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Variable Type Variable Operationalization in Changxue Village

Independent Cultural Capital (CC) Combines traditional Yangshan cultural capital (ancient

Variable stone houses, historical plaques, folk customs) and anime
industrial capital (anime studios, digital creative activities).

Mediator Travel Experience (TE) Depth of cultural immersion, participation in activities (e.g.,
anime workshops, ancient village tours), and service
satisfaction.

Moderator Emotional Resonance (ER) Emotional identification with Changxue’s culture (e.g.,
nostalgia for traditional villages, enthusiasm for anime
IPs).

Dependent Destination Attractiveness Willingness to recommend the village and intention to revisit,
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Variable (ATD) measured by behavioral indicators.
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Tab. 2 Descriptive Statistics of Valid Samples

Sociodemographic  Category Frequency Percentage/%

Variables

Gender Male 220 45.3
Female 266 54.7

Age 18-30 years old 200 41.1
31-50 years old 220 45.3
Over 50 years old 66 13.6

Education High school or below 80 16.5
Bachelor’s degree 280 57.6
Postgraduate degree or above 126 259

Visit Frequency  First visit 200 41.2
2-3 times 220 45.3
4 times or more 66 13.5

Note: Valid sample size N =486
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Table 3. Results of Reliability and Convergent Validity Tests

Variable Number Cronbach’s o Fi‘mlnlpositc Average Variance
of Items Reliability (CR) Extracted (AVE)
Cultural Capital 6 0.2 0.85 0.56
(co)
Tourism
, 5 0.85 0.87 0.59
Experience (TE)
Emotional 4 0.81 0.83 0.54
Resonance (ER)
Destination
Attractiveness 5 0.79 0.82 0.53
(ATD)
(Z) HRRAE
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Table 4. Results of Hierarchical Regression Analysis

(Dependent Variable: Tourism Experience)

Variable Model 1 (Control Model 2 (+ CC) Model 3 (+ Moderator
Variables) & Interaction)

Gender 0.05 0.04 0.03

Age 0.03 0.03 0.03

Cultural Capital (CC) - 0.58 0.41

Emotional Resonance (ER) - - 0.32

CCxER - - 0.23

R? 0.01 0.35 0.40

AR 0.01 0.34 0.05

F-value 2.15 58.32 49.67
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SN TN 0.39 (95% CI=[0.28,0.517, p<0.001) , T BLERL M AN 3
(B=0.12, p>0.05) o IXFRISCATEAE IS RIFARLS (I F 20 H R 51 77, SCRET “k
BuAkis” MLl

Table 5. Results of Mediation Effect Test

Effect Type Effect Value Standard Error 95% Confidence Significance
Interval

Total Effect 0.51 0.06 [0.39, 0.63] p<0.001

Direct Effect 0.12 0.07 [-0.01, 0.25] p>0.05

Indirect Effect  0.39 0.06 [0.28, 0.51] p<0.001

BeAh, I AN RS LS KPR I SR IR RN R B, s LY 2 (+1SD) YR
AR 0. 342) B TAREEGEIZH (-1SD) (0. 123) , I&ilE 7 8 R A 308 fada vk
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The Formation and Improvement of Regional Cultural Tourism Attraction
from the Perspective of Emotional Cognition: A Case Study of "Haikou
Changxue Village"

Yurun Li

(Hainan University, Haikou City, Hainan Province, 570228)

Abstract: Under the trend of cultural and tourism integration, rural cultural tourism is on the rise, and the
unique cultural resources of Changxue Village urgently need to be transformed into tourism advantages,
the emerging anime culture here provides young people with a spiritual home of subculture: "Animation
Town". After an investigation, it was found that Changxue Village, located near Hainan University, has
significant potential for tourism development. Based on the theory of cultural capital and the push-pull
theory, this study constructs a moderating mediation model of "cultural capital - tourism experience -
destination attractiveness”, introduces emotional resonance as a moderating variable, and explores the
formation mechanism of the cultural tourism attractiveness of Changxue Village through a mixed

research method, the study examines how local cultural capital shapes tourist behavior.

Keywords: Changxue Village; Understanding emotions; Regional cultural tourism; Rural tourism;
Destination attractiveness
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