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A Study on the Impact Mechanism of Service Quality on

Tourists Resistance to Negative Information

—Based on the Framework of Stimulus-Organism-Response( S-O-R)
SU Lujun' HE Xuehuan' HU Dongbin' HUANG Fucai’
( 1. Business School of Central South University Changsha 401183  China;
2. Management School of Xiamen University Xiamen 361005 China)

Abstract:  The wide use of Internet mobile Internet twitter Wechat blog and other various online
forums has made the dissemination of the negative information of a destination spread at a higher speed
with a wider span through more channels and its destructive impact on the development of tourism is
increasing. However researchers focus up till today still hasn’ t shifted on how to impel tourist willing
to resist negative information and on formulating corresponding protective measurements. Based on the
Stimulus-Organism-Response( S-O-R) framework constructed by Mehrabian—Russell in 1974  this paper
constructed an integrated model that takes service quality as the outside stimulus ( S)  consumption
emotions ( positive and negative emotions) tourist satisfaction as the internal emotional state ( O) and
tourists” resistance intention to negative information as the behavioral response ( R) to probe into the
mechanism of the impact of service quality on tourists’ intention to resist negative information. A
survey of the visits to the Orange Islet tourist zone near Mount. Yuelu tells that the formulating process
of tourist resistance intention to negative information accords with the Stimulus-Organism-Response
framework. The empirical study show that service quality significantly positive affects positive emotions
and tourist satisfaction which in turn positively affects tourists intention to resist negative information
negatively influences negative emotions which in turn impacts tourists = resistance to negative
information and has direct positive impact on tourist intention to resist negative information.
Furthermore a test of mediating effect shows that positive emotions and tourist satisfaction play a part of
mediating role between the impact of service quality on tourists’ resistance to negative information
respectively while negative emotions don’ t.

Key words: service quality; consumption emotions; tourist satisfaction; resistance intention to

negative information



