal standing, cooperation, shared 
goals, and support from authorities.  

Although the social exchange theory established a solid foundation for understanding the tourist–
resident relationship, its simplistic nature offers limited insights into groups’ existing impressions 
of each other and how such ‘stereotypes’ influence inter-group interactions. Stereotypes act as 
perceptual lenses through which people form and regulate their emotions, attitudes, and behaviours 
during interactions (Fan & Jia, 2023). The behaviours from inter-group affect and stereotypes 
(BIAS) map provides insights for predicting, preventing, or intervening in diverse forms of 
prejudice and discrimination (Guan, 2009). Following the tripartite attitudinal structure, the BIAS 
map integrates the behavioural outcomes of stereotypes and associated emotions in social 
interactions and proposes a framework that contains cognition, affect, and conation components 
(Cuddy et al., 2007). In tourism studies, Tse and Tung (2022b) and Micevski, Diamantopoulos, 
and Erdbrügger (2021) explored the tourist–resident relationship and destination branding by 
integrating stereotypes, emotions, and behaviours. While these studies offer initial insights, a 
comprehensive understanding of tourist–resident interactions must examine both tourists’ and 
residents’ perspectives and the causal pathway from stereotypes to emotions to behaviours.  

Moreover, the social identity theory (Tajfel & Turner, 1979) explains how group sentiments are 
generated from the psychological mechanism of ‘social categorisation–social identification–social 
comparison’ (Chen, Li & Ma, 2025). When in-group members perceive themselves as part of a 
larger, more inclusive group rather than belonging to two entirely separate groups, they are more 
likely to have positive attitudes towards out-group members (Ye et al., 2014). Despite its relevance, 
research on the role of social identity in inter-group interactions in the context of tourism remains 
limited. Few studies have examined how social identity influences the development of inter-group 
behaviours. To address these gaps in understanding tourist–resident interactions, two surveys were 
conducted with Hong Kong residents and Mainland Chinese tourists, aiming to: examine the 
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impact of stereotypes on emotions and intentions in tourist–resident interactions; as well as to 
investigate the moderating effect of social identity on the relationship between emotions and 
interactive behavioural intentions from both groups’ perspectives. Building on the BIAS map and 
social identity theory, this study elucidates the connotations of stereotypes and interactive 
behavioural intentions from tourists’ and residents’ perspectives and the role of social identity in 
tourist–resident interactions. Theoretically, it challenges the assumption of a uniform moderating 
effect and highlights the importance of considering emotional valence in models of inter-group 
relations. This nuanced perspective advances the BIAS map and social identity theory, suggesting 
that the mechanisms through which social identity shapes behaviour are more complex and context 
dependent than previously documented. Furthermore, the findings offer valuable implications for 
destination management and community development and propose strategies to mitigate negative 
social impacts and promote social sustainability in tourism destinations.  

 

Literature Review 

Stereotypes 

Over the last five decades, researchers in social psychology and related fields have investigated 
the processes by which stereotypes are learned, activated, utilised, and changed over time (Fiske 
& Tablante, 2015). Stereotypes explain observed behaviours by attributing certain innate traits to 
the individuals or groups being observed (Yzerbyt, 2016). An early definition described 
stereotypes as ‘pictures in the head’ (Yzerbyt, 2016).  Although varied, most definitions of 
stereotypes focus on beliefs towards social groups, with some specifying their widely shared and 
inaccurate nature (Milner, 1983). A recent definition posits that stereotypes are individuals’ beliefs 
and expectations regarding out-group members. These can be triggered spontaneously by the 
presentation of social cues (Wang & Yang, 2017). The nature of stereotypes can vary, and they 
may be accurate, inaccurate, positive, negative, or a combination of both (Chen & Hsu, 2021; 
Kanahara, 2006). Moreover, stereotypes shape how individuals interact with out-group members 
(Sinclair et al., 2005).  

The content and dimensions of stereotypes have been focal topics in studies on stereotyping. 
Known as the ‘Big Two’, the stereotype content model formalised by Fiske et al. (2007) identified 
two dimensions of stereotypes: warmth and competence. Warmth reflects the perceived intent of 
group members and assumes precedence in people’s representations (Abele & Wojciszke, 2014). 
It includes friendliness and trustworthiness. Competence concerns others’ perceived ability to act 
on their intent and includes skills and assertiveness (Abele et al., 2008). Social targets are perceived 
to differ in warmth and competence; therefore, they fall into one of the four quadrants formed by 
combining these two dimensions (Yzerbyt, 2016). Furthermore, the warmth dimension is of 
primary importance and can predict active responses such as helping, protecting, attacking, and 
fighting. By contrast, the competence dimension is secondary and predicts more passive reactions 
such as associating and neglecting (Yzerbyt, 2016).  

Stereotypes in tourism have been studied since the early 1980s. The stereotyping subjects in 
tourism research include places (destinations) and people. Shen et al. (2019) applied the warmth 
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and competence dimensions from the stereotype content model to destination image studies. They 
argued that tourists hold different stereotypes towards different destinations and that these 
stereotypes could influence their intention to visit. Furthermore, people are likely to share negative 
stereotypical beliefs about hostile or politically divided nations, and the negative effects of 
stereotyping are difficult to mitigate through travel experiences (Chen et al., 2016). Tourist 
stereotypes are defined as residents’ preconceived notions about tourists (Tung, King, & Tse, 
2020). Host residents frequently engage in tourist stereotyping because interactions between 
tourists and residents are typically short-lived and superficial (Chen & Hsu, 2021). Hsu and Chen 
(2019) developed a thorough conceptual framework, precisely outlining the interactions that occur 
in the process of residents attributing meaning to their encounters with tourists and the activation, 
application, suppression, and modification of tourist stereotypes. The content and dimensions of 
stereotypes in tourism differ from those in general settings (Chen & Hsu, 2021). For instance, 
according to Pi-Sunyer (1977), Catalans stereotyped English tourists as stiff, steady, socially 
distant, and having integrity. In a Mexican town, Brewer (1984) identified two kinds of tourist 
stereotypes: a ‘general’ stereotype referring to individuals’ general traits that could explain the 
observed tourist behaviours and a ‘specific’ stereotype offering precise descriptions of tourists’ 
needs in native–tourist interactions. Notably, while service providers’ perceived economic benefits 
and individual positive contact can lead to positive attitudes, they are significantly offset by 
negative tourist stereotypes (Monterrubio, 2018). Tung et al. (2020) identified four dimensions of 
stereotypes held by Hong Kong residents towards Mainland Chinese tourists: competence, 
approachability, rudeness, and boasting. Chen and Hsu (2021) proposed three main dimensions: 
civility, travel behaviour, and economic power. These can be applied to a wider tourist population 
by analysing multiple tourist groups.  

 

Emotions 

The concept of emotion has long been investigated in neuroscience, philosophy, and psychology 
(Sander & Scherer, 2009). Emotion is defined as ‘episodes of coordinated changes in several 
components in response to external or internal events of major significance to the organism’ 
(Scherer, 2000, p. 138–139). According to Bagozzi et al. (1999), emotions are, at their core, mental 
states primed for action. They serve as the driving force that prompts individuals to act and have 
a significant impact on shaping human behaviour. Emotions are primarily measured by their 
valence and/or intensity (Russell, 1980; Watson, Clark, & Tellegen, 1988). The positive or 
negative valence of emotions is particularly useful in predicting individual behaviours (Nawijn & 
Biran, 2019). Early research advocated that positive and negative emotions are bipolar and 
mutually exclusive and cannot be felt at the same time (Babin, Darden, & Babin, 1998). 
Conversely, Larsen and McGraw (2011) and other scholars recently revealed that positive and 
negative emotions are processed independently and are unipolar, underscoring the existence of 
mixed emotions. Furthermore, although positive emotions generally occur more frequently, the 
influence of negative emotions may be more powerful than that of positive emotions (Nawijn & 
Biran, 2019). 
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Cognitive theories of emotion suggest that people’s evaluations of their circumstances determine 
the type, intensity, and valence of their emotions. Emotions can be triggered by various factors, 
resulting in different consequences through various mechanisms. The stimulus–organism–
response model explains how organismic components mediate the relationship between external 
stimuli and human behaviour (Buxbaum, 2016; Tuerlan, Li, & Scott, 2021). Emotions have been 
recognised as typical organisms in various studies (Mehrabian & Russell, 1974). Tuerlan et al. 
(2021) categorised ‘emotion-arousing’ stimuli into five types: built environment (e.g. architectural 
appearance, interior decoration, and layout), social environment (e.g. crowding), activities or 
products (e.g. picture taking and souvenir purchase), marketing stimuli (e.g. brand personality), 
and natural environment (e.g. air pollution).  

As socially constructed beliefs, stereotypes are powerful antecedents of emotions. With compatriot 
travel as the context, Sun, Chien, Ritchie, and Pappu (2022) argued that the meta-stereotypes held 
by compatriot tourists depend on the level of their emotional solidarity with the destination 
residents. Holding a positive stereotype generates positive emotional expressions towards 
stereotyped groups (DePretis et al., 2021). Additionally, positive stereotypes can reduce negative 
emotions towards others (Rast et al., 2018; Vaughn, Teeters, Sadler, & Cronan, 2017). By contrast, 
negative stereotypes can induce negative emotions (Bedyńska & Zołnierczyk-Zreda, 2015). 
Tourism studies have examined the relationship between stereotypes and emotions, especially in 
the context of tourist–resident interactions. Using a multinational sample of residents from 
Singapore, Malaysia, and Thailand, Tse and Tung (2022b) examined the influence of four 
dimensions of stereotypes on upward assimilative or downward contrastive emotions. Micevski et 
al. (2021) reported that country stereotypes of competence and warmth generate country-related 
emotions of admiration. Therefore, the following hypotheses were proposed:  

H1a: Positive stereotypes positively influence positive emotions.  

H1b: Negative stereotypes negatively influence positive emotions. 

H2a: Positive stereotypes negatively influence negative emotions. 

H2b: Negative stereotypes positively influence negative emotions. 

 

Interactive behavioural intentions 

Behavioural intentions are important in understanding individuals’ future motives and behaviours 
(Afshardoost & Eshaghi, 2020) and refer to the tendency to engage in a particular behaviour in the 
future (Ajzen, 1991). When there is an opportunity to act, intention results in behaviour. Several 
intention studies have been conducted in the tourism context, including behavioural intentions, 
intentions to recommend, and intentions to visit and revisit (Afshardoost & Eshaghi, 2020). In 
tourist–resident interaction studies, behaviours have been thoroughly explored, with an emphasis 
on an individual’s actions towards another. These actions are influenced by the individual’s 
identity and corresponding stereotypes (Tajfel, 1984; Tse & Tung, 2022a). In Tse and Tung’s 
(2022a) study, interactive behaviours between tourists and residents included facilitating 
behaviours, such as interacting and socialising, and harmful behaviours, such as yelling, mocking, 
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and disapproval. Chen, Hsu, and Pearce (2022) classified Hong Kong residents’ behavioural 
responses towards Mainland Chinese tourists according to the four classes of discriminatory 
behavioural tendencies suggested by the BIAS map (Cuddy, Fiske, & Glick, 2007). First, active 
facilitation was demonstrated by providing help, satisfying needs, and engaging in more 
communication. Second, passive facilitation was reflected in welcoming, including, and 
associating with tourists. Third, active harm was reflected in refusing help or meeting requests, 
preventing or warning tourists about behaviours they considered inappropriate, and excluding and 
belittling tourists. Finally, passive harm involved deliberate avoidance—avoiding chatting or 
meeting with tourists. In this study, Hong Kong residents reported another behavioural tendency 
towards tourists that went beyond the BIAS map: doing nothing.  

Emotions can influence visitors’ and residents’ behavioural intentions towards each other during 
various encounters (Akgu¨n et al., 2020; Ratnasari et al., 2021). For example, Yang et al. (2011) 
found that the emotional experiences of festival attendees positively impacted their behavioural 
intentions. Leri and Theodoridis (2019) emphasised that winery tourists’ emotions can predict 
individuals’ post-visit behavioural intentions. In the context of red tourism, Liu et al. (2021) and 
Liu and Teng (2021) demonstrated that tourists’ sense of awe motivates their intentions for 
civilised tourism behaviour. Moreover, Hu and Sung (2022) contended that mixed (positive and 
negative) emotional experiences have a U-shaped influence on travel intentions. Tse and Tung 
(2022b) pointed out that positive emotions can enhance the likelihood of individuals exhibiting 
facilitative behaviours, whereas negative emotions can increase the likelihood of individuals 
showing harming behaviours. Therefore, the following hypotheses were proposed: 

H3a: Positive emotions positively influence facilitating behavioural intentions. 

H3b: Negative emotions negatively influence facilitating behavioural intentions. 

H4a: Positive emotions negatively influence harming behavioural intentions. 

H4b: Negative emotions positively influence harming behavioural intentions. 

Extensive research supports the relationship between stereotypes and behavioural intentions. 
Stereotypes encapsulate socially shared beliefs about a particular group—in this case, tourists or 
residents from specific countries or cultural backgrounds or with specific behavioural patterns. 
Depending on the stereotypes held, people develop different behavioural intentions towards out-
groups (Fan & Jia, 2023). When individuals have negative appraisals of a potential interaction 
group (i.e. negative stereotypes), they are less likely to interact with that group (Vorauer et al., 
2000). Conversely, if people hold positive stereotypes towards a group, they are more likely to 
behave positively and in a friendly manner towards that group (Stathi et al., 2020). Gajić et al. 
(2023) stated that tourists’ stereotypes of residents could influence their revisit intentions. Tse 
(2020) investigated how residents’ stereotypes of tourists influence residents’ behavioural 
responses. Tse and Tung (2022b) clarified that positive stereotypes encourage facilitating 
behaviours, whereas negative stereotypes lead to harming behaviours. Therefore, individuals are 
expected to respond positively to positive and negatively to negative stereotypes. Thus, H5 and 
H6 were proposed: 
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H5a: Positive stereotypes positively influence facilitating behavioural intentions.  

H5b: Negative stereotypes negatively influence facilitating behavioural intentions. 

H6a: Positive stereotypes negatively influence harming behavioural intentions. 

H6b: Negative stereotypes positively influence harming behavioural intentions. 

 

Moderating role of social identity in the relationship between emotions and behavioural 
intentions 

People seek identification with reference to others, which serves as the highlight of similarities 
with some groups and differences from others (Palmer, Koenig-Lewis, & Jones, 2013). Social 
identity pertains to individuals’ self-concept and is shaped by their awareness of and belonging to 
social group(s) as well as the value and emotional importance associated with this membership 
(Tajfel, 1978). According to the social identity theory (Tajfel & Turner, 1979), when two groups 
share common identities, instead of belonging to two completely distinct groups, they tend to 
exhibit more favourable attitudes towards out-group members (Ye et al., 2014). Individuals from 
diverse backgrounds interact across three stages: ‘social categorisation—social identification—
social comparison’ (Chen, Li, & Ma, 2025). Social categorisation refers to individuals’ tendency 
to classify themselves and others into distinct social groups based on various attributes. Regarding 
social identification, individuals adopt the identity of their respective groups and begin to embrace 
their norms, values, and behaviours. During social comparison, individuals compare their own 
group with other groups, potentially resulting in biased in-group favouritism. Additionally, people 
tend to exhibit greater empathy towards the suffering of in-group members than out-group 
members (Fiske & Taylor, 1991). When individuals perceive a smaller cultural distance between 
themselves and another group, they tend to display more favourable attitudes towards members of 
that group (Ye et al., 2013, 2014).  

The role of social identity in general social interactions has also been examined. Studies have 
explored the interplay between identity, emotion, and behaviour in social interactions (Heise, 
2007). They underscore how individuals use culturally shared linguistic categories to interpret the 
expectations of social groups and guide their emotional and behavioural responses (Rogers, 
Schröder, & Scholl, 2013). Individuals’ behaviours are shaped by emotions, perceptions, and the 
identities and roles they occupy within specific social situations (MacKinnon & Heise, 2010). As 
Chien and Ritchie (2018) argued, incorporating the social identity theory into tourism studies 
offers a comprehensive framework for understanding tourist–resident dynamics and uncovering 
the causes and effects of their interactions. Tourism impact studies have shown that residents’ 
social identity influences their advocacy of tourism development (Palmer et al., 2013). When the 
interacting parties share a more inclusive social identity, it can promote the mutual formation of 
positive attitudes (Gaertner et al., 1993). Chen, Hsu, and Li (2018) developed the ‘social 
categorisation–social identification–social comparison’ cyclic psychological mechanism from 
Hong Kong residents’ perspective to explain the formation of resident attitudes and collective 
sentiments. Ye et al. (2014) posited that perceived similarities in social identity between tourists 
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and residents influence residents’ attitudes and behaviours towards tourists and overall attitudes 
towards tourism development. However, only few studies have delved into the impact of social 
identity on tourists’ perceptions and behaviours at destinations (Adam, Agyeiwaah, & Dayour, 
2021; Agyeiwaah et al. 2023). 

Tourism studies have primarily focused on the direct effects of social identity, with its moderating 
effects remaining underexplored. In sports, group identity has been shown to moderate the 
relationship between emotions and behavioural intentions by influencing game and service 
satisfaction (Yim & Byon, 2018). Furthermore, emotional exhaustion can positively influence 
teachers’ turnover intention, with their professional identity significantly moderating this effect 
(Wang et al., 2024). In the field of organisational behaviour and leadership, followers’ emotions 
towards their leaders can influence their collective actions towards them, with this relationship 
being moderated by the group’s shared identity (Tee, Paulsen, & Ashkanasy, 2013). Therefore, 
stronger social identity between interacting groups could amplify the effect of emotions on 
behavioural intentions. Hence, the following hypotheses were proposed:  

H7a: The positive effect of positive emotions on facilitating behavioural intentions is stronger 
when social identity is higher. 

H7b: The negative effect of positive emotions on harming behavioural intentions is stronger when 
social identity is higher.  

H7c: The positive effect of negative emotions on harming behavioural intentions is weaker when 
social identity is higher.  

H7d: The negative effect of negative emotions on facilitating behavioural intentions is weaker 
when social identity is higher. 

Based on these hypotheses, the following research framework was developed (Figure 1).  

 

Insert Figure 1 Here 

 

Methodology 

Research context 

The context of this study was Mainland Chinese tourists visiting Hong Kong. Mainland tourists 
have been the dominant source market for Hong Kong, representing over 70% of visitor arrivals 
since 2012 (Hong Kong Tourism Board, 2024). Although these tourists provide considerable 
economic advantages to Hong Kong, the influx of visitors has led to challenges such as rising 
consumer goods and property prices (Chow, 2012) and the overuse of public resources (Ye, Zhang, 
& Yuen, 2013). Tourists have developed a negative image of Hong Kong residents as hostile and 
arrogant towards them because of several incidents reported in Hong Kong and amplified via social 
media (Luo & Zhai, 2017). There have been ongoing discussions surrounding tourist–resident 
tensions, along with continued efforts to foster positive tourist–host contact in Hong Kong, thereby 
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setting a suitable context for studying tourist–resident mutual stereotypes–emotions–behaviours. 
While research has extensively explored Hong Kong residents’ stereotypes of Mainland Chinese 
tourists, few studies have investigated Mainland Chinese tourists’ stereotypes of Hong Kong 
residents. Therefore, this study aimed to collect survey data and assess both groups’ stereotypes, 
emotions, and behavioural intentions towards each other to quantitatively examine the proposed 
research framework. Two studies using two separate survey questionnaires were conducted.  

 

Measurement development and questionnaire design 

Survey for Hong Kong residents 

Using repertory grid and narrative analyses, Chen and Hsu (2021) identified three general 
dimensions—civility, travel behaviour, and economic power—and seven sub-dimensions of Hong 
Kong residents’ tourist stereotypes towards Mainland Chinese tourists. Specifically, Hong Kong 
residents assessed tourists’ civility based on three key factors: (1) manners (exhibited through their 
attitude, speech, and behaviour); (2) public virtues (reflected in their adherence to local rules and 
customs and their consideration for others); and (3) educational level (demonstrated by their 
knowledge, experience, and essential skills for independent travel). Residents assessed travel 
behaviour from two perspectives: observable tourist behaviours and activities (e.g. travel mode, 
preferences, and interests in local culture) and tourists’ impact on local livelihoods. The economic 
power dimension focused on tourists’ consumption styles and wealth. The survey of Hong Kong 
residents aimed to verify Chen and Hsu’s (2021) exploratory findings on tourist stereotype content 
and dimensions. Hence, this survey adopted their 7 stereotype sub-dimensions and 37 
corresponding measurement items. The respondents were asked to indicate their level of agreement 
using a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). 

The emotional consequences of Hong Kong residents’ stereotypes towards Mainland tourists were 
measured using 19 items (6 positive, 12 negative, and 1 neutral) derived from Chen et al. (2018), 
Chen et al. (2022), and the Geneva Emotion Wheel 3.0 (Scherer et al., 2013). Participants were 
asked to rate the intensity of each emotion they felt towards Mainland tourists on a 7-point Likert 
scale (1 = not at all, 7 = extremely). The participants also reported other emotions that were not 
provided in the list. Behavioural intention was measured using the items developed by Chen and 
Hsu (2021). Respondents were asked to indicate the likelihood of undertaking each of the 20 
actions towards Mainland tourists in Hong Kong on a 7-point Likert scale (1 = very unlikely, 7 = 
very likely). Respondents’ social identity was captured using the question, ‘How do you define 
yourself?’ The answers were adopted from Ye et al. (2014) and included Hong Konger, Hong 
Konger as well as Chinese, Chinese as well as Hong Konger, and Chinese.  

 

Survey for Mainland Chinese tourists 

Validated measurement scales for Mainland Chinese tourists’ stereotypes towards Hong Kong 
residents are lacking, and stereotypes are highly context dependent (Chen & Hsu, 2021; Fiske et 
al., 2002). Therefore, this study followed the scale development procedure recommended by 
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Churchill (1979), which was refined in later studies (e.g. Hung & Petrick, 2010), including item 
generation and purification, dimensionality exploration and confirmation, and cross-validation. To 
develop appropriate measurement items, online semi-structured interviews (n = 27) were 
conducted with past and potential Mainland tourists in March 2021 by two research team members. 
Purposive and snowball sampling was employed until theoretical saturation was reached. This 
enabled the identification of diverse perspectives on how Mainland tourists perceive Hong Kong 
residents and the underlying rationale. The interview protocol included three main aspects: (1) 
participants’ travel experiences to Hong Kong, (2) their perceptions of Hong Kong residents, and 
(3) the underlying reasons for these perceptions. Each interview was concluded by asking the 
participants to characterise Hong Kong residents using three key phrases in their own words. 
Participants’ demographic information, including sex, age, education level, and occupation, was 
also collected. All interviews lasted for a minimum of 20 minutes and were subsequently 
transcribed for content analysis.  

The 27 interviewees had a balanced sex profile with an age range of 25–69 years. Approximately 
70% of the respondents had visited Hong Kong in the past few years. Two researchers 
independently conducted the content analysis, achieving 89% agreement on the coded items. After 
resolving discrepancies through discussions, 37 items were extracted from the interview transcripts, 
representing stereotypes of Mainland Chinese towards Hong Kong residents. The items were 
labelled based on the relevant literature (e.g. Chen & Hsu, 2021, Tung et al., 2020) to ensure 
comprehensiveness and enable cross-perspective comparisons before the panel review. Following 
DeVellis (2017), five tourism academics examined all the items to assess content validity, 
completeness, and clarity. Based on expert opinions, six items were identified as having multiple 
meanings. These items were revised or split to improve clarity and capture their intended meanings, 
resulting in 43 items under three broad dimensions: positive, negative, and neutral. 

Compared with Hong Kong residents’ emotional responses towards Mainland Chinese tourists, 
which have been extensively examined (e.g. Chen et al., 2018), Mainland Chinese tourists’ 
emotional responses have received far less empirical attention. However, robust and validated 
emotion scales have been developed across different cultures and contexts. To develop a 
comprehensive, context-appropriate measure for Mainland Chinese tourists, this survey integrated 
two widely acknowledged emotion scales validated in Chinese samples: the Positive and Negative 
Affect Scale (Huang et al., 2003; Watson, Clark, & Tellegen, 1988) and Geneva Emotion Wheel 
3.0 (Arana et al., 2024; Scherer et al., 2013). These were supplemented by insights from the 27 
interviews. To ensure accuracy and clarity, all items were cross-checked by a panel of six Mainland 
Chinese people with relevant expertise: three scholars with PhDs in tourism or hospitality, one 
postdoctoral researcher from a related social science discipline, and two research assistants with 
master’s degrees in relevant fields. Finally, a 24-item emotion scale (11 positive, 12 negative, and 
1 neutral) was employed to assess Mainland tourists’ emotional responses towards Hong Kong 
residents. Similarly, for behavioural intentions, items were informed by stereotyped inter-group 
behavioural tendencies suggested by the BIAS map (Cuddy et al., 2007) and verified through 
interviews and an expert panel review. Therefore, eight items were included in the analysis. The 
same 7-point rating scale was used in the survey for Hong Kong residents. Finally, Mainland 
tourists’ perceived social identity with Hong Kong residents was measured by asking them to view 
Hong Kong residents as belonging to the same Chinese group and rate their agreement; this was 
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adapted from Gaertner et al. (1993). In the subsequent sections, Hong Kong residents are referred 
to as ‘residents’ and Mainland Chinese tourists as ‘tourists’.  
 

Pilot study and data collection 

The two surveys were conducted sequentially to optimise methodological rigor. First, residents’ 
data were collected in March 2021. Second, after completing and analysing the preliminary 
interviews with tourists, the tourist survey was administered in April 2021. This sequential 
approach allowed the tourist survey to (1) incorporate insights from the interview analysis and (2) 
maintain linguistic and conceptual consistency with the parallel measurement items used and 
confirmed in the resident survey. The resident survey was distributed to a small sample (n = 35) 
for pilot testing of the wording and formatting because many items had been preliminarily tested 
by Chen et al. (2022). Minor revisions were made after the pilot before a professional marketing 
research firm (Kantar) distributed the survey to 2,100 panel members who were permanent Hong 
Kong residents. Kantar’s standard quality assurance procedures were followed. After removing 
incomplete and unreliable responses, 544 usable responses were obtained, representing an 
effective response rate of 25.9%. Males and females were evenly distributed, and most respondents 
fell into the age groups of 30–39 (22.8%), 40–49 (21.7%), and 50–59 (18.2%) years. Regarding 
their education levels, 25.2% had a high school diploma, and 46% had a bachelor’s degree. Their 
monthly family income varied but was evenly distributed from 10,000–19,999 HKD to 60,000–
69,999 HKD.  

The tourist survey was distributed through a professional survey firm in Mainland China 
(Wenjuanwang), and a pilot test (n=100) was conducted to fine-tune the survey items and address 
formatting issues before launching the formal survey. Participants included past and potential 
visitors to Hong Kong, and efforts were made to include respondents with diverse demographic 
characteristics. Besides the screening questions, four attention checks were included to ensure 
high-quality responses. Excluding those with extremely short or long times for questionnaire 
completion and those who failed any of the screening or attention check questions, 500 usable 
responses were acquired. Approximately 56% of the respondents were female, and 58.4% were 
between 18 and 24 years of age. Regarding education, 57.8% had attended junior middle school 
or below, and 32.6% had graduated from high school. Their monthly family income was generally 
below 5,000 RMB (57.8%) or between 5,000 and 9,999 RMB (32.6%). Table 1 presents the 
demographic profiles of the respondents from both groups. 

 

Insert Table 1 Here 

 

Data analysis  

For the resident and tourist groups, the respondents’ demographic profiles were subjected to a 
descriptive analysis. As the survey items were adapted from various sources, an exploratory factor 
analysis was performed on a randomly split-half dataset using SPSS 25.0 (Hair et al., 2019a, 2019b) 
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to explore the constructs’ dimensionality and assess item performance. The reliability was 
examined using Cronbach’s alpha.  

The suitability of the exploratory factor analysis was assessed using the Kaiser–Meyer–Olkin 
measure of sampling adequacy and Bartlett’s test of sphericity. For the resident and tourist samples, 
the Kaiser–Meyer–Olkin values ranged from 0.842 to 0.955, indicating adequacy. Bartlett’s test 
of sphericity was significant (p < 0.000), confirming the presence of sufficient correlations among 
the variables. All the retained items had satisfactory factor loadings (> 0.5) on their corresponding 
factors (Table 2). The Cronbach’s alpha for each factor ranged from 0.622 to 0.974, indicating 
acceptable internal reliability (Tsai & Wang, 2017). In contrast to the literature (e.g. Tung et al., 
2020), the construct of stereotype included three factors (i.e. positive, negative, and neutral) rather 
than simply the positive and negative aspects. Therefore, supplemental hypotheses were added to 
reflect the neutral aspect of stereotypes and its neutral role in influencing emotions and behavioural 
intentions.  

H1c: Neutral stereotypes do not significantly influence positive emotions. 

H2c: Neutral stereotypes do not significantly influence negative emotions. 

H5c: Neutral stereotypes do not significantly influence facilitating behavioural intentions. 

H6c: Neutral stereotypes do not significantly influence harming behavioural intentions. 

 

Insert Table 2 Here 

 

Additionally, the indicators and connotations for stereotypes and behavioural intentions differed 
between the resident and tourist groups. Therefore, the positive, negative, and neutral stereotypes 
as well as harmful and facilitating behavioural intentions were named differently across the two 
groups (Table 2).  

A confirmatory composite analysis was then used to verify the measurement models using partial 
least squares structural equation modelling (PLS-SEM) and a composite-based method (Hair, 
Howard, & Nitzl, 2020) with the other half of the randomly split-half dataset. The internal 
reliability of the constructs was assessed using composite reliability and ρAs. Convergent and 
discriminant validity were evaluated for all the constructs. Following the validation of the 
measurement models, PLS-SEM was employed to test the hypotheses.  

 

Findings 

Measurement models 

Before analysing the structural models, the impact of common method variance was assessed using 
Harman’s single factor score to detect potential biases arising from the measurement method 
(Podsakoff, MacKenzie, & Podsakoff, 2012). The total variance explained by the single factor was 
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40.01% for the resident group and 29.34% for the tourist group. As both values were below the 
50% threshold, common method variance did not influence the results (Min, Park, & Kim, 2016). 
To evaluate the measurement models, internal consistency reliability, convergent validity, and 
discriminant validity were also examined (Hair, Ringle, & Sarstedt, 2011; Henseler, Ringle, & 
Sinkovics, 2009).  

As shown in Table 3, the composite reliability and ρAs values for the resident group exceeded 0.7, 
demonstrating an acceptable level of reliability (Bagozzi & Kimmel, 1995). The measurement 
model’s convergent validity was examined using factor loadings and average variance extracted 
(AVE). The majority (59 items) of the factor loadings were above 0.7, with five between 0.507 
and 0.682, at the 1% significance level, indicating that the model had acceptable convergent 
validity. In addition, all AVE values ranged from 0.631 to 0.718, exceeding the minimum threshold 
of 0.5 (Fornell & Larcker, 1981), which confirmed the strong convergent validity of the model. 
Discriminant validity, which assesses the distinctiveness of a construct (Hair et al., 2020), was 
evaluated using the heterotrait–monotrait ratio of correlations (HTMT) in PLS-SEM. As shown in 
Table 4, all HTMT values between the constructs were below 0.818, indicating acceptable validity 
(Henseler, Ringle, & Sarstedt, 2015).   

For the tourist group, the composite reliability and ρAs values were greater than 0.7, indicating 
satisfactory reliability (Bagozzi & Kimmel, 1995). Furthermore, 60 of the 66 items had factor 
loadings above 0.7, and 6 were between 0.450 and 0.700, with all items at the 1% significance 
level, indicating that the model had acceptable convergent validity. All AVEs were between 0.467 
and 0.820, close to and above the threshold of 0.5 (Fornell & Larcker, 1981), indicating acceptable 
convergent validity. As shown in Table 5, all HTMTs between two constructs were below 0.726, 
denoting satisfactory discriminant validity (Henseler et al., 2015).  

 

Insert Tables 3, 4, and 5 Here 

 

Structural models 

The proposed structural model was analysed for the resident and tourist groups. In the resident 
group, collinearity was evaluated using the variance inflation factor (VIF) before assessing the 
relationships. The VIF values should ideally be close to 3 or lower (Hair et al., 2019b). The results 
showed that the VIFs fit the recommended range, indicating that multicollinearity was not a 
concern in this study (Hair et al., 2011). Two items for ‘incivility’ had VIF values of 5.451 and 
7.254, which were higher than the recommended threshold; nevertheless, the PLS regression could 
address this potential issue by generating a set of new, uncorrelated variables (Adnan, Ahmad, & 
Adnan, 2006). The R2 values for all endogenous constructs ranged from 0.5 to 0.687, indicating 
that the model had satisfactory explanatory power (Shmueli & Koppius, 2011). The path 
coefficients (β) in the proposed model structure are reported in Figure 2. Furthermore, social 
identity had a negative moderating effect on the relationship between positive emotions and 
facilitating behavioural intentions (β = –0.075, p < .05) (Figure 3). Conversely, it had a positive 
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moderating effect on the relationship between positive emotions and harming behavioural 
intentions (β = 0.097, p < .01). In other words, a strong social identity may reduce the likelihood 
of positive emotions leading to facilitating behaviours while increasing the likelihood of the same 
emotions leading to harming behaviours. Table 6 presents these mediating effects of the constructs 
in the structural model.  

For the tourist group, all VIF values were less than 3, suggesting that multicollinearity was not a 
concern (Hair et al., 2011). Regarding the endogenous constructs, the R2 values fell within the 
range of 0.403–0.505, implying that the model had satisfactory explanatory power (Shmueli & 
Koppius, 2011). The path coefficients (β) in the proposed model structure are reported in Figure 
4. Furthermore, social identity negatively moderated the relationships between positive emotions 
and approach intentions (β = –0.076, p < .1) and between positive emotions and avoidance 
intentions (β = –0.139, p < .1) (Figure 5). Table 7 presents the mediating effects of the constructs 
in the structural model.  

 

Insert Figures 2, 3, 4, and 5 and Tables 6 and 7 Here 

 

Discussion and Conclusion 

Mutual stereotypes between residents and tourists 

Residents’ stereotypes about tourists have been well investigated across destinations. Residents 
may carry different stereotypes about a tourist group across different destinations owing to various 
cultural, historical, and social relationships (Tse & Tung, 2022a). Residents from foreign, long-
haul destinations often hold assumptions of Chinese tourists by their travel motivations (e.g. 
shopping), behaviours (e.g. group tours and seeking familiar food), and demographics (e.g. young 
or middle aged and urban based) (Jørgensen, Law & King, 2018). According to this research, for 
Hong Kong residents, Mainland Chinese tourists were portrayed in three distinct ways: incivility, 
economic power, and sociable behaviour. This result reveals a nuanced description of tourists, 
stemming from the cultural, social, and economic understanding between tourists and residents, as 
well as the considerable market size of Mainland tourists. Simultaneously, it highlights the unique 
but often overlooked subcultural differences between the two regions. The dimensions verified in 
this study are consistent with the literature examining stereotypes from Hong Kong residents’ 
perspectives on various tourist source markets (Chen & Hsu, 2021).  

This study also examined resident stereotypes from the perspective of tourists, which has rarely 
been investigated. Similar to tourist stereotypes, resident stereotypes encompassed three 
dimensions: individualism and arrogance, stressfulness, and competence and civility. The 
dimension of individualism and arrogance reflects the inhospitable feelings that tourists may 
experience when visiting Hong Kong. These feelings are characterised by perceptions of 
unfriendliness, unwelcoming attitudes, selfishness, poor service, and impatience. Stressfulness 
captures observations of Hong Kong’s socioeconomic environment, such as the substantial wealth 
gap, high living pressures, and a fast-paced lifestyle. This dimension is not directly related to 
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tourism but can be observed by tourists during their visits and is often highlighted in general media 
coverage. Finally, the positive stereotype of competence and civility includes attributes such as 
adherence to rules, high social responsibility, helpfulness, professionalism, and a high level of 
education.  

Both tourists and residents held positive and negative stereotypes about each other, with notable 
similarities in the structure of the two perceptions. For example, residents perceived tourists as 
relatively uncivilised, whereas tourists perceived them as competent and civilised. Although 
residents perceived tourists as sociable, tourists often felt unwelcome because of the perceived 
arrogance of residents. The dimensions derived from both groups validate the stereotype content 
reported by Chen and Hsu (2021) and confirm the ambivalent nature of stereotypes, encompassing 
both favourable and unfavourable (i.e. positive and negative) dimensions (Tse & Tung, 2022b; 
Tung et al., 2020). Beyond the positive and negative dimensions, a neutral dimension (i.e. 
economic power and stressfulness) was observed in each group, capturing mutual perceptions 
based on socioeconomic features. The neutral dimension could play a crucial role in influencing 
tourist–resident interactions. Furthermore, the dimensions of competence and warmth from the 
general stereotype content model (Yzerbyt, 2016) were reflected in residents’ stereotype content 
(i.e. competence and civility as well as individualism and arrogance). 

 

Effects of stereotypes on emotions and interactive behavioural intentions 

The effects of stereotypes on emotions were examined among tourists and residents. Generally, 
positive stereotypes evoked positive emotions and attenuated negative emotions, whereas negative 
stereotypes elicited negative emotions and suppressed positive emotions, which is consistent with 
the literature (Rast et al., 2018; Vaughn et al., 2017). An exception was noted among the residents, 
as the sociable behaviour stereotype of tourists did not significantly reduce residents’ negative 
emotions. Tse and Tung (2022b) interpreted these results by identifying certain emotions, such as 
admiration, that dominate the mediating role between stereotypes and behaviours. Therefore, the 
mediating role of other emotions might have been weakened. Regarding the neutral stereotypes, 
tourists’ economic power demonstrated good predictive power in enhancing residents’ positive 
emotions and interactive intentions while reducing negative emotions and interactive intentions. 
This underscores the significance of tourists’ economic benefits for destination communities. As 
Chen and Hsu (2021) reported, tourists’ economic power can serve as a buffer against adverse 
resident reactions. Residents tended to exhibit some tolerance for tourists who contribute to the 
local economy, irrespective of their behaviours. However, among tourists, the perceived 
stressfulness of residents only reduced tourists’ negative emotions and had no impact on other 
constructs. This result confirms that stereotypes concerning residents’ individualism and arrogance 
as well as competence and civility are crucial in influencing tourists’ emotions and interactive 
intentions. However, contrary to the predictions of the BIAS map, these two dimensions can elicit 
both positive and negative emotions, rather than being limited to one. 

How stereotypes and emotions influence tourist–resident interactive behavioural intentions was 
also investigated. Among the residents, stereotypes about tourists directly and indirectly influenced 
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their intentions to harm or facilitate through emotions. While residents’ positive emotions could 
enhance their facilitating behavioural intentions, they may also increase their harming behavioural 
intentions. This result contradicts the existing literature, which generally posits that positive 
emotions lead to positive behaviours (Ratnasari et al., 2021; Tse & Tung, 2022b). This negative 
outcome of positive emotions may result from the constant social comparison between individuals 
from Hong Kong and Mainland China. While residents may feel superior in terms of civilisation 
and morality, they also experience a sense of deprivation concerning resources, space, and 
economic status owing to the ever-increasing influx of tourists from Mainland China (Chen et al., 
2018). This perceived deprivation can trigger psychological reactance (Brehm & Brehm, 2013) 
among residents as it threatens their comparative advantages, limits their alternative choices, and 
reinforces their sense of regional ethnocentrism (Neuliep, Chaudoir, & McCroskey, 2001). 
Therefore, even positive feelings among residents towards tourists may lead to protective or 
defensive behaviours.  

Similarly, stereotypes about residents directly and indirectly influenced tourists’ interactive 
behavioural intentions through emotions. Negative stereotypes and emotions did not directly 
influence approach intentions; however, negative stereotypes indirectly affected approach 
intentions through positive emotions. Conversely, positive stereotypes and emotions did not 
directly influence avoidance intentions; however, positive stereotypes indirectly affected 
avoidance intentions via negative emotions. These findings offer important refinements to the 
BIAS map by revealing that the pathways from stereotypes to emotions and then to interactive 
behavioural intentions are more complex than previously assumed. Specifically, negative 
stereotypes and emotions did not directly diminish positive behavioural intentions; however, 
negative stereotypes indirectly fostered positive behavioural intentions through positive emotions. 
Conversely, positive stereotypes and emotions did not directly reduce negative behavioural 
intentions; however, positive stereotypes indirectly increased negative behavioural intentions via 
negative emotions. These indirect cross-valence effects suggest that the relationship between 
stereotypes, emotions, and behavioural intentions is not strictly unidirectional or valence matched, 
as posited by the original BIAS map. Instead, emotional mediation operates in more nuanced ways, 
potentially shaped by contextual or psychological factors (e.g. social comparisons). Thus, this 
study extends the BIAS map by demonstrating the need to account for ambivalent or mixed 
emotional pathways and indirect effects when predicting inter-group behaviour.   

 

Moderating role of social identity 

In both models, social identity moderated only the relationship between positive emotions and 
behavioural intentions. In the resident group, social identity moderated the effects of positive 
emotions on behavioural intentions in distinct ways. Specifically, individuals with lower identity 
with Chinese tended to exhibit a stronger effect of positive emotions on facilitating intentions, 
suggesting that positive emotions are more likely to translate into facilitating behaviours when 
identity is low. Conversely, those with higher levels of identity demonstrated stronger positive 
effects of emotions on harmful intentions.  In other words, residents with low identity with tourists 
were more responsive to positive emotions in fostering facilitating behavioural intentions, whereas 
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those with high identity with tourists responded more strongly to transforming positive emotions 
into harming behavioural intentions. These effects have not been identified previously; however, 
the black sheep effect, which describes the tendency of group members to judge deviant in-group 
members more negatively than comparable out-group members (Marques, Yzerbyt, & Leyens, 
1988), may help explain this relationship. Residents with a strong Chinese identity may view 
tourists as in-group members. When they encounter situations, through media or personal 
experiences, in which tourists misbehave in Hong Kong, they become less tolerant than when they 
encounter out-group members (e.g. foreign tourists). This can lead to problematic behaviours and 
aggressive interactions (Otten, 2009). By contrast, greater social distance (indicating a weak social 
identity) may facilitate the transmission of residents’ positive emotions into positive behavioural 
intentions. This is supported by studies on culture and the host gaze, which posited that the lower 
the cultural distance between hosts and guests, the lower the tolerance for perceived misbehaviour. 
Conversely, the greater the cultural distance, the lower the expectations, and thus, the higher the 
tolerance for perceived misbehaviour (Moufakkir, 2011).  

In the tourist group, individuals with relatively low identity with residents tended to exhibit a 
stronger effect of positive emotions on their intention to engage in approaching interactions, a 
pattern consistent with the resident group. Although the overall effect of positive emotions on 
avoidance intentions was not significant, individuals with higher identity with residents 
demonstrated a significantly negative effect of positive emotions on their avoidance intentions. 
Therefore, among tourists, the impact of positive emotions on tourists’ interactive behavioural 
intentions (both approaching and avoidance) depended on their identity with the residents. 
Consistent with the social identity theory (Tajfel, 1978) and the concept of regional ethnocentrism 
(Fan, 2016), people tend to view their in-group members more positively, which can lead to more 
favourable behaviours towards the in-group. Conversely, they may perceive out-group members 
more negatively, resulting in negative and harmful inter-group behaviours.   

 

Theoretical contributions 

This study makes crucial contributions to the literature. First, it is among the first attempts to 
empirically investigate tourist–resident interactions from both residents’ and tourists’ perspectives. 
To understand tourist–resident interactions as dynamic and interrelated behaviours and fully 
capture the influencing mechanisms, both groups must be considered. Previous studies have 
largely focused on tourist–resident social contacts and interactions from either the residents’ (Chen, 
Cottam, & Lin, 2020; Chen & Hsu, 2021; Kim, Duffy, & Moore, 2023; Tse & Tung, 2022a, 2022b) 
or tourists’ (Fan et al., 2017a, 2017b; Lin, Gao, & Tian, 2022; Tu, Zhang, & Jiang, 2023) 
viewpoints but not both simultaneously. The tourist–resident relationship is a co-created outcome 
(Fan, 2023), and the perceptions and actions of one group can immediately influence the reactions 
of the other. Therefore, it is essential to simultaneously understand the factors that determine both 
parties’ positive and negative behaviours and how to guide them towards the desired outcomes 
(Fan, 2023). This paired investigation sheds light on the literature on inter-group social interactions 
(Brown & Hewstone, 2005) and advances the exploration of destination social sustainability by 
identifying the antecedents of co-creation and co-destruction in tourist–resident interactions. The 
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results identified an incongruence between the ways tourists and residents form positive or 
negative behavioural intentions. This finding challenges the assumption that interacting groups 
undergo a uniform psychological process when producing different behaviours, highlighting the 
unique conditions for social contact within the tourism context.  

Second, this study makes a theoretical contribution to the BIAS map by revealing greater 
complexity in the pathways linking stereotype content, emotions, and behavioural intentions. The 
findings demonstrated that certain dimensions of stereotype content can directly influence 
behavioural intentions, independent of emotional mediation, thereby challenging the BIAS map’s 
assumption of a strictly mediated process. Furthermore, some stereotype dimensions elicit both 
positive and negative emotions, and stereotypes may influence behaviours of opposing valences 
through these cross-valence emotional pathways. The results indicated that emotional valence 
plays a distinct and nuanced role in shaping behavioural intentions, with positive and negative 
emotions exerting differential effects. Collectively, these insights suggest that the relationships 
between stereotypes, emotions, and behaviours are more complex and non-linear than previously 
conceptualised. This underscores the need to refine the BIAS map to account for direct effects, 
ambivalent emotional responses, and the differentiated impact of emotional valence on inter-group 
behaviour.  

Finally, the moderating role of social identity was examined in the context of tourist–resident 
interactions. This study revealed that social identity moderates the relationship between emotions 
and behavioural intentions but only for positive emotions. Notably, this moderating effect differs 
between tourists and residents. Therefore, the impact of social identity on inter-group behaviour is 
contingent on emotional valence and group membership, thereby highlighting the boundary 
conditions in tourist–resident interactions for the social identity theory. This study demonstrated 
that the moderating role of social identity is not uniform but varies depending on the type of 
identity and nature of emotions. In doing so, it advances the social identity theory and underscores 
the complexity of identity in inter-group contexts, particularly with respect to positive inter-group 
emotions. 

By combining the BIAS map and social identity theory, the study provides a more comprehensive 
framework for understanding tourist–resident interactions. The results revealed that stereotypes 
influence emotions, which shape behavioural intentions (as per the BIAS map), and this process 
is further conditioned by social identity (as per the social identity theory). The integration of these 
theories, supported by the empirical findings, advances theoretical understanding by illustrating 
how affective and identity-based processes jointly operate to shape inter-group behaviours in 
tourism.   

 

Practical implications 

Tourist–resident interactions are crucial for achieving social sustainability at a destination. By 
investigating the stereotype–emotion–behaviour tripartite model from tourists’ and residents’ 
perspectives, this study offers insightful implications for destination management organisations, 
tourism operators, and destination communities. First, as the results for both groups indicated that 
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positive or neutral emotions enhance facilitating behavioural intentions, destinations and source 
markets should develop corresponding positive resident or tourist images. Destination 
management organisations and local tourism operators should undertake initiatives to promote 
positive tourist stereotypes among residents and foster facilitating interactive behaviours. For 
example, when communicating the importance of tourism for Hong Kong, the sociable behaviour 
image of Mainland Chinese tourists (e.g. being open-minded, easy-going, curious about and 
respecting local culture, and willing to try new things) could be highlighted. Furthermore, as 
economic power is an influencing stereotype that leads to positive emotions and facilitating 
behavioural intentions, authorities should regularly emphasise the contributions of tourists to Hong 
Kong’s economy. Furthermore, tourists’ positive stereotypes about residents—in this case, 
competence and civility—could enhance tourists’ approach intentions towards residents at the 
destination. Activities such as pre-travel social media engagement to familiarise oneself with Hong 
Kong’s economic development, societal maturity, educational establishment, and professionalism 
could help cultivate a positive social atmosphere between tourists and residents.  

Second, the results revealed that tourists and residents held different negative stereotypes towards 
each other, which harm tourist–resident interaction intentions. Tackling these negative stereotypes 
to promote facilitating interaction intentions is an urgent challenge faced by destination and 
regional governments, who advocate for social integration through tourism. As indicated by 
tourists, Hong Kong hosts are perceived as individualistic and arrogant. Such negative and 
unwelcoming stereotypes lead to low levels of interaction and drive tourists away. Both parties 
should make an effort to tackle this concern. For residents, civic education can be implemented at 
the school and society levels, conveying how to be responsible and welcoming hosts to 
collaboratively establish a positive image of Hong Kong as a hospitable destination. Furthermore, 
services and providers in Hong Kong were perceived as poor and impatient, respectively. 
Governments and trade associations should introduce more incentive policies and campaigns to 
raise service standards. For example, the existing Quality Tourism Services Scheme could be 
promoted and expanded to include more service providers, such as micro, small, and medium 
enterprises. Promotional campaigns for tourists can also reinforce the positive stereotypes of the 
host community, such as being professional, passionate, and socially responsible. Simultaneously, 
the tourism sector can utilise digital platforms and social media to cultivate a positive destination 
image by encouraging tourists to share their positive perceptions and experiences when interacting 
with residents.  

Third, this study verified that emotions and social identity influence tourist–resident interactive 
behavioural intentions; however, these variables should be applied and designed with care because 
of the complexity of the reaction mechanism. Specifically, tourists’ negative emotions towards 
residents should be reduced to decrease interaction avoidance, and their positive emotions should 
be cultivated to encourage proactive interaction. To achieve this, a supportive social environment 
and marketing strategies that evoke favourable emotions towards residents should be developed 
for tourists. Conversely, while reducing residents’ negative emotions could decrease their harming 
behavioural intentions and enhancing their positive emotions could promote facilitating 
behavioural intentions, the risk of inadvertently increasing harming behaviours should be closely 
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monitored. Regularly monitoring residents’ sentiments through social listening could offer insights 
into appropriate intervention timing to mitigate potentially harming behaviours. 

Finally, social identity was confirmed to be an effective moderator in the relationship between 
positive emotions and behavioural intentions. However, the moderating mechanism differed 
between residents and tourists. For tourists with a strong identity with residents, positive emotions 
significantly decreased their intentions to avoid interactions. Therefore, destination agencies 
should promote historical ties between Hong Kong and Mainland China, such as the shared 
Cantonese or Chinese culture and history, to enhance the social identification between the two 
groups. Conversely, for residents, strong social identity triggered positive emotions that led to 
harmful behavioural intentions. Therefore, aggressively promoting social identity among residents 
without considering potential gains and losses may not be an effective strategy for fostering 
harmonious tourist–resident interactions. This underscores the need for a balanced and 
comprehensive approach. 

 

Limitations and Future Directions 

This study has some limitations that must be addressed. First, the findings were derived from 
Mainland Chinese tourists and Hong Kong residents. Although this paired inter-group interaction 
represents a typical tourist–resident interaction scenario, the role of cultural distance in influencing 
inter-group interaction outcomes should be noted. Interactions at other destinations or with 
different interacting parties may provide additional insights. Therefore, future studies should 
validate this model in other cultural and social contexts. Second, the content of stereotypes may 
be specific to groups rather than being broadly defined. Therefore, future research using 
measurement items for tourist and resident stereotypes should undergo a validation process before 
adoption. Third, although stereotypes tend to be relatively stable, the passage of time and societal 
changes can alter their prevalence, making it important to periodically re-examine and update our 
understanding of stereotypes. Fourth, as the results revealed that positive emotions can lead to 
harmful actions, future studies should consider using qualitative techniques, such as in-depth case 
analyses, to capture nuanced explanations that quantitative data may not detect. Finally, this study 
tested the effects of stereotypes and emotions on behavioural intentions using self-reported survey 
data. However, behavioural intentions may not fully represent individuals’ actual behaviour. 
Therefore, future studies should employ alternative methods such as field experiments and 
participant observation to capture respondents’ real actions in inter-group interactions.  
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Table 1. Demographic Information 

Demographics Hong Kong residents 
(n=544) Demographics Mainland Chinese 

tourists (n=500) 
 n %  n % 
Gender   Gender   
Male 273 50.2 Male 220 44 
Female 271 49.8 Female 280 56 
Age    Age   
18-24 67 12.3 18-24 292 58.4 
25-29 83 15.3 25-29 98 19.6 
30-39 124 22.8 30-39 77 15.4 
40-49 118 21.7 40-49 25 5.0 
50-59 99 18.2 50-59 7 1.4 
60 or above 53 9.7 60 or above 1 0.2 
Education   Education   
Junior middle school or 
below 

20 3.7 Junior middle school or 
below 

289 57.8 

High school 137 25.2 High school 163 32.6 
Associate degree 66 12.1 Associate degree 27 5.4 
Bachelor degree 250 46 Bachelor degree 14 2.8 
Master and above 71 13.1 Master and above 4 0.8 
Family monthly 
income (HKD)  

  Individual monthly 
income after tax 
(RMB) 

  

Below 10,000 18 3.3 Below 5,000 289 57.8 
10,000-19,999 58 10.7 5,000-9,999 163 32.6 
20,000-29,999 72 13.2 10,000-14,999 27 5.4 
30,000-39,999 93 17.1 15,000-19,999 14 2.8 
40,000-49,999 66 12.1 20,000-29,999 4 0.8 
50,000-59,999 67 12.3 30,000 and above 3 0.6 
60,000-69,999 82 15.1    
70,000-79,999 26 4.8    
80,000 and above 62 11.4    

 

 

 

 

  



Table 2. Results of the Exploratory Factor Analysis 

Hong Kong residents (HKR) (n=272) Mainland Chinese tourists (MCT) (n=250) 
Factors/Items Factor loading Factors/Items Factor loading 
Negative Stereotype 
(Incivility) 

Cronbach’s 
α=0.974; Variance 
explained=38.44% 

Negative Stereotype 
(Individualism and Arrogance) 

Cronbach’s 
α=0.929; Variance 
explained=22.21% 

Violating local rules/custom  0.884 Worship foreign culture 0.780 
No sense of public morality 0.870 Arrogant 0.752 
Rude 0.860 Unfriendly to tourists 0.713 
Uneducated 0.853 Restless and discontent 0.713 
Noisy/Loud  0.834 Selfish 0.706 
Jumping queues  0.840 Self-centred 0.700 
Inconsiderate 0.821 Unpatriotic 0.693 
Destroying environmental 
sanitation  

0.828 Interest-oriented/Snobbish 0.687 

Self-centred  0.827 Impatient 0.683 
Impolite 0.822 Cold 0.682 
Frowzy  0.815 Poor service attitude 0.668 
Disturbing local life 0.799 Stubborn 0.658 
Blocking streets 0.781 Unwelcoming Mainland 

Chinese tourists 
0.655 

Discourteous 0.766 Having a sense of superiority 0.616 
Conflicting with locals 0.750 Short-sighted 0.579 
Intrusive  0.757   
Parvenu 0.730   
Mandarin speaking only 0.537   
Positive Stereotype 
(Sociable Behaviour) 

Cronbach’s 
α=0.884; Variance 
explained=22.88% 

Positive Stereotype 
(Competence and Civility) 

Cronbach’s 
α=0.929; Variance 
explained=23.40% 

Easy to communicate 0.831 Hard working 0.757 
Like interacting with locals  0.820 Polite 0.724 
Like exploring local culture  0.808 Sporty 0.723 
Respecting local culture 0.791 Smart and capable 0.708 
Value experiencing local life  0.795 Professional 0.703 
Friendly  0.758 High quality 0.698 
Warm 0.762 Clean and tidy 0.697 
Obeying rules/custom 0.746 Well-educated 0.696 
Respecting others 0.679 Helpful 0.695 
Like exploring new things 0.649 Courteous 0.687 
Energetic 0.596 Warm 0.670 
  Enjoying life 0.670 
  Friendly 0.652 
  Enjoying outdoor activities 0.630 
  Socially responsible 0.606 
  Affluent 0.549 
  Following rules 0.532 
Neutral Stereotype 
(Economic Power) 

Cronbach’s 
α=0.836; Variance 
explained=7.37% 

Neutral Stereotype 
(Stressfulness) 

Cronbach’s 
α=0.622; Variance 
explained=5.44% 

High consumption power 0.865 Huge gap between rich and poor 0.727 



Love shopping 0.813 Stressful life 0.612 
Rich 0.788 Hurry 0.404 
Negative Emotion Cronbach’s 

α=0.949; Variance 
explained=43.613% 

Negative Emotion Cronbach’s 
α=0.923; Variance 
explained=28.96% 

Sadness 0.862 Disgust 0.806 
Anger 0.860 Antipathy 0.804 
Disappointment  0.856 Disappointment 0.797 
Contempt 0.841 Anger 0.790 
Shame 0.826 Embarrassed 0.782 
Disgust 0.829 Sadness 0.779 
Worry 0.832 Contempt 0.748 
Regret 0.807 Fear 0.734 
Displeasure 0.814 Shame 0.721 
Fear 0.712 Regret 0.652 
Amusement 0.678 Worry 0.625 
Embarrassed 0.651 Compassion 0.556 
Positive Emotion Cronbach’s 

α=0.899; Variance 
explained=23.835% 

Positive Emotion Cronbach’s 
α=0.932; Variance 
explained=29.59% 

Appreciation 0.878 Admiration 0.832 
Admiration 0.840 Pleasure 0.824 
Hope 0.847 Happiness 0.819 
Relief 0.849 Appreciation 0.808 
Envy 0.814 Relief 0.775 
Sympathy 0.639 Satisfaction 0.773 
  Like 0.767 
  Pride 0.759 
  Interest 0.738 
  Envy 0.669 
  Hope 0.654 
Facilitating Intention Cronbach’s 

α=0.943; Variance 
explained=40.90% 

Facilitating Intention (Approach 
Intention) 

Cronbach’s 
α=0.914; Variance 
explained=40.55% 

Actively help MCT in need. 0.879 Interact more with HKR.  0.925 
Associate with MCT.  0.866 Actively understand HKR.  0.897 
Actively interact with MCT. 0.866 Strengthen communication with 

HKR.  
0.859 

Interact more with MCT. 0.819 Actively seek for help from 
HKR (e.g., asking for 
directions).    

0.839 

Satisfy their request. 0.819   
Welcome MCT.   0.780   
Tolerate MCT.  0.736   
Help MCT when they seek 
help. 

0.649   

Harming Intention Cronbach’s α=0. 
904; Variance 
explained=31.22% 

Harming Intention (Avoidance 
Intention) 

Cronbach’s 
α=0.897; Variance 
explained=38.77% 



Refuse their ask for help.  0.890 Avoid seeking for help from 
HKR.  

0.898 

Exclude MCT. 0.854 Avoid communication with 
HKR.  

0.891 

Demean MCT. 0.858 Refuse interaction with HKR.  0.862 
Reject their request.  0.807  Avoid contact with HKR.  0.813 
Avoid communication with 
MCT. 

0.690   

Ignore MCT. 0.596   
 

  



Table 3. Results of the Confirmatory Composite Analysis 

Hong Kong residents (HKR) (n=272) Mainland Chinese tourists (MCT) (n=250) 
Factors/Items Factor loading Factors/Items Factor loading 
Negative Stereotype 
(Incivility) 

(AVE=0.686, 
Composite 
Reliability=0.975, 
ρAs=0.975) 

Negative Stereotype 
(Individualism and Arrogance) 

(AVE=0.472, 
Composite 
Reliability=0.930, 
ρAs=0.924) 

Violating local rules/custom 0.884 Arrogant 0.761 
Rude 0.871 Interest-oriented/Snobbish 0.688 
No sense of public morality 0.856 Self-centred 0.653 
Uneducated 0.866 Cold 0.734 
Self-centred 0.871 Restless and discontent 0.710 
Inconsiderate 0.859 Worship foreign culture 0.732 
Destroying environmental 
sanitation 

0.876 Selfish 0.739 

Jumping queues 0.844 Stubborn 0.609 
Frowzy 0.868 Unfriendly to tourists 0.691 
Impolite 0.834 Unwelcoming Mainland Chinese 

tourists 
0.724 

Disturbing local life 0.826 Impatient 0.686 
Blocking streets 0.864 Unpatriotic 0.692 
Noisy/Loud 0.811 Short-sighted 0.646 
Discourteous 0.817 Poor service attitude 0.667 
Conflicting with locals 0.801 Having a sense of superiority 0.543 
Intrusive  0.785   
Parvenu 0.700   
Mandarin speaking only 0.632   
Positive Stereotype 
(Sociable Behaviour) 

(AVE=0.662, 
Composite 
Reliability=0.955, 
ρAs=0.952) 

Positive Stereotype (Competence 
and Civility) 

(AVE=0.467, 
Composite 
Reliability=0.937, 
ρAs=0.932) 

Like interacting with locals  0.865 Hard working 0.751 
Like exploring local culture  0.879 Enjoying life 0.719 
Easy to communicate 0.831 Helpful 0.756 
Value experiencing local life  0.829 Well-educated 0.714 
Respecting local culture 0.862 Polite 0.730 
Friendly  0.855 Smart and capable 0.705 
Obeying rules/custom 0.796 Clean and tidy 0.693 
Warm 0.775 High quality 0.727 
Respecting others 0.790 Professional 0.720 
Like exploring new things 0.741 Courteous 0.697 
Energetic 0.707 Sporty 0.638 
  Friendly 0.687 
  Warm 0.671 
  Socially responsible 0.678 
  Enjoying outdoor activities 0.585 
  Following rules 0.601 
  Affluent 0.500 
Neutral Stereotype 
(Economic Power) 

(AVE=0.631, 
Composite 

Neutral Stereotype 
(Stressfulness) 

(AVE=0.548, 
Composite 



Reliability=0.831, 
ρAs=0.975) 

Reliability=0.777, 
ρAs=0.98) 

High consumption power 0.825 Huge gap between rich and poor 0.929 
Love shopping 0.564 Stressful life 0.695 
Rich 0.946 Hurry 0.547 
Negative Emotion (AVE=0.665, 

Composite 
Reliability=0.959, 
ρAs=0.961) 

Negative Emotion (AVE=0.553, 
Composite 
Reliability=0.936, 
ρAs=0.939) 

Sadness  0.875 Antipathy 0.838 
Disappointment  0.878 Anger 0.819 
Shame  0.845 Disappointment 0.827 
Contempt  0.873 Embarrassed 0.778 
Disgust 0.883 Disgust 0.806 
Anger  0.832 Shame 0.788 
Worry  0.807 Sadness 0.760 
Regret   0.843 Contempt 0.790 
Displeasure 0.864 Fear 0.696 
Fear  0.682 Regret 0.662 
Amusement 0.660 Worry 0.613 
Embarrassed 0.700 Compassion 0.454 
Positive Emotion (AVE=0.666, 

Composite 
Reliability=0.921, 
ρAs=0.930) 

Positive Emotion (AVE=0.590, 
Composite 
Reliability=0.940, 
ρAs=0.933) 

Appreciation  0.901 Pleasure 0.834 
Admiration  0.880 Happiness 0.829 
Relief 0.875 Admiration 0.793 
Hope  0.867 Appreciation 0.813 
Envy 0.798 Satisfaction 0.808 
Sympathy 0.507 Like 0.785 
  Interest 0.779 
  Relief 0.755 
  Pride 0.754 
  Envy 0.639 
  Hope 0.626 
Facilitating Intention (AVE=0.718, 

Composite 
Reliability=0.953, 
ρAs=0.948) 

Facilitating Intention (Approach 
Intention) 

(AVE=0.820, 
Composite 
Reliability=0.948, 
ρAs=0.929) 

Actively help MCT in need.   0.904 Interact more with HKR.  0.937 
Interact more with MCT.   0.891 Actively understand HKR.  0.92 
Actively interact with MCT.  0.865 Strengthen communication with 

HKR.  
0.639 

Associate with MCT.  0.814 Actively seek for help from HKR 
(e.g., asking for directions).    

0.454 

Satisfy their request.  0.890   
Welcome MCT.    0.867   
Tolerate MCT.   0.745   



Help MCT when they seek 
help.   

0.787   

Harming Intention (AVE=0.696, 
Composite 
Reliability=0.932, 
ρAs=0.915) 

Harming Intention (Avoidance 
Intention) 

(AVE=0.763, 
Composite 
Reliability=0.928, 
ρAs=0.911) 

Refuse their ask for help.    0.849 Avoid seeking help from HKR.  0.917 
Demean MCT.  0.854 Avoid communication with 

HKR.  
0.924 

Exclude MCT.  0.863 Refuse interaction with HKR.  0.871 
Reject their request. 0.860 Avoid contact with HKR.  0.773 
Avoid communication with 
MCT. 

0.853    

Ignore MCT. 0.718   
 

  



Table 4. Discriminant validity results-Heterotrait-Monotrait Ratio (HTMT) for Hong Kong Resident 
Group 

 Incivility 
Economic 
Power 

Sociable 
Behaviour 

Negative 
Emotion  

Positive 
Emotion 

Harming 
Intention 

Facilitating 
Intention 

Incivility 
       

Economic 
Power 

0.278      
 

Sociable 
Behaviour 

0.405 0.23     
 

Negative 
Emotion 

0.784 0.115 0.329    
 

Positive 
Emotion 

0.36 0.178 0.764 0.258   
 

Harming 
Intention 

0.693 0.147 0.275 0.809 0.177  
 

Facilitating 
Intention 

0.459 0.19 0.818 0.38 0.794 0.402 
 

 

 

 

Table 5. Discriminant validity results-Heterotrait-Monotrait Ratio (HTMT) for Mainland Chinese Tourist 
Group 

 
Individualism 
and Arrogance Stressfulness 

Competence 
and Civility 

Negative 
Emotion 

Positive 
Emotion 

Avoidance 
Intention 

Approach 
Intention 

Individualism 
and Arrogance        
Stressfulness 0.525       
Competence 
and Civility 

0.435 0.206     
 

Negative 
Emotion 

0.651 0.174 0.387    
 

Positive 
Emotion 

0.494 0.132 0.726 0.344   
 

Avoidance 
Intention 

0.494 0.067 0.367 0.623 0.314  
 

Approach 
Intention 

0.362 0.093 0.522 0.334 0.613 0.385 
 

 

 

 

 

 

 



Table 6. Specific indirect effects in the structural model for Hong Kong Resident Group 

Path Coefficient P Values 
Sociable Behaviour -> Negative Emotion -> Facilitating Behaviour 0.006 0.497 
Economic Power -> Positive Emotion -> Facilitating Behaviour 0.033 0.038 
Incivility -> Negative Emotion -> Facilitating Behaviour -0.166 0 
Economic Power -> Negative Emotion -> Facilitating Behaviour 0.015 0.074 
Economic Power -> Positive Emotion -> Harming Behaviour 0.008 0.105 
Incivility -> Positive Emotion -> Harming Behaviour -0.01 0.157 
Sociable Behaviour -> Negative Emotion -> Harming Behaviour -0.015 0.482 
Economic Power -> Negative Emotion -> Harming Behaviour -0.039 0.034 
Incivility -> Positive Emotion -> Facilitating Behaviour -0.04 0.046 
Sociable Behaviour -> Positive Emotion -> Harming Behaviour 0.073 0.019 
Incivility -> Negative Emotion -> Harming Behaviour 0.444 0 
Sociable Behaviour -> Positive Emotion -> Facilitating Behaviour 0.292 0 

 

 

 

Table 7. Specific indirect effects in the structural model for Mainland Chinese Tourist Group 

Path Coefficient P Values 
Competence and Civility -> Positive Emotion -> Avoidance Intention 0.005 0.885 
Individualism and Arrogance -> Negative Emotion -> Avoidance Intention 0.234 0 
Stressfulness -> Positive Emotion -> Approach Intention -0.024 0.182 
Competence and Civility -> Negative Emotion -> Approach Intention 0.009 0.262 
Individualism and Arrogance -> Negative Emotion -> Approach Intention -0.043 0.142 
Stressfulness -> Negative Emotion -> Avoidance Intention -0.031 0.114 
Stressfulness -> Negative Emotion -> Approach Intention 0.006 0.253 
Stressfulness -> Positive Emotion -> Avoidance Intention -0.001 0.905 
Individualism and Arrogance -> Positive Emotion -> Approach Intention -0.08 0 
Individualism and Arrogance -> Positive Emotion -> Avoidance Intention -0.002 0.892 
Competence and Civility -> Positive Emotion -> Approach Intention 0.245 0 
Competence and Civility -> Negative Emotion -> Avoidance Intention -0.047 0.019 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Framework 
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Figure 2. Structural Model in Hong Kong Resident Group 

 

 

 

  

  

 

Figure 3. The Moderating Effect of Social Identity in Hong Kong Resident Group 
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Figure 4. Structural Model in Mainland Chinese Tourist Group 

 

 

 

 

 

Figure 5. The Moderating Effect of Social Identity in Mainland Chinese Tourist Group 
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Appendix 1: Measurements and sources 

Hong Kong resident survey measurement items  

Factors/Items Sources 
Positive Stereotype (Sociable Behaviour)  
Easy to communicate Chen and Hsu (2021) 

 Like interacting with locals  
Like exploring local culture  
Respecting local culture 
Value experiencing local life  
Friendly  
Warm 
Obeying rules/custom 
Respecting others 
Like exploring new things 
Energetic 
Well-mannered* 
Like exploring local attractions* 
Negative Stereotype (Incivility)  
Violating local rules/custom  Chen and Hsu (2021) 

 
 

No sense of public morality 
Rude 
Uneducated 
Noisy/Loud  
Jumping queues  
Inconsiderate 
Destroying environmental sanitation  
Self-centred  
Impolite 
Frowzy  
Disturbing local life 
Blocking streets 
Discourteous 
Conflicting with locals 
Intrusive  
Parvenu 
Mandarin speaking only 
Superficial sightseeing* 
In large groups* 
Neutral Stereotype (Economic Power)  
High consumption power Chen and Hsu (2021) 

 Love shopping 
Rich 
Like photo-taking* 
Positive Emotion  
Appreciation Chen et al. (2018)  



‮ 
 

Admiration Chen et al. (2022) 
Scherer et al. (2013) Hope 

Relief 
Envy 
Sympathy 
Negative Emotion  
Sadness Chen et al. (2018) 

Chen et al. (2022) 
Scherer et al. (2013) 

Anger 
Disappointment  
Contempt 
Shame 
Disgust 
Worry 
Regret 
Displeasure 
Fear 
Amusement 
Embarrassed 
Neutral Emotion  
Surprise* Chen et al. (2022) 
Facilitating Intention  
Actively help MCT** in need Chen and Hsu (2021) 

 Associate with MCT  
Actively interact with MCT 
Interact more with MCT 
Satisfy their request 
Welcome MCT   
Tolerate MCT  
Help MCT when they seek help 
Reminder their misbehaviour* 
Harming Intention  
Refuse their ask for help  Chen and Hsu (2021) 

 Exclude MCT 
Demean MCT 
Reject their request  
Avoid communication with MCT 
Ignore MCT 
Try not to talk to MCTs* 
Do nothing* 
Stop MCTs’ inappropriate behaviors (e.g., stop queue-jumping) * 
Warn MCTs who behave inappropriately (e.g., call the police, 
record their misconduct and post it online) * 
Deliberately avoid MCTs* 
Social Identity  
How do you define yourself?  Ye et al. (2014) 
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Answers include: Hong Konger, Hong Konger as well as 
Chinese, Chinese as well as Hong Konger, and Chinese. 

* Items deleted after EFA due to low factor loadings. 

**MCT refers to Mainland Chinese tourists. 
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Mainland Chinese tourist survey measurement items 

Factors/Items Sources 
Positive Stereotype (Competence and Civility)  
Hard working Interviews 

Panel review 
 
 

Polite 
Sporty 
Smart and capable 
Professional 
High quality 
Clean and tidy 
Well-educated 
Helpful 
Courteous 
Warm 
Enjoying life 
Friendly 
Enjoying outdoor activities 
Socially responsible 
Affluent 
Following rules 
Polished and trendy* 
Simple-living* 
Care about the Mainland’s development* 
Value freedom* 
Negative Stereotype (Individualism and Arrogance)  
Worship foreign culture Interviews 

Panel review 
 

Arrogant 
Unfriendly to tourists 
Restless and discontent 
Selfish 
Self-centred 
Unpatriotic 
Interest-oriented/Snobbish 
Impatient 
Cold 
Poor service attitude 
Stubborn 
Unwelcoming Mainland Chinese tourists 
Having a sense of superiority 
Short-sighted 
A polarization of attitudes toward the Mainland China* 
Conservative* 
Neutral Stereotype (Stressfulness)  
Huge gap between rich and poor Interviews 



⁯ 
 

Stressful life Panel review 
 Hurry 

Fast-paced work/life* 
Solitary* 
Positive Emotion  
Admiration Watson, Clark, and 

Tellegen (1988)  
Scherer et al. (2013)  
Interviews 
Panel review 

Pleasure 
Happiness 
Appreciation 
Relief 
Satisfaction 
Like 
Pride 
Interest 
Envy 
Hope 
Negative Emotion  
Disgust 
Antipathy 
Disappointment 
Anger 
Embarrassed 
Sadness 
Contempt 
Fear 
Shame 
Regret 
Worry 
Compassion 

Watson, Clark, and 
Tellegen (1988)  
Scherer et al. (2013)  
Interviews 
Panel review  
 
 
 
 
 

Neutral Emotion  
Surprise* Watson, Clark, and 

Tellegen (1988)  
Scherer et al. (2013)  
Interviews 
Panel review 

Facilitating Intention (Approach Intention)  
Interact more with HKR**  Cuddy et al. (2007) 

Interviews 
Panel review 
 

Actively understand HKR  
Strengthen communication with HKR  
Actively seek for help from HKR (e.g., asking for directions) 
Harming Intention (Avoidance Intention)  
Avoid seeking for help from HKR  Cuddy et al. (2007) 

Interviews 
Panel review 
 

Avoid communication with HKR  
Refuse interaction with HKR  
Avoid contact with HKR 
Social Identity  
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Agreement of viewing HKRs as being in the same Chinese 
group 

Adapted from Gaertner et 
al. (1993) 

* Items deleted after EFA due to low factor loadings. 

**HKR refers to Hong Kong residents. 
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