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Abstract

Cognitive image has led the tourism and hospitality industry to serve its customer with more creative and
better ways and arouse their interest in the destinations by exciting their imagination. It is nearly
impossible to consider a destination without also acknowledging its people as well as the relationship
visitors have with such residents. The study aims to examine mediating effect of tourists’ expectations
between cognitive image and visit intentions of the visitors in the northern areas of Pakistan. A quantitative
approach was employed by taking an adopted questionnaire to collect data from the target respondents.
The study used convenient sampling technique as the unknown population size. A total of 220
questionnaires were distributed among the respondents wherein only 180 were returned. The gathered data
was coded, labeled and run through SPSS V25 using Preacher and Hayes (2013) mediation model 4. The
results found that tourists’ expectations plays partial mediation role between cognitive image and visit
intentions. Implications for theory and practice along with limitations and future research opportunities
are discussed at the end of the study.

Keywords: Cognitive Image, Tourist Expectations, Visit Intentions.

Introduction

Expectations play an important role in shaping an individual’s behaviors towards it’s their object of interest
(Wang, 2016). Expectations signify the prediction of an occurrence, place or event in the mind of the
consumer. It highlights the results anticipated by the consumer of the product or the service transaction in
the future (Aliman et al., 2014). Consumers base their satisfaction judgment mostly on expectations built
by marketers through expected performance of the services or product (Lee, 2017). Tourist’s expectations
are perceptions formed by predetermined travel results and mostly consumers take on traveling to gratify
more than one expectation (Liu, 2017).
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Cognitive image is a highly subjective concept, encompassing an amalgam of peoples’ beliefs, ideas,
impressions and feelings of a country, city or area as a tourist destination (Agapito). Cognitive image as
such has become the core of place branding, which commonly refers to “the development of a consistent
element mix to identify and distinguish “place” through positive image building” (Iordanova, 2017).
Building on the work of Building (Kim, 2019) and Liu (2017), Pratminingsih (2014) first introduced
cognitive image to tourism, arguing that the construct comprises three distinctly different but hierarchically
interrelated components: cognitive (Papadimitriou, 2018). Such distinction is a conceptual and
methodological tool that facilitates examination of the complex concept of image (Prayag, 2012). The
cognitive image component reflects an evaluation of the perceived attributes of the destination with or
without prior visitation (Stylos, 2017). This set of attributes corresponds to the resources of a tourist
destination (Tan, 2016).

Visit intention is an engaged behavior of the tourists towards staying in a place, city or hotels and has a
strong relation to the perception and value of what the tourist feels as the consumers to evaluate the
outcome or products they have already felt (service) (Allameh et al., 2015). Even though there is no
connection between cost and benefit the tourists obtain as the visitors or consumer, but the value they felt in
visiting intention is an antecedent of customer satisfaction and behavioral intention in the future (Stylos,
2017; Chew, 2014). For example, a tourist whose perceived value is high on tourism destination will
definitely be prone to the different level of satisfaction of all feeling they got. This is, will encourage the
visitor experience to visit intention or recommend to others in the future.

The hospitality industry has been facing many challenges, which have real consequences, like the main
problem faced by them is labor shortages, increase in tourists and international travelers and large amount
of consumer data. In many countries, shortage of skilled workers is another big challenge for the industry
(Kim, 2018). Tourism and hospitality industry is developing at a very high speed all over the world. Travel
and hospitality industry has not only outperformed the global economic growth but also outpaced several
major sectors in 2016 around the world (Wirtz et al., 2018). From the last many decades, the industry has
capitalized billions of dollars in destinations often laying the foundation for broader economic
development. Due to globalization, the world has become smaller and as almost every corner of the globe is
more accessible for many, tourism is already a vital sector for development across all continents (Ahmed,
2017).

Within the tourism context, satisfaction can result from the expectations and emotions (Costa, 2017)
attitudes of the tourist (Ivanov et al., 2019), the perceptions of performance and attributes of the destination
or company involve (Papadimitriou, 2018). Use of CI is a novel and new idea which has fewer research
studies based in Pakistan. Cl generate curiosity and excitement in the tourist and can evoke positive tourist
expectations (Wirtz, 2018).

Research Objectives

i.  Toascertain, that the CI impact on tourists’ expectations formation and visit intention.

ii. To ascertain whether there is a direct relationship between tourists expectations and intention to visit
automated hotel facility.

iii. To investigate the mediating role of tourists’ expectations between CI and intention to visit tourists’
destination.

Literature Review
Cognitive Image and Tourists’ Expectations

As previously stated, Cl is a complex construct with difficult to measure elements (lordanova, 2017). So Cl
components and measurement have gotten a lot of research attention. Earlier research focused on the
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cognitive component of destination image (Agapito, 2013; Liu, 2012). Tourist expectations are based on
their experiences and how they rate the destination's performance. Expectations are a complex concept, and
their essence is also diverse. Some researchers believe that tourists' actual experience should be evaluated
by their overall expectations to destinations (Chew, 2014). A tourist's overall expectations is a broad
concept and holistic phenomenon that represents the accumulated actual experience and impression (Sheng,
2013). Customer satisfaction is measured by overall performance or actual experience, according to Aliman
et al., (2014). Furthermore, according to Wang (2016), expectations can be measured in multiple ways,
including overall expectations. That is, as stated previously, tourist expectations and standards can vary.
According to previous research, lordanova (2017) identified three levels of travel satisfaction: overall,
relative to expectations, and relative to time and effort.

H1: CI has a significant and positive association with Tourists’ expectations
Tourists’ expectations and Visit Intention

It is formed when a tourist's interest in a destination is aroused. Among the factors influencing these
expectations are tourism infrastructure and technological advancements (Chan, 2019). Tourism destinations
are facing fierce competition due to new strategies and challenges (Liu, 2017). Emotions like anticipation
are necessary and important in tourism because they influence tourist responses like VI (Papadimitriou,
2018). Creating an appealing image through various stimuli creates a positive image in consumers' minds.
Affecting consumers' emotions and expectations Costa (2017) claims. One of these stimuli is variety. The
activities include shopping, nightlife, and entertainment (Cutler, 2010). From a tourist's perspective, visit
intent and intensity vary based on prior experiences. Visit intention is one of the behavioral patterns
developed when tourists are exposed to various image dimensions as stimuli (diverse activities). Based on
the above, it is safe to say that tourist expectations mediate between activities and VI. The result of
changing expectations is a behavioral change (Visit intention) or response.

H2: TE has a significant and positive association with VI
Cognitive Image and Visit Intention

Since Agapito (2013) and Stylos (2017) have already examined the moderating role of motivation in their
papers “destination image and visit intention: examining the relationship between destination familiarity,
destination image, and future visit intention,” the current study does not examine these factors directly.
Many studies show that familiarity increases visit intent (Allameh et al., 2015). Educational familiarity,
such as films and TV shows about a location, influences visit intention (Pratminingsih, 2014). lordanova
(2017) also found a positive effect of informational familiarity on travel intention (Liu, 2012). A person's
subjective knowledge of a destination is an important indicator of decision-making (Tan, 2016). Previous
research has shown that emotional attachment to a destination influences tourist behavior, such as future
visit intention. However, one's perception of risk may influence their willingness to travel (Aliman et al.,
2014). As a result, it's reasonable to assume that tourists will want to visit if they believe the risks have
been addressed (i.e. assured familiarity).

H3: CI has a significant and positive relation with VI

Mediating Role of Tourists’ expectations Between Cognitive Image and Visit Intension

The location of a tourist attraction influences the expectations of visitors (Wang,, 2016). According to
Papadimitriou (2018), having safe and clean living facilities has an impact on the environment of a
destination (Stylos, 2017). Other environmental factors that influence expectations include natural parks

and scenic locations (Liu, 2017). According to the Mehrabian and Rusell (1974) model, environmental
stimuli influence tourists' emotional states (expectations) and thus behavior (visit intention). Tourism
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strategies and challenges are evolving (Agapito, 2013). Emotions such as expectation development have an
impact on tourist responses such as visit intention (Tan, 2016). According to Aliman et al., (2014), these
elements influence consumer emotions and expectations. One example is a variety of tasks. Shopping,
nightlife, and entertainment are all available (Sheng, 2013). Tourists' travel plans are influenced by their
expectations and previous experiences. One of the behavioral patterns induced by various image
dimensions is visitation desire (diverse activities). The TE bridges the gap between tourist activities and
visitor intentions. Actions are influenced by expectations (external stimuli). There is a list of airports,
public transportation, and historical and cultural sites (Van et al., 2017). These variables influence tourism
expectations (visit intent) (Andereck et al., 2012). We chose our own due to a lack of homogeneous items
for operationalizing CI (Chew, 2014). lordanova (2017) theorized tourism infrastructure and destination
image (Agapito, 2013). The study's goal is to learn more about tourist expectations. A tourist will select a
destination based on his or her knowledge, image, and experience (Tung, 2017).

H4: TE mediates the relationship between CI and Visit Intention
Conceptual Model

H4

Tourists’

Expectations

H2

Cognitive

Image

Figure 1: Conceptual Model

Methodology

The current study that is related to tourists’ expectations being impacted by the use of the CI and visit
intentions is formed by customer’s imagination. In this type of study which forms questions to be
answered, mostly, deductive approach was used.

The present research was based on quantitative techniques which adhere to collection of data through
developing a questionnaire based on certain scales. Survey technique was mostly used by the researchers
when data was collected for the quantitative approach. In the current research the best approach is cross-
sectional data. It gives the researcher an overview of the situation. Due to time constraints and other limited
resources, the study employed convenience sampling technique.

Population and Sample Size

In current study, the respondents from northern areas were considered as the infinite population and a
sample of the respondents residing in these areas were selected.
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Taking whole of the Pakistan as sample would have not been possible due to time constraint and the cost
involved in collecting the data. To make the sample more approachable and collect it in prescribed time and
cost a sample of the whole population was taken. This representative sample was from northern areas. The
sample size should be at least 100 to 200. Similarly, Sarstedt et al., (2015), suggested a sample size 120
around 200 respondents.

Instrumentation
The study adopted and composed a comprehensive questionnaire from various studies. Ci was assessed by
using 5 items (phillips and jang, 2007), te was assessed through 12 items from sheng and chen (2013) and

vi was assessed through 3 items (liu & goodhue, 2012;. The items were measured via using a 5-point likert
scales i.e. Strongly disagree, disagree, neutral, agree and strongly agree.

Results
Respondents Demographics

Table 1: Demographics

Age Frequency Percentage Cumulative %age
20-30 113 62.80 62.80
31-40 51 28.35 91.15
41-50 13 7.12 98.27
51 and above 3 1.73 100
Total 180 100

Gender

Male 108 60.20 60.20
Female 72 39.80 100
Total 180 100

Education

Bachelor 38 21.33 21.33
Masters 130 72.18 93.51
MPHIL 9 5.16 98.67
Doc 3 1.33 100
other 0 0

Total 180 1.00 -
HOST

Yes 148 82.41 0.77
No 32 17.59 1.00
Total 180 1.00

Age is an important factor in determining who is more open to new experiences. A majority of respondents
(62.80%) are between the ages of 20 and 30, while the second group is between 31 and 40 (28.35%). As
per the above tabulated data, the male are more inclined towards novel experience perhaps due to exposure
and means to reach such destinations. The data shows that 60.20% males (108) and 39.80% females (72) were
interested in taking this survey.
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Keeping the importance of education, the data shows that the education level of the respondents are Bachelor
(21.33%), Master (72.18%), MPhil (5.16%) and PhD (1.33%). Most of the respondents are having higher
degrees.

To understand the gap between previous and new expectations of tourists, one must first understand their
knowledge of hotel living. Thus, respondents who had previously lived in a hotel were more likely

(82.41%) than those who had not (17.59 percent ). It also shows that many respondents stayed in hotels and
thus understood the tourism and hotel industry.

Reliability Analysis

Table 2: Reliability Analysis

NO Variable No. of Items Sources Alpha Value
1 Environment 12 Phillips and Jang (2007) .867
2 Tourist expectation 8 Sheng and Chen (2013) 781
3 Visit intention 3 . Liu and Goodhue (2012) 752

Table 2 shows each variable's reliability and consistency. It is found in reliability analysis. To retain the
items, the cronbach's alpha must be greater than 0.70. (carlson and george, 2004). Table 2 shows scale
reliability by cronbach alpha. The results show that all constructs have reliability above the acceptable
threshold (.70). Clearly, all measures are reliable.

Descriptive Analysis

Table 3: Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
TE 180 2.00 4.75 4.2090 .26879
Cl 180 1.00 4.76 4.1866 .49998
VI 180 2.00 5.00 4.1519 .46387
Valid 180
N (listwise)

TE (Tourists’ expectations), VI (Visit Intentions), Cl (Cognitive Image)

Table 3 contains the data's sample size, missing values, mean, minimum values, maximum values, and
standard deviation. The mean values for TE, Cl, and VI in Table 4.3 are 4.2090, 4.1866, and 4.1519,
respectively. The mean value indicates that respondents' opinions are more positive than the mean value.
While the standard deviations of TE, CI, and VI are.26879,.49998, and.46387, respectively.

Correlation Analysis
The relationships between the variables are checked to see if they are linked in every study correlation

analysis. This research examines the direct link between Cl and V1, as well as the role of TE as a mediator
between ClI and VI.

ISSN: 2308-7056 Nasar, Qadir, Mehwish & Khan (2021) 230



www.irbas.academyirmbr.com July 2021
International Review of Basic and Applied Sciences Vol. 9 Issue.3

Table 4: Correlations

TE Cl VI
TE Pearson Correlation 1 204 326
Sig. (2-tailed) 006 000
N 180 180 180
Cl Pearson Correlation 204" 1 651"
Sig. (2-tailed) 006 000
N 180 180 180
VI Pearson Correlation 326" 651" 1
Sig. (2-tailed) 000 000
N 180 180 180

**_ Correlation is significant at the 0.05 level (2-tailed), TE (Tourists’ expectations), VI (Visit
Intentions), Cl (Cognitive Image)

Table 4 shows that Cl has a positive and significant relation with VI. The value of the correlation between
Cl and VI is (r = .651**, p< .05). ClI has a positive correlation with TE (r = .204**, p< .05). TE has also
positively associated with VI (r = .326**, p< .05).

Regression Analysis

Correlation analysis only shows the relationship between variables, whereas regression analysis assists in
determining the causal relationships between variables. Regressions are classified into two types: simple
regressions and multiple regressions. Simple regression is used when there are only two variables to
establish a causal relationship, whereas multiple regressions are used when there are more than two
variables, such as mediation.

Simple Regression Analysis
Regression Between Cl and VI

Table 5: Simple Regression Between Ci And Vi
VI
Variable B R Square Sig.
Cl 424 .604 .000
DV Visit Intentions IV Cognitive Image *P < 0.05, N=180 standardized regression coefficient reported.

Hypothesis 1 stated that there is a positive relation between Cl and VI. The results prove the same
hypothesis. Results show that the CI is positively related with V1. The value of B is 0.424 and the value of
its significance is .000. This shows that the relation between CI and V1 is highly significant. The value of
R2 is .604. This shows that Cl brings about 60.4% variations in VI.

Regression between Cl and TE

Table 6: Regressions between Cl and TE

TE
Variable B R Square Sig.
Cl 110 .042 .006

DV Tourists’ expectations CI Cognitive Image*P < 0.05, N=180 standardized regression coefficient
reported
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Hypothesis 2 stated that there is a positive relation between ClI and TE. The results prove the same
hypothesis. Results show that the CI is positively related with TE. The value of B is 0110 and the value of
its significance is .006. This shows that the relation between Cl and TE is highly significant. The value of
R2 is .042. This shows that ClI brings about 4.2% variations in TE.

Regression between TE and VI

Table 7: Regression between TE and VI
VI
Variable B R Square Sig.
TE .563 107 .000

DV Visit Intentions IV Tourists’ expectations *P < 0.05, N=180 standardized regression coefficient
reported

Hypothesis 3 stated that there is a positive relation between TE and VI. The results prove the same
hypothesis. Results show that the TE is positively related with VI. The value of B is 0.563 and the value of
its significance is .000. This shows that the relation between TE and VI is highly significant. The value of
R2 is .107. This shows that TE brings about 10.7% variations in V1.

Mediation Analysis
Mediation was carried out by following bootstrapping technique in SPSS. For the procedure 5000 sub-
samples were taken and procedure was followed by applying preacher and Hayes (2013) test. This

technique analyses and test the below mentioned hypotheses;

Table 8: Mediation Analysis

Effect of IV | Effect of M on | Indirect Total Effect of | Bootstrap  results  for
on M (a path) | DV (b path) Effect of IV | IV on DV (c | Indirect Effect
on DV (¢’ | path)
path)
B Sig, B Sig. B B Sig, LL95CI UL 95
Cl
.1098 | .006 | .3485 .000 .0383 .5659 .000 4629 .6689

Note. Standardized regression coefficient indicated. Bootstrap sample size 5000. LL =lower limit; CI =
confidence interval; UL = upper limit. N=180, *P < .05.

As per the results mentioned above in table 8, TE partially mediates the relationship between CI and visit
intention thus proving the hypotheses H4 significant. The results shown strongly support and justify this
hypothesis. The table shows that the indirect effect of TE on VI has the lower level confidence interval and
upper level confidence interval of .4629 and .6689. Both the values of LLCI and ULCI have positive and
same signs which show the strong mediating role of TE between CI and VI.

Discussion

Tourism and hospitality have benefited greatly from the introduction of Cl. This study's goal was to explore
if the CI can deliver a unique experience and meet tourists' expectations. Perceived enjoyment of
information and technology might positively improve perceived use, according to research (Mun & Hwang,
2003). According to Ivanov et al. (2018), CI can lead to good experiences and expectations. The data show
that CI is associated to V1. B has a significance of 0.000 and a value of 0.424. This emphasizes the CI-VI
link. This shows a link between CI use and tourist intent to visit (Ivanov et al., 2018; Murphy et al., 2017).

ISSN: 2308-7056 Nasar, Qadir, Mehwish & Khan (2021) 232




www.irbas.academyirmbr.com July 2021
International Review of Basic and Applied Sciences Vol. 9 Issue.3

This is based on the appreciation of technology (Pinxteren et al., 2019) and is not comparable to a
picturesque view. This idea is backed by both past research and measurement values.

The image of a location is Cl, which comprises the environment, varied activities, and tourism site
infrastructure (Lee et al., 2017). Personal expectations contribute to future visit intention, according to
Sheng and Chen (2013). The atmosphere, diverse activities, and tourism site infrastructure are all
mentioned in Phillips and Jang (2007). The empirical evidence for hypothesis (H2) indicates that Cl and TE
have a beneficial association. B is significant at.006 and has a value of 0110. This demonstrates the critical
nature of the relationship between CI and TE. R2 has a value of.042. This demonstrates that CI is
responsible for around 4.2 percent of TE changes. Due to the fact that this is a multi-stimulus study
involving a variety of domains that may or may not have an effect on visitors' expectations in the same
way, these empirical values present contradictory empirical evidence for the environment.

According to the literature, the te can assist travelers in forming the vi (wirtz et al., 2018). Te are a group of
psychological events that, when activated by the appropriate stimuli, can result in a positive vi (sheng and
chen, 2013). The same results have been validated by empirical measurement. Tee has an effect size of
0.563, a p value of 0, and an r-square value of.107. This reveals a strong, positive, and direct relationship
between te and vi, therefore verifying the hypothesis “(h3)" te has a significant impact on the production of
vi in tourists.

To test the hypothesis “(h4)” that te mediates favorably between vi and ci, the empirical data show a p
value of 0, beta value of 0.0383, and lower and upper limits of.4629 and.6689. According to chang et al.
(2011), perceived delight that tourists acquire when thinking about adopting technology-based services can
impact vi by increasing te (neuhofer & buhalis, 2012). Having several types of stimuli affecting on tourists'
cognition can result in some being regarded as novel and unique therefore important and some being seen
as inconsequential. The ci components (tourist site infrastructure, and diversified activities) have a good
impact on tourists in pakistan, forming the te, which leads to vi. In terms of novel experiences, pakistani
tourists seek out fresh and distinctive encounters using technology, hence developing vi. Environmental
cues also play a function, but are too mixed up to have an impact on.

Theoretical Implications

To see how varied cues altered travelers' expectations (Cl, environment and diverse activities and tourist
sites). The following factors are all observed as new linkages in this study. This has been empirically
studied and found to be in line with the literature. This study examined how technology and the
environment affect tourist expectations. This study also looked at how tourists contribute to Cls and what
activities they think are appropriate. Humanoid service robots are rapidly changing the tourist and
hospitality industries. The researchers will also unearth and work on new dimensions in regard to
technological goods with humanoid-based elements. This study could have a big impact on the Pakistani
market. In this survey, visitors' expectations are compared to Cl.

Limitations and Future Directions

There are a few drawbacks to this study. Because of the time constraint, a cross-sectional research was
chosen. If additional time and money had been available, data for longitudinal research could have been
collected, providing a better understanding of the elements that influence tourist expectations. Changes in
exposure and time of many factors affect customers' opinions and impressions. If the study had been
longitudinal, additional data would have been collected at various points of the study in order to give a
more extensive and thorough analysis. The current survey used a variety of activities, the environment, and
tourist infrastructure, but just a few stimuli, mainly ci. There are a variety of activities that might assist
influence the tourist's experience. Second, more study participants can be sought who can assist in
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determining the impact of variables on expectations. Additional cities could be used to collect data for the
study, resulting in a broader range of reliable results.
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