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The Matching Effect of Destination Country Image and Tourism Product Type:
An Empirical Study Based on the Stereotype Content Model (SCM)

MU Xueming', BAI Changhong', WU Bo’>, WANG Hongyu'
(1. College of Tourism and Service Management, Naikai University, Tianjin 300350, China;
2. School of Business, Tianjin University of Finance & Economics, Tianjin 300222, China)

Abstract: Research on image destination provides guidance on destination marketing, and previous
studies have paid more attention to the decision-making process of individual tourists and the role of
image destination promoted by tourism organizations. As one of the key factors attracting tourists, a
country’ s image has become increasingly important in the promotion of a destination. When an
individual tourist has a motivation to go abroad for travel, the elements that help the tourist make a final
destination choice is actually the basic issue in the tourist’ s decision-making process. Several previous
studies were limited to research on individual tourists and neglected the influence of organic
information pertaining to the destination country in the tourist’ s decision-making process. In addition,
it seems that there are few experimental studies that focus on destination choices.

This paper introduces the stereotype content model (SCM), and uses an experimental method to
explore how tourists choose their destination country. SCM is a well-accepted model in country image
research, and it helps reveal the organic image of a certain country in the minds of travelers. In
numerous consumer behavior studies, products have been classified as either hedonic or utilitarian. This
dichotomy make sense in most consumption contexts, and according to many recent studies, the
products or services could be categorized an either hedonic or utilitarian based on consumption
motivations, values or goals. The analysis divides the destination country image into “competence” and
“warmth” according to the SCM, and divides tourism products into “utilitarian” and “hedonic”
according to different motivations, value evaluations and orientations. In the three separated
experiments (including 2 virtual countries, 2 independent countries, 1 country), we use a 2(destination
country stereotype: competence or warmth) x 2(tourism product type: utilitarian or hedonic) between
subject design, and use suppositional country information and real country information to explore the
matching effect of a country image- tourism product type on the attitude of tourists towards a
destination. Based on 3 samples of totally 478 students in total, we used the software SPSS 22.0 to
conduct an ANOVA analysis. The results show that the subjects’ attitudes towards the destination
countries differ from the crossing match-up scenarios. As for “country of competence”, tourists show a
more positive attitude to utilitarian products than hedonic ones. While for “country of warmth”, tourists
show a more positive attitude to hedonic products than utilitarian ones.

These results have theoretical and practical implications. From a theoretical perspective, we
examined the validity of a country stereotype image effect, which is rooted from the consumer products
field, in an international tourism scenario. Meanwhile, we discussed the relationship between the
destination organic image and country stereotype image. From a practical perspective, the experiment
results could be very instructive for tourism marketing. To improve marketing outcomes, it is important
for the destination marketing organization (DMO) to realize the country stereotype image in the target
market, then the DMO can choose the proper tourism products type for promotion.
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