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Tab.1 Items with descriptive statistics, factor loadings and Cronbach’s «
b ByfH b2 PR3 JERE LR R AL
Variables Mean Std. Deviation Factor loading Cronbach’s a
ZAR FE Familiarity 0.655
i ) #42%  Knowledge of China 3.46 1.32 0.53
it v e 5 | 490 (A8 Attractions of China 2.49 1.48 0.79
it v L3 1T A 4R FE Cities of China 4.73 1.99 0.57
E R F 5 Country image 0.764
22354 K Economic and technology 0.73 0.694
B & ALY Economic development 4.74 1.11 0.66
2 FaE R Stability of economic environment 4.54 1.39 0.64
FAR K JEFEE Technology development 4.98 1.28 0.70
#1 % #i% Social conditions 0.72 0.660
Bif Polity 3.04 1.58 0.56
7= i BT Product quality 3.57 1.28 0.82
H:3i /K- Living standard 3.55 1.04 0.50
A RHHE People 0.81 0.629
ZH B Bducational level 4.24 1.26 0.59
JEFEE Friendliness 5.30 1.30 0.53
Y5 L E Trustworthiness 4.81 1.35 0.68
B #3h# 5 Destination image 0.801
W% 5| %) Attractions 0.94 0.612
JJy H138t 305 Historic sites 6.06 1.16 0.54
T4 Museums 6.24 0.98 0.51
1 #X X5 Scenery natural attractions 5.69 1.25 0.58
PR %1% B Facilities 0.67 0.749
BHE TG Mg SR 10 Nightlife and entertainment 4.76 1.44 0.51
W45t Shopping facilities 5.60 1.29 0.57
{EA5 1%t Accommodation 5.09 131 0.75
BRI i Restaurants 5.71 1.27 0.69
FEAS Barriers 0.61 0.610
[ 54 Accessibility 4.46 1.52 0.64
N %24 Personal safety 5.27 1.37 0.57
W5 T R Cleanliness 3.28 1.61 0.56
5B Atmosphere 0.76 0.760
FAT R XU Exotic atmosphere 5.17 1.46 0.75
HA R4 F Opportunity to adventure 5.40 1.35 0.67
HA kSR Opportunity to increase knowledge 5.78 1.24 0.75
%= BB Loyalty 0.859
iRAT A 5 U AHAT Experience matches expectation 5.67 1.21 0.78
If) 3% AT (¥ 2B Willing to recommend 5.98 1.21 0.89
Y RS Willing to revisit 5.81 1.47 0.82
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Fig. 2 The model of country image—destination image
R2 EXR-BRMESERE BB
Tab. 2 Fit indexes of CI-DI model
Lldf RMSEA GFI ECVI CFI PGFI
FAE{H Suggestion standard 1~3 <0.08 >0.9 NA >0.9 >0.5
FBHEAY Structural model 1.996 0.052 0.882 2.168 0.893 0.725
R3 BERTENEIENA(DE). B (TE) F1 /2308 (TE)
Tab.3 Decomposition of causal effects into direct, indirect, and total effects
[ %I 4 Country image H (b JZ 4 Destination image W5 LI Loyalty
DE IE TE DE IE TE DE IE TE
P E Familiarity 0.018 0.052 0.070 0.186 0.031 0.217 0 0.168 0.168
[E K IE4: Country image 0.441 0.052 0.493 0.006 0.381 0.387
H i Hs T 4 Destination image 0.238 0.028 0.266 0.772 0.092 0.864
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An Integrative Model of Destination Image in a Country Context:
A Case Study Based on International Tourists in Beijing

ZHANG Jingru', CHEN Yingzhen', TSENG Chi', WU Bihu', Alastair M. MORRIOSN*
(1. Center for Recreation and Tourism Research, College of Urban and Environmental Sciences, Peking University, Beijing 100871,
China; 2. School of Hospitality and Tourism Management, Purdue University, West Lafayette 47907, USA)

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. 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 country
and destination images. Six hypotheses were tested: (H1) familiarity with a country positively
influences that 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 that country’s image; (H5) country image positively
influences foreign tourists’ satisfaction about their travel to that 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.
Keywords: country image; destination image; familiarity; SEM; China
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