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ABSTRACT

Literature from previous studies stated that researchers and tourist
organisations have focused too much on tourist satisfaction and consider it as the
only strategic tool for organisations to achieve competitive advantage. However, the
majority of the researchers argued that satisfied tourists may not be loyal, thus
creating doubts about tourist satisfaction and its impact on attracting more tourists.
As such, recent researches that focus on tourists' delight have indicated its relevance
as a tool for tourism-related entities to gain a competitive advantage by attracting a
larger number of tourists. Prior findings suggested little or no significant relationship
between the precedents of delight in tourism-related studies. Thus, these issues
compel to advance this research and discourse the research gap. Hence, this study
evaluates the effect of tourists' perceived value; tourists' perceived trust, and tourists'
experience on religious tourist's delight at religious and historical sites in Pakistan.
Subsequently, a conceptual framework was proposed by combining previous
empirical studies and models, particularly the Stimulus Organism Response Model
(SOR) and Expectancy Disconfirmation Theory Model (EDT). The methodology of
the study is quantitative in nature and data were collected from 375 religious' tourists
from abroad at three religious and historical sites in Pakistan. Smart PLS v.3
software was used to perform Structural Equation Modelling (SEM). Seven
hypotheses were developed to be tested, and all were supported. The results of the
study disclosed that tourist's trust, value, and experience have a direct and positive
effect on tourist's delight. Moreover, the tourist's trust and value also have a positive
and direct impact on the tourist's experience. The results also indicate that the
tourist's experience has a direct positive effect on tourist's delight. Furthermore, the
tourist's experience plays a mediating role between tourist trust, tourist value, and
tourist's delight. The results indicated that tourist's experience mediates the
relationship between tourist value, tourist trust with tourist's delight. Theoretically,
this study contributes by combining aspects from the SOR model, and the EDT
model to examine the effect of tourist value, tourist trust on tourist's delight through
tourist's experience. Practically, this study implies that the Pakistan tourism
department, management of tourist sites, and tour operators need to offer better
services to attract a larger number of religious tourists. Delighted tourists will revisit
the religious and historical sites of Pakistan due to their religious obligations towards
these religious and historical sites. This study can be generalised to benefits other

religious and historical sites.
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ABSTRAK

Literatur daripada kajian yang terdahulu oleh para penyelidik dan organisasi
pelancongan memberi tumpuan yang lebih kepada kepuasan pelancong dan
menganggapnya sebagai wadah yang strategik bagi organisasi untuk mencapai
kelebihan daya saing. Walau bagaimanapun, majoriti penyelidik berpendapat bahawa
pelancong yang berpuas-hati mungkin tidak setia, lantas menimbulkan keraguan
tentang kepuasan pelancong dan kesannya dalam menarik lebih banyak pelancong.
Oleh itu, penyelidikan pada masa kini memberi tumpuan kepada kegembiraan
pelancong dan menganggapnya sebagai alat untuk entiti berkaitan pelancongan untuk
memperolehi kelebihan daya saing dengan menarik sejumlah besar pelancong.
Penemuan penyelidikan yang lalu mencadangkan hanya sedikit atau tiada hubungan
yang signifikan di antara preseden kegembiraan dalam kajian berkaitan pelancongan.
Sehubungan itu, isu ini menarik minat penyelidik untuk memajukan kajian ini dan
membincangkan jurang penyelidikan ini. Oleh itu, kajian ini menilai kesan dari
persepsi nilai pelancong; persepsi kepercayaan pelancong dan pengalaman pelancong
terhadap kegembiraan pelancong agama di tempat-tempat keagamaan dan bersejarah
di Pakistan. Selanjutnya, sebuah rangka konseptual yang menggabungkan kajian dan
model empirikal yang terdahulu, khususnya Model Tindak Balas Organisme
Rangsangan (SOR) dan Model Teori Pengesahan Keraguan Jangkaan (EDT)
dicadangkan. Metodologi kajian ini bersifat kuantitatif dan data dikumpul daripada
375 pelancong agama dari luar negara di tiga tempat keagamaan dan sejarah di
Pakistan. Perisian Smart PLS v.3 digunakan untuk menjalankan Model Persamaan
Struktur (SEM). Tujuh hipotesis telah dibangunkan untuk diuji, dan kesemuanya
adalah disokong. Hasil kajian mendedahkan bahawa kepercayaan, nilai dan
pengalaman pelancong, mempunyai kesan langsung dan positif terhadap
kegembiraan pelancong. Tambahan pula, kepercayaan dan nilai pelancong juga
mempunyai kesan positif dan langsung terhadap pengalaman pelancong. Hasil kajian
juga menunjukkan bahawa pengalaman pelancong mempunyai kesan positif
langsung terhadap kegembiraan pelancong. Selain itu, pengalaman pelancong
memainkan peranan antara kepercayaan pelancong, nilai pelancongan, dan
kegembiraan pelancong. Hasil kajian menunjukkan bahawa pengalaman pelancong
mempunyai kesan positif yang langsung terhadap kegembiraan pelancong. Hasil
kajian juga menunjukkan bahawa pengalaman pelancong mengantara hubungan
antara nilai-nilai pelancongan, kepercayaan pelancong dengan kegembiraan
pelancong. Secara teori, kajian itu menyumbang dengan menggabungkan aspek-
aspek dari model SOR dan model EDT untuk mengkaji kesan nilai pelancong,
kepercayaan pelancong, terhadap kegembiraan pelancong melalui pengalaman
pelancong. Secara praktikal, kajian ini menunjukkan bahawa jabatan pelancongan
Pakistan, pengurusan tapak pelancongan dan pengendali agensi pelancongan perlu
menawarkan perkhidmatan yang lebih baik untuk menarik sejumlah besar pelancong
agama. Pelancong yang gembira akan kembali ke tempat-tempat keagamaan dan
bersejarah di Pakistan kerana kewajipan agama mereka ke atas tapak-tapak agama
dan sejarah ini. Penyelidikan kajian ini boleh diperluaskan dan memberi faedah
kepada tempat-tempat keagamaan dan sejarah yang lain.
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CHAPTER 1

INTRODUCTION

1.1  Background of the Study

Many studies have been conducted by different scholars on tourists’ delight.
However, the studies are still deficient in nature that could describe religious tourists
delight, especially within the context of religious and historical tourist sites in Pakistan.
There are numerous sites in Pakistan which are utilised for religious rituals by different
religion followers. Among the rest, most important, sacred, and ancient religious
tourists’ sites include Katas Raj Temple (District Chakwal, Punjab, Pakistan),
Gurdwara at Nankana Sahib (District Nankana, Punjab, Pakistan) and Muslim sites
such as Darga Hazrat Datah Ganj Baksh (Lahore, Punjab, Pakistan). Thus, this issue
of deficient research in the field of religious tourism compels the researcher to advance
the present study in order to discuss the discourse of religious tourists’ delectation in
detail to fill the gap (to be elaborated later). The religious tourists’ delight required
further investigation particularly to sacred and historical sites. Therefore, the outcome
of the study shall provide an improved mechanism for Department of Pakistan Tourism
to recognise and exploit religious tourists' delight for the promotion of religious

tourism.

The research to date has inclined too much focus on customers’ satisfaction
and considered it as a fundamental aspect in achieving sustainable business advantage.
However, the majority of researchers argue that satisfied customers may or may not
be loyal, created doubts about customers’ satisfaction and its impact on sustainable
benefits in attracting more and more customers (Barnes et al., 2016; Jones and Sasser,
1995; Keaveney, 1995; Keiningham and Vavra, 2001). A report published by Institute
of Juran (cited in Arnold et al. (2005) stated that out of 200 firms, about 30 per cent of



the responded considers satisfaction as a key driver in their business growth. However,
in reality, less than 2 per cent have genuinely experienced an increase in their
businesses due to satisfaction (Arnold et al., 2005). Thus, delight emerged as a new
strategic intent for organisation growth as compared to satisfaction. Organisations gain
a market advantage due to delight rather than satisfactory outcomes (Kao et al., 2016;
Roberts-Lombard and Petzer, 2018; Torres ef al., 2018). Keiningham et al. (2014),
has explained that the liability of satisfied customers is less than 30 percent that they
will repurchase the product or services. However, delighted customers have 85 per
cent likelihoods that they will repurchase the product or services (Keiningham et al.,
2014). Like Arnold et al. (2005), Keiningham et al. (2014), also elaborates that, less
than 2 per cent role played by customer satisfaction, which ultimately can decrease
tourists’ revisit intentions. As such, the insufficient role played by satisfaction and its
relationship with crucial behavioural outcomes such as repurchase or revisit intentions
in terms of competitive advantage is resulted in the shift of paradigm from satisfaction
to delight (Kao et al., 2016). Therefore, the phenomenon of delight is recognised by
many business firms as a new strategic force for their businesses’ growth (Barnes et
al., 2016). The term delight was initially defined by Oliver et al. (1997, p. 329) that
“positive emotional state generally resulting from having one’s expectations exceeded
to a surprising degree.” Thus, satisfaction occurs when the expectations of tourists are
fulfilled accordingly; however, delight occurs when tourists’ needs meet surprisingly

above the level of expectations (Oliver et al., 1997).

Discouraging performance of Pakistani tourism among the world tourism
ranking remains a vital challenge for the government of Pakistan. Pakistan ranks very
low in the Travel and Tourism Competitiveness Index (TTCI). TTCI defines the

13

competitive index as “ the set of issues and policies that permit the sustainable
development of the Travel and Tourism sector, which, in turn, imparts to the growth

and competitiveness of a country.”(Arshad et al., 2018, pp. 4-5).

According to the evaluation by Arshad ef al. (2018), Pakistan ranks 124 out of
136 countries with regards to TCCI in 2017. Table 1.1, indicates the rank of Pakistan

in tourism-related elements among 136 countries of the world. Such, a low ranking of



Pakistan is, indeed a concern for a country, which technically is quite attractive for all

kinds of tourism and particularly very appealing for religious tourism.

Table 1.1 Pakistan Ranking with Tourism-Related Elements

Tourism-related Elements for Rank of Pakistan out of 136
S. No . .
Ranking Countries

1. Prioritisation of Travel and

) 122

Tourism

2. Tourism services infrastructure 125
3. Airport infrastructure 99
4. Price competitiveness 29
5. Cultural resources and business 59

Adopted from (World Travel and Tourism Council, 2017)

Ranking of Pakistan tourism as shown in Table 1.1 is an alarming situation for
Pakistan tourism department to scrutinise the low ranking of Pakistan out of 136
countries. Even though Pakistan has a high potential for religious tourism, there is a
need to conduct a research study in this context. Religious tourists’ delight will
enhance the Pakistan ranking by attracting more and more religious tourists, due to its

captivating sacred and historical significance.

1.2 Overview of Religious, Historical Tourism in Pakistan

Religious tourism can be explained as visiting the holy places, such as shrines,
tombs, or a building, mainly used for worships, and other relevant areas of interest for
pleasure, gratification or delight (Arshad et al., 2018; Yeoman, 2009). This kind of
tourism depends on the people’s beliefs regarding a particular religion or expanding
his/her religious knowledge to other people (Yeoman, 2009). Pakistan is one of the
countries where it has the world’s three biggest religions’ followers (i.e. Islam,
Hinduism, and Sikhism). Pakistan does not only possess Islamic heritage sites; it also

has rich heritage sites of other religions (Arshad et al., 2018).



Pakistan has numerous religious and historical sites such as shrines of Sufis
and Saints for Muslim tourists. The list of shrines for Muslim tourists includes; Data
Ganj Bakhsh Ali Hujwari, Bahauddin Zakaria, Hazrat Baba Fariddudin Ganj-e-
Shakar, Shah Abdul Latif Bhattai and Lal Shehbaz Qalandar (Rasul ef al., 2016). Sikh
religious sites include; Gurdwara of Nankana Sahib and Gurdwara Hassanabdal.
Hindu religion sites includes ancient temples such as Kalka Cave Temple, Panchmukhi
Hanuman Mandirand, Shivala Mandi are 1500 years old and located in various parts
of Pakistan (refer Tablel.2) (Misra, 2016). Buddhist Ruins of Takht-i-Bahi and
Neighbouring City Remains at Sahr-i-Bahlol are Unesco Heritage sites since 1980 and

are famous destinations for Buddhist tourists.

Apart from these religious and historical sites, only three places, such as Shrine
of Hazrat Data Gang Bakhsh, Gurdwara Nankana Sahib, and Katas Raj Temple are
selected for this study. The criteria, which has set to collect data from these sites, is
exclusively due to the popularity of the sites amongst tourists, ease of access to the
researcher, historical in nature, scenic beauty. Another important reason behind
selecting these historical and religious sites together is due to tourist religious
obligations and emotional attachment with these sites. Additionally, it also includes a
large number of pilgrims currently visiting these sites (Arshad et al., 2018; Misra,

2016; Rasul et al., 2016).

Nankana Sahib in Punjab province of Pakistan is a beautiful place for the Sikh
community from all over the world. The main reason behind this attraction is that the
founder of Sikh religion, Guru Nanak, was born in Nankana Sahib Pakistan (Arshad
et al., 2018). The worship places such as Gurdwaras at Nankana Sahib and
Hassanabadal both are incredibly amazing sites to visit (Rasul et al., 2016). Pakistan
also has various shrines of Sufis and Saints for local Muslim tourists, and these sites
are also attractive for other tourists around the world. The Katas Raj temple is very
popular and historically significant heritage site for Hindu pilgrims coming mainly

from India.



Table 1.2 List of Religious and Historical Sites in Pakistan
S. No | Religious and Historical Site Location Religion Follower

Shrine of Hazrat Data Gang .

I | Baksh Ali Hujwari Lahore Muslims
Shrine of Hazrat Baba )

2 Fariddudin Ganj-e-Shakar Pakpattan Muslims

3 Shrine of Bahauddin Zakaria Multan Muslims

4 Shrmeiof Shah Abdul Latif Matiari Muslims
Bhattai

5 Shrine of Lal Shehbaz Sehwan Muslims
Qalandar

6 Gurdwaras of Nankana Sahib Nankana Sahib Sikh

7 Gurdwara Hassan Abdal Hassan Abdal Sikh

8 Gurdwara Kartarpor Kartapor Sikh

9 Kalka Cave Temple Sukker Hindu

10 Panchmukhi Hanuman Mandir Karachi Hindu

11 Katas Raj Temple Chakwal Hindu
Buddhist Ruins of Takht-i-

12 Bahi and Neighbouring City Takht-i-Bahi Buddhist
Remains at Sahr-i-Bahlol

Adopted from (Akhter ef al., 2019; Arshad et al., 2018; Haq and Medhekar, 2013;
Rasul et al., 2016)

1.3 Problem Statement

The term satisfaction is broadly researched in literature during the last two
decades, however, still there is a lack of acceptable definition among the researchers
(Oliver, 2014). The customers’ expectations are mostly linked with prior experience
of the product and services. Hence, to differentiate between satisfaction and delight

(Christ-Brendemiihl and Schaarschmidt, 2020; Kotler and Keller, 2016; Voorhees et




al., 2017), concisely elaborated that, execution of customers’ expectations if, were
according to the needs and wants of the customer, can leads to satisfaction. However,
if fulfilment of needs and wants, exceeds expectations can literally convert satisfaction
into delight (Christ-Brendemiihl and Schaarschmidt, 2020). Hence, delight is an
extraordinary level of satisfaction, where customers become surprised to received
product or services beyond their expectations (Christ-Brendemiihl and Schaarschmidt,

2020).

Previously, tourism-related strategies, tourists’ organisation considers
satisfaction as a critical strategy to attract more and more tourists to achieve its’
objectives of maximising its profits and market shares (McDowall, 2010). The level
of tourists’ satisfaction was considered because of tourists experience with the product
or services. If tourist’s experience with the product or service was, according to the
expectations of the tourist, then the tourist is considered as satisfied. On the other hand,
an unsatisfied tourist will be the one whose experience with the product or service was

not according to his expectations (Cutler et al., 2016).

Furthermore, despite findings related to the role of satisfaction in tourist
behavioural outcomes, Barnes et al. (2016), and Barnes et al. (2010) research supports
the importance of delight. Moreover, their research findings show that delight has a
high impact on behavioural outcomes. Such as attracting more and more tourists,
tourist obligations, loyalty, and enhances revisit intentions of touring. The importance
of these factors is quite relevant to religious tourist delight. As due to tourist religious
obligations towards the tourist sites, one feels delighted can maximise the number of
tourists. Thus, it shall help in enhancing Pakistan ranking. However, doubts remain in
describing the concept of delight (Barnes et al., 2010). Some literature proved the
highly significant impact of delight with loyalty and intentions of revisit in the study
of ruler tourism and tourist lodging experience (Loureiro, 2010; Loureiro and

Kastenholz, 2011).

Contrary to this, other researchers’ findings suggest little or no significant

relationship between delight with loyalty and revisit intentions in tourism-related



studies. From the perspective of the hospitality industry, Kim ef al. (2013) has stated,
that as compare to delight, satisfaction is strongly related to loyalty. Bowden and
Dagger (2011), in their study from restaurant’s perspective, have argued that delight
is helpful in tourist experience, though it is less effective in tourist loyalty as compare
to satisfaction. However, Bowden-Everson et al. (2013), in their study on the
restaurant industry, supports a steady relationship of delight with its outcomes, such

as loyalty as compare to satisfaction.

The evidence in respect of delight to be a superior variable in comparison with
satisfaction in augmenting the number of customers and produce benefits to the
organisations is also supported by Bartl ef al. (2013). Their study which is within the
context of information technology, supports the notion that delight has a powerful
impact on repurchase- intentions as compared to satisfaction. Thus, problem and
confusion emerged, whether delight is significant or not in the context of tourism.
Hence, in some tourist spots, even if the tourist becomes delighted, one may not visit
the tourist destination and prefer some new location. This lack of interest with the
particular site might be because, so far, the researchers define the term delight in the
context, which is not fully capable of describing it adequately, particularly within the

context of religious tourism.

Key questions are arising on how to describe the notion of delight in the context
of religious and historical sites. Firstly, it’s the value of the site, the real cause of
delight needs to be unveiled. As earlier, relationship between value and delight have
also been established many times in the context of customers shopping experience
(Arnold et al., 2005; Maria Correia Loureiro et al., 2014; Roberts-Lombard and Petzer,
2018), delight of tourists at tourist sites (Ali et al., 2018; Loureiro, 2010) and in the
context of marketing and consumer behaviour (Cheung, 2015). Secondly, several
qualitative studies are conducted to date have discussed the antecedents of delight
(Barnes et al., 2016). However, according to Barnes et al. (2016), there is a lack of
quantitative research in describing the concept of delight. Thirdly, so far the majority
of research in the context of tourism-related studies, such as, passenger delight (Ali et
al., 2016b), tourist delight in theme parks (Ali et al., 2018; Ma et al., 2013), have

discussed the dependent variables of delight and only direct relationship with other



variables, similar to this study, such as experience and value have considered.
However, this research will discuss the direct and indirect relationship of value, trust,

and experience with delight in the context of religious tourism.

The S-O-R and EDT theory support the indirect relationships among the study
variables. While, Kano Model support the direct relationships between the study

variables (explained in detail in chapter no 2).

Mohammed Abubakar (2016), stated that trust is an essential motivator for
tourists to decide to visit a particular destination. However, marketing managers
consider trust as a critical element for the marketing of a specific target (Choi et al.,
2016). Thus, trust emerged as a potential perception towards the tourist destination and
also an essential aspect in envisaging tourists’ intentions toward the target (Artigas et
al., 2017, Mohammed Abubakar, 2016; Wang et al., 2014a). Therefore, tourist’s
behaviour towards the destination prompted by trust in the form of attitudes, risk,
obligation, loyalty, attachment to a particular site, which combined effect, can be in
the form of joy and happiness. However, there is lack of research being conducted on
the impact of trust on tourist's decision visiting a particular tourist destination. Thus,
tourist perceived trust, being used as a new variable to measure the relationship with
delight, as per researchers’ knowledge there is lack of research to test such relationship

of religious tourist trust with religious tourist delight has ever measured.

Tourists at tourists’ destinations look for value against the amount they spend
on travelling. Previously, researchers align perceived value for the cost and its benefits
with the products or services (Holbrook, 1999; Walsh et al., 2014). However, in the
context of tourism, the tourist emotions and obligations towards the tourist site can be
considered as a vital ingredient in the development of perceived value (Lee et al., 2011;

Pandza Bajs, 2015).

Approximately about two decades when the term customer delight was
emerging as an essential aspect for researchers, till date it is not yet appropriately

described and is in perpetual improvement (Artigas ef al., 2017). Previously, research



always focused on defining the term delight, its antecedents, and concerns associated
with delight. However, in respect of its association with other fields, according to
Artigas et al. (2017), that delight is still yet not described and is relevantly a new
phenomenon. Thus, this study shall contribute to the body of knowledge in

understanding delight in the context of religious tourism.

In brief, the problem statement of this research consists of three gaps. First, is
a contextual gap, as per the knowledge of the author lack of such study is available in
the context of religious tourist delight in religious, historical sites of Pakistan. The
second gap is its’ theoretical/conceptual gap, as this study will measure the direct and
indirect relationship between perceived trust and delight. The relationship of trust has
been measured in other studies with emotional outcomes, such as satisfaction and
loyalty (Maria Correia Loureiro et al., 2014). However, as per the understanding of
the researcher, this relationship between perceived trust and religious tourist delight
will be essential to describe the delight more appropriately. Thirdly, there is a need to
fill a theoretical research gap by explaining the term delight more prominently. As per
the knowledge of the author, current available research is deficient in describing
delight in the context of religious tourist visiting religious and historical sites of
Pakistan. Loyal tourist may or may not revisit the destination. However, religious
tourist delight will revisit the tourist destination, and it is due to their religious
obligations. Thus, if they become delighted, their chances of revisit will be higher and
will compel other fellow sharing the same religion to visit the tourist destinations.
Therefore, this study focuses on religious tourist delight, which will enhance the
number of international tourists to visit Pakistan. Thus, in this way, by increasing the

number of foreign tourists, Pakistan’s ranking shall improve as well as its economy.

14 Research Questions

The following are some main research questions regarding the current study.

1. What is the relationship between perceived trust and religious tourist delight?



il

iil.

1v.

Vi.

Vil.

1.5

What is the relationship between perceived trust and tourists’ experience?
What is the relationship between religious tourist perceived value and religious
tourist delight?

What is the relationship between perceived value and tourists’ experience?
What is the relationship between experience and religious tourist delight?
Does the tourists’ experience mediate the relationship between perceived value
and delight?

Does the tourists’ experience mediate the relationship between perceived trust

and delight?

Research Objectives

This study proposes to identify the impact of precedents of religious tourist’s

delight, such as perceived value, perceived trust on tourist’s experience.

il

1il.

1v.

Vi.

Vil.

To examine the relationship between religious tourists’ trust and religious
tourists’ delight.

To identify the relationship between tourists’ trust and religious tourists’
experience.

To examine the relationship between religious tourists’ value and religious
tourist delight.

To assess the relationship between religious tourists’ perceived value and
religious tourists’ experience.

To assess the relationship between religious tourists’ experience on religious
tourists’ delight.

To investigate the mediating effect of the religious tourist’s experience,
mediate the relationship between religious tourists’ perceived value and
religious tourist’s delight.

To investigate the mediating effect of the religious tourists’ experience,
mediate the relationship between religious tourists’ trust and religious tourists’

delight.
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1.6 Scope of the Study

This research study utilises the quantitative methods to test the relationship
between religious tourist perceived value, trust and religious tourist delight. It will also
test the mediating role of tourist experiences in the relationship between tourists
perceived value, trust and delight in the religious and historical sites of Pakistan such
as Katas Raj Temple, Gurdwara of Nanakana Sahib and Muslim tourist visiting site,
i.e. Hazrat Data Gang Bakhsh Lahore. By testing these relationships, the subject area
expected to offer valuable insight to Pakistan tourism department, about what to do to
increase the number of religious tourists, which will successively enhance Pakistan’s
tourism ranking from the current. The survey is being conducted on the religious
tourists only who are there to perform their religious rituals. The respondents are
limited to international religious tourists, i.e. Muslims, Sikh, and Hindu, who regularly
visit to perform their religious rituals in these sites. Religious tourists are the tourists,
who judge the importance of sacred, historical sites to decide to visit and revisit the

destinations.

1.7  Significance of the Study

The main contribution of this research study is to propose a cohesive model of
religious tourist delight and its precedents such as experience, value, and trust. The
outcome of the study shall contribute well in both perspectives, i.e. theoretical and
managerial. Little research related to delight in the context of tourism is available in
the current literature. The term delight used in most of the marketing-related research
as a mediating variable, and its outcome was mainly loyalty, revisit intention (Ali et
al., 2018; Kim et al., 2013). Research studies show a significant relationship between
delight and loyalty (Loureiro and Kastenholz, 2011). However, other researchers’
identify insignificant relationships between the two which has created doubt and does

not describe tourist delight in its true spirit (Maria Correia Loureiro ef al., 2014).
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The current study contributed to the body of knowledge by examining the role
of tourist perceived value and perceived trust to delight the religious tourists. The
attributes associated in the current study, are in the form of trustworthy services offered
by these sites. It also includes value in relation to these historical and religious sites,
which are in the form of site historical originality (colours, architecture etc), food and
residence according to the tourists’ religious obligations. Accordingly, testing the
relationship between perceived trust and delight shall also contribute to the body of
knowledge (Ali et al., 2018) . Religious tourist’s visit the religious, historical sites of
Pakistan may be due to their religious obligations. As merely satisfied tourist may or
may not be loyal to revisit the tourist destinations (Barnes et al., 2016). However,
religious tourist’s delight shall further enhance the number of tourists to visit these
sites. Thus, the attraction of a large number of tourists shall improve Pakistan’s ranking

among the rest of the world.

Similarly, this research utilises tourist’s experience as a mediator between
tourists perceived value, trust and delight. Hence, it will enhance the models of
Mehrabian and Russell (1974), stimulus organism response (SOR) theory, Expectancy
disconfirmation theory (EDT) proposed by Oliver et al. (1997). Furthermore, it will
contribute practically as well as theoretically to suggest strategies. That shall help
Department of Pakistan tourism to attract a large number of religious tourists due to
delighting them. In short, this research study provides a cohesive model of tourists’
delight to improve religious tourist delight within sacred, historical sites of Pakistan.
This model fulfils the lack of tourist delight research by emphasising on the impact of

tourist perceived value, trust and experience.

Earlier, researchers argued that instead of delight, the tourism operators had
been trying to attract tourists by offering satisfaction level services. However, it might
not be an effective strategy for the growth of tourism (Ahrholdt ef al., 2017). The
problem of not considering delight as a strategic intent for tourism growth is due to
insufficient research till date to adequately describe delight in the context of tourism
(Ahrholdt et al., 2017; Albayrak and Caber, 2015). Thus, to enhance the level of travel
and tourism operators and overall tourism-related business in Pakistan, this study

provides a better understanding of religious tourist delight rather than merely satisfied.

12



A religious tourist’s delight is the result of the extreme level of joy and happiness on
the tourist’s mind. The outcome shall be in the form of more and more tourists visit

religious and historical sites of Pakistan.

1.8 Operational Definitions

This study uses relevant operational definitions according to the objectives of

the research. The following are some of the operational definitions:

1.8.1 Tourist Delight

Oliver et al. (1997) have defined delight “an extremely optimistic emotional
state, in general, resulting from having one’s expectations exceeded to a surprising
degree”. Thus, religious tourist delight defined as a measure of the emotional
attachment of tourists with sacred, historical sites. Where tourist feels joy, happiness,
pleasure, surprised to see the religious, historical importance of the site. Hence, it can

change their behavioural emotions to an extremely high level (i.e. happiness, joy).

1.8.2 Tourist Experience

Tourist experience defined as tourist post-visit observation regarding religious
and historical site in the form of image of the site, choice of the site, architecture and
design of the site, and services offered by the tourist site (Ali ef al., 2018; Jani and
Han, 2013; Wu and Liang, 2009; Zhang et al., 2014a).
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1.8.3 Tourist Perceived Value

Perceived value can be defined as an individual, cognitive-affective evaluation
of the product or service, which occurs in the purchasing process. Besides, it is also
based on a comparison between benefits and costs, arising out of the offer and the
offers of competitors in the market, and which varies with the changing circumstances
of time, place, and situation in which the assessment is made (Pandza Bajs, 2015, p.
124). Tourist perceived value is also related to the emotional attachment of the tourist
in the form of feeling pleasure and relaxed during a visit to the religious and historical
sites (Lee ef al., 2011). In this study perceived value is what religious tourists give
value to originality of the colours, architecture and tourist religious obligations in the

form of food and residence.

1.8.4 Tourist Trust

Tourist trust has been defined as an individual behaviour and attitude towards
tourist sites through the experience of various attributes offered by the religious and
historical sites. Which must be authentic, generous and proficient in which all the
stakeholders perform their services being honest, generous, competent and trustworthy
(Kumar and Kaushik, 2018). In this the current study, tourist perceived trust is the

trustworthy services offered by these religious and historical sites.

1.8.5 Religious Tourism

This kind of tourism can be defined as the tourism of motivated tourists who
are inspired by their ethical and religious obligations and travel for pilgrimage or

perform their religious rituals at a particular destination (Timothy, 2011).
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1.8.6 Religious, Historical Tourist Sites

In this study, religious tourist sites refer to places in Pakistan, which are very
old, historical and are also currently used by the religious tourists to perform their
religious rituals according to their religious obligations. All the rituals were different

from each other’s but were according to tourist’s faith.

1.9 Outline of the Research Study

This research study comprises of five chapters. Chapter 1 includes the
introduction and background of the study, problem statement, research questions and
objectives, significance of the study, the scope of the research and operational
definitions. Chapter 2 covers the critical literature review of dependent, independent,
and mediating variables. Based on the critical literature review, Chapter 3 outlines the
methodology of this research, which includes, research design and framework,
methods and instruments for data collection and analysis. Chapter 3 also consists of
the research population and sampling techniques to answer the research questions and
meet the objectives of this research study. Chapter 4 includes the results and findings
by using various statistical software’s. Moreover, this chapter also comprises of data
screening with the following sections for SEM analysis. The final Chapter 5 possess

discussion on statistical findings obtained from Chapter 4.

15



REFERENCES

Abou-Alsamh, R. (2014). When the truth hurts. Retrieved 06 May, 2018, from
http://www.arabnews.com/columns/news/650161

Abubakar, A. M., and Ilkan, M. (2016). Impact of online WOM on destination trust

and intention to travel: A medical tourism perspective. Journal of Destination
Marketing & Management, 5(3), 192-201.

Abubakar, A. M., Ilkan, M., Al-Tal, R. M., and Eluwole, K. K. (2017). eWOM, revisit
intention, destination trust and gender. Journal of Hospitality and Tourism
Management, 31, 220-227.

Acedo, F. J.,, and Jones, M. V. (2007). Speed of internationalization and
entrepreneurial cognition: Insights and a comparison between international
new ventures, exporters and domestic firms. Journal of world Business, 42(3),
236-252.

Agapito, D., Pinto, P., and Mendes, J. (2017). Tourists' memories, sensory impressions
and loyalty: In loco and post-visit study in Southwest Portugal. Tourism
Management, 58, 108-118.

Aguinis, H., Edwards, J. R., and Bradley, K. J. (2017). Improving our understanding
of moderation and mediation in strategic management research.
Organizational Research Methods, 20(4), 665-685.

Ahmed, A. (2016). World Bank keen to help Pakistan boost religious tourism

from https://www.dawn.com/news/1264179

Ahrholdt, D. C., Gudergan, S. P., and Ringle, C. M. (2016). Enhancing Service
Loyalty. Journal of Travel Research, 56(4), 436-450.

Ahrholdt, D. C., Gudergan, S. P., and Ringle, C. M. (2017). Enhancing service loyalty:

The roles of delight, satisfaction, and service quality. Journal of Travel
Research, 56(4), 436-450.

Ainuddin, R. A., Beamish, P. W., Hulland, J. S., and Rouse, M. J. (2007). Resource
attributes and firm performance in international joint ventures. Journal of

World Business, 42(1), 47-60.

157


http://www.arabnews.com/columns/news/650161
https://www.dawn.com/news/1264179

Akamavi, R. K., Mohamed, E., Pellmann, K., and Xu, Y. (2015). Key determinants of
passenger loyalty in the low-cost airline business. Tourism management, 46,
528-545.

Akhter, M. S., Jathol, 1., and Hussain, Q. A. (2019). Peace Building through Religious
Tourism in Pakistan: A Case Study of Kartarpur Corridor.

Alazaizeh, M. M., Hallo, J. C., Backman, S. J., Norman, W. C., and Vogel, M. A.
(2016). Value orientations and heritage tourism management at Petra
Archaeological Park, Jordan. Tourism Management, 57, 149-158.

Albayrak, T., and Caber, M. (2013). Penalty—Reward-Contrast Analysis: a review of
its application in customer satisfaction research. Total Quality Management &
Business Excellence, 24(11-12), 1288-1300.

Albayrak, T., and Caber, M. (2015). Prioritisation of the hotel attributes according to
their influence on satisfaction: A comparison of two techniques. Tourism
Management, 46, 43-50.

Ali, F., Kim, W. G., Li, J., and Jeon, H.-M. (2016a). Make it delightful: Customers'
experience, satisfaction and loyalty in Malaysian theme parks. Journal of
Destination Marketing & Management.

Ali, F., Kim, W. G, Li, J., and Jeon, H.-M. (2018). Make it delightful: Customers'
experience, satisfaction and loyalty in Malaysian theme parks. Journal of
Destination Marketing & Management, 7, 1-11.

Ali, F., Kim, W. G., and Ryu, K. (2016b). The effect of physical environment on
passenger delight and satisfaction: Moderating effect of national identity.
Tourism Management, 57, 213-224.

Anderson, D. R., Sweeney, D. J., and Williams, T. A. (2011). Essentials of statistics
for business and economics, revised: Cengage Learning.

Arbore, A., and Busacca, B. (2009). Customer satisfaction and dissatisfaction in retail
banking: Exploring the asymmetric impact of attribute performances. Journal
of Retailing and Consumer Services, 16(4), 271-280.

Arnold, M. J., Reynolds, K. E., Ponder, N., and Lueg, J. E. (2005). Customer delight
in a retail context: investigating delightful and terrible shopping experiences.
Journal of Business Research, 58(8), 1132-1145.

Arshad, M. L., Igbal, M. A., and Shahbaz, M. (2018). Pakistan tourism industry and
challenges: a review. 4sia Pacific Journal of Tourism Research, 23(2), 121-

132.

158



Artigas, E. M., Yrigoyen, C. C., Moraga, E. T., and Villaléon, C. B. (2017).
Determinants of trust towards tourist destinations. Journal of Destination
Marketing & Management, 6(4), 327-334.

Ashton, A. S., Scott, N., Solnet, D., and Breakey, N. (2010). Hotel restaurant dining:
The relationship between perceived value and intention to purchase. Tourism
and Hospitality Research, 10(3), 206-218.

Bagozzi, R. P. (1986). Attitude formation under the theory of reasoned action and a
purposeful behaviour reformulation. British Journal of Social Psychology,
25(2), 95-107.

Ballantyne, R., Hughes, K., Lee, J., Packer, J., and Sneddon, J. (2018a). Visitors'
values and environmental learning outcomes at wildlife attractions:
Implications for interpretive practice. Tourism Management, 64, 190-201.

Ballantyne, R., Moutinho, L., and Rate, S. (2018b). Consumer behaviour in tourism.
Strategic Management in Tourism, CABI Tourism Texts, 73.

Barnes, D. C., Beauchamp, M. B., and Webster, C. (2010). To delight, or not to
delight? This is the question service firms must address. Journal of Marketing
Theory and Practice, 18(3), 275-284.

Barnes, D. C., Collier, J. E., Howe, V., and Douglas Hoffman, K. (2016). Multiple
paths to customer delight: the impact of effort, expertise and tangibles on joy
and surprise. Journal of Services Marketing, 30(3), 277-289.

Barnes, D. C., and Krallman, A. (2019). Customer Delight: A Review and Agenda for
Research. Journal of Marketing Theory and Practice, 27(2), 174-195.

Barnes, J., Cote, J., Cudeck, R., and Malthouse, E. (2001). Checking assumptions of
normality before conducting factor analyses. Journal of consumer psychology,
10(1/2), 79-81.

Baron, R. M., and Kenny, D. A. (1986). The moderator—mediator variable distinction
in social psychological research: Conceptual, strategic, and statistical
considerations. Journal of personality and social psychology, 51(6), 1173.

Bartl, C., Gouthier, M. H., and Lenker, M. (2013). Delighting consumers click by
click: Antecedents and effects of delight online. Journal of Service Research,
16(3), 386-399.

Basfirinci, C., and Mitra, A. (2015). A cross cultural investigation of airlines service
quality through integration of Servqual and the Kano model. Journal of Air

Transport Management, 42, 239-248.

159



Bauer, P. C. (2014). Negative experiences and trust: A causal analysis of the effects of
victimization on generalized trust. European Sociological Review, 31(4), 397-
417.

Bauer, P. C., and Freitag, M. (2017). Measuring Trust. In The Oxford Handbook of
Social and Political Trust.

Beritelli, P. (2011). Cooperation among prominent actors in a tourist destination.
Annals of Tourism Research, 38(2), 607-629.

Berman, B. (2005). How to delight your customers. California Management Review,
48(1), 129-151.

Bhattacherjee, A., and Premkumar, G. (2004). Understanding changes in belief and
attitude toward information technology usage: A theoretical model and
longitudinal test. MIS quarterly, 229-254.

Bigné, J. E., Andreu, L., and Gnoth, J. (2005). The theme park experience: An analysis
of pleasure, arousal and satisfaction. Tourism management, 26(6), 833-844.

Blackwell, M. (2006). Engel (2006). Consumer Behaviour (10th Ed.). Thomson
Learning.

Blair, J., Czaja, R. F., and Blair, E. A. (2013). Designing surveys: A guide to decisions
and procedures: Sage Publications.

Boksberger, P. E., and Melsen, L. (2011). Perceived value: a critical examination of
definitions, concepts and measures for the service industry. Journal of Services
Marketing, 25(3), 229-240.

Bowden-Everson, J. L.-H., Dagger, T. S., and Elliott, G. (2013). Engaging customers
for loyalty in the restaurant industry: The role of satisfaction, trust, and delight.
Journal of Foodservice Business Research, 16(1), 52-75.

Bowden, J. L., and Dagger, T. S. (2011). To delight or not to delight? An investigation
of loyalty formation in the restaurant industry. Journal of Hospitality
Marketing & Management, 20(5), 501-524.

Brown, T. C. (1984). The concept of value in resource allocation. Land economics,
60(3), 231-246.

Bryman, A. (2015). Social research methods: Oxford university press.

Butler, R., and Suntikul, W. (2017). Tourism and political change: Goodfellow
Publishers Ltd.

Byrne, B. M. (2010). Structural equation modeling with AMOS: Basic concepts,

applications, and programming.

160



Campon-Cerro, A. M., Herndndez-Mogollon, J. M., and Alves, H. (2017). Sustainable
improvement of competitiveness in rural tourism destinations: The quest for
tourist loyalty in Spain. Journal of Destination Marketing & Management,
6(3), 252-266.

Castellanos-Verdugo, M., Vega-Vazquez, M., Oviedo-Garcia, M. A., and Orgaz-
Agliera, F. (2016). The relevance of psychological factors in the ecotourist
experience satisfaction through ecotourist site perceived value. Journal of
Cleaner Production, 124, 226-235.

Chamber, J. (2016). Tourism in Saudi Arabia April 2016, Jeddah Chamber, Jeddah,
Kingdom of Saudi Arabia.

Chandralal, L., Rindfleish, J., and Valenzuela, F. (2015). An application of travel blog
narratives to explore memorable tourism experiences. 4sia Pacific Journal of
Tourism Research, 20(6), 680-693.

Chandralal, L., and Valenzuela, F.-R. (2013). Exploring memorable tourism
experiences: Antecedents and behavioural outcomes. Journal of Economics,
Business and Management, 1(2), 177-181.

Chang, K.-C. (2014). Examining the effect of tour guide performance, tourist trust,
tourist satisfaction, and flow experience on tourists' shopping behavior. Asia
Pacific Journal of Tourism Research, 19(2), 219-247.

Chen, C.-C., and Yao, J.-Y. (2018). What drives impulse buying behaviors in a mobile
auction? The perspective of the Stimulus-Organism-Response model.
Telematics and Informatics, 35(5), 1249-1262.

Chen, C.-F., and Chen, F.-S. (2010). Experience quality, perceived value, satisfaction
and behavioral intentions for heritage tourists. Tourism management, 31(1),
29-35.

Chen, C.-F., and Phou, S. (2013). A closer look at destination: Image, personality,
relationship and loyalty. Tourism management, 36, 269-278.

Chen, H., and Rahman, 1. (2017). Cultural tourism: An analysis of engagement,
cultural contact, memorable tourism experience and destination loyalty.
Tourism Management Perspectives.

Chen, P.-T., and Hu, H.-H. (2010). The effect of relational benefits on perceived value
in relation to customer loyalty: An empirical study in the Australian coffee
outlets industry. International journal of hospitality management, 29(3), 405-
412.

161



Cheung, J. (2015). Exploring Consumers' Experiential Responses and Shopping
Intentions toward Visual User-Generated Content in Online Shopping
Environments.

Chew, E. Y. T., and Jahari, S. A. (2014). Destination image as a mediator between
perceived risks and revisit intention: A case of post-disaster Japan. Tourism
Management, 40, 382-393.

Chin, W. W. (1998). Issues and Opinion on structural Equation Modelling.
Management Information Systems quarterly, 22(1), 1-8.

Chin, W. W. (2010). How to write up and report PLS analyses. In Handbook of partial
least squares (pp. 655-690): Springer.

Chitturi, R., Raghunathan, R., and Mahajan, V. (2008). Delight by design: The role of
hedonic versus utilitarian benefits. Journal of Marketing, 72(3), 48-63.

Chiu, C. M., Wang, E. T., Fang, Y. H., and Huang, H. Y. (2014). Understanding
customers' repeat purchase intentions in B2C e-commerce: the roles of
utilitarian value, hedonic value and perceived risk. Information Systems
Journal, 24(1), 85-114.

Cho, W.-C., Lee, K. Y., and Yang, S.-B. (2019). What makes you feel attached to
smartwatches? The stimulus—organism-response (S—O-R) perspectives.
Information Technology & People, 32(2), 319-343.

Choi, M., Law, R., and Heo, C. Y. (2016). Shopping destinations and trust—tourist
attitudes: Scale development and validation. Tourism management, 54, 490-
501.

Christ-Brendemiihl, S., and Schaarschmidt, M. (2020). The impact of service
employees’ technostress on customer satisfaction and delight: A dyadic
analysis. Journal of Business Research, 117,378-388.

Christou, E. (2007). Tourist destinations as brands: the impact of destination image
and reputation on visitor loyalty. Productivity in Tourism: Fundamentals and
Concepts for Achieving Growth and Competitiveness. Ervich Schmidt Verlag,
Berlin, 57-67.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences. 19882nd ed
Hillsdale. NJ Lawrence Earlbaum Associates.

Collins-Kreiner, N. (2020). A review of research into religion and tourism Launching
the Annals of Tourism Research Curated Collection on religion and tourism.

Annals of Tourism Research, 82(C).

162



Collis, J., and Hussey, R. (2014). Business Research-a practical guide for
undergraduate and postgraduate students: Palgrave Macmillan Higher
Education.

Comrey, A., and Lee, H. (1992). Interpretation and application of factor analytic
results. Comrey AL, Lee HB. A first course in factor analysis, 2.

Creswell, J. W. (2014). A concise introduction to mixed methods research: Sage
Publications.

Crotts, J. C., Pan, B., and Raschid, A. E. (2008). A survey method for identifying key
drivers of guest delight. International Journal of Contemporary Hospitality
Management, 20(4), 462-470.

Cutler, S. Q., Doherty, S., and Carmichael, B. (2016). Immediacy, Photography and
Memory: The Tourist Experience of Machu Picchu. World Heritage, Tourism
and Identity: Inscription and Co-production, 131.

Czernek, K., and Czakon, W. (2016). Trust-building processes in tourist coopetition:
The case of a Polish region. Tourism Management, 52, 380-394.

Dann, G., and Jacobsen, J. K. S. (2003). Tourism smellscapes. Tourism Geographies,
5(1), 3-25.

De Clercq, D., and Belausteguigoitia, 1. (2017). Overcoming the dark side of task
conflict: Buffering roles of transformational leadership, tenacity, and passion
for work. European Management Journal, 35(1), 78-90.

De Vellis, R. F. (2003). Scale Development Theory and Applications (2nd ed.):
Thousands Oaks.

Diamantopoulos, A., and Siguaw, J. A. (2006). Formative versus reflective indicators
in organizational measure development: A comparison and empirical
illustration. British Journal of Management, 17(4), 263-282.

do Valle, P. O., and Assaker, G. (2016). Using partial least squares structural equation
modeling in tourism research: A review of past research and recommendations
for future applications. Journal of Travel Research, 55(6), 695-708.

Dolnicar, S., Coltman, T., and Sharma, R. (2015). Do satisfied tourists really intend to
come back? Three concerns with empirical studies of the link between
satisfaction and behavioral intention. Journal of Travel Research, 54(2), 152-

178.

163



Du, J., and Williams, C. (2017). Innovative projects between MNE subsidiaries and
local partners in China: exploring locations and inter-organizational trust.
Journal of International Management, 23(1), 16-31.

Dubé¢, L., and Menon, K. (2000). Multiple roles of consumption emotions in post-
purchase satisfaction with extended service transactions. International Journal
of Service Industry Management, 11(3), 287-304.

Dubey, P., Bajpai, N., and Guha, S. (2018). Classifying customer'wow','aha’,
and'cool'affect through arousal: a study on mobile users. International Journal
of Electronic Marketing and Retailing, 9(1), 37-58.

Dunning, D. (2017). Normative goals and the regulation of social behavior: The case
of respect. Motivation and Emotion, 41(3), 285-293.

Dunning, D., Fetchenhauer, D., and Schldsser, T. M. (2012). Trust as a social and
emotional act: Noneconomic considerations in trust behavior. Journal of
Economic Psychology, 33(3), 686-694.

Eid, R., and El-Gohary, H. (2015). Muslim tourist perceived value in the hospitality
and tourism industry. Journal of Travel Research, 54(6), 774-787.

Elfers, J. (2017). Review of the Kano model-practical example tourism industry.

Ermisch, J., Gambetta, D., Laurie, H., Siedler, T., and Noah Uhrig, S. (2009).
Measuring people's trust. Journal of the Royal Statistical Society: Series A
(Statistics in Society), 172(4), 749-769.

Eroglu, S. A., Machleit, K. A., and Davis, L. M. (2003). Empirical testing of a model
of online store atmospherics and shopper responses. Psychology & marketing,
20(2), 139-150.

F. Hair Jr, J., Sarstedt, M., Hopkins, L., and G. Kuppelwieser, V. (2014). Partial least
squares structural equation modeling (PLS-SEM) An emerging tool in business
research. European Business Review, 26(2), 106-121.

Farmaki, A. (2015). Regional network governance and sustainable tourism. Tourism
Geographies, 17(3), 385-407.

Farooq, Q. (2018). Cultural Tourism In Punjab, Pakistan. International Journal of
Advanced Multidisciplinary Scientific Research, 1(5), 18-22.

Festinger, L. (1962). A theory of cognitive dissonance (Vol. 2): Stanford university

press.

164



Fetchenhauer, D., and Dunning, D. (2010). Why so cynical? Asymmetric feedback
underlies misguided skepticism regarding the trustworthiness of others.
Psychological Science, 21(2), 189-193.

Finn, A. (2005). Reassessing the foundations of customer delight. Journal of Service
Research, 8(2), 103-116.

Flint, D. J., Blocker, C. P., and Boutin Jr, P. J. (2011). Customer value anticipation,
customer satisfaction and loyalty: An empirical examination. Industrial
marketing management, 40(2), 219-230.

Fornell, C., and Cha, J. (1994). Partial least squares. Advanced methods of marketing
research, 407(3), 52-78.

Fornell, C., and Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of marketing research,
39-50.

Foroughi, B., Iranmanesh, M., Gholipour, H. F., and Hyun, S. S. (2019). Examining
relationships among process quality, outcome quality, delight, satisfaction and
behavioural intentions in fitness centres in Malaysia. International Journal of
Sports Marketing and Sponsorship.

Gabor, M. (2016). Faith-based tourism. Business Mirror.

Gatautis, R., Vitkauskaite, E., Gadeikiene, A., and Piligrimiene, Z. (2016).
Gamification as a mean of driving online consumer behaviour: Sor model
perspective. Engineering Economics, 27(1), 90-97.

Gausdal, A. H., Svare, H., and Mdllering, G. (2016). Why don’t all high-trust networks
achieve strong network benefits? A case-based exploration of cooperation in
Norwegian SME networks. Journal of Trust Research, 6(2), 194-212.

Geisser, S. (1975). The predictive sample reuse method with applications. Journal of
the American Statistical Association, 70(350), 320-328.

Ghauri, P. N., and Grenhaug, K. (2005). Research methods in business studies: A
practical guide: Pearson Education.

Giménez, E., Crespi, M., Garrido, M. S., and Gil, A. J. (2012). Multivariate outlier
detection based on robust computation of Mahalanobis distances. Application
to positioning assisted by RTK GNSS Networks. International Journal of
Applied Earth Observation and Geoinformation, 16, 94-100.

165



Godefroidt, A., Langer, A., and Meuleman, B. (2017). Developing political trust in a
developing country: the impact of institutional and cultural factors on political
trust in Ghana. Democratization, 24(6), 906-928.

Gold, A. H., Malhotra, A., and Segars, A. H. (2001). Knowledge management: An
organizational capabilities perspective. Journal of management information
systems, 18(1), 185-214.

Gopalan, R., and Narayan, B. (2010). Improving customer experience in tourism: A
framework for stakeholder collaboration. Socio-Economic Planning Sciences,
44(2), 100-112.

Goswami, S., and Sarma, M. K. (2014). Management of guest delight in hotels: An
exploratory study. Vision, 18(1), 29-45.

Grace, D., Ross, M., and Shao, W. (2015). Examining the relationship between social
media characteristics and psychological dispositions. European Journal of
Marketing, 49(9/10), 1366-1390.

Gregory, A. M., and Parsa, H. (2013). Kano's model: an integrative review of theory
and applications to the field of hospitality and tourism. Journal of Hospitality
Marketing & Management, 22(1), 25-46.

Grimmelikhuijsen, S., and Porumbescu, G. A. (2017). Reconsidering the expectancy
disconfirmation model. Three experimental replications. Public Management
Review, 19(9), 1272-1292.

Gronroos, C., and Gummerus, J. (2014). The service revolution and its marketing
implications: service logic vs service-dominant logic. Managing service
quality, 24(3), 206-229.

Griinewald, C., Schleuning, M., and Bohning-Gaese, K. (2016). Biodiversity, scenery
and infrastructure: Factors driving wildlife tourism in an African savannah
national park. Biological conservation, 201, 60-68.

Hair, J., Black, W., Babin, B., and Anderson, R. (2010a). Multivariate Data Analysis,
7th eds. Upper Saddle River, NJ: Person Education: Inc.

Hair, J., Black, W., Babin, B., Anderson, R., and Tatham, R. (2006). Multivariate data
analysis 6th Edition. Pearson Prentice Hall. New Jersey. humans: Critique and
reformulation. Journal of Abnormal Psychology, 87, 49-74.

Hair, J., Hollingsworth, C. L., Randolph, A. B., and Chong, A. Y. L. (2017). An
updated and expanded assessment of PLS-SEM in information systems

research. Industrial Management & Data Systems, 117(3), 442-458.

166



Hair, J. F., Anderson, R. E., Babin, B. J., and Black, W. C. (2010b). Multivariate data
analysis: A global perspective (Vol. 7): Pearson Upper Saddle River, NJ.

Hair, J. F., Ringle, C. M., and Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.
Journal of Marketing theory and Practice, 19(2), 139-152.

Hair, J. F., Sarstedt, M., Pieper, T. M., and Ringle, C. M. (2012a). The use of partial
least squares structural equation modeling in strategic management research: a
review of past practices and recommendations for future applications. Long
range planning, 45(5-6), 320-340.

Hair, J. F., Sarstedt, M., Ringle, C. M., and Mena, J. A. (2012b). An assessment of the
use of partial least squares structural equation modeling in marketing research.
Journal of the academy of marketing science, 40(3), 414-433.

Hair Jr, F., Joe, Sarstedt, M., Hopkins, L., and G. Kuppelwieser, V. (2014a). Partial
least squares structural equation modeling (PLS-SEM) An emerging tool in
business research. European Business Review, 26(2), 106-121.

Hair Jr, J. F., Hult, G. T. M., Ringle, C., and Sarstedt, M. (2016). A primer on partial
least squares structural equation modeling (PLS-SEM): Sage Publications.

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., and Sarstedt, M. (2014b). 4 primer on
partial least squares structural equation modeling (PLS-SEM). Thousand
Oaks, CA.: Sage, .

Hair Jr, J. F., Sarstedt, M., Ringle, C. M., and Gudergan, S. P. (2017). Advanced issues
in partial least squares structural equation modeling: Sage Publications.

Han, H., and Hyun, S. S. (2015). Customer retention in the medical tourism industry:
Impact of quality, satisfaction, trust, and price reasonableness. Tourism
Management, 46, 20-29.

Han, S. H., Nguyen, B., and Lee, T. J. (2015). Consumer-based chain restaurant brand
equity, brand reputation, and brand trust. International Journal of Hospitality
Management, 50, 84-93.

Haq, F., and Medhekar, A. (2013). Branding spiritual tourism as an innovation for
peace between India and Pakistan. [International Journal of Social
Entrepreneurship and Innovation 4, 2(5), 404-414.

Harmon-Jones, E., and Harmon-Jones, C. (2007). Cognitive dissonance theory after
50 years of development. Zeitschrift fiir Sozialpsychologie, 38(1), 7-16.

Harrington, R. J., von Freyberg, B., Ottenbacher, M. C., and Schmidt, L. (2017). The

different effects of dis-satisfier, satisfier and delighter attributes: Implications

167



for Oktoberfest and beer festivals. Tourism Management Perspectives, 24,
166-176.

Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the
new millennium. Communication monographs, 76(4), 408-420.

Hayes, A. F. (2012). PROCESS: A versatile computational tool for observed variable
mediation, moderation, and conditional process modeling: University of
Kansas, KS.

Hayes, A. F., Montoya, A. K., and Rockwood, N. J. (2017). The analysis of
mechanisms and their contingencies: PROCESS versus structural equation
modeling. Australasian Marketing Journal (AMJ), 25(1), 76-81.

Hayes, A. F., and Scharkow, M. (2013). The relative trustworthiness of inferential tests
of the indirect effect in statistical mediation analysis: Does method really
matter? Psychological science, 24(10), 1918-1927.

Helm, S., Eggert, A., and Garnefeld, I. (2010). Modeling the impact of corporate
reputation on customer satisfaction and loyalty using partial least squares. In
Handbook of partial least squares (pp. 515-534): Springer.

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamantopoulos, A., Straub,
D. W, et al. (2014). Common beliefs and reality about PLS: Comments on
Ronkko6 and Evermann (2013). Organizational Research Methods, 17(2), 182-
2009.

Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal
of the academy of marketing science, 43(1), 115-135.

Henseler, J., Ringle, C. M., and Sinkovics, R. R. (2009). The use of partial least squares
path modeling in international marketing. In New challenges to international
marketing (pp. 277-319): Emerald Group Publishing Limited.

Henseler, J., and Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares
path modeling. Computational Statistics, 1-16.

Hernandez-Mogollon, J. M., Folgado-Fernandez, J., and Duarte, P. A. O. (2014).
Event tourism analysis and state of the art. European Journal of Tourism,
Hospitality and Recreation, 5(2), 83-102.

Hew, J.-J., Leong, L.-Y., Tan, G. W.-H., Lee, V.-H., and Ooi, K.-B. (2018). Mobile
social tourism shopping: A dual-stage analysis of a multi-mediation model.

Tourism Management, 66, 121-139.

168



Hicks, J. M., Page Jr, T. J., Behe, B. K., Dennis, J. H., and Fernandez, R. T. (2005).
Delighted consumers buy again. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 18, 94.

Higuchi, Y., and Yamanaka, Y. (2017). Knowledge sharing between academic
researchers and tourism practitioners: A Japanese study of the practical value
of embeddedness, trust and co-creation. Journal of Sustainable Tourism,
25(10), 1456-1473.

Hoffman, K. D., and Bateson, J. E. (2010). Services marketing: concepts, strategies,
& cases: Cengage learning.

Holbrook, M. B. (1999). Consumer value: a framework for analysis and research:
Psychology Press.

Holt, D. B. (1995). How consumers consume: A typology of consumption practices.
Journal of consumer research, 22(1), 1-16.

Hosany, S., and Prayag, G. (2013). Patterns of tourists' emotional responses,
satisfaction, and intention to recommend. Journal of Business Research, 66(6),
730-737.

Howes, D. (2005). Empire of the Senses: Berg Publishers Oxford.

Huang, K., and Pearce, P. (2019). Visitors' perceptions of religious tourism
destinations. Journal of Destination Marketing & Management, 14, 100371.

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management
research: A review of four recent studies. Strategic management journal, 195-
204.

Hulland, J., Baumgartner, H., and Smith, K. M. (2018). Marketing survey research
best practices: evidence and recommendations from a review of JAMS articles.
Journal of the Academy of Marketing Science, 46(1), 92-108.

Hung, K., and Petrick, J. F. (2011). Why do you cruise? Exploring the motivations for
taking cruise holidays, and the construction of a cruising motivation scale.
Tourism Management, 32(2), 386-393.

Hyde, K. F. (2000). Recognising deductive processes in qualitative research.
Qualitative market research: An international journal, 3(2), 82-90.

Iniesta-Bonillo, M. A., Sanchez-Fernandez, R., and Jiménez-Castillo, D. (2016).
Sustainability, value, and satisfaction: Model testing and cross-validation in

tourist destinations. Journal of Business Research, 69(11), 5002-5007.

169



Isa, S. M., Chin, P. N., and Mohammad, N. U. (2018). Muslim tourist perceived value:
a study on Malaysia Halal tourism. Journal of Islamic Marketing, 9(2), 402-
420.

Jager, J., Putnick, D. L., and Bornstein, M. H. (2017). II. MORE THAN JUST
CONVENIENT: THE SCIENTIFIC MERITS OF HOMOGENEOUS
CONVENIENCE SAMPLES. Monographs of the Society for Research in
Child Development, 82(2), 13-30.

Jang, S. S., and Namkung, Y. (2009). Perceived quality, emotions, and behavioral
intentions: Application of an extended Mehrabian—Russell model to
restaurants. Journal of Business Research, 62(4), 451-460.

Jani, D., and Han, H. (2013). Personality, social comparison, consumption emotions,
satisfaction, and behavioral intentions: How do these and other factors relate
in a hotel setting? International Journal of Contemporary Hospitality
Management, 25(7), 970-993.

Jani, P. (2014). Business statistics: Theory and applications: PHI Learning Pvt. Ltd.

Jones, T. O., and Sasser, W. E. (1995). Why satisfied customers defect. Harvard
business review, 73(6), 88-&.

Kamboj, S., Sarmah, B., Gupta, S., and Dwivedi, Y. (2018). Examining branding co-
creation in brand communities on social media: Applying the paradigm of
Stimulus-Organism-Response.  International Journal of Information
Management, 39, 169-185.

Kani, Y., Aziz, Y. A., Sambasivan, M., and Bojei, J. (2017). Antecedents and
outcomes of destination image of Malaysia. Journal of Hospitality and
Tourism Management, 32, 89-98.

Kano, N. (1984). Attractive quality and must-be quality. Hinshitsu (Quality, the
Journal of Japanese Society for Quality Control), 14, 39-48.

Kao, C.-Y., Tsaur, S.-H., and Wu, T.-C. E. (2016). Organizational culture on customer
delight in the hospitality industry. International Journal of Hospitality
Management, 56, 98-108.

Kastenholz, E., Carneiro, M. J., Peixeira Marques, C., and Lima, J. (2012).
Understanding and managing the rural tourism experience — The case of a

historical village in Portugal. Tourism Management Perspectives, 4, 207-214.

170



Kato, K., and Progano, R. N. (2017). Spiritual (walking) tourism as a foundation for
sustainable destination development: Kumano-kodo pilgrimage, Wakayama,
Japan. Tourism Management Perspectives, 24, 243-251.

Kawaf, F., and Tagg, S. (2012). Online shopping environments in fashion shopping:
An SOR based review. The Marketing Review, 12(2), 161-180.

Keaveney, S. M. (1995). Customer switching behavior in service industries: An
exploratory study. The Journal of Marketing, 71-82.

Keiningham, and Vavra. (2001). The customer delight principle: Exceeding customers’
expectations for bottom-line success: McGraw-Hill.

Keiningham, T., Gupta, S., Aksoy, L., and Buoye, A. (2014). The high price of
customer satisfaction. MIT Sloan Management Review, 55(3), 37.

Keshavarz, Y., and Jamshidi, D. (2018). Service quality evaluation and the mediating
role of perceived value and customer satisfaction in customer loyalty.
International Journal of Tourism Cities, 4(2), 220-244.

Kim, G. M., and S. Mattila, A. (2013). Does a surprise strategy need words? The effect
of explanations for a surprise strategy on customer delight and expectations.
Journal of Services Marketing, 27(5), 361-370.

Kim, J.-H. (2014). The antecedents of memorable tourism experiences: The
development of a scale to measure the destination attributes associated with
memorable experiences. Tourism management, 44, 34-45.

Kim, M.-J., Chung, N., and Lee, C.-K. (2011a). The effect of perceived trust on
electronic commerce: Shopping online for tourism products and services in
South Korea. Tourism Management, 32(2), 256-265.

Kim, M.-R. (2011). The importance of customer satisfaction and delight on loyalty in
the tourism and hospitality industry. European Journal of Tourism Research,
4(2), 226.

Kim, M., Knutson, B. J., and Han, J. (2015a). Understanding employee delight and
voice from the internal marketing perspective. Journal of Hospitality
Marketing & Management, 24(3), 260-286.

Kim, M., and Thapa, B. (2018). Perceived value and flow experience: Application in
a nature-based tourism context. Journal of destination marketing &

management, 8, 373-384.

171



Kim, M., Vogt, C. A., and Knutson, B. J. (2013). Relationships Among Customer
Satisfaction, Delight, and Loyalty in the Hospitality Industry. Journal of
Hospitality & Tourism Research, 39(2), 170-197.

Kim, M., Vogt, C. A., and Knutson, B. J. (2015b). Relationships among customer
satisfaction, delight, and loyalty in the hospitality industry. Journal of
Hospitality & Tourism Research, 39(2), 170-197.

Kim, Y. H., Kim, M., Goh, B. K., and Antun, J. M. (2011b). The role of money: The
impact on food tourists' satisfaction and intention to revisit food events.
Journal of Culinary Science & Technology, 9(2), 85-98.

Kline, R. B. (2011a). Convergence of structural equation modeling and multilevel
modeling: na.

Kline, R. B. (2011b). Principles and practice of structural equation modeling 3 rd ed:
New York, NY, The Guilford Press.

Kline, R. B. (2015). Principles and practice of structural equation modeling: Guilford
publications.

Kock, N., and Lynn, G. (2012). Lateral collinearity and misleading results in variance-
based SEM: An illustration and recommendations. Journal of the Association
for Information Systems, 13(7).

Kotler, P., and Keller, K. (2016). Marketing Management 15th Global Edition.
England: Pearson Educationn Limited.

Kugler, J., and Zak, P. J. (2017). Trust, Cooperation, and Conflict: Neuropolitics and
International Relations. In Advancing Interdisciplinary Approaches to
International Relations (pp. 83-114): Springer.

Kumar, A., Olshavsky, R. W., and King, M. F. (2001). Exploring alternative
antecedents of customer delight. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 14, 14.

Kumar, M., Talib, S. A., and Ramayah, T. (2013a). Business research methods: Oxford
Fajar/Oxford University Press.

Kumar, V., Dalla Pozza, 1., and Ganesh, J. (2013b). Revisiting the satisfaction—loyalty
relationship: empirical generalizations and directions for future research.
Journal of Retailing, 89(3), 246-262.

Kumar, V., and Kaushik, A. K. (2018). Destination brand experience and visitor
behavior: The mediating role of destination brand identification. Journal of

Travel & Tourism Marketing, 35(5), 649-663.

172



Latif, A. (2017). Religious tourism picks up in Pakistan

https://aa.com.tr/en/asia-pacific/religious-tourism-picks-up-in-pakistan/998503.

Lauren Uppink Calderwood, M. S. (2020). The Travel and Tourism Competitiveness
Report 2019. Geneva (W. E. Forum o. Document Number)

Lazarus, R. S. (1998). The stress and coping paradigm. Fifty years of the research and
theory of RS Lazarus: An analysis of historical and perennial Issues, 182-220.

Lee, J.-S., Lee, C.-K., and Choi, Y. (2011). Examining the role of emotional and
functional values in festival evaluation. Journal of Travel Research, 50(6),
685-696.

Lewis', J. R. (1993). Multipoint scales: Mean and median differences and observed
significance levels. International Journal of Human-Computer Interaction,
5(4), 383-392.

Liu, J., Wang, C., Fang, S., and Zhang, T. (2019a). Scale development for tourist trust
toward a tourism destination. Tourism Management Perspectives, 31, 383-397.

Liu, Y., Li, C., McCabe, S., and Xu, H. (2019b). How small things affect the big
picture? The effect of service product innovation on perceived experience
value. International Journal of Contemporary Hospitality Management.

Lohr, S. L. (2010). Sampling: Design and Analysis: Design And Analysis: Boston,
MA: Cengage Learning.

Loureiro, S. M. (2010). Satisfying and delighting the rural tourists. Journal of Travel
& Tourism Marketing, 27(4), 396-408.

Loureiro, S. M. C., and Gonzalez, F. J. M. (2008). The importance of quality,
satisfaction, trust, and image in relation to rural tourist loyalty. Journal of
Travel & Tourism Marketing, 25(2), 117-136.

Loureiro, S. M. C., and Kastenholz, E. (2011). Corporate reputation, satisfaction,
delight, and loyalty towards rural lodging units in Portugal. International
Journal of Hospitality Management, 30(3), 575-583.

Loureiro, S. M. C., and Ribeiro, L. (2014). Virtual atmosphere: The effect of pleasure,
arousal, and delight on word-of-mouth. Journal of Promotion Management,
20(4), 452-460.

Ludwig, N. L., Heidenreich, S., Kraemer, T., and Gouthier, M. (2017). Customer
delight: universal remedy or a double-edged sword? Journal of Service Theory

and Practice, 27(1), 22-45.

173


https://aa.com.tr/en/asia-pacific/religious-tourism-picks-up-in-pakistan/998503

Lugman, A., Cao, X., Ali, A., Masood, A., and Yu, L. (2017). Empirical investigation
of Facebook discontinues usage intentions based on SOR paradigm.
Computers in Human Behavior, 70, 544-555.

Ma, J., Gao, J., Scott, N., and Ding, P. (2013). Customer delight from theme park
experiences: The antecedents of delight based on cognitive appraisal theory.
Annals of Tourism Research, 42, 359-381.

Ma, J., Scott, N., Gao, J., and Ding, P. (2017). Delighted or satisfied? Positive
emotional responses derived from theme park experiences. Journal of Travel
& Tourism Marketing, 34(1), 1-19.

MacKinnon, D. P., Fairchild, A. J., and Fritz, M. S. (2007). Mediation analysis. Annu.
Rev. Psychol., 58, 593-614.

Magnini, V. P., Crotts, J. C., and Zehrer, A. (2011). Understanding customer delight:
An application of travel blog analysis. Journal of Travel Research, 50(5), 535-
545.

Malhotra, N. K., and Dash, S. (2016). Marketing research: An applied orientation:
Pearson.

Maria Correia Loureiro, S., J. Miranda, F., and Breazeale, M. (2014). Who needs
delight? The greater impact of value, trust and satisfaction in utilitarian,
frequent-use retail. Journal of Service Management, 25(1), 101-124.

Marinao, E., Chasco, C., and Torres, E. (2012). Trust in tourist destinations. the role
of local inhabitants and institutions. Academia. Revista Latinoamericana de
Administracion(51).

Mark, S., Philip, L., and Adrian, T. (2009). Research methods for business students:
Prentice Hall.

Martelo Landroguez, S., Barroso Castro, C., and Cepeda-Carrion, G. (2013).
Developing an integrated vision of customer value. Journal of Services
Marketing, 27(3), 234-244.

Mascarenhas, O. A., Kesavan, R., and Bernacchi, M. (2004). Customer value-chain
involvement for co-creating customer delight. Journal of consumer marketing,
21(7), 486-496.

Masiero, L., and Nicolau, J. L. (2012). Tourism market segmentation based on price
sensitivity: Finding similar price preferences on tourism activities. Journal of

Travel Research, 51(4), 426-435.

174



Mason, R. (2002). Assessing values in conservation planning: methodological issues
and choices. Assessing the values of cultural heritage, 5-30.

Mathe-Soulek, K., Slevitch, L., and Dallinger, 1. (2015). Applying mixed methods to
identify what drives quick service restaurant's customer satisfaction at the unit-
level. International Journal of Hospitality Management, 50, 46-54.

Matzler, K., Bailom, F., Hinterhuber, H. H., Renzl, B., and Pichler, J. (2004). The
asymmetric relationship between attribute-level performance and overall
customer satisfaction: a reconsideration of the importance—performance
analysis. Industrial marketing management, 33(4), 271-277.

Mazhelis, O., Warma, H., Leminen, S., Ahokangas, P., Pussinen, P., Rajahonka, M.,
et al. (2013). Internet-of-things market, value networks, and business models:
State of the art report. University of Jyvaskyla, Department of Computer
Science and Information systems, Technical Reports TR-39.

McClelland, A., Peel, D., Hayes, C.-M., and Montgomery, 1. (2013). A values-based
approach to heritage planning: raising awareness of the dark side of destruction
and conservation. Town Planning Review, 84(5), 583-604.

McDowall, S. (2010). International tourist satisfaction and destination loyalty:
Bangkok, Thailand. Asia Pacific Journal of Tourism Research, 15(1), 21-42.

McNeilly, K. M., and Feldman Barr, T. (2006). I love my accountants—they're
wonderful: understanding customer delight in the professional services arena.
Journal of services marketing, 20(3), 152-159.

Mehrabian, A., and Russell, J. A. (1974). An approach to environmental psychology:
the MIT Press.

Mikuli¢, J., and Prebezac, D. (2011). A critical review of techniques for classifying
quality attributes in the Kano model. Managing Service Quality: An
International Journal, 21(1), 46-66.

Miles, J. (2014). Tolerance and variance inflation factor. Wiley StatsRef: Statistics
Reference Online.

Misra, M. (2016). Historic temples in Pakistan: A call to conscience: Taylor & Francis.

Mohamad, M., Afthanorhan, A., Awang, Z., and Mohammad, M. (2019). Comparison
Between CB-SEM and PLS-SEM: Testing and Confirming the Maqasid
Syariah Quality of Life Measurement Model. The Journal of Social Sciences
Research, 5(3), 608-614.

175



Mohammed Abubakar, A. (2016). Does eWOM influence destination trust and travel
intention: a medical tourism perspective. Economic research-Ekonomska
istrazivanja, 29(1), 598-611.

Molg, N., Bolch, T., Rastner, P., Strozzi, T., and Paul, F. (2018). A consistent glacier
inventory for the Karakoram and Pamir derived from Landsat data: distribution
of debris cover and mapping challenges. Earth System Science Data
Discussions, 10, 1807-1827.

Mpinganjira, M., Roberts-Lombard, M., and Svensson, G. (2017). Validating the
relationship between trust, commitment, economic and non-economic
satisfaction in South African buyer-supplier relationships. Journal of Business
& Industrial Marketing, 32(3), 421-431.

N. Torres, E., Fu, X., and Lehto, X. (2014). Are there gender differences in what drives
customer delight? Tourism review, 69(4), 297-309.

N. Torres, E., and Kline, S. (2013). From customer satisfaction to customer delight:
Creating a new standard of service for the hotel industry. International Journal
of Contemporary Hospitality Management, 25(5), 642-659.

Nadarajah, G., and Ramalu, S. S. (2018). Effects Of Service Quality, Perceived Value
And Trust On Destination Loyalty And Intention To Revisit Malaysian
Festivals Among International Tourists. International Journal of Recent
Advances in Multidisciplinary Research, 5(01), 3357-3362.

Nam, C., and Srikant, M. (2017). Website Design Elements and Online Shopping
Behavior of Korean Consumers: An Exploration Based on the SOR Paradigm.

Needham, M. D., and Little, C. M. (2013). Voluntary environmental programs at an
alpine ski area: Visitor perceptions, attachment, value orientations, and
specialization. Tourism Management, 35, 70-81.

Neuhofer, B., Buhalis, D., and Ladkin, A. (2014). A typology of technology-enhanced
tourism experiences. International Journal of Tourism Research, 16(4), 340-
350.

Nicoletta, R., and Servidio, R. (2012). Tourists' opinions and their selection of tourism
destination images: An affective and motivational evaluation. Tourism
Management Perspectives, 4, 19-27.

Nunkoo, R. (2015). Tourism development and trust in local government. Tourism

Management, 46, 623-634.

176



Nunkoo, R. (2016). Toward a more comprehensive use of social exchange theory to
study residents’ attitudes to tourism. Procedia Economics and Finance, 39,
588-596.

Nunkoo, R. (2017). Governance and sustainable tourism: What is the role of trust,
power and social capital? Journal of Destination Marketing & Management,
6(4), 277-285.

Nunkoo, R., and Gursoy, D. (2016). Rethinking the role of power and trust in tourism
planning. Journal of Hospitality Marketing & Management, 25(4), 512-522.

Nunkoo, R., and Gursoy, D. (2017). Political trust and residents’ support for alternative
and mass tourism: an improved structural model. Tourism Geographies, 19(3),
318-339.

Nunkoo, R., and Ramkissoon, H. (2012). Power, trust, social exchange and community
support. Annals of Tourism Research, 39(2), 997-1023.

Nunkoo, R., Ramkissoon, H., and Gursoy, D. (2012). Public trust in tourism
institutions. Annals of Tourism Research, 39(3), 1538-1564.

Nunkoo, R., and Smith, S. L. (2013). Political economy of tourism: Trust in
government actors, political support, and their determinants. Tourism
management, 36, 120-132.

Nunkoo, R., Smith, S. L., and Ramkissoon, H. (2013). Residents’ attitudes to tourism:
A longitudinal study of 140 articles from 1984 to 2010. Journal of Sustainable
Tourism, 21(1), 5-25.

Nunkoo, R., and So, K. K. F. (2016). Residents’ support for tourism: Testing
alternative structural models. Journal of Travel Research, 55(7), 847-861.

Nunnally, J. (1978). Psychometric theory (2nd edit.) mcgraw-hill. Hillsdale, NJ.

Nunnally, J. C., and Bernstein, I. H. (1994). Psychometric Theory (3rd ed.). New Y ork:
McGraw Hill. .

Nunnaly, J. O. (1978). Psycometric Theory. New York: McGraw Hill. Oxford
University Press.

Nyaupane, G. P., and Timothy, D. J. (2010). Power, regionalism and tourism policy in
Bhutan. Annals of Tourism Research, 37(4), 969-988.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of
satisfaction decisions. Journal of marketing research, 460-469.

Oliver, R. L. (2014). Satisfaction: A behavioral perspective on the consumer: A

behavioral perspective on the consumer: Routledge.

177



Oliver, R. L., Rust, R. T., and Varki, S. (1997). Customer delight: foundations,
findings, and managerial insight. Journal of retailing, 73(3), 311-336.

Oliver, R. L., and Swan, J. E. (1989). Consumer perceptions of interpersonal equity
and satisfaction in transactions: a field survey approach. The Journal of
Marketing, 21-35.

Oliver, R. L., and Winer, R. S. (1987). A framework for the formation and structure of
consumer expectations: Review and propositions. Journal of economic
psychology, 8(4), 469-499.

Osborne, J. W., and Overbay, A. (2004). The power of outliers (and why researchers
should always check for them). Practical Assessment, Research, and
Evaluation, 9(1), 6.

Ouyang, Z., Gursoy, D., and Sharma, B. (2017). Role of trust, emotions and event
attachment on residents' attitudes toward tourism. Tourism Management, 63,
426-438.

Pallant, J., and Manual, S. S. (2010). A step by step guide to data analysis using SPSS.
Berkshire UK: McGraw-Hill Education.

Pandza Bajs, 1. (2015). Tourist perceived value, relationship to satisfaction, and
behavioral intentions: The example of the Croatian tourist destination
Dubrovnik. Journal of Travel Research, 54(1), 122-134.

Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1985). A conceptual model of
service quality and its implications for future research. the Journal of
Marketing, 41-50.

Patterson, K. (1997). Delighted clients are loyal clients. Rough Notes, 140(3), 221-
234.

Peng, C., and Kim, Y. G. (2014). Application of the stimuli-organism-response (SOR)
framework to online shopping behavior. Journal of Internet Commerce, 13(3-
4), 159-176.

Perkins, H. E., and Brown, P. R. (2012). Environmental values and the so-called true
ecotourist. Journal of Travel Research, 51(6), 793-803.

Petrick, J. F. (2011). Segmenting cruise passengers with perceived reputation. Journal
of Hospitality and Tourism Management, 18(1), 48-53.

Plutchik, R. (1980). Emotion: A psychoevolutionary synthesis: Harpercollins College

Division.

178



Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., and Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of applied psychology, 88(5), 879.

Poppo, L., Zhou, K. Z., and Li, J. J. (2016). When can you trust “trust”? Calculative
trust, relational trust, and supplier performance. Strategic Management
Journal, 37(4), 724-741.

Prajitmutita, L. M., Perényi, A., and Prentice, C. (2016). Quality, Value?Insights into
Medical Tourists’ Attitudes and Behaviors. Journal of Retailing and Consumer
Services, 31,207-216.

Prayag, G., and Hosany, S. (2014). When Middle East meets West: Understanding the
motives and perceptions of young tourists from United Arab Emirates. Tourism
Management, 40, 35-45.

Prayag, G., Hosany, S., Muskat, B., and Del Chiappa, G. (2017). Understanding the
relationships between tourists’ emotional experiences, perceived overall
image, satisfaction, and intention to recommend. Journal of Travel Research,
56(1), 41-54.

Prayag, G., Hosany, S., and Odeh, K. (2013). The role of tourists' emotional
experiences and satisfaction in understanding behavioral intentions. Journal of
Destination Marketing & Management, 2(2), 118-127.

Prazeres, L., and Donohoe, H. (2014). The visitor sensescape in Kluane National Park
and Reserve, Canada. Journal of Unconventional Parks, Tourism & Recreation
Research, 5(2).

Preacher, K. J., and Hayes, A. F. (2004). SPSS and SAS procedures for estimating
indirect effects in simple mediation models. Behavior research methods,
instruments, & computers, 36(4), 717-731.

Preacher, K. J., and Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behavior research methods, 40(3), 879-891.

Prebensen, N. K., Woo, E., Chen, J. S., and Uysal, M. (2012). Experience quality in
the different phases of a tourist vacation: A case of northern Norway. Tourism
Analysis, 17(5), 617-627.

Qureshi, M. 1., Hassan, M. A., Hishan, S. S., Rasli, A. M., and Zaman, K. (2017).

Dynamic linkages between sustainable tourism, energy, health and wealth:

179



Evidence from top 80 international tourist destination cities in 37 countries.
Journal of cleaner production, 158, 143-155.

Rajaguru, R. (2014). Motion picture-induced visual, vocal and celebrity effects on
tourism motivation: Stimulus organism response model. Asia Pacific Journal
of Tourism Research, 19(4), 375-388.

Ramayah, T., Cheah, J., Chuah, F., Ting, H., and Memon, M. A. (2016). Partial least
squares structural equation modeling (PLS-SEM) using SmartPLS 3.0: An
updated and practical guide to statistical analysis: Pearson Singapore.

Ramayah, T., Cheah, J., Chuah, F., Ting, H., and Memon, M. A. (2018). Partial Least
Squares Structural Equation Modeling (PLS-SEM) using SmartPLS 3.0:

An Updated Guide and Practical Guide to Statistical Analysis (2nd Edition ed.):
Pearson, Malaysia.

Ramseook-Munhurrun, P., Seebaluck, V., and Naidoo, P. (2015). Examining the
structural relationships of destination image, perceived value, tourist
satisfaction and loyalty: case of Mauritius. Procedia-Social and Behavioral
Sciences, 175, 252-259.

Rashid, S. (2020, 5th July 2020). The future of tourism in Pakistan. The Express
Tribune Pakistan, from https://tribune.com.pk/article/96791/the-future-of-

tourism-in-pakistan

Rasul, F., Fatima, U., and Sohail, S. (2016). Religion Tourism and Entrepreneurial
Development (A Case Study Hazrat Data Ganj Bakhsh Shrine). South Asian
Studies (1026-678X), 31(1).

Raza, S. A. (2015). Pakistan, tourism.

Razak, N. S. A., Marimuthu, M., Omar, A., and Mamat, M. (2014). Trust and
repurchase intention on online tourism services among Malaysian consumers.
Procedia-Social and Behavioral Sciences, 130, 577-582.

Razzaq, S., Hall, C. M., and Prayag, G. (2016). The capacity of New Zealand to
accommodate the halal tourism market—Or not. Tourism Management
Perspectives, 18, 92-97.

Reinartz, W., Haenlein, M., and Henseler, J. (2009). An empirical comparison of the
efficacy of covariance-based and variance-based SEM. International Journal

of research in Marketing, 26(4), 332-344.

180


https://tribune.com.pk/article/96791/the-future-of-tourism-in-pakistan
https://tribune.com.pk/article/96791/the-future-of-tourism-in-pakistan

Rigdon, E. E., Ringle, C. M., and Sarstedt, M. (2010). Structural modeling of
heterogeneous data with partial least squares. In Review of marketing research
(pp. 255-296): Emerald Group Publishing Limited.

Ringle, C., Wende, S., and Becker, J. (2014). SmartPLS 3.1. 5. University of Hamburg,
Hamburg, Germany.

Ringle, C. M., Wende, S., and Becker, J.-M. (2015). SmartPLS 3. Bonningstedt:
SmartPLS. Retrieved July, 15, 2016.

Ringle, C. M., Wende, S., and Will, A. (2010). Finite mixture partial least squares
analysis: Methodology and numerical examples. In Handbook of partial least
squares (pp. 195-218): Springer.

Rivera, D. E., Fa, M. C., and Villar, A. S. (2019). Delightful tourism experiences: A
cognitive or affective matter? Tourism Management Perspectives, 32, 100569.

Roberts-Lombard, M., and Petzer, D. J. (2018). Customer satisfaction/delight and
behavioural intentions of cell phone network customers—an emerging market
perspective. European Business Review, 30(4), 427-445.

Robinson, M. A. (2018). Using multi-item psychometric scales for research and
practice in human resource management. Human Resource Management,
57(3), 739-750.

Rokeach, M. (1968). A theory of organization and change within value-attitude
systems. Journal of Social Issues, 24(1), 13-33.

Rokenes, A., and Prebensen, N. K. (2012). The nature and antecedents of fair price
perception in tourist experiences. In Advances in hospitality and leisure (pp.
127-147): Emerald Group Publishing Limited.

Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences [by]
John T. Roscoe.

Rungtusanatham, M., Miller, J., and Boyer, K. (2014). Theorizing, testing, and
concluding for mediation in SCM research: tutorial and procedural
recommendations. Journal of Operations Management, 32(3), 99-113.

Russell, J. A. (1980). A circumplex model of affect. Journal of Personality and Social
Psychology, 39(6), 1161-1178.

Rust, R. T., and Oliver, R. L. (2000). Should we delight the customer? Journal of the
Academy of Marketing Science, 28(1), 86.

Ryu, K., Lee, H.-R., and Gon Kim, W. (2012). The influence of the quality of the

physical environment, food, and service on restaurant image, customer

181



perceived value, customer satisfaction, and behavioral intentions. International
Journal of Contemporary Hospitality Management, 24(2), 200-223.

Sanchez, J., Callarisa, L., Rodriguez, R. M., and Moliner, M. A. (2006). Perceived
value of the purchase of a tourism product. Tourism management, 27(3), 394-
4009.

Sarstedt, M., Ringle, C. M., and Hair, J. F. (2017). Partial least squares structural
equation modeling. Handbook of market research, 1-40.

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., and Hair, J. F. (2014). Partial least
squares structural equation modeling (PLS-SEM): A useful tool for family
business researchers. Journal of Family Business Strategy, 5(1), 105-115.

Saunders, M. N., and Lewis, P. (2012). Doing research in business & management:
An essential guide to planning your project. Pearson.

Schldsser, T., Fetchenhauer, D., and Dunning, D. (2016). Trust against all odds?
Emotional dynamics in trust behavior. Decision, 3(3), 216-230.

Schlosser, T., Mensching, O., Dunning, D., and Fetchenhauer, D. (2015). Trust and
rationality: Shifting normative analyses of risks involving other people versus
nature. Social Cognition, 33(5), 459-482.

Schnackenberg, A. K., and Tomlinson, E. C. (2016). Organizational transparency: A
new perspective on managing trust in organization-stakeholder relationships.
Journal of Management, 42(7), 1784-1810.

Schummer, B. (2007). Cognitive and affective antecedents of and behavioral
intentions connected to delight, satisfaction, dissatisfaction, and outrage in the
Dutch academic education market (Top Thesis).

SEHGAL, N. (2016). 1500 years of our history: Enter the Katas Raj temples

from https://www.dawn.com/news/1256209
Sekaran, U., and Bougie, R. (2010). Research methods for business: A skill building
approach . Chichester: John Willey & Sons Ltd. 2010.

Servidio, R., and Ruffolo, I. (2016). Exploring the relationship between emotions and
memorable tourism experiences through narratives. Tourism Management
Perspectives, 20, 151-160.

Seymour, E., Curtis, A., Pannell, D., Allan, C., and Roberts, A. (2010). Understanding
the role of assigned values in natural resource management. Australasian

Journal of Environmental Management, 17(3), 142-153.

182


https://www.dawn.com/news/1256209

Sharma, P., and Nayak, J. K. (2019). Do tourists’ emotional experiences influence
images and intentions in yoga tourism? Tourism Review.

Slatten, T., Krogh, C., and Connolley, S. (2011). Make it memorable: Customer
experiences in winter amusement parks. International Journal of Culture,
Tourism and Hospitality Research, 5(1), 80-91.

Sobel, M. E. (1990). Effect analysis and causation in linear structural equation models.
Psychometrika, 55(3), 495-515.

Spreng, R. A., and Page, T.J. (2003). A test of alternative measures of disconfirmation.
Decision Sciences, 34(1), 31-62.

Stamboulis, Y., and Skayannis, P. (2003). Innovation strategies and technology for
experience-based tourism. Tourism management, 24(1), 35-43.

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions.
Journal of the royal statistical society. Series B (Methodological), 111-147.

Stylidis, D., Biran, A., Sit, J., and Szivas, E. M. (2014). Residents' support for tourism
development: The role of residents' place image and perceived tourism
impacts. Tourism Management, 45, 260-274.

Stylidis, D., Shani, A., and Belhassen, Y. (2017). Testing an integrated destination
image model across residents and tourists. Tourism Management, 58, 184-195.

Stylos, N., Vassiliadis, C. A., Bellou, V., and Andronikidis, A. (2016). Destination
images, holistic images and personal normative beliefs: Predictors of intention
to revisit a destination. Tourism Management, 53, 40-60.

Su, L., Hsu, M. K., and Marshall, K. P. (2014). Understanding the relationship of
service fairness, emotions, trust, and tourist behavioral intentions at a city
destination in China. Journal of Travel & Tourism Marketing, 31(8), 1018-
1038.

Su, L., Hsu, M. K., and Swanson, S. (2017). The effect of tourist relationship
perception on destination loyalty at a world heritage site in China: The
mediating role of overall destination satisfaction and trust. Journal of
Hospitality & Tourism Research, 41(2), 180-210.

Sztompka, P. (2016). Two Theoretical Approaches to Trust; Their Implications for the
Resolution of Intergroup Conflict. In The Role of Trust in Conflict Resolution
(pp. 15-21): Springer.

Tabachnick, B. G., and Fidell, L. S. (2001). Using multivariate statistics (Vol. 5).
Nedham Heights, MA: Allyn & Bacon.

183



Tabachnick, B. G., Fidell, L. S., and Ullman, J. B. (2007). Using multivariate statistics
(Vol. 5): Pearson Boston, MA.

Tekinglindiiz, S., Top, M., Tengilimoglu, D., and Karabulut, E. (2017). Effect of
organisational trust, job satisfaction, individual variables on the organisational
commitment in healthcare services. Total Quality Management & Business
Excellence, 28(5-6), 522-541.

Terzidou, M., Scarles, C., and Saunders, M. N. (2017). Religiousness as tourist
performances: A case study of Greek Orthodox pilgrimage. Annals of Tourism
Research, 66, 116-129.

Thomas, M. R., and Mathew, J. (2018). Online Merchandising Cues Influencing the
Purchase Intention of Generation Z Mediated by Emotions Using-SOR
Framework. Asian Journal of Management, 9(1), 175-182.

Timothy, D. J. (2011). Cultural heritage and tourism: An introduction: Channel View
Publications.

Tkaczynski, A., and Arli, D. (2018). Religious tourism and spiritual leadership
development: Christian leadership conferences. Journal of Hospitality and
Tourism Management, 35, 75-84.

Tomljenovi¢, R., and Duki¢, L. (2017). Religious Tourism-from a Tourism Product to
an Agent of Societal Transformation. Paper presented at the SITCON 2017.

Torres, E., and Kline, S. (2013). From customer satisfaction to customer delight:
Creating a new standard of service for the hotel industry. International Journal
of Contemporary Hospitality Management, 25(5), 642-659.

Torres, E. N., Fu, X., and Lehto, X. (2014). Examining key drivers of customer delight
in a hotel experience: A cross-cultural perspective. International Journal of
Hospitality Management, 36, 255-262.

Torres, E. N., and Kline, S. (2006). From satisfaction to delight: a model for the hotel
industry. International Journal of Contemporary Hospitality Management,
18(4), 290-301.

Torres, E. N., Milman, A., and Park, S. (2018). Delighted or outraged? Uncovering
key drivers of exceedingly positive and negative theme park guest experiences.
Journal of Hospitality and Tourism Insights, 1(1), 65-85.

Torres, E. N., and Ronzoni, G. (2018). The evolution of the customer delight construct:
Prior research, current measurement, and directions for future research.

International Journal of Contemporary Hospitality Management, 30(1), 57-75.

184



Tung, V. W. S, and Ritchie, J. B. (2011). Exploring the essence of memorable tourism
experiences. Annals of tourism research, 38(4), 1367-1386.

Tussyadiah, 1. P. (2014). Toward a theoretical foundation for experience design in
tourism. Journal of Travel Research, 53(5), 543-564.

Uslaner, E. M. (2013). Trust and corruption revisited: how and why trust and
corruption shape each other. Quality & Quantity, 47(6), 3603-3608.

Verma, H. V. (2003). Customer outrage and delight. Journal of Services Research,
3(1), 119.

Vidale, M. (2010). Aspects of palace life at Mohenjo-Daro. South Asian Studies, 26(1),
59-76.

Vieira, A. L. (2011). Preparation of the Analysis. In Interactive LISREL in Practice
(pp. 9-25): Springer.

Voorhees, C. M., Fombelle, P. W., Gregoire, Y., Bone, S., Gustafsson, A., Sousa, R.,
et al. (2017). Service encounters, experiences and the customer journey:
Defining the field and a call to expand our lens. Journal of Business Research,
79, 269-280.

Walsh, G., Shiu, E., and Hassan, L. M. (2014). Replicating, validating, and reducing
the length of the consumer perceived value scale. Journal of Business
Research, 67(3), 260-267.

Wang, J., Wang, S., Xue, H., Wang, Y., and L1, J. (2018). Green image and consumers’
word-of-mouth intention in the green hotel industry: The moderating effect of
Millennials. Journal of Cleaner Production, 181, 426-436.

Wang, L., Law, R., Hung, K., and Guillet, B. D. (2014a). Consumer trust in tourism
and hospitality: A review of the literature. Journal of Hospitality and Tourism
Management, 21, 1-9.

Wang, P., Liu, Q., and Qi, Y. (2014b). Factors influencing sustainable consumption
behaviors: a survey of the rural residents in China. Journal of Cleaner
Production, 63, 152-165.

Wang, X. (2011). The effect of unrelated supporting service quality on consumer
delight, satisfaction, and repurchase intentions. Journal of Service Research,
14(2), 149-163.

Wang, Y.-C., and Beise-Zee, R. (2013). Preencounter affective states of business
travelers and service responses. Journal of Hospitality Marketing &

Management, 22(6), 634-655.

185



Wang, Y.-C., Luo, C.-C., and Tai, Y.-F. (2017). Implementation of delightful services:
From the perspective of frontline service employees. Journal of Hospitality
and Tourism Management, 31, 90-104.

Wen, J., Hu, Y., and Kim, H. J. (2018). Impact of individual cultural values on hotel
guests’ positive emotions and positive eWOM intention: Extending the
cognitive appraisal framework. International Journal of Contemporary
Hospitality Management, 30(3), 1769-1787.

Wheeler, S. A., MacDonald, D. H., and Boxall, P. (2017). Water policy debate in
Australia: Understanding the tenets of stakeholders’ social trust. Land Use
Policy, 63,246-254.

Williams, P., and Soutar, G. N. (2009). Value, satisfaction and behavioral intentions
in an adventure tourism context. Annals of Tourism Research, 36(3), 413-438.

Wilson, J. (2014). Essentials of business research: A guide to doing your research
project: Sage.

Wirtz, J., Mattila, A. S., and Tan, R. L. (2000). The moderating role of target-arousal
on the impact of affect on satisfaction—an examination in the context of
service experiences. Journal of retailing, 76(3), 347-365.

Wong, T. K.-y., Wan, P.-s., and Hsiao, H.-H. M. (2011). The bases of political trust in
six Asian societies: Institutional and cultural explanations compared.
International Political Science Review, 32(3), 263-281.

Woo, E., Kim, H., and Uysal, M. (2015). Life satisfaction and support for tourism
development. Annals of Tourism Research, 50, 84-97.

Wu, C. H.-J.,, and Liang, R.-D. (2009). Effect of experiential value on customer
satisfaction with service encounters in luxury-hotel restaurants. International
Journal of Hospitality Management, 28(4), 586-593.

Wu, H.-C., Li, M.-Y., and Li, T. (2018). A study of experiential quality, experiential
value, experiential satisfaction, theme park image, and revisit intention.
Journal of Hospitality & Tourism Research, 42(1), 26-73.

Wu, L., Mattila, A. S., and Hanks, L. (2015). Investigating the impact of surprise
rewards on consumer responses. International Journal of Hospitality
Management, 50, 27-35.

Xu, F., Morgan, M., and Song, P. (2009a). Students' travel behaviour: a cross-cultural
comparison of UK and China. International Journal of Tourism Research,

11(3), 255-268.

186



Xu, Q., Jiao, R. J., Yang, X., Helander, M., Khalid, H. M., and Opperud, A. (2009b).
An analytical Kano model for customer need analysis. Design Studies, 30(1),
87-110.

Yeoman, 1. (2009). Tomorrow's tourist: scenarios & trends: Routledge.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-
end model and synthesis of evidence. The Journal of marketing, 2-22.
Zeithaml, V. A., Berry, L. L., and Parasuraman, A. (1993). The nature and
determinants of customer expectations of service. Journal of the academy of

Marketing Science, 21(1), 1-12.

Zhang, B., and Xu, H. (2016). Privacy nudges for mobile applications: effects on the
creepiness emotion and privacy attitudes. Paper presented at the proceedings
of'the 19th ACM conference on computer-supported cooperative work & social
computing, 1676-1690.

Zhang, H., Fu, X., Cai, L. A, and Lu, L. (2014a). Destination image and tourist loyalty:
A meta-analysis. Tourism Management, 40, 213-223.

Zhang, H., Lu, Y., Gupta, S., and Zhao, L. (2014b). What motivates customers to
participate in social commerce? The impact of technological environments and
virtual customer experiences. Information & Management, 51(8), 1017-1030.

Zhang, H., Wu, Y., and Buhalis, D. (2017). A model of perceived image, memorable
tourism experiences and revisit intention. Journal of Destination Marketing &
Management.

Zhang, H., Wu, Y., and Buhalis, D. (2018). A model of perceived image, memorable
tourism experiences and revisit intention. Journal of destination marketing &
management, 8, 326-336.

Zuo, B., Gursoy, D., and Wall, G. (2017). Residents’ support for red tourism in China:
The moderating effect of central government. Annals of Tourism Research, 64,

51-63.

187



LIST OF PUBLICATIONS

Ullah, M., Rasli, A. b. M., Chin, F., Goh, and Ismail, K. (2019). Precedents of Tourist
Attraction at Lahore Fort, Pakistan. Science International (Lahore), 31(4), 627-
630.

Ullah, M., Rasli, A. B., Shah, F. A., and Orakzai, M. A. (2019). An Exploratory Study
of the Factors that Promote, or Impede Sustainable Eco-Tourism Development
in Saiful Muluk National Park Khyber Pakhtunkhwa. Journal of Political
Studies, 26(1).

Ullah, M., Rasli, A. B., and Shah, F. A. (2018). The Impact of Power Structure on
Sustainable Ecotourism at Chitral Gol National Park Pakistan. Global Regional
Review (GRR), Vol. 111, No. I (2018) Page: 197 — 207.

Shah, F. A., Jan, S., and Ullah, M. (2019). Moderating Effect of Emotional
Attachment on the Relationship Between Gender Discrimination and
Behavioural Outcomes in Academiain Pakistan. New Horizons, 13(2), 1992-
4399.

Akram, M. W., Mahar, S., and Ullah, M. (2017). The Influence of Organization Based
Self-Esteem, Role Breadth Self-Efficacy and Voluntary Learning Behavior on
Career Success through Mediation of Perceived Employability: A Case of
Pakistani Banking Sector. Global Regional Review (GRR), Vol. 1I, No. |
(2017), 253-272.

Khan, Z., Ramakrishnan, S., Malik, M. F., and Ullah, M. (2020). Impact of Growth
Opportunities on Dividend Policy: Evidence on the Role of CEO Duality in the
Emerging Economy of Pakistan. International Journal of Innovation, Creativity

and Change, Volume 11(12), 783-794.

189



	01 Mohib thesis start pages Title page^J English Malay Abstract
	DEDICATION
	ACKNOWLEDGEMENT
	ABSTRACT
	ABSTRAK

	02 Mohib Thesis Table of Contents
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	LIST OF ABBREVIATIONS
	LIST OF SYMBOLS
	LIST OF APPENDICES

	03 Mohib Thesis Main Body
	LITERATURE REVIEW
	REFERENCES




