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Abstract

:

Tourism has gained enormous attention, and every country is determined to attract more visitors. Concerned stakeholders are trying to promote their country’s image and that of their tourist destinations. Travelers attain information from different sustainable sources, and these different sustainable sources might be critical in shaping the perceived image of a country. Not enough research has been conducted with respect to investigating the association between these perceived images and sustainable information sources regarding any country. Hence, this study tries to fill this research gap by integrating country and destination image, outbound travel motivation, and information sources to obtain relevant information. Considering the above-mentioned context, data were gathered from a survey completed by respondents who had visited a developing country, i.e., Pakistan. Partial least squares structural equation modeling was utilized to examine the validity of the data of 205 potential visitors. Our findings show that a country’s image has a significant favorable influence on destination image. Destination and country image favorably impact travelers’ intentions to visit a certain destination, though this is also partially mediated by outbound travel motivation. Furthermore, the critical role of sustainable information sources in shaping country and destination image is highlighted in this paper. The proposed model offers novel insights into the literature and can be used to assist in the design of appropriate marketing strategies for the tourism sector by incorporating perceived image, outbound travel motivation, and information sources. This research offers pertinent recommendations to enhance tourism. Though we feel our research makes a pertinent contribution to the literature, in the future, other researchers may test the proposed model by integrating the data from other Chinese cities to gain more insights.
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1. Introduction


Tourism is one of the world’s most significant business sectors, as it is vital to social and economic growth [1,2]. The tourism industry has enormous potential to generate employment opportunities and tax revenue and facilitate consumption, boosting economic growth [3]. Tourism is among the largest financial sectors, creating one in ten jobs (330 million) globally and contributing 10.3% to the world’s GDP. In 2019, the travel and tourism industry increased by 3.5%, faster than the world economy by 2.5% for the ninth year in a row [4]. Through the lens of global tourism, countries’ names, flags, and other associated signs reflect tourist destination country brands [5].



Research in the existing literature has revealed a significant positive association between country image (CI) and destination image (DI), and the critical role of DI and its influence on visitor’s decision-making processes has been broadly covered in the currently available studies on DI [6,7,8]. The perceptions a visitor has about a specific destination possess unique characteristics, and prior publications in the literature have also highlighted that the link between visitors’ sustainable intention to visit (ITV) and DI empirically support one another [9]. DI and CI have received considerable attention in Western travel studies; however, this topic has received relatively little attention in developing countries [10]. Contextualized insights from developing countries are necessary to understand the contribution of DI to a particular country. Despite dire economic, social, and political perceptions about a country, developing countries are perceived positively from a tourism viewpoint [11]. Even though CI and DI have been studied in several contexts, a small portion of the research has explored their influence on ITV, particularly in developing countries. Despite extensive analyses of the portrayal and perceptions of a location, most scholars have examined DI from a tourist’s point of view, forgoing the consideration of a more comprehensive context. Hence, DI is derived from economic, political, social, and cultural standpoints [12]. This research article introduces a different point of view by examining how intercountry tourists perceive Pakistan as a travel destination, incorporating contextual elements to more fully appreciate the phenomena under scrutiny. Although, DI and CI significantly shape visitors’ ITV [13,14], sustainable Information Sources (IS) could substantially influence visitors’ perceptions of a specific destination. IS emphasize sustainability issues regarding different media platforms such as the Internet, printed media, mass media, and interpersonal communication sources [15,16,17]. However, this study is mainly focused on sustainable digital avenues such as social media platforms due to their momentous importance and features in the current era.



Developing countries such as Pakistan have encountered numerous social, political, economic, and sustainability-related challenges. As a result, travelers are hesitant to visit these countries. However, Forbes Magazine recently highlighted Pakistan’s appeal as a desirable destination. This study contends that the significance of IS can be pretty remarkable within developing countries, as they lack the capacity for substantial investments to improve their tourism sector. Previous research on IS has also acknowledged that information collected from various origins plays a crucial part in shaping the perception of tourist spots [18] and advancing sustainable progress. Furthermore, individuals possess varying degrees of motivation when traveling to a foreign country. This study proposes a psychological mechanism to answer the following research question: how does perceived image influence travelers’ sustainable intentions by integrating their outbound travel motivation and sustainable information sources? This study provides numerous contributions. For example, this study’s initial sections describe the essential connection between CI and DI and their influence on ITV. Later on, the critical function of IS in shaping the perceived image of a certain destination is also examined. Additionally, this study also describes how outbound travel motivation (OTM) mediates between perceived image and ITV.




2. Review of Literature and Theoretical Background


2.1. Intention to Visit


If a destination has poor infrastructure, a bad image, and political issues, this will affect ITV. The key question is, what defines the intent of visiting a destination country? DI was initially assumed to be the only determinant of ITV, but the results from recent research studies suggest that that there is no particular model that addresses all the variables of ITV [19,20,21,22]. ITV is a significant response variable that is strongly associated with tourism behavior. In the context of travel, the greater a visitor’s intention to visit a certain destination is, the more likely it is that they will visit that destination [17]. Previous research has shown that the DI impacts visitors’ choice of destination; however, this can also depend on their assessment of the trip and their intention to visit in the future [23]. It has been determined that the DI significantly affects ITV [23]. Theoretical viewpoints generally support the idea that a positive image increases ITV [24]. A pleasant travel experience naturally leads to a favorable DI and an optimistic perception of the destination. In turn, it also influences ITV [25]. Pakistan has not achieved its expected percentage of intercountry visitors, which is much lower compared to neighboring countries like Malaysia, Thailand, Indonesia, and Vietnam. This situation can be attributed to various factors, such as poverty, terrorism, educational issues, underemployment, and injustice [26]. However, there is dearth of research studies that integrate OTM and IS, and the present research study aims to fill this gap. This study’s proposed model is presented in Figure 1. The figure illustrates how CI and DI act as predictors of ITV. Additionally, CI also has an impact on DI. OTM plays a mediating role between CI, DI, and ITV. Lastly, the parameter of IS is included in the model to emphasize its contextual significance. This research paper aims to provide novel insights for both professionals and researchers.




2.2. Influence of Country Image and Destination Image


The subject of DI has been extensively described in other tourism-related studies in the literature [20]. CI falls within the scope of intercountry marketing, which is seen as a significant factor that influences consumer purchasing influence. Many studies have focused on this multi-faceted arrangement and proposed that image represents the entirety of an individual’s cognitions and understanding about a given location [27,28,29]. Therefore, the image of a country is formed due to a blend of a tourist’s emotive and logical understanding of two intimately interlinked concepts: the cognitive assessment of their own knowledge and the evaluation of their opinions, thoughts, and feeling regarding the destination [21]. The definition of a destination can vary from urban to rural settings, cities, provinces, and even entire countries. When a country is regarded as a destination, CI becomes a vigorous element in framing the image as a tourist spot [29]. CI can be formed by the goods promoted as being ‘made in’ a certain country, contributing to CI as a standard label. On the contrary, DI is influenced by various kinds of significant details, including surveys and images of the destination that might relate to its recreation sector or the efforts of tourism marketers to convey a particular perception of the location [30,31]. Nonetheless, DI fundamentally contributes to tourism in conjunction with tourism practices and necessities such as tourist attractions, transportation, food, etc. [32]. Despite unfavorable perceptions regarding developing countries due to economic, political, and social opinions, these countries can be viewed as pure, creating paradises through the lens of tourism [28,33]. CI and DI impact assessments of a country’s goods, including its tourism offerings [29]. They have both been researched separately, and only a few researchers have discussed them together [11,29,34]. However, the focus of researchers regarding these two parameters remains confined [35]. Furthermore, researchers in the tourism field have recently begun exploring how CI and DI affect tourists’ ITV. This study aims to fill the gap in the CI and DI literature by outlining these fundamental concepts and proposing and investigating the following hypothesis:



H1. 

Country image has a positive impact on destination image.





CI is a word taken from the worldwide marketing literature that tells us how CI affects the analysis of a product manufactured in a specific country [2,11]. However, in contrast to marketing research, this idea was adopted in tourism-related research to clarify the complete perceptions of a country that influence tourists’ perception of the country as a tourist destination [11]. As a result, the following hypothesis is proposed:



H2. 

Country image has a positive impact on intention to visit.





The phenomenon of the country-of-origin effect has been a widely discussed subject in global marketing literature [20]. Significant research efforts focusing on judging the impact of the image associated with a country (usually referred to as country-of-origin or product-country images) have been made. This impact can be categorized into two distinct types: the halo and summary effects. These effects influence consumers’ beliefs and attitudes toward a brand [2,36]. Some scholars argue that the CI can help companies maintain a sustained competitive advantage in global marketing [20]. Papadopoulos and Heslop (2000) [29] proposed that CI meaningfully influences consumers’ decisions, exceeding the importance of the brand name. Furthermore, they accept that all target markets, including consumers, tourists, organizational purchasers, retail merchants, and foreign investors, are subject to the effect of the image associated with a country or region. Lastly, they introduced country equity and branding concepts [2,20,21,22,36]. When the location under study is a country, the CI can be swapped with DI. For such instances, researchers have established the unique idea of “destination country image [37]”. This relates to a visitor’s perception of a country as a primary tourist spot. A substantial connection between CI and DI will occur if a DI aligns with the CI, which precisely impacts the viewer’s ITV [11]. Thus, the following hypothesis is proposed:



H3. 

Destination image has a significant positive effect on intention to visit.






2.3. Influence of Sustainable Information Sources


IS plays a vital role in shaping traveler’s decision-making process [15,17,38]. This research study examines IS as a crucial element that influences visitors’ image formation before visitation. Before deciding to visit, tourists always seek relevant and accurate information about the destination. The tourism industry, being intangible and reliant on information, is highly susceptible to both internal and external incidents. Even minor incidents can substantially impact defining the DI, as they compel people to revise their perceptions of a destination. Many studies have shown that events caused by human violence are mostly viewed with less sympathy than those derived from natural disasters and that they receive more attention from global media organizations. Consequently, tragic circumstances or conflicts can affect travel decisions until the memory of these events fades from people’s minds [39]. The influence of IS on the formation of DI is not insignificant [40]. A mechanism for image formation that includes many sources of information acting individually to create a unified image in the minds of all visitors has been proposed in the literature [21,22]. Furthermore, scholars have emphasized that the factors contributing to DI formation include stimuli factors such as physical objects or external stimuli such as past experiences and IS [41]. Whether the DI is positive or negative primarily depends on the information visitors have gathered about the destination, which shapes their expectations for their travel experience and can influence their choice of destination [42]. The intangible nature of tourism products and services makes it an information-form phenomenon, as tourists cannot physically experience or judge them beforehand (unlike tangible products) [43]. Secondary channels like social media, travel agencies, travel guides, newspapers, and media reports play a vital and significant role in decision-making [40]. At the same time, other information sources like recommendations from friends and family, personal visit experience, and word-of-mouth are classified as the most trustworthy sources of information [41]. Moreover, the Internet has given rise to electronic word of mouth (eWOM), which is highly effective and helpful due to its affordability and reliability [44]. Most studies identify the Internet as a primary source of tourist information. Research has also indicated that 6 out of 10 people aged 15 and older use the Internet to search for travel information [45,46]. Research on IS and the distribution of information via social networking platforms like YouTube, Facebook, Twitter, etc., has revealed that visitors consider User-Generated Content (UGC) to be a more reliable source of information than offline sources. Unlike traditional tourism websites, UGC comprises real-time content and observational insights and opinions that many travelers find more reliable than information provided by tour operators [47,48]. The intangibility and unpredictability of tourism outcomes increase the importance of risk reduction and acquiring more knowledge about certain destinations before making travel decisions [17]. Unconventional promotional IS, such as Internet services, travel guides, or visitor information centers, are more credible than conventional promotional sources like commercial newspapers or tour operators that market tourism products [16]. The concept of “image” has usually been viewed as an attitudinal approach that is linked to the amount of information a person possesses about a destination. Thus, the following hypotheses are proposed.



H4a. 

Sustainable information sources significantly influence country image.





H4b. 

Sustainable information sources have a significant influence on destination image.





Contemporary research mainly focuses on different factors that influence the perception of a particular destination. These factors encompass information from various sources and visitors’ characteristics, such as travel motivation [49]. Research on individual and employee change behavior is vital and essential for facilitating innovation, including sustainability initiatives [15,28]. Research shows that the most adequate and practical approach to facilitating organizational change requires empowering employees through a bottom-up, employee-centric approach that is supported by solid leadership and effective and efficient communication methods [50]. Barriers to the implementation of change can be overcome by keeping individuals informed, minimizing surprises, increasing the reliability of the change with positive messages, and promoting two-way dialogic communication [50]. A similar perspective on visitors’ decision-making can be implemented in tourism. Visitors’ behavior and buying intentions are informed by motivation entrenched in information, an essential element [36,49]. A person’s desire to visit somewhere directly corresponds to their use of trustworthy sources to collect information on that particular place. Hence, the following hypothesis is proposed:



H4c. 

Sustainable information sources have a significant influence on outbound travel motivation.






2.4. Role of Outbound Travel Motivation


Outbound travel is a type of travel that enhances opportunities for the local population by offering them a more comprehensive range of options for consumption [36,49]. Outbound tourism encompasses the trend of people traveling from one country to another. For instance, from a Pakistani perspective, visitors from China are inbound tourists; however, from a Chinese viewpoint, they are outbound tourists. Motivation is the catalyst behind travel that drives travelers to adopt a certain attitude to fulfill their desires [51]. It is described in travel-related studies as “motivation, the need that urges a person to behave in a particular manner to obtain the desired satisfaction” [40]. Motivation is a psychological term described as the intrinsic motivating force that induces the conduct or action of individuals [2,52]. Researchers have acknowledged that specific inherent forces push and pull tourists to act. These forces describe how internal forces restrict people and how they are dragged by external forces associated with traveling motivation. Push motives are internal factors that derive from inner motives such as the need for comfort and relief, the need for a break, social interaction, and recognition. The external factors (pull motivations) are related to the qualities of a destination, such as its environment, amenities, accessibility, and lodging facilities [22,28,53]. Motivating factors differ from tourist to tourist; for example, young travelers prefer the thrill and sensation of the tourism experience, whereas normal visitors love traveling to a comparatively familiar setting [54]. Presenting a country through advertising by labeling its distinct features is quite prominent in the tourism industry, and a country can be identified as a tourist destination according to its touristic features [2,51]. A positive and attractive CI and DI can play a vital role in boosting motivation. For instance, Turkey has a negative CI but has been identified positively as a tourist destination [11]. Accordingly, we propose that a positive CI and DI can increase tourists’ motivation to visit and vice versa:



H5a. 

Country image has a positive influence on outbound travel motivation.





H5b. 

Destination image has a positive influence on outbound travel motivation.





The actions of tourists can usually be predicted according to their reason for traveling, as intention is often seen as more important than behavior in studies of the human mind [55]. ITV is the outcome of a mental process that contributes to one’s conduct, i.e., turning motivation into action. OTM is the main phase that triggers the visit decision before the tourist’s actual visitation; therefore, a decision to visit somewhere can be made based on an internal motivation to fulfill this need [56]. A person is more likely to visit a destination if they feel more motivated to go there; thus, the following hypotheses are proposed:



H5c. 

Outbound travel motivation positively influences sustainable intention to visit.





H5d. 

Outbound travel motivation mediates the association between CI and sustainable intention to visit.





H5e. 

Outbound travel motivation mediates the association between DI and sustainable intention to visit.







3. Methodology


3.1. Measures


The DI and CI measurements included in this study were derived from relevant studies in the literature and modified to match our research context. All constructs regarding the research were adapted using multiple-item scales. CI scales were modified from [14,29]. The scale for measuring IS, including various information channels such as the Internet, travel agents, friends, family, TV, etc., was adapted from [18]. The statements regarding the investigation OTM were adopted from [57,58]. ITV was adjusted according to [37], and respondents were asked to comment on whether they intend to visit Pakistan in the foreseeable future. The last section comprised queries regarding demographic data, such as age, gender, educational levels, and country. The survey research tool was established by revising the items from previous research that utilized well-established scales [40,59,60]. Each scale was measured via a seven-point Likert scale (“1 = strongly disagree to 7 = strongly agree”). Prior research has found that utilizing a 7-point Likert-type scale increases precision and decreases interpolation, making it perfectly suitable for use in online surveys [61].




3.2. Data Collection


Our research involved the use of a quantitative data collection technique, and an online survey was conducted to assess the aforementioned theoretical framework and hypothesis. This is advantageous because it enables the testing of the model and the exploration of structural linkages [62]. The reason for why we followed this procedure is that a standardized survey can garner more respondents, irrespective of their place and time. Respondents were asked about Pakistan. As a holiday destination, Pakistan offers a lot, such as destinations linked to the country’s ancient civilization, heritage sites, religious customs, and expedition sites, the latter of which mostly attract young visitors. Pakistan is a favorable destinations among mountaineers, hikers, and travelers. Five out of the fourteen highest mountains in the world are in Northern Pakistan, including the mighty K2, which has the second-highest peak after Mount Everest. In addition, the northern part of Pakistan, also called the world’s roof, is the junction point of the three highest mountain ranges, namely, the Karakorum, the Himalayas, and the Hindu Kush [63]. Pakistan is also one of the most popular destinations in terms of religious tourism. Pakistan hosts practitioners of three major religions, i.e., Buddhism, Islam, and Hinduism. It is the birthplace of the Sikh community as well. South Asia, in general, and Pakistan, in particular, draw a lot of attention from the intercountry media. Clashes with its rival (India), terror attacks, and conflicts comprise the central part of the country’s global media coverage, which hinders tourism in the country. The tragic incident of 9/11 and the military actions that followed in Pakistan had a detrimental effect on its reputation in the intercountry community [64].



The intended population of our study was Chinese citizens and foreigners living in China who were older than 18 years. A self-administered online questionnaire consisting of screening questions was established for this study, and the questionnaire was shared via an online link that was posted in different relevant social media groups in major Chinese cities. We received a total of 260 responses. After the elimination of unfinished questionnaires, 205 truly valid online questionnaires comprised the survey data; according to the proposed model, this is an acceptable sample size to test our hypotheses [65,66]. Data were collected from June to August 2021. Demographic details are provided in Table 1. Furthermore, the questionnaire was originally written in English before being translated into Chinese. To authenticate the accuracy of the translated version, we requested native Chinese speakers who were fluent in English to back-translate the questionnaire. We then split the initial questionnaire into two variants and consulted another bilingual scholar to ensure accuracy.





4. Analytical Approach and Results


Data were analyzed by using a software package called SmartPLS (version 3.3.9). The partial least square structural equation modeling (PLS-SEM) method was utilized for various reasons, including its exploratory and predictive nature, which makes it particularly suitable for formative constructs. It is also more appropriate for small sample sizes without considering normal distribution [66]. Overall, the PLS-SEM approach was used because it can examine all causal interactions concurrently [67]. Thus, two-step techniques were adopted in concert with a distinct assessment of the metric and structural models in compliance with the guidelines [67].



4.1. Common Method Bias and Multicollinearity


A single questionnaire was used to obtain data. Common method bias (CMB) remains the dominating concern in questionnaire surveys [68]. We used many procedural and statistical approaches to monitor and assess CMB. A full collinearity test was used. This is an advanced method of checking CMB [69]. The results revealed that all variance inflation factor (VIF) values were below the limit value of 3.3, guaranteeing that CMB is not a major problem in this study [69].




4.2. Measurement Model Analysis


Measurement model analysis was conducted through assessing reliability, convergence, and discriminant validity (DV) [67]. “Composite reliability (CR), Cronbach alpha (CA), average variance extracted (AVE)”, and factor loading were evaluated to determine the reliability and convergent validity of all calculated constructs. The results presented in Table 2 show that the CR and CA values are greater than 0.70 and that the AVE values are greater than 0.50. In comparison, the calculated items of the intended constructs have uniform factor loadings within the limit of 0.625–0.904 (significance of p < 0.01). These results indicated strong precision and convergence of validity [70]. Moreover, DV was measured using Fornell–Larcker’s criterion and the heterotrait–monotrait ratio (HTMT). Fornell–Larcker’s criterion is considered a conventional technique, and the results derived from its use indicate that the square root of AVE was greater than the correlated values [71]. The HTMT ratio is the newest method for evaluating DV [72]. The obtained values for the HTMT ratio were lower than the criterion of 0.85, which implies that the measurement of every variable did not reflect the other variables given in Table 3 and Table 4. Therefore, this study contains no precision and validity concerns. The model used in the current study includes a second-order formative construct, i.e., CI and DI. The conventional approaches are not adequate for evaluating reliability and validity [73]. In accordance with [74], the values of the first-order predictive constructs were calculated, and the findings showed their significance. Additionally, these constructs have lesser VIF values, confirming their validity. Ultimately, all latent constructs’ inner VIF values and all items’ outer VIF values were less than the required threshold of 5.0, as given above as a multi-collinearity warning [67]. Thus, after obtaining the above-mentioned results, we continued with our structural analysis.




4.3. Structural Model Analysis


The structural model was verified using “explanatory power (R2), predictive relevance (Q2), and path coefficient (β) values”. Table 5 shows that all predictors demonstrate a reasonable variance in independent variables (i.e., OTM and ITV), with R2 = 0.364 and 0.635, respectively. The statistical validity of the study model was evaluated using Q2, which includes values over 0.00. The Q2 values of our model are 0.448 for ITV, which reflects strong predictivity [67]. This study used a bootstrapping method with 5000 subsamples to justify the hypotheses. Our findings confirm that CI substantially positively impacts DI (H1 β = 0.562, t = 7.083). CI and DI have a significant association with ITV and OTM (H2 β = 0.296, t = 3.855, H3 β = 0.14, t = 1.925, H5a β = 0.247, t = 2.18, H5b β = 0.208, t = 2.273). Further, IS has a significant relationship with CI, DI, and OTM (H4a β = 0.488, t = 7.239, H4b β = 0.224, t = 2.407, H4c β = 0.265, t = 3.149). In addition, OTM has a significant strong relationship with ITV (H5c β = 0.498, t = 6.77). Further details are provided in Table 5.




4.4. Mediation Analysis of Outbound Travel Motivation


The mediating role of OTM was investigated by using a series of steps [75]. Firstly, this study examined the indirect effect of the CI and DI. We found the substantial indirect effect of CI β = 0.123 (H5d) and DI β = 0.104 (H5e). In the second stage, the CI and DI’s direct effect was measured without removing a mediator. A substantial positive association was found. The results shown in Table 5 indicate partial mediation. Furthermore, our analysis resulted in the discovery of a sign of both effects and the same positive indication for all paths; thus, it may be inferred that OTM had complementary partial mediation. Therefore, H5 is fully reinforced.





5. Discussions and Implications


5.1. Discussion of Key Findings


This study aimed to describe the association between CI and DI and the role of IS in shaping the perceived image of a destination and their impact on ITV. The mediating role of OTM on ITV has also been explored in the context of Pakistan as a developing country. The results regarding H1 suggest that CI strongly impacts DI, and this is consistent with previous research [22]. H2 and H3 demonstrate that CI and DI significantly affect ITV. Past research studies have reported evidential data showing that CI and DI strongly correlate with ITV [11,76]. Hence, this result means that CI and the DI should be regarded as important ITV factors in developing 34countries. H5a and H5b are linked to the relationship between CI and DI, and tourist OTM revealed a positive mediation with ITV, which is consistent with the general gratitude of the influence of tourist motivation regarding these two variables. Prior research has also highlighted that visitors who feel that visiting a place is valuable and advantageous are more inclined to demonstrate future visit intention [19].



Regarding H5c, we noted that OTM fully mediates ITV. In contrast, investigating H5d and H5e revealed that an outbound motivation was observed to partially mediate the relationship between CI and ITV and the relationship between DI and ITV. These results provide new insight into the mediating role of tourist OTM in the relationship with ITV. Certain results are inconsistent with those reported by the authors of [17], who revealed that motivation fully mediates the effects of DI, such as revisiting intention and recommending a location to others. Researchers have also argued that technological advances with respect to transportation (e.g., autonomous vehicles and high-speed trains) may have an impact on visitors’ intention to visit [74,77]. For instance, once countries develop better systems and improved infrastructure, these improvements will be shared on different social media platforms and eventually motivate people to visit specific countries and destinations.



Finally, IS affects CI (H4a), DI (H4b), and OTM (H4c). IS is one of the critical variables that participates in the image formation process, which remains unexplored in the context of developing countries. This study is the first attempt to explore the crucial role of IS in Pakistan. In the context of this study, IS directly affects CI, DI, and OTM because individuals decide to travel or not and where to travel to based on the perceptions they form as a result of gathering information from different sources. Surprisingly, the availability and accessibility of information in developing countries are limited compared to developed countries; therefore, the unavailability of data gives birth to negative CI or DI. The unavailability of data is not a strong reason to label a country as a bad destination [78].




5.2. Theoretical Implications


This study significantly contributes to the existing literature on ITV in many ways. Firstly, this research has established a conceptual framework for use within the context of developing countries such as Pakistan. In this framework, CI and DI are presented as ITV predictors. This study highlights the necessity to comprehend the difference between CI and DI. Unlike developed countries, in developing countries, DI measurements encompass fundamental aspects like economic growth or political stability, and poor perceptions of these aspects can result in negative DI. This investigation shows the dual aspects of CI and DI from similar perspectives, offering visitors an alternative understanding of DI that is independent of CI. Secondly, DI and CI have been comprehensively explored in tourism-related studies. This study underscores their particular significance in Pakistan (a developing country). The relationship between CI and DI reveals that CI significantly shapes the DI perception of visitors before their actual visit. Thirdly, the present study has inspected the intermediary role of IS and described its importance in forming pre-visit impressions. Potential tourists who have not yet visited a destination rely heavily on information sources to reduce doubt. Collecting relevant and trustworthy information about a destination is critical in making travel decisions. Thus, this study enables tourists to assess the image formed through IS before their visit. Lastly, we have concluded that OTM plays a dynamic role in ITV. However, it only partially mediates the relationship between CI and ITV and the relationship between DI and ITV.




5.3. Practical Implications


Our results, when taken into consideration from a business and marketing perspective, have significant consequences for tourist locations. Pakistan suffers from a negative country image due to its representation in intercountry media; we recommend that authorities focus on improving the destination image of Pakistan by using social media platforms and engaging bloggers to enhance the destination image because it stimulates tourist motivation and prompts travelers to visit in a sustainable manner. As we mentioned earlier, visitors regard UGC as the most reliable source of information, especially positive word-of-mouth referrals. Tourism administrators should use social media to develop and disseminate up-to-date information and photographs to boost DI. The use of social media platforms such as Facebook, blogs, Twitter, Instagram, and YouTube has grown in recent years due to visitors using their personal accounts on these platforms to look for information [79]. Since tourism is an “information-intensive business” [80], visitors prefer to take tips from other visitors via social networking sites [81], which enhances their sustainable development. Tourism operators should use social media as an advertising tool. Considering the importance of sustainable IS, authorities related to the tourism industry should disseminate positive information about Pakistan via different channels. The tourism industry should make efforts to invite social media celebrities to promote positive CI. These efforts should include easing visa conditions for intercountry visitors and actively promoting local attractions, among other measures. Motivation is a psychological term described as the intrinsic and extrinsic motivating force that induces the conduct or action of individuals. Attractive packages must be offered to intercountry visitors to promote positive information on different channels, as this will help to improve CI. Thirdly, destination managers should target the Chinese outbound tourist market, the foremost tourism outbound market in the world [82]. Incentives must be given to attract Chinese bloggers to motivate Chinese outbound tourists. Destination managers should organize for well-educated and trained employees to stay at popular hotels and book places for them at restaurants and famous tourist destinations, as this would help generate a positive image of the local destinations.



In addition, countries should focus on implementing autonomous vehicles and high-speed trains into their transportation infrastructure and promote improvements in facilities on every available platform since these facilities will improve tourism opportunities.




5.4. Limitations and Future Research


Further work is required to verify the findings of this study. Firstly, due to Pakistan’s CI and DI being the research subject of this study, the results of our analysis might not generally apply to other countries. Additionally, data were collected online from different relevant social media groups centered around metropolitan cities. However, a lot of people may not be part of such groups. Future studies may feature respondents from wider populations for better generalization. Secondly, the theoretical model used in this study includes a small number of constructs. To deepen our understanding of tourism psychology and behavior, we suggest that additional constructs (e.g., tourist infrastructure and social environment) should be adopted in future research studies. The third limitation, OTM, was considered to be a mediating variable between DI and CI in this study. Nonetheless, other mediating variables (e.g., place attachment or tourist satisfaction) should probably be explored in subsequent research to develop a comprehensive background. In addition to the above limitations, this study only investigated certain facets of CI (safety and security and economic and political environment) that deviate from the cognitive CI dimensions. Using a variety of CI scales and examining specific aspects of CI could lead to different results. More researchers should also investigate the degree to which DI may affect CI, as this may yield significant results for countries suffering from a relatively negative CI, such as Pakistan.





6. Conclusions


The tourism industry has attracted immense attention, and every country is committed to drawing more visitors; stakeholders are also working to promote a favorable image of their country. Travelers obtain information from various sustainable information sources, and these sources can significantly affect a destination’s perceived reputation. Thus, this investigation aimed to bridge this knowledge by combining CI and DI with travelers’ motivation and IS. CI and DI play a vital role in shaping travelers’ ITV. Visitors’ decision-making also depends on their OTM since it mediates the proposed association of ITV. Furthermore, the significant role of IS in shaping CI and DI is essential when potential tourists come to make travel decisions. The suggested framework provides valuable insights into the existing body of knowledge. It supports the creation of effective and helpful marketing tactics for the tourism sector to promote tourism sustainably. This research study presents suitable and appropriate suggestions for boosting tourism and the importance of IS.
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Figure 1. Conceptual Model. 
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Table 1. Sample Profile (N = 205).
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	Attributes
	Distribution
	Frequency
	%





	Gender
	Male
	147
	71.71



	
	Female
	58
	28.9



	Age
	18 to 30 years
	108
	52.68



	
	31 to 40 years
	47
	22.93



	
	41 to 50 years
	33
	16.10



	
	51 years and older
	17
	8.29



	Education
	High School
	9
	4.39



	
	College
	13
	6.34



	
	Bachelors
	105
	51.22



	
	Masters
	51
	24.88



	
	Doctorate
	27
	13.17



	Income (Chinese Yuan; CNY)
	Less than or equal to 5000
	17
	8.29



	
	5001–7500
	65
	31.71



	
	7501–10,000
	43
	20.98



	
	Above 10,000
	80
	39.02



	Nationality
	Chinese
	117
	57.07



	
	Foreigners
	88
	42.93










 





Table 2. Reliability and validity.
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	Latent Constructs
	Factor Loading
	Cronbach’s Alpha
	Composite Reliability
	AVE





	Local Attractions (LA)
	
	0.916
	0.935
	0.705



	Item-1
	0.851
	
	
	



	Item-2
	0.812
	
	
	



	Item-3
	0.807
	
	
	



	Item-4
	0.863
	
	
	



	Item-5
	0.856
	
	
	



	Item-6
	0.848
	
	
	



	Perceived Value (PV)
	
	0.898
	0.929
	0.767



	Item-1
	0.897
	
	
	



	Item-2
	0.904
	
	
	



	Item-3
	0.875
	
	
	



	Item-4
	0.824
	
	
	



	Hospitality and Entertainment

Services (HES)
	
	0.920
	0.938
	0.716



	Item-1
	0.862
	
	
	



	Item-2
	0.876
	
	
	



	Item-3
	0.817
	
	
	



	Item-4
	0.859
	
	
	



	Item-5
	0.795
	
	
	



	Item-6
	0.864
	
	
	



	Economic Environment (EE)
	
	0.867
	0.904
	0.654



	Item-1
	0.715
	
	
	



	Item-2
	0.842
	
	
	



	Item-3
	0.804
	
	
	



	Item-4
	0.866
	
	
	



	Item-5
	0.811
	
	
	



	Perceived Safety and Security (PSS)
	
	0.883
	0.920
	0.742



	Item-1
	0.876
	
	
	



	Item-2
	0.890
	
	
	



	Item-3
	0.875
	
	
	



	Item-4
	0.801
	
	
	



	Political Environment (PE)
	
	0.866
	0.909
	0.715



	Item-1
	0.740
	
	
	



	Item-2
	0.897
	
	
	



	Item-3
	0.872
	
	
	



	Item-4
	0.865
	
	
	



	Information Sources (IS)
	
	0.924
	0.937
	0.627



	Item-1
	0.625
	
	
	



	Item-2
	0.786
	
	
	



	Item-3
	0.772
	
	
	



	Item-4
	0.845
	
	
	



	Item-5
	0.672
	
	
	



	Item-6
	0.852
	
	
	



	Item-7
	0.874
	
	
	



	Item-8
	0.831
	
	
	



	Item-9
	0.832
	
	
	



	Outbound Travel Motivation (OTM)
	
	0.894
	0.919
	0.654



	Item-1
	0.823
	
	
	



	Item-2
	0.780
	
	
	



	Item-3
	0.828
	
	
	



	Item-4
	0.812
	
	
	



	Item-5
	0.750
	
	
	



	Item-6
	0.855
	
	
	



	Intention to Visit (ITV)
	
	0.875
	0.914
	0.727



	Item-1
	0.865
	
	
	



	Item-2
	0.819
	
	
	



	Item-3
	0.848
	
	
	



	Item-4
	0.878
	
	
	










 





Table 3. Fornell–Larcker criterion.
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	EE
	HES
	IS
	ITV
	LA
	OTM
	PE
	PSS
	PV





	EE
	0.809
	
	
	
	
	
	
	
	



	HES
	0.604
	0.846
	
	
	
	
	
	
	



	IS
	0.500
	0.447
	0.792
	
	
	
	
	
	



	ITV
	0.649
	0.446
	0.488
	0.853
	
	
	
	
	



	LA
	0.589
	0.696
	0.431
	0.572
	0.840
	
	
	
	



	OTM
	0.505
	0.384
	0.491
	0.722
	0.485
	0.809
	
	
	



	PE
	0.739
	0.524
	0.336
	0.536
	0.486
	0.437
	0.846
	
	



	PSS
	0.692
	0.445
	0.437
	0.522
	0.456
	0.423
	0.646
	0.861
	



	PV
	0.628
	0.639
	0.458
	0.565
	0.740
	0.489
	0.498
	0.490
	0.876







Abbreviations: Local Attractions (LA), Perceived Value (PV), Hospitality and Entertainment Services (HES), Economic Environment (EE), Perceived Safety and Security (PSS), Political Environment (PE), Information Sources (IS), Outbound Travel Motivation (OTM), Intention to Visit (ITV).













 





Table 4. Heterotrait–monotrait ratio (HTMT).
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	EE
	HES
	IS
	ITV
	LA
	OTM
	PE
	PSS
	PV





	EE
	
	
	
	
	
	
	
	
	



	HES
	0.678
	
	
	
	
	
	
	
	



	IS
	0.544
	0.475
	
	
	
	
	
	
	



	ITV
	0