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Research Article

Information, Perception, and Behavior: Influential
Factors and Mechanisms of COVID-19 Vaccine
Hesitancy among the Chinese Population

Jinhui LI, Qing WANG, Wai-Kit MING

Abstract

Since the COVID-19 pandemic swept through the world, a variety of
mutated strains have continued to spread, thereby underlining the importance of
vaccination. However, many people hesitate to be vaccinated. Questions about
the safety and efficacy of vaccines, concerns about side effects, and a mix of
vaccine information on social media have exacerbated vaccine hesitation.
Applying the Integrated-Change Model as the theoretical framework, this study
used multistage sampling to conduct a questionnaire survey in provinces and
cities across the country. Data collected from 1,419 questionnaires were
analyzed using the Structural Equation Model. The results showed that social
media vaccine information and action indicators negatively predicted vaccine
trust, social media vaccine information and vaccine trust significantly and
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negatively affected vaccine hesitation, and vaccine hesitation negatively affected
vaccination plans. Among these, action directives and vaccine trust played
partial mediating roles. The governance of COVID-19 vaccine hesitation can
activate the health promotion function of social media, avoid the risk of anti-
vaccine misinformation, enhance the professional leading role of medical
institutions, increase public confidence and trust in vaccines, and remove
perceived barriers, thereby increasing the COVID-19 vaccination rate in
response to the increasingly complex COVID-19 epidemic.
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