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Abstract : Images are simplifications of complex ideas and things. They also guide behavior and help in decision-
making. Country and destination images are very important in the fields of international business and tourism
marketing. However, the research of destination and country images has developed separately. Although they have

some overlapping concepts and related concerns, few researchers have attempted to marry the two types of images. IKEME

This research proposes an integrative model of destination image in a country context. In addition to country image,

destination image and destination loyalty, familiarity is considered as an important variable in the interaction between BRBRER

country and destination images. Six hypotheses were tested: (H1) familiarity with a country positively influences that [E=E]

country's image; (H2) familiarity with a country positively influences that country's destination image; (H3) country

image positively influences that country's destination image; (H4) a country's destination image positively influences SWE

that country's image; (H5) country image positively influences foreign tourists' satisfaction about their travel to that Alastair M. MORRISON

country; (H6) a country's destination image positively influences foreign tourists' satisfaction about their travel to that
country. The proposed model and hypotheses were empirically tested against the background of inbound tourism to
Mainland China. As Beijing is the most important destination and a gateway for international tourists to China, a
survey was conducted using on-site, personal interviews with international tourists at major attractions in Beijing. A
pilot test was conducted with 30 international tourists. The questionnaire was revised based on the results of the pilot
test. Some 387 useable responses were collected. Structural equation modeling (SEM) with AMOS 21.0 and SPSS 16.0
was applied to test the causal relationships of the proposed model. The results showed that H1 and H5 were not
supported, while H2, H3, H4 and H6 were supported. This model fills the gap in the academic research literature by
demonstrating the relationships between country and destination images. It can be inferred from the results that: (1)
familiarity with a country significantly influences that country's destination image; destination image is stronger than
country image from international tourists' perspectives; (2) destination and country images have a significant bi-
directional effects, indicating that the two images are connected; (3) destination loyalty is directly influenced by
destination image, and international tourists have stronger perception of loyalty toward destination image than country
image. In particular, little knowledge and negative images of country appear to have little influence for international
tourists to recommend and revisit China in the future. However, the potential influence of country image on destination
image should not be overlooked. Positive country images may still have significant influences on the destination
images of non-visitors (potential visitors). International tourists tend to have more positive destination images than
their country images of China. Politically, tourism is an effective way to enhance country image. A contradiction exists
between destination and country images and especially in developing countries; tourism development counter-
balances negative country images internationally.
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