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Title: Understanding residents' attitudes towards tourists through implicit stereotypes

Abstract:

Residents’ attitudes have been an important area in tourism research. Recent studies
have employed the concept of stereotypes from social psychology to understand its content
and influences on residents’ emotions, and behaviours towards tourists. However, existing
studies tend to emphasize measurements that capture explicit stereotypes, despite the
importance of individuals' unconscious evaluations of others. This study addresses this gap
by assessing residents’ implicit stereotypes, emotions and behaviours against tourists via a
novel implicit association test (IAT). The results suggest direct relationships amongst positive
implicit stereotypes, emotions, and behaviours; however, negative implicit stereotypes did
not arouse negative emotions or harmful behaviours, which suggests a possible boundary
condition for these connections. This study contributes to the literature by highlighting an
alternative perspective to the formation of residents’ attitude and by providing insights to
destination management organizations (DMOs) on the value of measuring implicit
stereotypes for understanding host-guest relations.

Keywords: Host-guest relations, intergroup interactions, destination management, bias,
implicit association test



Introduction

The investigation of residents’ attitudes is an important topic in tourism research.
Understanding residents’ attitudes is crucial for facilitating positive tourist experiences,
fostering local support, and enhancing destination image (Woosnam, Stylidis, & Ivkov,
2020). It is also crucial within the broader area of host-guest relations research that is relevant
for tourism management (Chen, Hsu, & Li, 2018).

Although previous research in host-guest relations have adopted concepts from social
psychology, this study argues that directly applying measurement scales from psychology is
inappropriate given the unique context of tourism for understanding individuals’ attitudes and
stereotypes between social groups. Stereotype research in mainstream psychology research
often focuses on differences between major demographic cohorts; for instance, studies have
examined biases against females and males in the context of organizational studies in the
United States (Amis et al., 2018; Clarke, 2020; Eagly et al,. 2020; Gupta et al., 2013; Parsons,
1942), as well as stereotypes against older or younger workers within an organization (Kulik,
Perera, & Cregan 2016; Manzi et al,. 2019; Petery et al., 2020; von Hippel et al., 2019). In
these examples, studies focused on stereotypes against different citizens embedded within the
same society. However, the context of tourism is unique in that tourism is an enjoyment-
focused context whereby resident’ perception towards tourists is form mainly through short-
term encounters (Chen et al., 2021; Demeter et al., 2023; Li & Chen, 2019). These encounters
or interactions make tourism different from the traditional organizational context in the
examination of stereotypes.

Given the distinct characteristics of residents and tourists from different societies,
previous research have identified unique stereotypes against tourists, such as views of
rudeness and boastfulness due to tourists’ heavy materialistic spending. This has been noted
across many destinations worldwide including Hong Kong (Chen &Hsu, 2021), Singapore
(Tse & Tung, 2022b), Tokyo (Hung et al., 2018), and Paris (Hung, Ren, & Qiu, 2021). As a
result, negative stereotypes against tourists are prevalent, and residents have become highly
unfriendly, with many even mocking and threatening tourists, thereby damaging host-guest
relations and destination image (Fong, Zhang, & Wang, 2022). This context is certainly
unique to tourism research as compared to other fields such as mainstream psychology and
organizational studies.

Additionally, previous studies in tourism tend to focus only on one stream of
cognitive information processing: explicit measures of stereotypes. Stereotypes, however,
exist in two distinct forms: explicit and implicit. The two forms differ conceptually and
require different measurement approaches. For instance, implicit stereotypes reflect
individuals' unconscious evaluations about others that are less influenced by self-interests and
social desirability which could be captured by implicit association tests (IATs) rather than
survey questionnaires or face-to-face interviews (Fazio & Olson, 2003; Herz &
Diamantopoulos, 2013). Over-reliance on explicit measures could result in an incomplete
understanding of stereotypes in tourism research.

There is an increasing attention on the application of IAT in tourism, such as research
on destination image (Chen et al., 2016; Choi, Liu, & Kim, 2015), food and beverage choice
(Lee & Kim, 2013), and host-guest relation (Tse & Tung, 2023). Their findings indicate the
presence of implicit stereotypes in tourism that warrant more attention in future studies.



Although recent research conducted by Tse and Tung (2023) examined the role of implicit
evaluations on behaviours, it failed to consider the mediating effect of emotion in the
formation of residents’ attitudes.

The present study aims to address these gaps by examining residents’ attitudes
through the investigation of implicit stereotypes. More specifically, this study investigates the
connections among implicit stereotypes, emotions, and behaviours from residents towards
tourists. For capturing implicit stereotypes, this study employed a full version of the implicit
association test that was uniquely developed for tourism research (Tse & Tung, 2023).
Emotions (i.e., assimilative and contrast) and behaviours (i.e., facilitative and harmful) were
measured using items from recent studies (Chen et al., 2018; Gong, Detchkhajornjaroensri, &
Knight, 2018; Joo et al., 2018; Tse & Tung, 2021; Zhang et al., 2021).

Overall, this study contributes to the literature by highlighting an alternative
perspective to the formation of residents’ attitudes. It shows how implicit stereotypes could
induce residents’ assimilative or contrastive emotions, which further elicits their subsequent
facilitative or harmful behaviours against tourists. Finally, this study provides insights to
destination management organizations (DMOs) on the value of measuring implicit
stereotypes for understanding host-guest relations.

Literature Review
Defining and Connecting Stereotypes, Emotions and Behaviours

Previous research in social psychology examined connections between stereotypes,
emotions and behaviours in the areas of attitudes, intergroup relation, and social development
(Agapito, Oom do Valle, & da Costa Mendes, 2013; Cuddy, Fiske, & Glick, 2007; Fiske et
al., 2002; Tasci & Gartner, 2007). Stereotypes are individuals’ cognitive assessments about
other individuals’ attributes with respect to their social groups, which foster the grouping of
members into in-group versus out-group (Taylor et al., 1996). These assessments are based
on information processing that could be collected from personal experiences, media reports,
or groundless gossip; regardless of whether they are true or false, they aim to homogenize
individuals within the same social group (Pickering, 2001), thereby causing de-
individualization. Stereotypes are attached with values of discrimination, which may affect
the actual image of individuals and social groups (Pickering, 2001; Tse & Tung, 2022b).
Contemporary social psychology studies suggest the existence of two dichotomy systems of
stereotypes: explicit and implicit. Their separations are based upon intention (Uleman &
Bargh, 1989), locus of control (Devine, 1989), level of consciousness (Kihlstrom, 1990), and
awareness (Langer, 1989). Specifically, explicit stereotypes are intended, controlled,
conscious, and mindful, while implicit stereotypes are unintended, uncontrolled, unconscious,
and mindless.

Emotion is an affective outcome fostered by cognitive evaluations, which could be
either reciprocal or in opposition concerning the target, object, phenomena, or person (Wyer
Jr, Clore, & Isbell 1999). Emotions could be influenced by stereotypes; for instance, Fiske et
al. (2002) examined the relationships between stereotypes and emotions through the
extension of the Stereotype Content Model (SCM) onto assimilative and contrastive
emotions. Assimilative emotions were regarded as positive emotions while contrastive
emotions were considered negative emotions. Previous studies suggested that assimilative
emotions consist of admiration, pride, respect, inspiration, pity, and sympathy, while



contrastive emotions contain envy, jealousy, contempt, resentment, disgust, and hate (Fiske et
al., 2002, 2008; Smith, 2000).

Behaviours refer to the exchange of actions between social groups and are examined
along the valence dimension of facilitation and harm, which could be regarded as positive
and negative behaviours, respectively. Existing tourism studies have identified a range of
residents’ behaviours towards the tourists, for example, residents’ hospitality, courtesy, and
politeness with tourists to stimulate constructive host-guest relations (Chen et al., 2018, Tung,
2019). On the contrary, residents could insult, harass, or even condemn tourist to display their
disagreement against them (Maoz, 2006, Otoo, Badu-Baiden, & Kim, 2019). Integrating the
present findings, Tse and Tung (2021) conceptualized residents’ behaviours towards tourists
along the facilitation-harm spectrum from existing literature. In their results, facilitative
behaviours contain initiating and accommodating actions, such as residents’ willingness to
interact, socialize, converse, accept, endure, and tolerate tourists. In contrast, harmful
behaviours consist of distancing and intimidating behaviours, such as being unfriendly,
mocking, threatening, resisting, refraining, and reluctance to help tourists in need.

Depending on the polarity of the stereotype contents, the degree of emotions and
behaviours varies accordingly. Positive stereotypes could induce assimilative emotions and
facilitative behaviours, as well as reduce contrastive emotions and harmful behaviours (Rast
III et al., 2018; Tasci & Gartner, 2007; Vaughn et al., 2017). This mechanism applies to
negative stereotypes, resulting in opposite outcomes (Ozawa & Yaeda, 2007). The
connections among stereotypes, emotions, and behaviours not only indicate the direct
influence of stereotypes onto emotions and behaviours, but also reveal that emotion could
serve as a mediator between the direct effect of stereotypes and emotions (Becker & Asbrock,
2012; Cuddy et al., 2008; Sadler, Kaye, & Vaughn, 2015).

Previous studies have also shown that emotion as a significant mediator of behaviour;
for instance, positive emotions increase approaching behaviours while negative emotions
induce avoidance behaviours towards members of another social group (Lin & Mattila, 2010;
Nelson, Cook &Ingram, 2014; Oliver, 1997; Pedersen & Nysveen, 2001). Conceptual and
empirical results from the study conducted by Cronin Jr, Brandy and Hult (2000) suggested
direct influences of emotions on behaviours. Cuddy et al. (2008) conducted a more
comprehensive analysis that integrated emotional reactions items from the Stereotype
Content Model with facilitative and harmful behaviours items. Examining at both individual
and group levels, they concluded that assimilative emotions were associated with facilitative
behaviours while contrastive emotions were connected with harmful behaviours. These
relationships were supported in various studies of human-animal attitudes (Sevillano & Fiske,
2019), mental illness (Boysen, 2017), intergroup discrimination (Brewster & Heffner, 2023;
Bye & Herrebraden, 2017).

Implicit Stereotypes

While studies in tourism have sought to adopt the above concepts to investigate
residents' attitudes, they only adopted explicit measurements of explicit stereotypes and
neglected the importance of implicit stereotypes on residents’ emotions, and behaviours.
Implicit stereotypes refer to an individuals’ unconscious or unaware beliefs towards members
of another social group (Devine, 1989; Kihlstrom, 1990). It is based upon two theoretical
concepts: associative network in semantic memories and automatic activation (Greenwald
&Banaji, 1995). Semantic memories focus on the relationship between items, whereby
related items have stronger relations than unrelated items (Collins & Loftus, 1975). These



relations formulate an associative network among clustered items (Payne & Cameron, 2013).
They are seen as automatic or happen in unconsciousness that do not require an individual’s
motivation (Cunningham, Preacher, & Banaji, 2001; Hinton, 2017). Social perceptions,
especially on stereotyping, are often unconscious or automatic (Bargh, Chen, & Burrows,
1996). Implicit stereotypes differ from explicit stereotypes that emphasize conscious and
controlled intentions that are prone to self-presentation effects and social desirability bias
(Tse & Tung, 2023).

Implicit stereotypes are necessary in tourism research as biases against tourists may be
activated subconsciously without the presence of intentions and awareness (Greenwald &
Banaji, 1995). While existing studies have typically focused on explicit stereotypes through
in-depth interviews and survey questionnaires, for example, the sole reliance on an explicit
approach could lead to social desirability bias (e.g., Chen & Hsu, 2021; Hsu & Chen, 2019;
Maruyama & Woosnam, 2015). The use of implicit stereotypes could reduce such biases and
reveal subconscious associative networks of stereotype attributes that influence the formation
of residents’ attitudes. In other words, investigating implicit biases adds to the tourism
literature by offering a more complete understanding of a dual dichotomy system of
stereotypes (i.e., explicit and implicit).

In tourism, the frequent interactions between residents and tourists have resulted in
stereotypes against tourists by residents (McNaughton, 2006). For instance, Israeli residents’
stereotypes against Jordanians (Pizam, Fleischer, & Mansfeld, 2002), Japanese residents
against Brazilians (Maruyama & Woosnam, 2015), Hong Kong residents against the
mainland Chinese tourists (Chen & Hsu, 2021; Hsu & Chen, 2019; Tung et al., 2020).
Although these studies revealed dimensions of negative and positive stereotypical attributes
against tourists, they nevertheless employed only explicit measures.

Implicit Association Test (IAT)

IAT is built on the foundation of cognitive priming tasks to capture an individual’s
reaction time of associating items, such as the association between the target (e.g., tourist)
and attributes (e.g., stereotypes). This computerized program requires individuals to pair
targets and attributes simultaneously and rapidly, and the reaction time represents the
individual’s implicit evaluation. The classic version of IAT consists of two targets and two
attributes, whereby the targets are presented in a picture while the attributes are presented in
words and seven blocks of pairing trials. In each trial, either a picture or word is shown on the
computer screen. It requires individuals to sort it into either target or attributes by pressing
the corresponding computer keys. The targets and attributes are alternating between the
computer keys across the seven blocks during the pairing trails. The reaction time for the
individual to press the computer keys is recorded and calculated into a score that grouped
individuals into one of the seven stereotype associations (Greenwald et al., 2003; Haider et
al., 2011). Previous studies argued that strong association could be faked by prolonging the
reaction time on disassociated pair of trials, thus affecting the score and stereotype
association (McFarland & Crouch, 2002). To address this, Greenwald and his team (2003)
proposed a new scoring algorithm by employing a D measure to account for inaccurate
reaction time. In addition, a long reaction time (> 10 seconds) was removed in the data
cleaning process.

Existing studies have been employing IAT in various fields, for instance, consumer
preferences (Maison, Greenwald, & Bruin, 2004), gender preferences (Koranyi et al., 2017),
intergroup conflicts and relations (Greenwald et al., 2009), medicinal treatment (Colledani &



Ciani, 2021), and political attitudes (Ryan, 2017). Similarly, IAT has also been employed in
tourism studies to explore implicit evaluations towards tourists, tourism products or
phenomena. For example, Yang and his team (2012) revealed that mainland Chinese tourists
have a more positive implicit perceived destination image towards Hong Kong than Japan. A
similar operation was employed by Choi, Liu, and Kim (2015) to capture American’s implicit
image of China and England. IAT was employed to assess Americans’ and Koreans’ implicit
attitudes towards two known fast food restaurant brands (Lee & Kim, 2013). In host-guest
relations, Tse and Tung (2023) investigate residents’ implicit stereotypes of mainland
Chinese tourists.

Summary and hypotheses: Integrating implicit stereotypes with residents’ emotions and
behaviours

Previous research outside of the tourism literature suggested that implicit stereotypes
could affect individuals’ emotions and behaviours (Paladino et al., 2002). Wang et al. (2014)
demonstrated the influence of implicit stereotypes through IAT onto explicit ratings of
emotional expressions between different races. McConnell and Leibold (2001) revealed that
implicit measures were related to an individual’s social behaviours whereby positive implicit
perceptions induced positive social interactions. Other studies also supported the connection
between implicit measures of cognition and behaviours (Dovidio et al., 1997; Rudman &
Ashmore, 2007).

Although implicit stereotypes serve as another system of cognition, limited research
in tourism has examined the direct effect of implicit stereotypes on residents’ emotions and
behaviours. As such, the present study integrates these constructs in a tourism context as per
Figure 1 and proposes the following hypotheses.

H1a: High values of IAT scores have a positive direct effect on assimilative emotions.
H1b: High values of IAT scores have a negative direct effect on contrastive emotions.

Hlc: High values of IAT scores have a positive direct effect on facilitative behaviours.
H1d: High values of IAT scores have a negative direct effect on harmful behaviours.

H2a: High values of assimilative emotions have a positive direct effect on facilitative
behaviours.

H2b: High values of assimilative emotions have a negative direct effect on harmful
behaviours.

H2c: High values of contrastive emotions have a negative direct effect on facilitative
behaviours.

H2d: High values of contrastive emotions have a positive direct effect on harmful behaviours.

H3a: Assimilative emotions mediate the direct effect between IAT scores and facilitative
behaviours.

H3b: Assimilative emotions mediate the direct effect between IAT scores and harmful
behaviours.

H3c: Contrastive emotions mediate the direct effect between IAT scores and facilitative
behaviours.



H3d: Contrastive emotions mediate the direct effect between IAT scores and harmful
behaviours.

Methodology

This section presents the methods employed to analyze the connections amongst
implicit stereotypes, and residents’ emotions and behaviours. Data was collected from a
sample of Singaporeans towards mainland Chinese tourists. There are relevant reasons for
examining the context of Singaporeans and mainland Chinese tourists in this study.
Singapore is a very unique context. Singaporean Chinese largely recognize their Chinese
roots and origins with less conflicts towards mainland China (Teo, 2019), especially amongst
the older generations who are born in China and remain connecting with their Chinese
counterparts (Kuah, 2019), as compared to residents in Hong Kong. Singapore is a developed
country with high cultural similarity with China, and its uniqueness lies between mainland
China and Hong Kong in terms of cultural similarity and social dissimilarity.

Prior to the pandemic, international tourism accounted for about 4.0% of Singapore’s
Gross Domestic Product (GDP), with 3.6 million mainland Chinese tourists accounting for
13% of the total inbound visitors (Singapore Tourism Board, 2020). As mainland China
returns to a path of normalcy in 2023, Singapore is expected to be a popular destination as
pre-departure tests were not imposed on Chinese travelers (Lim, 2023). Singapore hotels
recorded an increasing number of enquires and website traffic from China, suggesting an
influx of Chinese travelers to Singapore in the near future (Ng et al., 2023).

The findings from this study on Singaporeans and mainland Chinese tourists could
offer insights on understanding host-guest relation as similar conflicts between residents and
mainland Chinese tourists may occur more frequently as tourism develops across Southeast
Asia. Additionally, Singapore is one of the most developed countries in Southeast Asia based
on a per capita level of GDP. As other Southeast Asian countries develop, the experiences
from Singaporeans could offer insights into how their residents may perceive mainland
Chinese they develop economically and socially. In other words, the tourism policymakers in
other Southeast Asian nations may benefit from understanding and learning from the
challenges between Singaporeans and mainland Chinese tourists as they continue to manage
their own host-guest relations going forward.

Research Instrument and Procedures

The research instrument consisted of three parts: Implicit Association Test (IAT),
emotions and behaviours, and was distributed to Singaporeans (Appendix 1). A computerized
IAT measurement was used to capture residents' implicit stereotypes via the reaction-times
that they held towards a target (i.e., mainland Chinese tourists) (Fazio & Olson, 2003). In this
research, a full version IAT of seven blocks with two targets and two attributes were
employed. The two targets were pictures of mainland Chinese tourists versus non-mainland
Chinese tourists. At the same time, the two attributes were words referring to the positive
versus negative tourist stereotype contents identified by Tung et al. (2020). The reaction time
for individuals to pair the target/attribute to the computer key(s) was recorded to calculate the
IAT score, which categorized individuals' implicit stereotypes into groups of stereotype
associations (Tse & Tung, 2023). The association rate depended on the frequency of
exposures and the degree of biased relation between items (Devine 1989, Lepore & Brown,
1997). While previous studies have employed priming tasks (Fazio et al., 1986), Go/No-Go
task (Nosek & Banaji, 2011) and sorting paired featured task to measure implicit views (Bar-



Anan, Nosek, & Vianello, 2009), recent methodology advancement in IATs have shown
higher reliabilities and fewer human error interferences (Carpenter et al., 2018).

Residents’ emotions were measured against 12 assimilative and contrastive emotional
reactions identified by Fiske et al. (2002). Assimilative emotions consisted of admiration,
inspiration, pride, respect, pity, and sympathy, while contrastive emotions comprised of envy,
jealousy, contempt, disgust, hate, and resentment. These items were evaluated on a 7-point
scale (i.e., 1 = strongly disagree to 7 = strongly agree). Residents’ behaviours were evaluated
using the resident behaviour model (Tse & Tung, 2022a), which captured six facilitative and
six harmful behaviours. The six facilitative behaviours were residents’ willingness to interact,
socialize, communicate, accept, endure, and tolerate tourists. The six harmful behaviours
reflected residents’ unfriendliness and willingness to mock and threaten tourists, as well as
residents’ reluctance, resistance, and extent to refrain from helping tourists. These items were
evaluated along a 7-pointed frequency scale (i.e., 1 =never to 7 = often).

Sampling

The questionnaire was posted on Qualtrics, an online platform that recruits
respondents internationally and has been adopted as a data collection approach in recent
tourism studies (e.g., Campbell & Kubickova 2020; Suess, Woosnam, & Erul 2020; Tse &
Tung, 2022b). Qualtrics was selected as the data collection platform as it allowed for the
modification of HTML and JavaScript to create reaction-time processing and interactivity.
These are two important functions in IAT. The online survey was equipped with interactive
functions as well as a time recorder, which were activated once respondents pressed the
assigned computer key (i.e., space bar). Reaction times were captured in milliseconds through
the recording of the timestamp differences between the start and end of each association. The
times of each association, regardless of words or pictures, were recorded and stored. The
recorded reaction times were subsequently used to calculate the D score and corresponding
association category.

Gender quota sampling was adopted to ensure both male and female were represented
within the collected sample. To ensure the respondents are Singaporeans, they were screened
based on the two requirements stated by the immigration department of Singapore to be
qualified as a Singaporean: (1) be a permanent resident of Singapore for at least 1 years, and
(2) have been residing in Singapore for consecutive 2 years. Consequently, internationally
residing Singaporeans that did not meet the above criteria were excluded from the collected
sample. During the data collection, individuals must fulfill two requirements to be eligible for
the invitation: (1) they must be residing in Singapore at the point of answering the survey,
and (2) they must hold Singaporean citizenship, which requires fulfilment of the above
stipulations. Those who answered ‘no’ were terminated from the survey immediately.
Additionally, to ensure the credibility of the data, Internet Protocol (IP) addresses were
recorded and checked to ensure the survey was completed in Singapore.

Results
Respondent Profile

A total of 221 completed surveys were collected, which met the requirement for a
two-tailed correlational model with a Cohen’s effect size of d=0.20 (medium), significance
level (o) of 0.05, and an expected power of 0.80 based on G-Power 3.1.9.7 (Cohen, 1988;
Faul etal., 2007; Ferguson, 2009; Hoogman et al., 2017; Schreger & Kimble, 2017). This



sample size is also support by previous intergroup attitude studies that used a full version of
the IAT, which required significantly more involvement from respondents than single-target
IATs and traditional survey questionnaires (Carpenter et al., 2019; McConnell & Leibold,
2001; Gawronski et al., 2017; Kurdi et al., 2019; Lai &Wilson, 2021; Wang et al., 2020). The
sample contained 48.87% of female and 51.13% of male respondents. The distribution of age
and education were similar to the first set of data whereby the majority of the respondents
were aged between 25 to 44 years old (25 to 34 years old: 41.18%; 35 to 44 years old
32.58%), and 59.73% of them received up to university education.

Descriptive Analysis

Table 1 presents the composite reliabilities, means, and standard deviations of implicit
stereotypes, assimilative and contrastive emotions, and facilitative and harmful behaviours.
The results indicated the values of composite reliabilities across the five examined variables
exceeded the threshold values of 0.70 (Nunnally, 1978), ranged from 0.749 to 0.912, showing
good internal consistencies of each variable. Also, the means and standard deviations are
calculated. The results show that, on average, the implicit stereotypes of Singaporeans
towards mainland Chinese tourists is -0.003 (SD = 0.500). Although it is a negative value,
according to Haider et al. (2011), Singaporeans have neither negative nor positive implicit
stereotype association (-0.15 to 0.15). The means value of residents’ emotions indicated that
Singaporeans associated more contrastive emotions, such as envy and contempt, towards the
mainland Chinese tourists than assimilative emotions of positivity.

More specifically, according to the reaction times, an IAT score was calculated and
the respondents were classified into one of the seven implicit association groups, namely:
Neither Negative nor Positive (49, 22.17%), Slightly Positive (28, 12.67%), Medium Positive
(27, 12.22%), Strong Positive (26, 11.76%), Slightly Negative (43, 19.46%), Medium
Negative (25, 11.31%), and Strong Negative (23, 10.41%). In sum, there are slightly more
negative implicit tourist stereotype among the Singaporeans towards the mainland Chinese
tourists (see Figure 3).

---- Insert Figure 2 here -----

Path Analysis of Implicit Stereotypes, Emotions, and Behaviours

The path modelling of implicit stereotypes, emotions, and behaviours were examined
using SPSS PROCESS v3.5, model number 4, 10,000 bootstrap samples, and 95% confident
interval (Hayes, 2013). The results indicated that assimilative emotions mediated the
relationship between implicit stereotype, represented by the IAT score, and facilitative
behaviours (ab = 0.6463, 95%CI[0.4286, 0.8972]). More specifically, higher values of IAT
score elicits assimilative emotions of positivity (a = 0.8585, p <0.0001) which further induce
facilitative behaviours towards tourists (b = 0.7528, p < 0.0001). Furthermore, the total non-
mediated effect of implicit stereotype on facilitative behaviours (¢ = 0.7151, p <0.0001)
became insignificant after controlling assimilative emotions (¢’ = 0.1041, p = 0.4779),
suggesting a full mediation model. However, there is no significant mediation resulted from
assimilative emotions on the relationship between implicit stereotype and harmful behaviours



(ab=-0.0472, 95%CI[-0.2128, 0.0948]) as the direct effect between assimilative emotions
and harmful behaviours are not significant (b = -0.0549, p = 0.4513).

No mediations have resulted in the relationships between implicit stereotypes,
facilitative behaviours, and harmful behaviours for contrastive emotions. More importantly,
the results indicated that IAT scores have no influences on residents’ contrastive emotions (a
=0.1675, p = 0.2377), suggesting no mediation (Baron & Kenny, 1986). Despite that,
significant effects were identified between contrastive emotions and residents’ behaviours,
both facilitation and harmful. Specially, Singaporeans’ contrastive emotions reduced their
facilitative behaviours (b =-0.2104, p = 0.0027) while induced their harmful behaviours (b =
0.7892, p < 0.0001) towards the mainland Chinese tourists. In addition, implicit stereotype
has no significant relations towards harmful behaviours of either distancing or intimidating.

Discussion

This study examined residents’ attitudes towards tourists by integrating implicit
stereotypes, emotions, and behaviours. Specifically, the findings revealed significant
relationships amongst implicit stereotypes via IAT scores, emotions and behaviours. Higher
values in the IAT (i.e., positive implicit stereotypes) induced assimilative emotions and
subsequent facilitative behaviours. This finding extends research in explicit stereotypes by
showing that residents’ positive attitudes displayed through their facilitative behaviours are
driven, to a certain extent, by residents’ positive implicit stereotypes. In other words, positive
implicit stereotypes could contribute to positive resident-tourist interactions, thereby lead to
healthy host-guest relations (Neuberg & Cottrell, 2002).

Additionally, this study highlighted an interesting boundary condition for implicit
stereotypes as residents' negativity through contrastive emotions and harmful behaviours
were not associated with IAT scores. In other words, IAT scores insignificantly influence
negative emotions and behaviours. A possible explanation is that the identities of residents
(i.e., insiders) and tourists (i.e., outsiders) may serve as an opportunity for residents to display
their out-group negativities more explicitly to show their differences. The perceived
differentiation may prompt residents to display their negative attitudes explicitly — rather than
implicitly — through discrimination, intimidation, and condemnation against tourist openly;
that is, the expression of negative stereotypes could be done explicitly rather than implicitly.

Theoretical Implication

Existing studies have mostly employed explicit measurements, such as self-reported
survey questionnaires and face-to-face interviews, thereby neglecting implicit biases in
tourism research (Chang et al., 2020). In addressing this gap, this study contributes to the
literature by presenting an additional perspective that integrates implicit stereotypes,
residents’ emotions and behaviours that are relevant in the formation of residents’ attitudes.
By highlighting the influence of residents’ unconscious perceptions onto emotions and
behaviours, the study offers new knowledge on resident-tourist interactions and host-guest
relations.



This study further contributes to the tourism literature by presenting the boundary
condition for implicit stereotypes. Unlike explicit stereotypes, negative implicit stereotypes
(i.e., lower IAT scores) elicited neither residents’ contrastive emotions nor harmful
behaviours. While previous studies in social psychology suggested that negative explicit
stereotypes could elicit feelings of contempt and foster intimidating behaviours against others
(Bye & Herrebroden, 2018; Constantin & Cuadrado, 2020; Cuddy et al., 2007; Fiske, 2015),
this study did not find these relationships via implicit stereotypes in the distinct tourism
context. In other words, the presence of negative implicit stereotypes did not lead to negative
attitudes that could damage host-guest interactions. It is important to clarify, however, that
the absence of such relationship does not infer the absence of negative implicit stereotypes
among residents. Instead, it suggests that negative stereotypes against tourists may be
expressed explicitly rather than implicitly, leading to direct and open contrastive emotions
and harmful behaviours.

Additionally, this study contributes to the literature in host-guest relations by
highlighting the influence of positive implicit stereotypes (i.e., higher IAT scores) on
assimilative emotions and facilitative behaviours. The study provides support to the role of
positive stereotypes on facilitating favorable residents’ attitudes that are important in host-
guest relations. This suggests that it is relevant to evaluate implicit stereotype for
understanding how residents evaluate, feel, and interact with tourists, rather than relying
solely on existing explicit measures.

Practical Implication

The findings suggest that residents with positive implicit stereotypes held assimilative
emotions and performed facilitative behaviors. Assimilative emotions reflect a sense of
emotional solidarity, through friendliness, welcoming, and closeness, in the resident-tourist
relationship (Stylidis et al., 2020). In this regard, DMOs can enhance emotional solidary by
organizing festivals and events to encourage residents’ participation in tourism activities, and
offer opportunities for displaying resident-tourist interactions. The goal is for residents to
identify positive aspects of tourists to foster their emotional connections and affections.
Additionally, DMOs can improve resident-tourist touchpoints and encourage positive
exchanges between them at local shops, for instance, in an effort to enhance positive
emotions and subsequent facilitative behaviors.

The focus of this study is on how stereotypes, based on different IAT scores, affects
emotions and behaviours. Specifically, positive implicit stereotypes induce upwards,
assimilative emotions and eventually cue facilitative behaviors. In this regard, DMOs should
facilitate suitable communication by introducing promotional material that display the close
connections between residents and tourists and their positive interactions, as an appreciation
of differences may enhance social harmony and foster deeper understandings (Tasci et al.,
2022). This approach could ‘set the stage’ for tourists who are interested in quality resident-
tourist interactions (Stylidis et al., 2022).

Limitation and future research

There are limitations in this study that could serve as opportunities for future research.
While Singapore was chosen as the study context, there are other Southeast Asian countries
that have become popular amongst mainland Chinese tourists. However, negative interactions



have been reported between residents in other Southeast Asian countries and mainland
Chinese tourists. Future research could replicate this study into different Southeast Asian
nations to understand their residents’ attitudes that are important to fostering destination
image and competitiveness. This is particularly relevant as residents rejoin tourism and
hospitality while balancing personal wellbeing, community involvement, and career mobility
after the pandemic (Ali et al., 2022; Hu et al., 2022; Tolkach & Tung, 2019)

Future research could employ the concept of implicit emotions and investigate its
relationships with the dual systems of stereotypes and residents’ behaviours. Research in
emotions suggest a dual system of formations similar to cognition: explicit and implicit
emotions (Braunstein, Fross, & Ochsner, 2017; Gyurak, Gross, & Etkin, 2011; Torre &
Lieberman, 2018). Scholars could modify the IAT to capture implicit emotions, which would
be a worthwhile direction for scholars interested in emerging research topics (McKercher &
Tung, 2016). Finally, this study investigated the connections of implicit stereotypes,
emotions, and behaviours. Future studies could integrate these theoretical concepts and
provide empirical findings to explore the differences between explicit and implicit
stereotypes in constructing the residents’ attitudes towards tourists, thereby enhancing
knowledge of host-guest interactions and relations.

(8949 words)

References

Agapito, D., Oom do Valle, P., & da Costa Mendes, J. (2013). The cognitive-affective-
conative model of destination image: A confirmatory analysis. Journal of Travel &
Tourism Marketing, 30(5), 471-481. https://doi.org/10.1080/10548408.2013.803393

Ali, M. B., Quaddus, M., Rabbanee, F. K., & Shanka, T. (2022). Community participation

and quality of life in nature-based tourism: Exploring the antecedents and
moderators. Journal of Hospitality & Tourism Research, 46(3), 630-661.
https://doi.org/10.1177/1096348020980094

Amis, J. M., Munir, K. A., Lawrence, T. B., Hirsch, P., & McGahan, A. (2018). Inequality,

institutions and organizations. Organization Studies, 39(9), 1131-1152.
https://doi.org/10.1177/0170840618792596

Banker, S., & Park, J. (2020). Evaluating prosocial COVID-19 messaging frames: Evidence
from a field study on Facebook. Judgment and Decision Making, 15(6), 1037-1043.
https://doi:10.1017/S1930297500008226

Bar-Anan, Y., Nosek, B. A., & Vianello, M. (2009). The sorting paired features task: A
measure of association strengths. Experimental Psychology, 56(5), 329-343.
https://doi.org/10.1027/1618-3169.56.5.329

Bargh, J. A., Chen, M., & Burrows, L. (1996). Automaticity of social behavior: Direct effects
of trait construct and stereotype-activation on action. Journal of Personality and Social
Psychology, 71(2), 230-244. https://doi.org/10.1037/0022-3514.71.2.230

Baron, R. M., & Kenny, D. A. (1986). The moderator—mediator variable distinction in social
psychological research: Conceptual, strategic, and statistical considerations. Journal of
Personality and Social Psychology, 51(6), 1173-1182.
https://psycnet.apa.org/buy/1987-13085-001

Becker, J. C., & Asbrock, F. (2012). What triggers helping versus harming of ambivalent
groups? Effects of the relative salience of warmth versus competence. Journal of
Experimental Social Psychology, 48(1), 19-27.
https://doi.org/10.1016/j.jesp.2011.06.015



https://doi.org/10.1080/10548408.2013.803393
https://doi.org/10.1177/1096348020980094
https://doi.org/10.1177/0170840618792596
https://doi:10.1017/S1930297500008226
https://doi.org/10.1027/1618-3169.56.5.329
https://doi.org/10.1037/0022-3514.71.2.230
https://psycnet.apa.org/buy/1987-13085-001
https://doi.org/10.1016/j.jesp.2011.06.015

Boysen, G. A. (2017). Explaining the relation between masculinity and stigma toward mental
illness: The relative effects of sex, gender, and behavior. Stigma and Health, 2(1), 66-
79. https://doi.org/10.1037/sah0000041

Braunstein, L. M., Gross, J. J., & Ochsner, K. N. (2017). Explicit and implicit emotion
regulation: a multi-level framework. Social Cognitive and Affective
Neuroscience, 12(10), 1545-1557. https://doi.org/10.1093/scan/nsx096

Brewster, Z. W., & Heffner, A. V. (2023). Expressions of anti-black biases, job satisfaction,
and turnover intentions in the full-service restaurant industry. Journal of Hospitality &
Tourism Research, 47(2), 291-302. https://doi.org/10.1177/10963480211020098

Bye, H. H., & Herrebreden, H. (2018). Emotions as mediators of the stereotype—
discrimination relationship: a BIAS map replication. Group Processes & Intergroup
Relations, 21(7), 1078-1091. https://doi.org/10.1177/1368430217694370

Campbell, J. M., & Kubickova, M. (2020). Agritourism microbusinesses within a developing
country economy: A resource-based view. Journal of Destination Marketing &
Management, 17, 100460. https://doi.org/10.1016/j.jJdmm.2020.100460

Carpenter, T. P., Pogacar, R., Pullig, C., Kouril, M., Aguilar, S., LaBouff, J., ... & Chakroff,
A. (2019). Survey-software implicit association tests: A methodological and empirical
analysis. Behavior Research Methods, 51(5), 2194-2208.
https://doi.org/10.3758/s13428-019-01293-3

Chang, A. Y. P., Li, M., & Vincent, T. (2020). Development and validation of an experience
scale for pilgrimage tourists. Journal of Destination Marketing & Management, 15,
100400. https://doi.org/10.1016/j.jdmm.2019.100400

Chen, C. C,, Lai, Y. H. R., Petrick, J. F., & Lin, Y. H. (2016). Tourism between divided

nations: An examination of stereotyping on destination image. Tourism
Management, 55, 25-36. https://doi.org/10.1016/j.tourman.2016.01.012

Chen, N., & Hsu, C. H. (2021). Tourist stereotype content: Dimensions and
accessibility. Annals of Tourism Research, 89, 103212.
https://doi.org/10.1016/j.annals.2021.103212

Chen, N., Hsu, C. H., & Li, X. R. (2018). Feeling superior or deprived? Attitudes and
underlying mentalities of residents towards Mainland Chinese tourists. Tourism
Management, 66, 94-107. https://doi.org/10.1016/j.tourman.2017.11.007

Chen, Y., Lin, Z., Filieri, R., & Liu, R. (2021). Subjective well-being, mobile social media
and the enjoyment of tourism experience: a broaden-and-build perspective. Asia Pacific
Journal of Tourism Research, 26(10), 1070-1080.
https://doi.org/10.1080/10941665.2021.1952285

Chien, P. M., & Ritchie, B. W. (2018). Understanding intergroup conflicts in tourism. Annals
of Tourism Research, 72, 177-179. https://doi.org/10.1016/j.annals.2018.03.004

Choi, S., Liu, L., & Kim, D. Y. (2015). Accessing tourists’ unconscious associations about
international destinations: Data fuzzification of reaction times in the implicit
association test. Journal of Travel & Tourism Marketing, 32(5), 578-594.
https://doi.org/10.1080/10548408.2014.923802

Clarke, H. M. (2020). Gender stereotypes and gender-typed work. Handbook of Labor,

Human Resources and Population Economics, 1-23. https://doi.org/10.1007/978-3-319-
57365-6_21-1

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Academic
Press.

Colledani, D., & Ciani, A. C. (2021). A worldwide internet study based on implicit
association test revealed a higher prevalence of adult males' androphilia than ever
reported before. The Journal of Sexual Medicine, 18(1), 4-16.
https://doi.org/10.1016/].jsxm.2020.09.011



https://doi.org/10.1037/sah0000041
https://doi.org/10.1093/scan/nsx096
https://doi.org/10.1177/10963480211020098
https://doi.org/10.1177/1368430217694370
https://doi.org/10.1016/j.jdmm.2020.100460
https://doi.org/10.3758/s13428-019-01293-3
https://doi.org/10.1016/j.jdmm.2019.100400
https://doi.org/10.1016/j.tourman.2016.01.012
https://doi.org/10.1016/j.annals.2021.103212
https://doi.org/10.1016/j.tourman.2017.11.007
https://doi.org/10.1080/10941665.2021.1952285
https://doi.org/10.1016/j.annals.2018.03.004
https://doi.org/10.1080/10548408.2014.923802
https://doi.org/10.1007/978-3-319-57365-6_21-1
https://doi.org/10.1007/978-3-319-57365-6_21-1
https://doi.org/10.1016/j.jsxm.2020.09.011

Collins, A. M., & Loftus, E. F. (1975). A spreading-activation theory of semantic
processing. Psychological Review, 82(6), 407—428. https://doi.org/10.1037/0033-
295X.82.6.407

Constantin, A. A., & Cuadrado, L. (2020). “We believe, we feel, we act”: Testing the BIAS
Map predictions during adolescence. Journal of Applied Social Psychology, 50(1), 22-
32. https://doi.org/10.1111/jasp.12638

Cronin Jr, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality,
value, and customer satisfaction on consumer behavioral intentions in service
environments. Journal of Retailing, 76(2), 193-218. https://doi.org/10.1016/S0022-
4359(00)00028-2

Cuddy, A. J., Fiske, S. T., & Glick, P. (2007). The BIAS map: behaviors from intergroup
affect and stereotypes. Journal of Personality and Social Psychology, 92(4), 631-648.
https://doi.org/10.1037/0022-3514.92.4.631

Cunningham, W. A., Preacher, K. J., & Banaji, M. R. (2001). Implicit attitude measures:
Consistency, stability, and convergent validity. Psychological Science, 12(2), 163—170.
https://doi.org/10.1111/1467-9280.00328

Demeter, C., Fechner, D., & Dolnicar, S. (2023). Progress in field experimentation for
environmentally sustainable tourism—A knowledge map and research agenda. Tourism
Management, 94, 104633. https://doi.org/10.1016/j.tourman.2022.104633

Devine, P. G. (1989). Stereotypes and prejudice: Their automatic and controlled
components. Journal of Personality and Social Psychology, 56(1), 5—

18. https://doi.org/10.1037/0022-3514.56.1.5

Dovidio, J. F., Kawakami, K., Johnson, C., Johnson, B., & Howard, A. (1997). On the nature
of prejudice: Automatic and controlled processes. Journal of Experimental Social
Psychology, 33(5), 510-540. https://doi.org/10.1006/jesp.1997.1331

Eagly, A. H., Nater, C., Miller, D. 1., Kaufmann, M., & Sczesny, S. (2020). Gender

stereotypes have changed: A cross-temporal meta-analysis of US public opinion polls
from 1946 to 2018. American Psychologist, 75(3), 301.
https://doi.org/10.1037/amp0000494

Faul, F., Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G* Power 3: A flexible statistical
power analysis program for the social, behavioral, and biomedical sciences. Behavior
Research Methods, 39(2), 175-191. https://doi.org/10.3758/BF03193146

Fazio, R. H., & Olson, M. A. (2003). Implicit measures in social cognition research: Their
meaning and use. Annual Review of Psychology, 54(1), 297-327.
https://doi.org/10.1146/annurev.psych.54.101601.145225

Fazio, R. H., Sanbonmatsu, D. M., Powell, M. C., & Kardes, F. R. (1986). On the automatic
activation of attitudes. Journal of Personality and Social Psychology, 50(2), 229-238.
https://doi.org/10.1037/0022-3514.50.2.229

Ferguson, C. J. (2009). Is psychological research really as good as medical research? Effect
size comparisons between psychology and medicine. Review of General
Psychology, 13(2), 130-136. https://doi.org/10.1037/a0015103

Fiske, S. T. (2015). Intergroup biases: A focus on stereotype content. Current Opinion in
Behavioral Sciences, 3, 45-50. https://doi.org/10.1016/j.cobeha.2015.01.010

Fiske, S. T., Cuddy, A. J., Glick, P., & Xu, J. (2002). A model of (often mixed) stereotype
content: competence and warmth respectively follow from perceived status and
competition. Journal of Personality and Social Psychology, 82(6), 878-902.
https://doi.org/10.1037/0022-3514.82.6.878

Fong, L. H. N., Zhang, C. X., & Wang, Z. (2022). Tourist—Host Identity Risk: Scale

Development and Consequences. Journal of Travel Research, 00472875221127680.
https://doi.org/10.1177/00472875221127680



https://doi.org/10.1037/0033-295X.82.6.407
https://doi.org/10.1037/0033-295X.82.6.407
https://doi.org/10.1111/jasp.12638
https://doi.org/10.1016/S0022-4359(00)00028-2
https://doi.org/10.1016/S0022-4359(00)00028-2
https://doi.org/10.1037/0022-3514.92.4.631
https://doi.org/10.1111/1467-9280.00328
https://doi.org/10.1016/j.tourman.2022.104633
https://doi.org/10.1037/0022-3514.56.1.5
https://doi.org/10.1006/jesp.1997.1331
https://doi.org/10.1037/amp0000494
https://doi.org/10.3758/BF03193146
https://doi.org/10.1146/annurev.psych.54.101601.145225
https://doi.org/10.1037/0022-3514.50.2.229
https://doi.org/10.1037/a0015103
https://doi.org/10.1016/j.cobeha.2015.01.010
https://doi.org/10.1037/0022-3514.82.6.878
https://doi.org/10.1177/00472875221127680

Gawronski, B., Morrison, M., Phills, C. E., & Galdi, S. (2017). Temporal stability of implicit
and explicit measures: A longitudinal analysis. Personality and Social Psychology
Bulletin, 43(3), 300-312. https://doi.org/10.1177/0146167216684131

Gong, J., Detchkhajornjaroensri, P., & Knight, D. W. (2019). Responsible tourism in
Bangkok, Thailand: Resident perceptions of Chinese tourist behaviour. International
Journal of Tourism Research, 21(2), 221-233. https://doi.org/10.1002/jtr.2256

Greenwald, A. G., & Banaji, M. R. (1995). Implicit social cognition: attitudes, self-esteem,
and stereotypes. Psychological Review, 102(1), 4-27. https://psycnet.apa.org/buy/1995-
17407-001

Greenwald, A. G., Nosek, B. A., & Banaji, M. R. (2003). Understanding and using the
implicit association test: I. An improved scoring algorithm. Journal of Personality and
Social Psychology, 85(2), 197-216. https://doi.org/10.1037/0022-3514.85.2.197

Greenwald, A. G., Poehlman, T. A., Uhlmann, E. L., & Banaji, M. R. (2009). Understanding
and using the Implicit Association Test: III. Meta-analysis of predictive
validity. Journal of Personality and Social Psychology, 97(1), 17-41.
https://doi.org/10.1037/a0015575

Gupta, V. K., Turban, D. B., & Pareek, A. (2013). Differences between men and women in

opportunity evaluation as a function of gender stereotypes and stereotype
activation. Entrepreneurship Theory and Practice, 37(4), 771-788.
https://doi.org/10.1111/].1540-6520.2012.00512.x

Gyurak, A., Gross, J. J., & Etkin, A. (2011). Explicit and implicit emotion regulation: a dual-
process framework. Cognition and Emotion, 25(3), 400-412.
https://doi.org/10.1080/02699931.2010.544160

Haider, A. H., Sexton, J., Sriram, N., Cooper, L. A., Efron, D. T., Swoboda, S., Villegas, C.
V., Haut, E. R., Bonds, M., Pronovost, P. J., Lipsett, P. A., Freischlag, J. A., &
Cornwell, E. E. (2011). Association of unconscious race and social class bias with
vignette-based clinical assessments by medical students. Journal of American Medical
Association, 306(9), 942-951. https://doi:10.1001/jama.2011.1248

Hayes, A. F. (2013). Introduction to Mediation, Moderation, and Conditional Process

Analysis: A Regression-Based Approach. Guilford Publications.

Herz, M. F., & Diamantopoulos, A. (2013). Activation of country stereotypes: automaticity,
consonance, and impact. Journal of the Academy of Marketing Science, 41(4), 400-417.
https://doi.org/10.1007/s11747-012-0318-1

Hinton, P. (2017). Implicit stereotypes and the predictive brain: Cognition and culture in
“biased.” Palgrave Communications, 3(1), 1-9.
https://doi.org/10.1057/palcomms.2017.86

Hoogman, M., Bralten, J., Hibar, D. P., Mennes, M., Zwiers, M. P., Schweren, L. S., ... &
Franke, B. (2017). Subcortical brain volume differences in participants with attention
deficit hyperactivity disorder in children and adults: a cross-sectional mega-
analysis. The Lancet Psychiatry, 4(4), 310-319. https://doi.org/10.1016/S2215-
0366(17)30049-4

Hsu, C. H., & Chen, N. (2019). Resident attribution and tourist stereotypes. Journal of
Hospitality & Tourism Research, 43(4), 489-516.
https://doi.org/10.1177/1096348018823903

Hu, R., Li, G., Liu, A., & Chen, J. L. (2022). Emerging research trends on residents’ quality
of life in the context of tourism development. Journal of Hospitality & Tourism
Research. https://doi.org/10.1177/1096348022108138

Hung, K., Qiu Zhang, H., Guillet, B. D., & Wang, L. (2020). China watching: luxury

consumption and its implications. Journal of Travel & Tourism Marketing, 37(5), 577-
592. https://doi.org/10.1080/10548408.2018.1525470



https://doi.org/10.1177/0146167216684131
https://doi.org/10.1002/jtr.2256
https://psycnet.apa.org/buy/1995-17407-001
https://psycnet.apa.org/buy/1995-17407-001
https://doi.org/10.1037/0022-3514.85.2.197
https://doi.org/10.1037/a0015575
https://doi.org/10.1111/j.1540-6520.2012.00512.x
https://doi.org/10.1080/02699931.2010.544160
https://doi:10.1001/jama.2011.1248
https://doi.org/10.1007/s11747-012-0318-1
https://doi.org/10.1057/palcomms.2017.86
https://doi.org/10.1016/S2215-0366(17)30049-4
https://doi.org/10.1016/S2215-0366(17)30049-4
https://doi.org/10.1177/1096348018823903
https://doi.org/10.1177/10963480221081382
https://doi.org/10.1080/10548408.2018.1525470

Hung, K., Ren, L., & Qiu, H. (2021). Luxury shopping abroad: what do Chinese tourists look
for?. Tourism Management, §2, 104182. https://doi.org/10.1016/j.tourman.2020.104182
Joo, D., Tasci, A. D., Woosnam, K. M., Maruyama, N. U., Hollas, C. R., & Aleshinloye, K.
D. (2018). Residents' attitude towards domestic tourists explained by contact, emotional
solidarity and social distance. Tourism Management, 64, 245-257.
https://doi.org/10.1016/j.tourman.2017.08.012
Kihlstrom, J. F. (1990). The psychological unconscious (L. A. Pervin & O. P. John,
Eds.). The Guilford Press. https://psycnet.apa.org/record/2008-11667-023
Koranyi, N., Grigutsch, L. A., Algermissen, J., & Rothermund, K. (2017). Dissociating
implicit wanting from implicit liking: Development and validation of the Wanting
Implicit Association Test (W-IAT). Journal of Behavior Therapy and Experimental
Psychiatry, 54, 165-169. https://doi.org/10.1016/j.jbtep.2016.08.008
Kuah, K. E. (2019). Rebuilding the ancestral village: Singaporeans in China. Routledge.
Kulik, C. T., Perera, S., & Cregan, C. (2016). Engage me: The mature-age worker and
stereotype threat. Academy of Management Journal, 59(6), 2132-2156.
https://doi.org/10.5465/amj.2015.0564
Kurdi, B., Seitchik, A. E., Axt, J. R., Carroll, T. J., Karapetyan, A., Kaushik, N., Tomezsko,
D., Greenwald, A. G., & Banaji, M. R. (2019). Relationship between the Implicit
Association Test and intergroup behavior: A meta-analysis. The American
Psychologist, 74(5), 569-586. https://doi.org/10.1037/amp0000364
Lai, C. K., & Wilson, M. E. (2021). Measuring implicit intergroup biases. Social and
Personality Psychology Compass, 15(1), e12573. https://doi.org/10.1111/spc3.12573
Langer, E. J. (1989). Minding matters: The consequences of mindlessness—mindfulness.
Advances in Experimental Social Psychology, 22, 137-173.
https://doi.org/10.1016/S0065-2601(08)60307-X
Lee, K. H., & Kim, D. Y. (2013). A comparison of implicit and explicit attitude measures: An
application of the implicit association test (IAT) to fast food restaurant brands. Tourism
Analysis, 18(2), 119-131. https://doi.org/10.3727/108354213X13645733247576
Lepore, L., & Brown, R. (1997). Category and stereotype activation: Is prejudice
inevitable? Journal of Personality and Social Psychology, 72(2), 275—
287. https://doi.org/10.1037/0022-3514.72.2.275
Li, T., & Chen, Y. (2019). Will virtual reality be a double-edged sword? Exploring the
moderation effects of the expected enjoyment of a destination on travel intention.
Journal of Destination Marketing & Management, 12, 15-26.
https://doi.org/10.1016/].jdmm.2019.02.003
Lim, J. J., Chen, S. C., & Hiramoto, M. (2021). “You don't ask me to speak Mandarin,
okay?”’: Ideologies of language and race among Chinese Singaporeans. Language &
Communication, 76, 100-110. https://doi.org/10.1016/j.langcom.2020.10.003
Lim, V. (2023, January 09). No pre-departure COVID-19 tests for travellers from China as
severe cases can originate from anywhere: Ong Ye Kung. Channel NewsAsia.
https://www.channelnewsasia.com/singapore/singapore-covid-19-china-travellers-
imported-cases-ong-ye-kung-3192251
Lin, . Y., & Mattila, A. S. (2010). Restaurant servicescape, service encounter, and perceived
congruency on customers' emotions and satisfaction. Journal of Hospitality Marketing
& Management, 19(8), 819-841. https://doi.org/10.1080/19368623.2010.514547

Maison, D., Greenwald, A. G., & Bruin, R. H. (2004). Predictive validity of the Implicit
Association Test in studies of brands, consumer attitudes, and behavior. Journal of
Consumer Psychology, 14(4), 405—415. https://doi.org/10.1207/s15327663jcp1404 9

Manzi, C., Paderi, F., Benet-Martinez, V., & Coen, S. (2019). Age-based stereotype threat

and negative outcomes in the workplace: Exploring the role of identity



https://doi.org/10.1016/j.tourman.2020.104182
https://doi.org/10.1016/j.tourman.2017.08.012
https://psycnet.apa.org/record/2008-11667-023
https://doi.org/10.1016/j.jbtep.2016.08.008
https://doi.org/10.5465/amj.2015.0564
https://doi.org/10.1037/amp0000364
https://doi.org/10.1111/spc3.12573
https://doi.org/10.1016/S0065-2601(08)60307-X
https://doi.org/10.3727/108354213X13645733247576
https://doi.org/10.1037/0022-3514.72.2.275
https://doi.org/10.1016/j.jdmm.2019.02.003
https://doi.org/10.1016/j.langcom.2020.10.003
https://www.channelnewsasia.com/singapore/singapore-covid-19-china-travellers-imported-cases-ong-ye-kung-3192251
https://www.channelnewsasia.com/singapore/singapore-covid-19-china-travellers-imported-cases-ong-ye-kung-3192251
https://doi.org/10.1080/19368623.2010.514547
https://doi.org/10.1207/s15327663jcp1404_9

integration. European Journal of Social Psychology, 49(4), 705-716.
https://doi.org/10.1002/ejsp.2533
Maoz, D. (2006). The Mutual Gaze. Annals of Tourism Research, 33(1), 221-39.
https://doi.org/10.1016/j.annals.2005.10.010
Maruyama, N., & Woosnam, K. M. (2015). Residents' ethnic attitudes and support for ethnic
neighborhood tourism: The case of a Brazilian town in Japan. Tourism
Management, 50, 225-237. https://doi.org/10.1016/j.tourman.2015.01.030
McConnell, A. R., & Leibold, J. M. (2001). Relations among the Implicit Association Test,
discriminatory behavior, and explicit measures of racial attitudes. Journal of
Experimental Social Psychology, 37(5), 435-442.
https://doi.org/10.1006/jesp.2000.1470
McFarland, S. G., & Crouch, Z. (2002). A cognitive skill confound on the Implicit
Association Test. Social Cognition, 20(6), 483-510.
https://doi.org/10.1521/s0c0.20.6.483.22977
McKercher, B., & Tung, V. (2016). The rise of fractional authors. Annals of Tourism
Research, 61,213-215. https://doi.org/10.1016/j.annals.2016.06.006
McNaughton, D. (2006). The “host” as uninvited “guest”: Hospitality, violence and

tourism. Annals of Tourism Research, 33(3), 645-665.
https://doi.org/10.1016/j.annals.2006.03.015

Moon, L. (2018, June 21). Outburst at Singapore food court stirs sympathy for workers from
China. South China Morning Post.
https://www.scmp.com/news/china/society/art%20icle/2151729/outburst-singapore-
food-court-stirs-sympathy-workers-china

Moyer-Gusé, E. (2008). Toward a theory of entertainment persuasion: Explaining the
persuasive effects of entertainment-education messages. Communication Theory, 18(3),
407-425. https://doi.org/10.1111/].1468-2885.2008.00328.x

Nelson, J. M., Cook, P. F., & Ingram, J. C. (2014). Utility of the theory of planned behavior
to predict nursing staff blood pressure monitoring behaviours. Journal of Clinical
Nursing, 23(3-4), 461-470. https://doi.org/10.1111/jocn.12183

Neuberg, S. L., & Cottrell, C. A. (2002). Intergroup emotions: A biocultural approach (D.M.
Mackie & E.R. Smith, Eds.). Psychology Press.
https://doi.org/10.4324/9781315783000

Ng, S., Saiyasombut, S., & Baker, J. A. (2023, January 09). Chinese tourists yet to make
hotel bookings in Singapore amid uncertainties over rules. Channel NewsAsia.
https://www.channelnewsasia.com/singapore/china-reopens-singapore-asia-europe-
anticipate-tourists-covid-19-3192321

Nosek, B. A., & Banaji, M. R. (2001). The go/no-go association task. Social
Cognition, 19(6), 625—666.
https://guilfordjournals.com/doi/abs/10.1521/50¢0.19.6.625.20886

Nosek, B. A., Greenwald, A. G., & Banaji, M. R. (2005). Understanding and using the
Implicit Association Test: II. Method variables and construct validity. Personality and
Social Psychology Bulletin, 31(2), 166-180. https://doi.org/10.1177/014616720427141

Nunnally, J. C. (1978). Psychometric theory (2nd Ed.). McGraw-Hill.

Oliver, C. (1997). Sustainable competitive advantage: combining institutional and resource-

based views. Strategic Management Journal, 18(9), 697-713.
https://doi.org/10.1002/(SIC1)1097-0266(199710)18:9<697:: AID-SMJ909>3.0.CO:2-C

Otoo, F. E., Badu-Baiden, F., Kim, S. S. (2019). A Qualitative Cognitive Appraisal of Tourist
Harassment. International Journal of Tourism Research, 21(5), 575-589.
https://doi.org/10.1002/jtr.2274



https://doi.org/10.1002/ejsp.2533
https://doi.org/10.1016/j.annals.2005.10.010
https://doi.org/10.1016/j.tourman.2015.01.030
https://doi.org/10.1006/jesp.2000.1470
https://doi.org/10.1521/soco.20.6.483.22977
https://econpapers.repec.org/scripts/redir.pf?u=https%3A%2F%2Fdoi.org%2F10.1016%252Fj.annals.2016.06.006;h=repec:eee:anture:v:61:y:2016:i:c:p:213-215
https://doi.org/10.1016/j.annals.2006.03.015
https://www.scmp.com/news/china/society/art%20icle/2151729/outburst-singapore-food-court-stirs-sympathy-workers-china
https://www.scmp.com/news/china/society/art%20icle/2151729/outburst-singapore-food-court-stirs-sympathy-workers-china
https://doi.org/10.1111/j.1468-2885.2008.00328.x
https://doi.org/10.1111/jocn.12183
https://doi.org/10.4324/9781315783000
https://www.channelnewsasia.com/singapore/china-reopens-singapore-asia-europe-anticipate-tourists-covid-19-3192321
https://www.channelnewsasia.com/singapore/china-reopens-singapore-asia-europe-anticipate-tourists-covid-19-3192321
https://guilfordjournals.com/doi/abs/10.1521/soco.19.6.625.20886
https://doi.org/10.1177/014616720427141
https://doi.org/10.1002/(SICI)1097-0266(199710)18:9%3c697::AID-SMJ909%3e3.0.CO;2-C
https://doi.org/10.1002/jtr.2274

Ozawa, A., & Yaeda, J. (2007). Employer attitudes toward employing persons with
psychiatric disability in Japan. Journal of Vocational Rehabilitation, 26(2), 105-113.
https://content.iospress.com/articles/journal-of-vocational-rehabilitation/jvr00369

Paladino, M. P., Leyens, J. P., Rodriguez, R., Rodriguez, A., Gaunt, R., & Demoulin, S.
(2002). Difterential association of uniquely and non uniquely human emotions with the
ingroup and the outgroup. Group Processes & Intergroup Relations, 5(2), 105-117.
https://doi.org/10.1177/1368430202005002539

Parsons, T. (1942). Age and sex in the social structure of the United States. American

Sociological Review, 604-616. https://doi.org/10.2307/2085686

Payne, B. K., & Cameron, C. D. (2013). Implicit social cognition and mental representation
(D. E. Carlston, Ed.). Oxford University Press.

Pedersen, P. E., & Nysveen, H. (2001). Shopbot banking: An exploratory study of customer

loyalty effects. International Journal of Bank Marketing, 19(4), 146-155.
https://doi.org/10.1108/02652320110392518

Petery, G. A., Wee, S., Dunlop, P. D., & Parker, S. K. (2020). Older workers and poor
performance: Examining the association of age stereotypes with expected work
performance quality. International Journal of Selection and Assessment, 28(4), 510-521.
https://doi.org/10.1111/ijsa.12309

Pickering, M. (2001). Stereotyping: The politics of representation. Red Globe Press.

Pizam, A., Fleischer, A., & Mansfeld, Y. (2002). Tourism and social change: The case of
Israeli ecotourists visiting Jordan. Journal of Travel Research, 41(2), 177-184.
https://doi.org/10.1177/004728702237423

Rast III, D. E., Gaffney, A. M., & Yang, F. (2018). The effect of stereotype content on
intergroup uncertainty and interactions. The Journal of Social Psychology, 158(6), 711-
720. https://doi.org/10.1080/00224545.2017.1407285

Rudman, L. A., & Ashmore, R. D. (2007). Discrimination and the implicit association
test. Group Processes & Intergroup Relations, 10(3), 359-372.
https://doi.org/10.1177/1368430207078696

Ryan, M. (2017). Literary theory: A practical introduction (3rd Ed.). Wiley.

Sadler, M. S., Kaye, K. E., & Vaughn, A. A. (2015). Competence and warmth stereotypes
prompt mental illness stigma through emotions. Journal of Applied Social
Psychology, 45(11), 602-612. https://doi.org/10.1111/jasp.12323

Schreger, C., & Kimble, M. (2017). Assessing civilian perceptions of combat veterans: An
IAT study. Psychological Trauma: Theory, Research, Practice, and Policy, 9(S1), 12-
18. https://doi.org/10.1037/tra0000191

Sevillano, V., & Fiske, S. T. (2019). Stereotypes, emotions, and behaviors associated with
animals: A causal test of the Stereotype Content Model and BIAS Map. Group
Processes & Intergroup Relations, 22(6), 879-900.
https://doi.org/10.1177/1368430219851560

Smith, R. H. (2000). Assimilative and contrastive emotional reactions to upward and
downward social comparisons (J. Suls, & L. Wheeler, Eds.). Springer.
https://doi.org/10.1007/978-1-4615-4237-7_10

Stylidis, D., Woosnam, K. M., & Ivkov, M. (2020). Tourists’ emotional solidarity with
residents: a segmentation analysis and its links to destination image and
loyalty. Journal of Destination Marketing & Management, 17, 100458.
https://doi.org/10.1016/].jdmm.2020.100458

Stylidis, D., Woosnam, K. M., & Tasci, A. D. (2022). The effect of resident-tourist
interaction quality on destination image and loyalty. Journal of Sustainable Tourism,
30(6), 1219-1239. https://doi.org/10.1080/09669582.2021.1918133



https://content.iospress.com/articles/journal-of-vocational-rehabilitation/jvr00369
https://doi.org/10.1177/1368430202005002539
https://doi.org/10.2307/2085686
https://doi.org/10.1108/02652320110392518
https://doi.org/10.1111/ijsa.12309
https://doi.org/10.1177/004728702237423
https://doi.org/10.1080/00224545.2017.1407285
https://doi.org/10.1177/1368430207078696
https://doi.org/10.1111/jasp.12323
https://doi.org/10.1037/tra0000191
https://doi.org/10.1177/1368430219851560
https://doi.org/10.1007/978-1-4615-4237-7_10
https://doi.org/10.1016/j.jdmm.2020.100458
https://doi.org/10.1080/09669582.2021.1918133

Suess, C., Woosnam, K. M., & Erul, E. (2020). Stranger-danger? Understanding the
moderating effects of children in the household on non-hosting residents' emotional
solidarity with Airbnb visitors, feeling safe, and support for Airbnb. Tourism
Management, 77, 103952. https://doi.org/10.1016/j.tourman.2019.103952

Tasci, A. D., & Gartner, W. C. (2007). Destination image and its functional
relationships. Journal of Travel Research, 45(4), 413-425.
https://doi.org/10.1177/0047287507299569

Tasci, A. D., Uslu, A., Stylidis, D., & Woosnam, K. M. (2022). Place-oriented or people-
oriented concepts for destination loyalty: Destination image and place attachment
versus perceived distances and emotional solidarity. Journal of Travel Research, 61(2),
430-453. https://doi.org/10.1177/0047287520982377

Taylor, D. M., Ruggiero, K. M., & Louis, W. R. (1996). Personal/group discrimination
discrepancy: Towards a two-factor explanation. Canadian Journal of Behavioural
Science/Revue Canadienne Des Sciences du Comportement, 28(3), 193-202.
https://doi.org/10.1037/0008-400X.28.3.193

Teo, C. H. (2019, September 24). Speech by Senior Minister and Coordinating Minister for
National Security Teo Chee Hean at the launch of Think China on 24 September 2019.
Prime Minister’s Office Singapore. https://www.pmo.gov.sg/Newsroom/SM-Teo-Chee-
Hean-at-launch-of-Think-China

Tolkach, D., & Tung, V. W. S. (2019). Tracing hospitality and tourism graduates’ career
mobility. International Journal of Contemporary Hospitality Management, 31(10),
4170-4187. https://doi.org/10.1108/IICHM-10-2018-0857

Torre, J. B., & Lieberman, M. D. (2018). Putting feelings into words: Affect labeling as
implicit emotion regulation. Emotion Review, 10(2), 116-124.
https://doi.org/10.1177/1754073917742706

Tse, S., & Tung, V. W. S. (2021). Residents' discrimination against tourists. Annals of
Tourism Research, 88, 103060. https://doi.org/10.1016/j.annals.2020.103060

Tse, S., & Tung, V. W. S. (2022a). Measuring the Valence and Intensity of Residents’
Behaviors in Host-Tourist Interactions: Implications for Destination Image and
Destination Competitiveness. Journal of Travel Research, 61(3), 565-580.
https://doi.org/10.1177/0047287521997576

Tse, S., & Tung, V. W. S. (2022b). Understanding residents’ attitudes towards tourists:

Connecting stereotypes, emotions and behaviours. Tourism Management, 89, 104435.
https://doi.org/10.1016/j.tourman.2021.104435

Tse, W. T. S., & Tung, V. W. S. (2023). Assessing explicit and implicit stereotypes in
tourism: self-reports and implicit association test. Journal of Sustainable
Tourism, 31(2), 460-482. https://doi.org/10.1080/09669582.2020.1860995

Tung, V. W. S., King, B. E. M., & Tse, S. (2020). The tourist stereotype model: Positive and
negative dimensions. Journal of Travel Research, 59(1), 37-51.
https://doi.org/10.1177/004728751882173

Uleman, J. S., & Bargh, J. A. (1989). Unintended thought. The Guilford Press.

Vaughn, A. A., Teeters, S. A., Sadler, M. S., & Cronan, S. B. (2017). Stereotypes, emotions,
and behaviours toward lesbians, gay men, bisexual women, and bisexual men. Journal
of Homosexuality, 64(13), 1890-1911. https://doi.org/10.1080/00918369.2016.1273718

von Hippel, C., Kalokerinos, E. K., Haanteri, K., & Zacher, H. (2019). Age-based stereotype

threat and work outcomes: Stress appraisals and rumination as mediators. Psychology
and Aging, 34(1), 68-84. https://doi.org/10.1037/pag0000308

Wang, Q., Chen, G., Wang, Z., Hu, C. S, Hu, X., & Fu, G. (2014). Implicit racial attitudes
influence perceived emotional intensity on other-race faces. PloS One, 9(8), €105946.
https://doi.org/10.1371/journal.pone.0105946



https://doi.org/10.1016/j.tourman.2019.103952
https://doi.org/10.1177/0047287507299569
https://doi.org/10.1177/0047287520982377
https://doi.org/10.1037/0008-400X.28.3.193
https://www.pmo.gov.sg/Newsroom/SM-Teo-Chee-Hean-at-launch-of-Think-China
https://www.pmo.gov.sg/Newsroom/SM-Teo-Chee-Hean-at-launch-of-Think-China
https://doi.org/10.1108/IJCHM-10-2018-0857
https://doi.org/10.1177/1754073917742706
https://doi.org/10.1016/j.annals.2020.103060
https://doi.org/10.1177/0047287521997576
https://doi.org/10.1016/j.tourman.2021.104435
https://doi.org/10.1080/09669582.2020.1860995
https://doi.org/10.1177/004728751882173
https://doi.org/10.1080/00918369.2016.1273718
https://doi.org/10.1037/pag0000308
https://doi.org/10.1371/journal.pone.0105946

Wang, X., Lei, W., Liu, K., Liang, X., Wang, Y., Huang, C., ... & Chen, J. (2020). Implicit
measure of suicidal ideation in patients with depression. Death studies, 1-7.
https://doi.org/10.1080/07481187.2020.1850549

Woosnam, K. M., Stylidis, D., & Ivkov, M. (2020). Explaining conative destination image
through cognitive and affective destination image and emotional solidarity with
residents. Journal of Sustainable Tourism, 28(6), 917-935.
https://doi.org/10.1080/09669582.2019.1708920

Wyer Jr, R. S., Clore, G. L., & Isbell, L. M. (1999). Affect and information processing.
Advances in Experimental Social Psychology, 31, 1-77. https://doi.org/10.1016/S0065-
2601(08)60271-3

Zhang, Y., Xiong, Y., Lee, T. J., Ye, M., & Nunkoo, R. (2021). Sociocultural sustainability
and the formation of social capital from community-based tourism. Journal of Travel
Research, 60(3), 656-669. https://doi.org/10.1177/0047287520933673



https://doi.org/10.1080/07481187.2020.1850549
https://doi.org/10.1080/09669582.2019.1708920
https://doi.org/10.1016/S0065-2601(08)60271-3
https://doi.org/10.1016/S0065-2601(08)60271-3
https://doi.org/10.1177/0047287520933673

	Title: Understanding residents' attitudes towards tourists through implicit stereotypes
	Keywords:  Host-guest relations, intergroup interactions, destination management, bias, implicit association test
	Introduction
	Literature Review
	Defining and Connecting Stereotypes, Emotions and Behaviours
	Implicit Stereotypes
	Implicit Association Test (IAT)
	Summary and hypotheses: Integrating implicit stereotypes with residents’ emotions and behaviours

	Methodology
	Research Instrument and Procedures
	Sampling

	Results
	Respondent Profile
	Descriptive Analysis
	Path Analysis of Implicit Stereotypes, Emotions, and Behaviours

	Discussion
	Theoretical Implication
	Practical Implication
	Limitation and future research

	References



