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Abstract
The aim of this study is to ascertain the modegaéffect that affective destination image has an th

relationship between tourist satisfaction and be&hasl intention in a mountain tourism destinatiédbudu
Mountain Resort. Using a sample of 217 tourists wiese very much first-time visitors, structural atjan
modelling (SEM) and hierarchical multiple regressivere used to perform the analysis. Our findingssipde
support for the entire hypothesis developed exdéeptthe direct relationship between cognitive imeayel
behavioural intention. The result of the hierarehimultiple regressions revealed that affectivetidason
image has a significant moderating effect on thatienship between tourist satisfaction and beharab
intention.
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1. Introduction

In the last two decades, the need to develop ngamunities necessary for rural empowerment and
increased leisure activities as a way of relieyigpple of the stress associated with the struggimedet the
demands of conducive healthy living has broughtuahwarious forms of tourism such as ecotourismumat
tourism, slum tourism, dark tourism, disaster teumi sustainable tourism, mountain tourism and mathgrs.
Among all these forms of tourism, mountain touristands out because it is more advantageous tosathmee it
can be considered as mass tourism and alternativisin (Maroudast al.2004).

Mountains are one of humankind’s most profoundhetypal symbols (Smethurst 2000), being
frequently associated to extraordinary, dramatid exotic landscapes, nature and culture featurepdN&
Chipeniuk 2005). Mountain destinations are placigs powerful symbolic features that exert a stramftuence
on destination image formation and their attractéss leads to a tourism demand corresponding tot £686
of global tourist flows, mostly due to their appeglsymbolic image (Silvat al. 2013). Mountain destination
image is therefore a crucial element worthy of gropackaging by destination management organizaion
order to provide a fulfilling experience for doniestnd international tourists pertinent for incredpatronage
and the long-term sustainability of
mountain resorts. Tourism destination image is itgpd because it is presumed to have direct coresegs for
variables such as the satisfaction felt by theisbwr loyalty to the tourism destination. Loyalsya concept
related closely to customer satisfaction, and tieeeven a consensus that a high degree of satisfaesults in
loyal customers. This makes loyalty the centralcemt of marketing and any discussion of it musetako
account the elements involved in the process dbitsation, such as customer satisfaction (Pegidkackman
2002; Baker & Crompton 2000) and brand image (Bignél. 2001).The success of many tourist destinations
around the world largely depends on the images bglgotential tourists and their effective manageime
(S6nmez & Sirakaya 2002).

The tourism industry is highly competitive due ke tglobalization of markets and the rapid changes
demanded by consumers (San Martin 2005). In omlezompete effectively, destinations must design and
implement appropriate strategies and marketingaiihies to position themselves in their target netsKHawkes
& Kwortnik 2006; San Martin 2005). Destinations sl distinguish themselves from their competitors,
increase their aptitude to attract new tourists gimd more importance to maintaining and cultivatihe loyalty
of tourists who have already visited the destimatidlegre & Cladera 2006). Such differentiation hasbe
perceived by tourists, because a consumer’s belmaigidhe result of his or her perceptioMo(ina et al. 2012).
One of the key elements of successful destinatiarketing is tourist satisfaction, which influen¢he choice of
destination and the decision to return (Yoon & Wy3805). Furthermorea key challenge for destination
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marketers is to provide a differentiated produat tlee sophisticated traveller in search of new ardtic
destinationsRamkissooret al. 2011)

Destinations have become more important than iddal attractions as a result of increases over the
past two decades in tourism demand for packagddyi As a result, when tourists visit a destimgtibey seek
more than one experience at that destination. ™iay at a hotel, go outside the hotel to eat arnkdr
communicate with local people, shop, and visitunalt and historical venues (Ozturk & Qu 2008). Thausrip
becomes not a single product, but rather consistiifierent service components often provided byitiple
organizations with different objectives (Kozak, 3D0Such is the case for trips to Obudu Mountailsdrein
Nigeria which arguably has very fascinating natuaald man-made endowments providing a bundle of
attractions. Obudu Mountain Resort is located insSrRiver State of Nigeria and was formerly caldsuidu
Cattle Ranch. Obudu Mountain Resort is one of ¢lvellest and most wonderful places in the worlddose of
its topography. The resort was described by adoezi as “Nigeria’s best kept secret”. Its recognithationally
and internationally has increased as it offers b@ure and business tourism experiences. Thetrissseated
at an altitude of 1,575.76m above sea level. Teatpsx levels vary with the season. In the montbsnfr
November to January the temperature range is 26°82fc. In the months from June to September the
temperature level is 4°c to 10°c (Esu & Arrey 2011)s bounded to the north by Benue State, tostigth by
the Ogoja local government area and the east byRépblic of Cameroon and lies within latitude 64and
longitude 910E (Nwabhiat al. 2012).

Previous research studies show that destinatiorgén@an influence tourist satisfaction and their
behaviours such as the choice of a destinatiorsuhsequent evaluations, and their future behaaddotentions
(Bigné et al. 2001; Chon, 1990; Court & Upton, 1997). A favouleabmage in terms of the cognitive and
effective dimension of a particular tourism dediima is likely to result in a positive evaluatiorf the
destination and to increase the possibility of siivig. Surprisingly, most destination image resbatudies are
conducted in Western countries and very few areediondeveloping countries. According Baloglu &
McCleary (1999) and Sénmez & Sirakaya (2002), tbeybof knowledge regarding destination image hanbe
largely based on data collected from Western ttausissiting destinations in Western countries aedyMittle
attention has been given to studies on how trageftem Western countries and Sub-Saharan Africamties
develop images of mountain tourism destinationsSitb-Saharan African countrie3o the best of our
knowledge, no study has been conducted in Westeuntiies, and particularly in Sub-Saharan develppin
African countries, that seeks to investigate thelenating effect of the affective dimension of destion image
on the relationship between tourist satisfactiod bahavioural intention in the context of a moumtaiurism
destination. It is on this basis that this studi}l piovide an insight into the influence of theeadfive dimension
of destination image in shaping tourist behaviod eontribute to the existing literature.

2.0 Development of Resear ch Hypothesis
2.1 Cognitive and Affective Destination | mage

The idea of destination image was introduced iotgism studies in the early 1970s by Hunt (1975),
Gunn (1972) and Mayo (1973), and has since becomeeod the most researched topics in tourism-related
research $tepchenkova & Mills 2010). When tourists have aegally positive perception of a destination, the
likelihood of their selecting that destination ixieased (Birgit 2001). It has been shown that itiwgnand
affective destination images are critical dimensidhat have a significant influence on tourist Sattion
(Kandampully & Suharatanto 2000; Loureiro & Gonza?®08; O’Leary & Deegan 200and the future visiting
behaviour of tourists (Kandampully & Suharatant®@0Garau & Martinez 2010; Chen & Tsai 2007; Lee, Lee
et al. 2005; Bigné et al. 2001; Chen & Tsai 2007Prayag 2009)In general, past findings confirm that
destination image is a direct antecedent of satisfa Additionally, it should be noted that todsisintentions to
revisit destinations largely depend on their pesiperception of the destination (Bojanic 1991; &€i§u 2008).
Destination image has been recognized as one ahfluential concepts in tourists’ destination at®iprocess
because image affects the individual’'s subjectme@ption, subsequent behaviour and destinatioicetiGhon
1990; Etchner & Ritchie 199Teong & Holland 2012)More recently, Lee (2009) studied wetlands touria
Taiwan and found that “destination image direcffgets satisfaction and indirectly affects futuehaviour”.

Many tourism scholars focus their attention on liodistic nature of the image, defining destination
image as the expression of all the knowledge, isgio@s, prejudices and emotional thoughts thahdividual
or group has of a particular object or place (Aizast al. 2008; Calantonet al. 1989; Fakeye & Crompton
1991). Because of this holistic nature, image pkysntegral role in successful destination markgtiTasci &
Gartner 2007), and thus, destinations with stroogjtiye images are more likely to be considered saldcted
by consumers (Echtner & Ritchie 2003; Prayag 200Bgrefore, destination marketers have soughteatity

48



Journal of Environment and Earth Science www.iiste.org

ISSN 2224-3216 (Paper) ISSN 2225-0948 (Online) miy
Vol4, No.4, 2014 ISTE

the most effective factors that influence a destimaimage. Thus, the image of a destination becomes
significantly effective for the decisions of toudgYilmazet al. 2009).

In tourism,measuring only cognitive image by attribute listsyever, does not capture affective image
domains such as fun, excitement and atmosphereptiui999; Tascet al. 2007). Woodside & Lysonski
(1989) argue that affective associations such agtiyp®, negative and neutral feelings are necessaknow
global attitudes concerning whether tourists litislike, or have no opinion about a destinatiord #rat they
greatly influence destination choice (L&h al. 2007; Walmsley & Young 1998; Woodside & Lysonskig®).
However, the cognitive image refers to the bel@f&nowledge a person has of the characteristiegtabutes
of a tourism destination (Boo & Busser 2006; Gowadral. 2007; Pike & Ryan 2004). Those attributes are the
elements of a destination that attract touristh g attractions to be seen, environments to beeped (e.g.
weather, public hygiene) and experiences to remembaerlying the cognitive structure of destinatiorage.
The affective image, on the other hand, represemtairist’s feelings toward a destination (Balo§/Brinberg
1997; Walmsley & Jenkins 1993). A common agreenanbng researchers seems to point out that affective
evaluation depends on cognitive assessment wHéetafe responses are formed as a function of ¢ivgndbnes
(Gartner 1993; Ryan & Cave 2005; Vogt & Andereclo2p It is also paramount to note that the cognitive
component of the image has a considerable impatiieaffective component (Holdbrook 1978; RussePi&tt
1980; Anandet al. 1988; Stern & Krakover 1993; Liat al. 2007; Ryan & Cave 2007T.he distinction and
direction of the relationship between cognitive afigéctive components have been emphasized in deuof
tourism decision-making models (L&t al. 2007).

2.2 Tourist Satisfaction

In the consumer behaviour literature, satisfactisndefined as consumer fulfiiment responses to
attitudes that include such things as judgmentevidhg a purchase or a series of consumer prodetactions
(Lovelock & Wirthz 2007). Satisfaction is “one dfet objectives of marketing activity, linking theopesses of
purchasing and consumption with post-purchase phena” (Kandampully & Suharatanto 2003). It is a
psychological outcome derived from experience (eeal. 2007). Product and service quality evaluations are
predominantly based on a cognitive processing mesima(Vida & Reardon 2008). In the case of satisfac
with a destination, tourists value the degree efgpiirable fulfilment of their needs and wisheduutiag the full
range of services and activities offered by theidason. Satisfaction depends on the experiencesofg the
services (Hernandez-Lobatt al. 2006).Satisfaction can be seen as a tourist's post-psechasessment of the
destination (Oliver 1980) and it is considered duahle concept in understanding the performance of
destinationsin the tourism literature, destination satisfactiefers to the emotional state reflected in a &ilgi
post-exposure assessment of a destination (Bak@rdnpton 2000; St al. 2011). Destinations that can
identify attributes that satisfy tourists increéiseir chances of havirlgyal tourists (McDowall 2010).

Researches in the service industry have showsfaetion to be a direct antecedent of behavioural
intentions (Croniret al. 2000; Petrick & Bachman 2002; Tam 2000). In theitm literature, previous research
findings suggest a significant relationship betwemimist satisfaction, intention to return, and ifes word-of-
mouth communication (Beeho & Prentice 1997; Hallbwk996). Satisfied tourists are most likely to
recommend destinations they have visited to th@ndls and relatives or express favourable commednbsit
the destination (Beeho & Prentice 1997; Ross 1983jontrast, dissatisfied tourists may not retiarthe same
destination and may not recommend it to other stsifChen & Chen 2010). Even worse, dissatisfiedigts
may express negative comments about a destinatidndamage its market reputation (Reisinger & Turner
2003). In a study of tourists visiting Mallorca, &p, Kozak & Remington (2000) reported that the enor
satisfied the tourists were with their visits, there likely they were to return and recommend thstidation to
others. Tourist satisfaction is defined as a pasiperception or feeling that tourists develop hgaging in a
certain recreational activity (Beard & Ragheb 198®urist satisfaction influences destination cksi¢Cole &
Crompton 2003) and future behaviours (Bighél.2001; Coleet al. 2002; Lee 2007).

2.3 Tourist Behavioural Intention

Generally, previous studies in numerous serviciplines have shown thatustomer satisfaction
measures how well a customer’s expectations areantbicustomer loyalty measures how likely custoraees
to return and to spread positive words about datstins to others. Therefore, customer expectatimnst be met
or exceeded to create loyalty as an aspect of lmivaVy intention (Kotleret al. 2006). Behavioural intention,
defined as arindividual's anticipated or planned future behavid@liver & Swan 1989), represents the
expectations of a particular form of behaviour igigen setting and can be operationalized as kadiood to
act (Fishbein & Ajzen 1975). Zeithandt al. (1996) suggested that favourable behavioural tittes are
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associated with a service provider's ability to @et customers to: (1) say positive things abownth (2)
recommend them to other customers, (3) remain lwyetiem (i.e. repurchase from them), (4) spendemuth
them, and (5) pay price premiums. In recent stydiekavioural intentions have usually been explavétin
the cognitive-affective-conative framework (e.gniat al. 2004; Oliver 1999), which is theoretically justidi
by Bagozzi's (1992) self-regulatory mechanisms nhotllee cognitive component (attribute appraisalinmally
precedes emotional responses (Chiou & Droge 20@&5h ultimately lead to behavioural intention. Brigal
research offers strong support for such causdity.example, Dabholkaat al. (2000) as well as Cole & lllum
(2006) found that satisfaction (affective compohemediates the effect of service quality (cognitbaenponent)
on behavioural intentions (conative component).

Behavioural intentions in tourism have been stidiyy examining two variables: word-of-mouth
behaviour and intention to return (Sewvetral. 2007). The degree of destination loyalty is freglereflected in
tourists’ intentions to revisit the destination aimdtheir willingness to recommend it (Chen & T<4007;
Oppermann 2000). Studies of tourists’ behaviounérition mainly focus on two topics, destinatioroick
intention (Lam & Hsu 2006) and post-purchase behaai intention (Kozak 2002), with the latter redeg the
majority of attentionA positive word of mouthis not only an indicator of a tourist’s intentiom ¢ontinue the
relationship with the destination, but also a t@kasource of information for potential touristsoph & Uysal
2005). Thus, behavioural intentions have becomanadmental strategic metric to evaluate the succkss
tourism destination. The relationship between dasttn image and behavioural intentions has beelh we
established in the tourism literature (Beial. 2008; Bignéet al. 2001; Fakeye & Crompton 1991; Leéal.
2005). Supportive evidence exists for tourists’istattion being reflected in their behavioural ittens
(Alexandriset al. 2006; Beeho & Prentice 1997; Bramwell 1998; Ha#thi996; Kozak & Rimmington 2000;
Oppermann 2000; Yoon & Uysal 2005). Bian (2005) @adtroet al. (2007) suggest that tourists’ intention to
revisit and recommend is both directly and indiseetffected by destination image. Lee (2009) exasia
behavioural model of an eco-village in Taiwan amguas that destination image indirectly affectstors’
future behaviour through satisfaction. Thus, it ldooot be out of place to say that cognitive anfcive
destination image and satisfaction are anteceadrtshavioural intention. Given the empirical evides in the
existing literature and the discussion above, wefgrward the following hypothesis:

H1: Cognitive destination image directly and positnvefluences behavioural
intention

H2: Cognitive destination image directly and posithafluences tourist
satisfaction

H3: Tourist satisfaction has a positive influence ehdwioural intention

H4: Cognitive destination image positively influencéeetive destination image
H5: Affective destination image directly and positiwafluences tourist
satisfaction

H6: Affective destination image directly and positiwafluences behavioural
intention

H7: Affective destination image moderates the refetiop between tourist

satisfaction and their behavioural intention
The research framework upon which this study i®8as represented in Fig. 1 below.

Cognitive
Destination
Image (CI)

Tourist
Behavioural
Intention (TBI)

Tourist
Satisfaction
(TS)

Affective
Destination
Image (Al)

\ 4

Figure 1. Research Conceptual M odel
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3.0 Research Methods
3.1 Resear ch Instrument Development

The study instrument was a self-administered duasiire which consisted of two sections. The first
section contained questions relating to demograticdmation about the participant, in this case taurist.
The second section of the questionnaire includedt@#s on a five-point Likert scale covering vateb
measuring cognitive destination image, affectivestidation image, tourist satisfaction and behawabur
intention. Of these 24 items, 12 items measuringnitive image were obtained from the study of keinal.
(2007). Adopting a description of an affective qyadttributed to environment, Russell & Pratt (098Baloglu
& McCleary (1999) and Pike & Ryan (2004) demonstdathat four semantic differential scales (arousing
sleepy, pleasant-unpleasant, exciting-gloomy, agldxing-distressing) could be applied to invesgg#te
affective component of destination image. Thuss tluur-item semantic differential scale was adapted
measure affective destination image in this stidgasurement items for tourist satisfaction and bishaal
intention were based on the work of Z abkéaral. (2010) and Hernandez-Lobagb al. (2006) and four items
were also used to measure them.

The adopted items in the research instrument e@nérmed as reliable by previous researchersjrbut
order to ensure that they provided an adequateureas$ the construct they were meant to measuie sirwas
to be used in the context of a mountain tourisntiaison, a pretest of the questionnaire was cotedliwith a
convenience sample of 35 tourists who visited ObMdwntain Resort in January, 2013. An explorat@gtdr
analysis (EFA) was conducted for the purpose oftifigng subdimensions in the entire construct. rigsa
principal component method and varimax rotatiohtha items adopted had factor loadings of 0.5reatgr and
all of them were retained for the actual field syrvAll of these procedures were performed usin§SP6. The
resulting factors were treated as indicators tosmemathe entire construct.

3.2 Actual Data Collection

The data for this study were collected over a peabfour months from 14th February 2013 to 27th
May 2013 in a mountain tourism destination: Obudouktain Resort in Nigeria. The choice of the bemjigrof
data collection was slated for February as it ithiwithe number months when tourists visit Obuduwhktain
Resort the most because of the favourable weathedition experience in the area between Septentoers
Aprils every year. Considering the seasonal natdireourism destinations, the questionnaires whiareathe
valuable instruments for data collection used fos study were given to the tourism officer of tlesort and
some were given to the tour guides who at besiharwse contact with the tourists who visit thead and who
are trusted and also agreed to assist in the marfedata gathering, thus they served as reseasibtants. In
February 2013, 600 questionnaires were given tadgkearch assistants who in turn administered toefinst-
time visitors (tourists) they happened to be intachwith, and in May 2013 a total of 217 questanes were
received completely filled in by the tourists yield a response rate of 36%. The response rate ovesdered
low, but given the fact that the minimum requiresmple for structural equation modelling (SEM) i02We
considered the available completed questionnappeogriate for our SEM analysis.

3.3 Data Analysis
3.3.1 Estimating M easur ement M odel

The proposed framework was tested through theofissonfirmatory factor analysis and structural
equation modelling analysis using AMOS Zhllowing Anderson and Gerbing’s (1988) two-stepraach, a
confirmatory factor analysis was selected to ewvalleow well the theoretical model fitted the da@&A is a
method used for analysing the validity of the facstructure of measurement variables, carried @iork
examining the causality of a developed theoreticatlel Junget al. 2012)The first attempt at getting a good
model fit did not yield acceptable results becasigeindicators of cognitive and one of affectivestieation
image had factor loadings less than the acceptailee of 0.5. The items which included “this destion has

varied and unique flora and fauna”, “the environtenthis destination is clean”, “this destinatibas many
sites to visit”, “excursions at this destinatiore gleasant”, “this destination has a variety ofifeds, concerts
and events”, “this destination provides opportesitto learn ethnic customs” and “arousing-sleepgrew
deleted. A summary of the confirmatory factor asayesults is given in Table 1. Our CFA resultskawn in
Table 1 indicate that the ratig2(df, CMIN = 186.290, df = 98) of 1.90 is below tHesired value of 3.0 as
recommended by Chau (1997), and the goodness-ofdfix (GFI) values are 0.91, indicating an acdalptiit.

Other index obtained such as the normed fit indél) (0.90), comparative fit index (CFI (0.93), tomean
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square residual (RMR) (0.034) and root mean sqaen@ of approximation (RMSEA) (0.05) are withireth
acceptable levels.

Composite reliability (CR) and average variancéraemted (AVE) were used to measure the internal
consistency of the measurement instrument and &tealihe convergent and discriminant validity (Fdr&e
Larcker 1981). Composite reliability for each canst was higher than the recommended value ofl9air et
al. 1998),all of the factor loadings for the indicators exade@ the minimum value of 0.5 and the AVE for a# th
latent variables were greater than 0.5 (Table Bes€ results provide the evidence to concludetkiwastudy
measures have adequate convergent and discrinviakdtity.
Table 1. Overall fit indices of confirmatory factor analysis

Obtained Values Recommended Values

X2 186.29 -

Degrees of freedom 98 -

X%/df 1.90 <3.00

RMSEA 0.05 <0.08

RMR 0.03 <0.08

NFI 0.90 >0.90

CFI 0.93 >0.90

GFI 0.91 >0.90

Table?2

Factor loadings, aver age variance extracted and compositer eliability of the measurement model

Construct/Variables Factor loadings AVE CR
Cognitive Destination Image 0.59 0.88
This destination offers a lot in terms of natui@sic beauty 0.79

The weather in this destination is nice 0.77

The quality of accommodation is good 0.81

This destination has good restaurants 0.78

This destination provides a variety of recreatialvities 0.68

Affective Destination | mage 0.62 0.83
Pleasant — Unpleasant 0.74

Exiting — Gloomy 0.75

Relaxing — Distressing 0.87

Tourist Satisfaction 0.63 0.87
Delighted about the destination 0.83

Satisfied with the hotel services 0.84

Pleased that | decided to visit this tourist degton 0.80

Visit to this tourist destination exceeded my expgon 0.70

Tourist Behavioural I ntention 0.54 0.82
If 1 had to decide again, i would choose this idesion 0.74

I will recommend this destination to friends anchily 0.69

| intend to holiday in this destination within thext 3 month 0.63

| will speak highly of this destination to friendad relatives 0.84

3.3.2 Testing the Structural M odel

SEM was conducted to test the validity of the psmab model and the hypotheses. To verify the
established hypotheses through the path coeffgiastuired from the SEM, the suitability of the rebd
regarding the relation of variables first had to éeluated (Bagozzi & Yi 1988)To test the proposed
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hypotheses, the structural model was fitted udimegfull sample. Assessment of the structural mauelves
estimating the path loadings and thevlalues. Path loadings indicate the strengths efétationships between
the independent variables and dependent variablede R values measure the predictive power of the
structural models. Interpreted like multiple regies results, the Rndicates the amount of variance explained
by the exogenous variables (Hutchinsemnal. 2009). For this study, the affective destinatiomge, tourist
satisfaction and tourist behavioural intention hameR value of 0.543, 0.814 and 0.782 respectively, iaiitigy
that the predictive power is fairly good. This valsignifies that cognitive destination image acd¢edrfor
54.30% of the variance in affective image. Combiredether, the two dimensions of destination image
(cognitive and affective) explained 81.40% of tlaiance in tourist satisfaction. Our results alsdidate that
collectively cognitive image, affective image amdirist satisfaction accounted for a significantZ8s of the
variance in tourist behavioural intention.

Figure 2 presents the estimated model, illustgatie direction and magnitude of the
standardized path coefficients. The value of themeal Chi-square was 1.90, which was below the ffut-o
criterion of three (Haiet al. 2006) and signified that the model fitted the da&dl. Other index results proved
that the structural model fitted the data reasgnalgll (GFI = 0.91; NFI = 0.90; CFI = 0.93; RMSEAG=05).
The model’s fit, as indicated by these indices desmed satisfactory; thus, it provided a good Hasitesting
the hypothesized paths. As shown in Figure 1, tBM Sinalysis revealed that only one hypothesis wats n
accepted out of the seven hypotheses that weersltesthis study. The result indicates that cogeitiestination
image does not have a significant effect on todméstavioural intentionp(= 0.23, p > 0.005), but has a positive
and direct effect on tourist satisfactigh= 0.66, p < 0.001), leading to the rejectiorHdfand acceptance &f2.
The path between tourist satisfaction and touesialvioural intention and the path between cogniliegtination
image and affective image are positive and sigaifiovith a standardized estimate and p-valug ©f0.84, p <
0.001;B = 0.75, p < 0.001. Therefore3 andH4 are supported. Additionally, the relationship betw affective
destination image and tourist satisfaction is peesiand significant{ = 0.36, p < 0.001), thus H5 is supported.
Equally the direct relationship between affectine@ge and tourist behavioural intention is also ifizant asp
is 0.34 and p is < 0.001, which leads us to acképt

Cognitive
Destination
Image (CI)

0.66*** RRE

- R? = 78.2%

Tourist
Satisfaction
(TS)

Tourist
Behavioural
Intention (TBI)

0.75%**

R®=54.3%
0.36**

Affective
Destination
Image (Al)

0.34***

Notee —» Significantpath ________ » Insignificant path

Figure 2: Tested Structural Model
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Table 3. Structural model: standardised coefficestimates and p-values.

Hypothesized Path Standardised estimates P-value Result
H1 (Cl—> TBI) 0.23 0.496 Not Supported
H2 (CIl —> TS) 0.66 Fhx Supported
H3 (TS—> TBI) 0.84 *hk Supported
H4 (Cl — Al) 0.75 *hk Supported
H5 (Al — TS) 0.36 Fxk Supported
H6 (Al —> TBI) 0.34 *hx Supported

Note that CIl: Cognitive Image, Al: Affective Imag@S: Tourist Satisfaction, TBS; Tourist Behavioural
Intention and * P < 0.05, ** P < 0.01, ** P < 0.00

3.3.3 Moderating Effect of Affective Image

A moderator is a qualitative or quantitative vhhathat affects the direction and/or strengthtaf t
relationship between an independent (or predi@ad dependent (or criterion) variable (James &tBr884).
Zedeck (1971) described the moderating effect bying that Z is a moderator of the relationshipwasn
variable X and Y when the nature (i.e. magnitudehis relationship varies across levels of Z. Timgst widely
used statistical procedure to estimate moderatffegte is hierarchical multiple regression (HMR)MR can
detect the moderating effects for moderator vaeslthat are measured on both continuous and ditioot®
scales (Cohen & Cohen 1983). HMR is favoured byagshers over other statistical techniques, sucthes
comparison of subgroup-based correlation coeffisiéor two or more subgroups, and HMR analysis ples
researchers with important information about sldffferences for various subgroups (Aguinis &Stormitero,
1997).

To test the moderating effect of affective dedtora image on the relationship between tourist
satisfaction and tourist behavioural intention, uge the hierarchical multiple regression techniglresioing
this, we consider tourist behavioural intentionaadependent variable and affective destination enagurist
satisfaction and interaction effects between themnalependent variables. As reported in Table drigb
satisfaction accounted for 56% of the varianceoirist behavioural intention. When the variableafective
destination image was added into the regressi@nijnitiependent variable increased to 63% of theamee in
tourist behavioural intention. Finally, when we eddthe interaction variables (affective image wtibhirist
satisfaction) into the regression, the two indepemndariables (affective image and tourist satiséa} became
insignificant and the interaction variable had #figant effects in the regression model. The reshibws a
strong moderating effect of the affective destmateffect in the relationship between tourist $atison and
behavioural intention.

Furthermore, Table 4 shows the hierarchical migltiggression results of the analyses for affective
destination image, tourist satisfaction and behaabintention. Model 1, which is the associatiogtvieen
tourist satisfaction and behavioural intention,ldégl a high significant positive relationship,£ 0.792, t =
20.37, P < 0.001). The second model (model 2) iadatition of affective destination image into tlegnession,
the result of which indicates that tourist satiifat and affective destination positively and sfigpaintly
influence tourist behavioural intention. In thiseg;, = 0.47,t = 8.76, P < 0.0B, = 0.41, t = 7.86, P < 0.01.
When we put the interaction effect of affectivetdegtion image into the model, the parameter esérfar the
main effect of affective destination image on bebaral intention became insignificarfi;€ 0:09, t = 0:99, P >
0.005;B,=-0:03,t = - 0.27, P > 0.005), but the parametgimate for the interaction term (tourist satittan
with affective image) was significantly positivg,;€ 0:09, t = 23.58, P < 0.001). This signifies tpatceived
affective destination image positively moderates thlationship between tourist satisfaction andakieural
intention and thus H7 was supported.
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Table 4: Hierarchical Multiple Regression Analysis of Tourist Satisfaction, Affective Destination Image and Tourist Behavioural

Intention

Dependent Variable Model 1 Model 2 Model 3

(Tourist Behavioural Intention)

Constant Value 0.70 0.26 244
(3.48%) (1.33) (23.72%)

Tourist Satisfaction 0.792 0.47 0.09
(20.37%) (8.76") (0.99)

Perceived Affective Image 0.41 -0.03

(7.86*) (-0.27)
(Tourist Satisfaction) (Perceived Affective Image) 0.09
(23.58%%)
R 0.56 0.63 0.63
/A R (R square change) 0.67 0.00

Note that * P < 0.05; ** P < 0.01; *** P < 0.001

To further examine the moderating effect in thdatienship between tourist satisfaction and
behavioural intention, we divided the tourists itw@ groups of affective image using cluster analywith the
first group being called ‘high perceived affectifestination image’ while the second was named fenceived
affective destination image’. In the first grougith were 124 tourists (n = 124) and 93 tourists @3) fell into
the second group. In the two groups, tourist sattedn was used as the independent variable amsttou
behavioural intention was the dependent varialkd¢ thrmed two regression models as shown in Tabla 5
Chow test, which is an econometric test to deteemhether the coefficients in a regression modeklae same
in separate subsamples (Davidson & MacKinnon 1983k used to determine whether the coefficienta in
regression model were the same in separate pedcaffective image groups (groups 1 and 2). Thelteéwom
the Chow test (Table 5) showed a significant défere between the two regressions (F = 40.68, &1).
Most importantly, the results show that tourisisgattion has a higher influence on tourist beharabintention
at higher levels of tourist perceived affective gag = 0:70, t = 9.92, P < 0.01) than at lower toupistceived
affective image { = 0:57, t = 8.78, P < 0.05). This result signiftbat tourists with high perceived affective
image who felt highly pleased with their experierioeObudu Mountain Resort displayed more positive
behaviour towards the resort than those who pezdeiow affective image of the destination when tley
satisfaction with the destination, thereby confimgnour initial findings and proposition that affieet destination
image does indeed moderate the relationship bettegist satisfaction and their behaviour.

Table5: Differencein Perceived Affective Image between Tourist Satisfaction and Behavioural Intention Using Chow Test

Dependent Variable High Perceived Affective Low Perceived Affective Chow Test

(Tourist Behavioural Destination Image (n = 124) Destination Image (n = 93)

Intention)

Constant 138 153 F = 40.68**
3.45* 5.18*

Satisfaction 0.70 0.57
9.92** 8.78*

R 0.37 0.33

Note that * P < 0.05; ** P < 0.01; *** P < 0.001

4.0 Discussion and Conclusion

The current investigation in this study was carrmtt in a mountain tourism destination on the
construct of cognitive image, affective image, tsusatisfaction and behavioural intention. Thissveanbarked
on after establishing that there are few behaviou@els for mountain tourism destinations particiyl in the
context of developing Sub- Saharan African coustriRealizing this gap in the tourism literaturdezhlfor the
need to bridge it. Therefore, this study represems of the earliest attempts at examining thetiogiship
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among the aforementioned latent variables. In @adi, the actual focus of the study is to ascendiether the
affective destination image dimension moderatesrétetionship between tourist satisfaction and bihaal
intention.

The findings of our study agree and disagree witbse of many tourism researchers on the
standardized path taking into cognizance the hygsishthat were supported and rejected. Hypothefitl ) of
this study which posits thabgnitive destination image directly and positivaifluences behavioural intention
which was not supported goes against the findidgegevious studies (Castt al. 2007; Chen & Tsai, 2007;
Chi & Qu, 2008; Prayag, 2009) as their results sujgl our hypothesis. Although in the previous m&sd
destination image was not clearly expressed asitbegand affective image, the element that measitris that
is that of the cognitive image dimension, thus hiisvides sufficient grounds to justify our comgan. Our
finding on this path also implies that cognitivestlieation image alone cannot directly drive a thavis future
behavioural intention. Tourist satisfaction and hagas affective image are required to force theoactf
revisiting intention and recommendation, validatip@vious studies by Huét al. (2007), Leeet al. (2007),
Kozak & Rimmington (2000), and Rittichainuwettal. (2003).

The result of hypothesis 2 in this study confirtims direct and positive relationship between cagmit
image and tourist satisfaction and agrees withtedlatudies carried out by Park & Njite (2010), ri&gpt al.
(2001), Kozak (2001), Chen & Tsai (2007), Chi & Q©08) and Prayag (2009). The result of this stisdyot
surprising in any way given that previous studiest Isupport to it by noting the same relationsttigreby
suggesting that it would be very pertinent and beia to the sustainability of all tourism desttimns and in
particular mountain tourism destinations if theiamagers invested hugely in improving various asp#uat
make up the cognitive image dimension since thigrdmutes to tourist satisfaction.

In addition, the research findings on the standadtpath (hypothesis 3) show that tourist satt&fac
can effectively predict future visiting behavioarmountain tourism destinations, consistent withfthdings of
earlier studies of tourists who visit nature-baaeghs (Park & Njite 2010; Chen & Tsai 2007; Celeal. 2002;
Lee 2007; Linet al. 2003; Balogluet al. 2003). This disagrees with the result of Praydg®9) study which
does not indicate a positive and direct relatigndietween tourist satisfaction and behaviouralnitiv@. This
discrepancy is actually not surprising and coulcekglained by the fact that the majority of towsistho made
up the sample for Prayag’s (2009) study were ttar@ repeat visits while the majority of tourigtsat
constituted the sample for our study were firstetivisitors to Obudu Mountain Resort. According teeBi &
Martin (2004), for tourists enjoying a repeat visita destination, the level of experience gathénettavelling
results in tourists being more tolerant when assgsthe destination because they know other realitf
tourism that serve as a basis for comparison. Toweetourists’ future behaviour is not so muchedetined by
the level of satisfaction with the attributes oé tilestination but rather by social relationshipgetiged within
the place and affective images (Prayag 2009).

Moreover, one very important finding of this studythe support for the path between cognitive ienag
and affective image (hypothesis 4) which indicagepositive and significant relationship between rithge
image and affective image and also suggests thgtitdee image is indeed an antecedent of affeciinage.
This position is similar to the empirical findingésome studiesHoldbrook 1978; Russell & Pratt 1980; Anand
et al. 1988; Stern & Krakover 1993; Liet al. 2007; Ryan & Cave 2007; Wang & Hsu 2010; kinal. 2007
that have made attempts to understand the relaiphetween the two main dimensions of destinaiioage.
This established relationship in our research iewplihat elements that really drive the feelingstoafrists
towards a mountain tourism destination are expthimg the level and quality of the cognitive attiiési of the
destination, suggesting that it has become imperdtir destination management organizations to talary
aspect of the tangible components of a destinateny seriously by harnessing them to be as atiacs
possible to meet the expectations and positivéright of the tourism experience of visiting totsis

Existing empirical findings on the direct relatstip between affective destination image and
behavioural intention have been inclusive but dudg indicates a positive and direct relationshiggween the
construct which connotes that when tourists hastipe feelings towards a mountain destinationdherevery
probability that it will shape an intention to rsitiand positive word of mouth. The finding that thffective
destination image influences the relationship betwdourist satisfaction and behavioural intentia i
fundamental in this study. This finding providegfisient grounds to conclude that tourists who pleased and
excited, who feel relaxed with the mountain desiomathey visit as a result of the attractive tdogiattributes
of the destination, will surely feel satisfied athis will in turn enhance their positive behavidawards that
destination. It has become very important and alsmatter of responsibility for destination managernd out
those components that make tourists most relax@ited and pleased with mountain and other destinaand
focus on them to enhance the patronage and longstestainability of mountain tourism.
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