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Abstract: Tourist behavior is always guided by the pre-visit decision making. This decision is based on the image that they have heard of
the destination. The image tourists have of a destination is largely subjective, which may be further distorted or restored of the destination
image with perceived risk associated with the visiting of the destination. Destination image is defined as an individual’s mental
representation of knowledge (beliefs), feelings and overall perception of a particular destination. Making visitors feel secure and safe before
and during a vacation can be critical for international competitiveness of a destination, since visitors, in their travel plans, often consider
multiple alternatives. Perceptions of risk and feelings of safety during travel have a strong influence on the avoidance of particular regions.
So, this study aims to examine the relation between Nepal’s destination image, its perceived risk among the tourists and their behavioral
intention to revisit or recommendation. A total of 350 questionnaires were distributed among the tourists, of which 306 were collected and
analyzed. The findings of the study indicate that destination image and behavioral intention of the tourist are positively correlated. The
results show that natural and cultural attraction, carries the heaviest weight for destination image, followed by quality of hotels and
restaurants, shopping facilities, local facilities and convenience and transportation. Likewise, perceived risk explain a variation in behavioral
intention in tourist. In conclusion, destination image of Nepal is significantly related to the behavioral intention of visitors. This suggests
that image of the destination and perceived risk factors plays an important role to attract tourists in a particular destination. Despite of being
Nepal was recently hit by a severe earthquake, travelers have still made a favorable destination image about Nepal and continue to have
positive behavioral intention to revisit or recommend. Similarly, reducing risk perception of travelers can also increase traveler behavioral
intention. Besides the positive destination image attributes, risk perception should be taken into account for tourism marketing campaigns.
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1. Introduction

Tourism being a service industry has a direct linkage with
the behaviour of tourists. This industry has a relationship
with the destination and other service image in the
perception and experience of tourist. Destination image is
related with several attributes of the destination. The
destination image may be distorted with several factors
including risks created by natural disaster, socio-political
instability, terrorism, spread of diseases etc. Such happenings
are a threat to the destination image and subsequent flow of
tourist. Certainly, it is a known fact that travel decision
making is of a multidimensional nature that involves a wide
range of different factors [1], [2]. In case of Nepal, a
devastating earthquake measuring to 7.8 magnitude occurred
in 25" April 2015. Nearly 8500 people were killed and
several thousand were injured. After this incidence a massive
downfall in tourism sector can be seen. Tourism business is
more sensitive and its demands are more flexible as
compared to other sectors of economy as the travel and tour
plans can be changed or postponed or cancelled. So, after
disaster and other disturbances the tour operators and hotel
business remain on edge and jittery [3]. The flow of tourist in
the year 2014 was 790118, 2015 was 538970 (-0.32 than
2014) and 753002 (-0.04 than 2014) in 2016 [4]. This figures
indicate that the risk factor as perceived by the potential
tourist has influenced the tourist inflow in the country. Such
vulnerability can tarnish the image of a travel destination [5].
Besides the formation of destination image, perception of
risks is one of several critical selection factors determining
travel to preferred destinations [6]. Globally, with increasing
natural threats (e.g., epidemic diseases, natural disasters), the
issue of security and safety has become a pressing concern
amongst tourists [7]. Incidences of natural disaster may
exacerbate the level of perceived travel risk and impede
tourist arrival [8]. According to [9], safety is the rudimentary
need of human beings. In view of that, risk is an important

factor when considering international tourism [10]. Peace,
calm, and safety are prerequisites to attracting tourists to any
destination [11]. As previous studies in destination image
mainly focus on traditional attributes such as awareness
about destination, accommodation, transportation, scenic
beauty of the destination etc., however, the risk perception
and its interaction with destination image and behavioural
intention has diminutively explored, especially in the context
of Nepal. Therefore, this research study focused to the
interaction of destination image, perceived risk and tourist
behavioural intentions in Nepal. This study focused on
resiliency post-earthquake period. Positively, recognizing
aspects that impact perceptions of risk will contribute to the
comprehend the relationship between destination image and
behavioural intention of tourists.

2. Objective of the study

The following are the objective for the study:

1. To examine the impact of destination attributes over
destination image in international tourist in Nepal.

2. To examine the impact of destination image over
behavioural intention of international tourist in Nepal.

3. To examine the moderation effect of perceived risk over
the interaction of destination image and behavioural
intention international tourist in Nepal.

3. Literature Review

Several researchers have different perspective of destination
image and perceived risk towards the destination. According
to [12] destination image and it was used in a number of
different contexts. The image of a nation consists in the first
place in the cognitive opinion on the events, character and
typical features of a country [12]. Destination image has both
cognitive and affective components [13], [14]. [15] define
the destination image as the sum of beliefs and impressions
people hold about place [16]. Destination image has been
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studied since 1970s, studies like [17], [18], [19], [20], [21],
and [22] focuses on cultural, natural, social, and
infrastructural attributes of a destination. Destination images
influence tourists’ travel decision making and their
behaviour towards a destination [23], [16]. Laterally, with
the traditional considerations of destination image, risk
perception dimensions are also highlighted in the literatures
like [24], [25], [26], [6], [27], [28], [29], [30], [31], [46],
[32], [45], [36], [35], [46], and [33]. Security and safety are
important for travelers and the tourism industry [25].
Perceived risk is defined as the chances that the tourist could
be exposed to any major risks while traveling and decide
whether how dangerous the risks could be [36], [37].
According to [24] perceived risk is related to a destination’s
image too. Several researchers defined the dimensions of the
perceived risk such as [38] dimensioned infectious diseases,
terrorists’ attack, natural, disaster risks. [39] to terrorism,
socio-cultural risks, health and financial risk. Likewise,
natural disaster risks, financial, health, physical, crime,
terrorism, social, psychological risk has been focused by
[40]. Travel risks associated with diseases, crime, natural
disasters, problems  with  hygiene, transportation,
culture/language barriers, uncertainty related to destination-
specific laws and regulations [41]. [42], [43], [44]
emphasized in terrorism, [26], [32], [45] emphasized on
epidemics and health, [6], [27] focused with natural
disasters, [28] focused on political instability, [31], [46]
focused on crimes against tourists. The perception of risk is
a powerful determinant of the customer behavior in the
presence of advance purchase [34], [35]. Tourists are likely
to make decision based on perceptions of risk [46], [33]
whether they plan their trips or actually visit a destination. It
indicates that while tourist feel the lack of protection while
visiting a place may perceive the risk to visit the place once
again and recommend. When their protection motivation is
aroused, individuals change their behavioral intentions and
attitudes [47], [48]. Therefore, perception of risk is a key
factor that influences travelers to make their travel decisions
[49], [43]. In interaction of the destination image and
perception of risk towards behavioural intention is
considered in the study of [2]. According to [2] and [50],
both perceived risk and destination image are likely to be
considered and chosen in the travel decision process.
Likewise, incidences of natural disaster may exacerbate the
level of perceived travel risk and impede tourist arrival [8].
Similarly, the study of [49] found that travelers would prefer
to visit destinations with low potential risks and where the
perceived magnitude to the threat of risks was low in the
destinations. Much of the existing literature has lent support
to this notion as they found that tourists tend to avoid
destinations with higher potential risk [51], [49], [5].
However, studies like [53], [54] and [55] has shown that
repeat tourists revisit destinations despite risks.

4. Hypotheses

H1: There is significant impact of natural and cultural
attractions on destination image.

H2: There is significant impact of quality of hotels and
restaurants on destination image.

H3: There is significant impact of convenience and
transportation on destination image.

H4: There is significant impact of shopping facilities on
destination image.
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H5: There is significant impact of local facilities on
destination image.

H6: There is significant impact of destination image on
behavioral intention of tourist.

H7: There is significant impact of perceived risk on
behavioral intention of tourist.

H8: There is significant moderation impact of perceived risk
on destination image and behavioral intention of tourist.

5. Research Design,

collection procedure

This study undertakes quantitative approach towards
descriptive and causal research design. A descriptive
research design was used for answering the perception of
destination image, perceived risk and behavioural intention
of the international tourist visited Nepal. Similarly, the need
of causal research design needed and reflects to test the
relationship and impact of exogenous variables over the
endogenous variable in this study. A sample of 350
international tourists were considered for the study.
However, finally 306 questionnaires were in verge of
completion or returned and used in this research. The
consideration of the 350 samples are taken into consideration
of the 33 items questionnaire, and 10 cases (samples) each
items, based on the suggestions of [56], [57], [58]. The data
was collected from the international tourist with convenience
sampling method. The response rate was 87.42%. The data
collection period February to August 2017.

sampling and data

6. Conceptual model and instrumentation
Based on the literature review, the research hypotheses and
the conceptual model of this study has been formulated. The
dimension of destination attributes has been considered of (i)
Natural and cultural attractions, (ii) Quality of hotels and
restaurants, (iii) Convenience and transportation, (iv)
Shopping facilities, and (v) Local Facilities. Likewise, the
dimension of perceived risk has been considered of (i)
natural disaster, (ii) health risk, (iii) contacting infectious
diseases, (iv) threat of terrorism, and (v) threat of violence.
These dimensions are reflected in 33 nos. of opinion
statements. The opinion statements are items scale in 6 point
Likert scale was adopted for the study. The questionnaire
was developed with adaption from the studies of [59] and
[10]. The reliability was tested with Cronbach’s Alpha,
which was 0.886 of 33 items.

7. Analytical strategy

At first, the variables were put into the Exploratory Factor
Analysis (EFA) to ensure the factor loading of the items into
its latent variables. Next, descriptive analysis, correlation
analysis and regression analysis has been performed to test
the hypotheses. All tests were performed with SPSS v23.

8. Results

Research findings are presented in the following sections: (a)
descriptive analysis, (b) correlation analysis (c) impact
analysis, (d) hypotheses testing results.

8.1. Exploratory factor analysis

Before analyzing the model, the factor loading of latent
variables was confirmed by EFA with Principal Component
Analysis, component rotated with Varimax with Kaiser
Normalization. EFA shows respective latent variables and
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items were confirmed in the same factors in measurement.
KMO and the Bartlett’s test of sphericity is presented in table
1. KMO was 0.838, which was above the lower threshold of
0.5. Likewise, the Bartlett’s test of sphericity suggests
statistical significance of the correlations among the
observed variables. The Chi-square value (4175.5, 351) is
statistically significant at (p=0.001), place in table 1. The
factors are extracted with 1 or higher eigenvalues, as
suggested by Guttman, considers factors with an eigenvalue
greater than one as common factors [58]. In the event of that,
total variance as explained by the six factors was 66.0%
cumulative variance. The factor of 0.4 has been consider for
threshold. In consequence, ‘nca3’ —item in natural and
cultural attractions has been deleted of low loading. The
factor loading matrix of all factors is placed in Annexure-1.

Table 1 : KMO and Bartlett’s Test

Kaiser-Meyer-Olkin .838
Approx. Chi-Square 4175.505
Bartlett’s Test of Sphericity df 351
Sig. .001

8.2. Demographic profile of the respondents

In this research, international tourist were the respondents
who visited Nepal after the earthquake. Of the 306
participants, the majority of respondents 65.4 % were male.
Majority of age group of 25 to 40 years consists of 48.4%.
The sample constituted of more with Christian religion
51.0%. Maximum of the tourist were with Master’s Degree
with 37.9%. The majority of the respondents have $1500 -
$3000 monthly income. The average monthly income of the
respondents was $2,992.97. Likewise, students, engineers,
teachers, businesspersons and government services in top
five occupations of the respondents. Similarly, top five
nationality responsibility were USA (19%), India (13.4%),
UK (6.5%), Germany (5.6) and Japan (4.9%). The detail
demographic profile is presented in table 2.

Table 2 : Demographic profile of the respondents

Age N % Nationality N %
Less than 25 44 14.4 USA 58 19.0
251040 148 48.4 India 41 134
40 to 60 94 30.7 UK 20 6.5
60 and above 20 6.5 Germany 17 5.6
Gender N % Japan 15 4.9
Male 200 65.4 France 14 4.6
Female 104 34.0 Canada 10 3.3
Other 2 N Spain 9 2.9
Qualification N % Argentina 8 2.6
E;(!ﬁgor 50 16.3 Bangladesh 8 26
Bachelor 114 37.3 China 8 2.6
Master 116 37.9 Ireland 8 2.6
Above master | 25 8.2 Scotland 7 2.3
No response 1 3 Singapore 7 2.3
Religion N % Brazil 6 2.0
Christian 156 51.0 Denmark 6 2.0
Atheist 62 20.3 Finland 6 2.0
Hindu 34 11.1 Italy 6 2.0
Buddhist 27 8.8 Dubai 5 1.6
Muslim 17 5.6 Malaysia 5 1.6
Other 10 3.3 Austria 4 1.3
Income level N % Chile 4 1.3
;f;%g‘a” 83 | 271 | Holland 4 |13
$1500 - $3000 | 129 42.2 Mexican 4 1.3
$3000 - $4500 | 62 20.3 Poland 4 1.3
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$4500 - $6000 | 14 4.6 South Korea 4 1.3
$6000 and

more 18 5.9 New Zealand 3 1.0
Mean income $2,992.97 Belgium 2 N
Occupation N % Israel 2 7
Student 45 14.7 | Jordan 2 N4
Engineer 25 8.2 | Peru 2 7
Teacher 20 6.5 | South Africa 2 N
Business 19 6.2 | Switzerland 2 N4
Government

service 16 5.2 | Uganda 2 T
Retired 14 4.6 | Sweden 1 .3
N=306

8.3. Descriptive analysis

8.3.1. Destination image

The result of descriptive statistics presented in table 3,
indicates that destination image is perceived favourable by
the tourist (M=4.97, SD=0.797), on a Likert 6-point scale,
with 6 being ‘strongly agree.”. The highest mean value is
525 (SD=0.809) for “Nepal is good destination for
traveling” which indicates most of the respondents agreed
that Nepal as a good destination for traveling. Similarly, the
lowest value of mean is 4.73 (SD=0.914) for “many people
in my country know about Nepal”, which indicates
respondents slightly agreed to people in their country know
about Nepal. Further, the respondents have a mixed
perception of the Nepal’s destination attributes with their
slightly agree to agreeableness. It is perceived that Nepal is
rich in natural beauty (M=5.45 SD=0.879), which indicates
most of the respondents agree that Nepal is rich in natural
beauty. Likewise, richness of heritage sites, architecture in
houses and culture are perceived positively by the tourist.
The overall perception towards Nepal’s natural and cultural
attraction is encouraging, the mean value is 5.09 (SD=0.686).
This indicates that natural and cultural attractions of Nepal
are very pleasing to the international tourist. Likewise, the
overall mean value for quality of hotels and restaurants is
4.75 (SD=0.649), it indicates that the overall quality of hotels
and restaurants are perceived good. Most respondents
perceived that hotels in Nepal provide quality services and
comfortable, as well as provide varieties in food. In similar
manner, the overall mean value for convenience and
transportation is 4.64 (SD=0.720), indicates that convenience
and transportation in Nepal are moderately good as perceived
by the respondents. Tourist agreed upon that currency
exchange services are easily available, Visa procedures in
Nepal are easy and transportation costs are reasonable. In
similar manner, the overall mean value for shopping
facilities is 4.29 (SD=0.720), this indicates that in overall
shopping facilities experience moderately good in Nepal.
The overall mean value for local facilities is 3.83
(SD=1.036). This indicates that local facilities in Nepal are
not good as most of the respondents slightly disagree on this
part. The details descriptive analysis is placed in Annexure
2).

8.3.2.  Behavioural intention to revisit and recommend

The result of descriptive analysis indicates that behavioural
intention to revisit and recommend others to visit Nepal is at
agreeableness level (M=5.41, SD=0.696). The respondents
agreed to visit Nepal again in future (M=5.33, SD=0.852),
recommend family and friends (M=5.43, SD=0.704) and as
well as to recommend others to visit Nepal (M=5.46,
SD=0.711). This indicates that most of the respondents agree
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or strongly agree that they will revisit Nepal and recommend
others to visit Nepal.

8.3.3.  Perceived risk

The descriptive analysis shows that the tourist perceived
Nepal as lower in risk. The overall mean value for perceived
risk by the tourists is 2.52 (SD=0.848), indicates that tourist
perceive minimum risk in visiting Nepal. Most of the
respondents slightly agree or agree that there is minimum
risk in visiting Nepal. The mean value ranges from 2.05 to
2.80, indicating that tourists perceived Nepal as a safe place
to visit. The perceived risk of natural disaster (M=2.73,
SD=1.17), health risk (M=2.80, SD=1.16), terrorism
(M=2.80, SD=1.17), violence (M=2.05, SD=0.77) were the
dimension of the perceived risk by the tourist.

Table 3 : Descriptive statistics of variables

Variables Mean Std. Deviation
Natural and cultural attractions 5.09 .686
Quality of hotels and restaurants 4,75 .649
Convenience and transportation 4.64 .720
Shopping facilities 4.39 .876
Local facilities 3.83 1.036
Destination image 4.97 797
Perceived risk 2.52 .848
Behavioral intention 541 .696
N=306

8.4. Relationship between attributes of the destination
and destination image

Correlation analysis as presented in table 4, indicates that
there is a comparatively moderate correlation to weaker
correlation between the attributes of destination and
destination image. Correlation analyses results revealed that
the natural and cultural attraction carries the highest weight
of correlation towards destination image (r=0.421, p<0.01),
followed by quality of hotels and restaurants (r=0.398,
p<0.01), shopping facilities (r=0.327, p<0.01), local facilities
(r=0.300, p<0.01) and convenience and transportation
(r=0.174, p<0.01). Likewise, there is a positive moderate
relationship between destination image and behavioural
intention of the tourist. This implies that if tourist perceived
positive destination image than they are likely to revisit or
recommend the destination. The relationship between
destination image and behavioural intention is significant at
1% level of significance (r=0.437, p<0.01). In similar
manner, correlation analysis revealed that perceived risk
negatively correlates with the behavioural intention of the
tourist. The relationship between destination image and
behavioural intention is significant at 1% level of
significance (r= -0.03, p<0.01). This implies that perceived
risk negatively relates to the behavioral intention in tourist.

Table 4 : Correlation analysis results

Exogenous Result
Natural and
cultural
attractions
Quality of
hotels and
restaurants
Shopping
facilities

Endogenous r p

Destination image | 0.421 | 0.001 | Moderate

Destination image | 0.398 | 0.001 | Moderate

Destination image | 0.327 | 0.001 | Moderate
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Local facilities Destination image 0.3 | 0.001 | Moderate
Convenience
and Destination image | 0.174 Weak
. 0.002
transportation
Destination Behavioral
image intention 0.437 | 0.001 | Moderate
. . Behavioral
Perceived risk intention -0.03 | 0.003 Weak

8.5. Impact analysis

8.5.1. Impact of destination attributes to destination
image

Multiple linear regression analysis is used to predict the
impact of destination attributes to destination image. The
regression analyses revealed that the destination attribute
factors positively (R? = 0.250, p<0.01) predictive towards
destination image, Nepal as a tourist destination. The results
of regression analysis are summarized in Table 5. There is a
positive impact of the individual destination attributes to
destination image is revealed by the regression analysis. The
natural and cultural attractions (NCA) (B =0.252, p<0.01),
quality of hotels and restaurants (QHR) (p =0.115, p<0.05),
shopping facilities (SF) (p =0.220, p<0.01), local facilities
(LF) (B =0.108, p<0.05) has positively impact on destination
image. Remarkably, the results revealed that convenience
and transportation (CT) (B =0.077, p>0.05) not statistically
significant. Although not statistically significant, the
convenience and transportation (CT) were found to be
positively predictive of the destination image.

Table 5 :Regression analysis results destination attributes to
destination image

%) he]

g g e =

[ <1 w o 7]

g | £ |- ¢

i ] &
NCA > [ DI 252 | 073 [ 1%
QHR > [ DI 115 | 071 [ .048 5%
CT > [ DI 077 | 063 [ .182 NS
SF > [ DI 220 | 062 [ *** 1%
LF > [ DI 108 | .046 [ .007 1%
R?=0.250, F=19.973, p=0.001 (***)

8.5.2. Impact of destination

intention
Linear regression analysis is used to predict the impact of
destination image on behavioural intention. The regression
analyses revealed that the destination image positively (R* =
0.191, p<0.01) predictive towards behavioural intention of
the international tourist visited Nepal. The results of
regression analysis are summarized in Table 6. There is a
positive impact of the individual destination image on
behavioural intention of the tourist is revealed by the
regression analysis. The destination image (DI) (B =0.437,
p<0.01) has positively impact on behavioural intention of the
tourist. Every unit of change in the destination image
explained into a 0.437 change in behavioural intention of the
tourist.

image to behavioural
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Table 6 :Regression analysis results destination image on
behavioural intention

3 § I -
e c < =
& (28 EZS w o 2
> g = B %)
g g | G2 &
a b
DI = | Bl 437 .045 il 1%
R?=0.191, F=71.66, p=0.001 (***)

8.5.3. Impact of perceived risk on behavioral intention
The regression analyses revealed that the perceived risk
factor was negatively (R?=0.002, p<0.01) predictive of
tourist’ behavioural intention towards Nepal as a tourist
destination. The impact was found to be negatively
predictive of the perceived risk on behavioural intention. The
perceived risk (B =-0.030, p<0.01) has negatively impact on
behavioural intention of the tourist. Every unit of change in
the perceived risk explained into a (-)0.03 change in
behavioural intention of the tourists. This implies that
perceived risk do play a role towards behavioural intention
of the tourist in recommending and revisit the destination.
The destination may have a distinct image but perceived risk
can play a role towards the tourists’ revisit intention and
recommending behaviour.

Table 7 :Regression analysis results perceived risk on
behavioural intention

e 3 3 -
I c < _ L =
g | £3 % o 3
<} ] @ & 14
X g w =
u |
PR > [ Bl (-).030 047 ok 1%
R?= (-)0.002, F=0.271, p=0.003

8.6. Moderating effect of perceived risk

In terms of behavioural intention of tourist, perceived risk
was negatively related to recommending and revisit the
destination. This finding shows that perceived risk has a
direct impact regarding behavioural intention of tourist.
However, in the interaction of perceived risk with the
destination image and behavioural intention of tourist is still
unexplained in previous context. So, the moderation effect of
perceived risk was analyzed. To avoid potentially
problematic high multi-collinearity with the interaction term,
the variables were centered and an interaction term between
perceived risk and destination image towards behavioural
intention was created. The interaction of destination image
towards behavioural intention accounted for an impact of
19.1% (R2 =0.191, F=15.422, p<0.01). Next, the interaction
term between perceived risk and destination image,
accounted for a significant proportion of the variance
towards behavioural intention, AR? = 0.002, AF=0.1617,
p<0.001. This signifies that perceived risk do play a
moderation effect in the interaction of the three counterpart,
perceptions of risk are associated with decreased likelihood
of behavioural intention of tourist towards the destination.
Likewise, the conditional effect of perceived risk, as X on Y
at values of the moderator can be seen at the low (-0.8484),
average (0.0001) and high (0.8484) is statistically significant
at 1% level of significant.
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Table 8 : Model Summary

R R? F p
0.4378 0.1916 15.4222 0.001

Coeff SE t p
constant 5.4043 0.0379 142.5417 0.001
PR 0.0200 0.0464 0.4302 0.007
DI 0.3812 0.0586 6.5009 0.001
int_1 -0.0275 0.0683 -0.4021 0.008

Table 9 : R-square increase due to interaction(s)

R2-chng F p
0.005 0.1617

int_1 0.006

Table 10 : Conditional effect of X on Y at values of the

moderator(s)
PR Effect se t p
-0.8484 0.3579 | 0.0707 5.0608 0.001
0 0.3812 | 0.0586 6.5009 0.001
0.8484 0.4045 |  0.0927 4.3636 0.001

8.7. Hypotheses testing result

H1: There is significant impact of natural and cultural
attractions on destination image.

The regression analysis shows that there is an impact of
natural and cultural attractions on destination image
(p<0.01). Hence, H1 is accepted.

H2: There is significant impact of quality of hotels and
restaurants on destination image.

The regression analysis shows that there is an impact of
quality of hotels and restaurants on destination image
(p<0.05). Hence, H2 is accepted.

H3: There is significant impact of convenience and
transportation on destination image.

The regression analysis shows that there is no impact of
convenience and transportation on destination image
(p<0.05). Hence, H3 is rejected.

H4: There is significant impact of shopping facilities on
destination image.

The regression analysis shows that there is an impact of
shopping facilities on destination image (p<0.01). Hence, H4
is accepted.

H5: There is significant impact of local facilities on
destination image.

The regression analysis shows that there is an impact of local
facilities on destination image (p<0.01). Hence, H5 is
accepted.

H6: There is significant impact of destination image on
behavioral intention of tourist.

The regression analysis shows that there is an impact of
destination image on behavioral intention of tourist (p<0.01).
Hence, H6 is accepted.

H7: There is significant impact of perceived risk on
behavioral intention of tourist.

The regression analysis shows that there is an impact of
perceived risk on behavioral intention of tourist (p<0.01).
Hence, H7 is accepted.
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H8: There is significant moderation impact of perceived
risk on destination image and behavioral intention of
tourist.

The regression analysis and conditional effect shows that
there is significant moderation impact of perceived risk on
behavioral intention of tourist (p<0.01). Hence, H8 is
accepted.

9. Discussion

This study investigated the influence of destination image on
behavioural intention and also examined the moderating
effect of the perceived risk, focusing Nepal as a tourist
destination. The findings indicate that destination image of
Nepal is perceived favourable by the tourist. Out of the
destination attributes, natural and cultural attraction have the
highest perceived image followed by quality of hotels and
restaurants, convenience and transportation, shopping
facilities and local facilities. Correlation analyses results
revealed that the natural and cultural attraction carries the
highest weight of correlation towards destination image,
followed by quality of hotels and restaurants, shopping
facilities, local facilities and convenience and transportation.
This supports the notions of [60] and [24], who preface that a
certain level of cultural dissimilarity actually attracts some
tourists as they perceive the country as novel and interesting.
Likewise, [61], [21], and [22] also signifies the quality of
accommodations and restaurants, and cultural and natural
attractions as significant variables towards the destination
image. This finding also supports study of [59], explained a
unique cultural and natural attractions can become the
differentiating factors to behavioral intention. It is revealed
that tourist behavioural intention to revisit and recommend
others to visit Nepal is at agreeableness level. It is also found
that there is a positive moderate relationship between
destination image and behavioural intention of the tourists.
The impact analyses revealed that the destination attribute
factors positively predictive towards destination image.
There is a positive impact of the individual destination
attributes to destination image is revealed in this study. The
natural and cultural attractions have the highest impact
followed by quality of hotels and restaurants, shopping
facilities, local facilities have positive impact on destination
image. It supports the findings of the studies like [23], [22],
[21], [16], they emphasized on destination images influence
tourists’ travel decision making and their behaviour towards
a destination. It is also revealed that the destination image
positively predictive behavioural intention. This finding
supports the notion of destination images influence tourists’
travel decision making and their behaviour towards a
destination [23] in [16]. In similar manner, this research also
examined perceived risks and destination image in relation to
tourists’ behavioural intention. The findings show that the
tourist perceived Nepal as lower in risk destination.
Perceived risk like natural disaster, health risk, terrorism,
violence were the dimensions of the perceived risk by the
tourist. Correlation analysis revealed that perceived risk
negatively correlates with the behavioural intention of the
tourist. This is thought-provoking as it not only patronages
the overall assumption of this study but also supports the
previous research findings of studies like [62], [63], [10],
[64], [65], [66], [67], [38], [24], these studies concluded that
higher perceptions of risk are associated with decreased
likelihood of attending destination. The regression analyses
revealed that the perceived risk factor was negatively
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predictive of tourists’ behavioural intention. This signifies
that perceived risk do play a moderation effect in the
interaction of the three counterpart, perceptions of risk are
associated with decreased likelihood of behavioural intention
of tourist towards the destination. This finding in aligned
with the studies of [5], [10], that concluded with significant
relationships between perceived risk and intention to travel
and the more risk associated with a destination, the less
likely an individual will choose to visit. It also supports the
studies of [50], [52], in which it is concluded that tourists’
perceptions of security, risk, and safety significantly impact
destination image and tourist behavior. Therefore, requisite
tourism to tourist’s perception of risk. The finding of the
study also supports partially the findings of [6], in which the
effects of perceived risks as well as the mediating roles of
destination image between perceived risks and revisit
intention of repeat tourists to Japan after the Fukushima
disaster was established. However, the finding of the
research that the higher perceptions of risk are related with
lessened likelihood of visiting destination is contrary to the
findings of [53], [54], and [55], these studies revealed that
repeat tourists revisit destinations despite risks.

10. Conclusion

In conclusion, destination image of Nepal and perceived risk
is significantly related to the behavioral intention of tourists.
This suggests that the image of the destination and perceived
risk factors plays an important role to attract tourists in a
particular destination. Despite of being Nepal was recently
hit by a severe earthquake in 2015, travelers have perceived
in 2017, lower perceived risk and made a favorable
destination image about Nepal. International tourist
continues to have positive behavioral intention to revisit or
recommend Nepal. Along with the traditional considerations
of destination awareness, familiarity, and image in such areas
as hotels, transportations, friendly locals, and beautiful
scenery, risk perception dimensions is always need to be
integrated more readily to understand the tourist behavioural
intention.

11. Managerial implication

Risk is an important factor when considering international
tourism [10]. The findings of this study support the argument
that a particularly managing a destination is also to be
considered in relations with the risk perception. The
destination managers should find the appropriate approach
promoting positive images of the destination to increase
tourists’ demand [68]. In like manner, targeting the
perception of travelers’, managers should focus on tumbling
risk perception of tourists to increase their behavioral
intention. Tourism marketing campaigns can be organized
with targeted tourists; risk perception should also be
emphasized along with the marketing messages of positive
destination image attributes. Alongside, as suggested by [69],
violence and personal safety perceptions can be improved by
government policies. For example, Nepal had emphasized on
promotion campaigns all over the world through it overseas
embassies and other social media about the positive image of
Nepal after the strong earthquake in 2015. As suggested by
[24], tourism planners should be aware of the risk that is
perceived by the tourist, and the positive destination image
could be generated through the reduction of the insight that
specific risk issues are present. In such doing, marketers
should implicate the messages of promotion contains the
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positive message of minimized risk. Materials should be
developed in such a way that the perception of the risk could
be minimized. As suggested by [49], publicity and
advertising for clarifying the safety of traveling to
destinations in regards to natural disasters, diseases, and
terrorism will increase the transparency of information
possibly decreasing risk [49]. Other activities can be
emphasized on coordinating with partner agencies to create
positive message in their respective areas. Marketing
campaign in associations with these partner agencies can be
done in persuading the potential or repeat tourist in the
jurisdictions. Social media can be used extensively used as
suggested by [70] in which the studied the impact of
Facebook and other social network on tourist risk perception.
Risk perception is built upon the available information that
tourists are exposed to [70], [71]. Therefore, tourism
stakeholder and marketers should take the responsibility in a
grander expanse to create a positive image of the destination
by passing on positive message as far as possible with the
extensive utilization of the channels and medium available.
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ANNEXURE 1

Rotated Component Matrix?

Component
1 2 3 4 5 6 7

ghrl 127

ghr2 794

ghr3 .824

ghrd .677

ghr5 .654

ghré 493

ctl 741

ct2 755

ct3 .549

ct4 701

ncal .649

nca2 557

nca3 .349

nca4 .619

If1 .678

If2 171

If3 782

sfl .660

sf2 794

sf3 .702

sf4 728

dil .515

di2 .768

di3 757

bil .810

bi2 .829

bi3 .832

Extraction Method: Principal Component Analysis.
Rotation Method: VVarimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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ANNEXURE 2
Descriptive Statistics
. Std.
Opinion Statements Mean Deviation
ghrl 4.86 .783
ghr2 4.83 771
ghr3 4.78 .874
ghr4 4.68 .956
ghr5 4.67 912
ghré 4.66 1.003
Quality of hotels and restaurants 4.75 .649
ctl 5.08 .968
ct2 5.08 .836
ct3 3.99 1.327
ct4 4.41 1.212
Convenience and transportation 4.64 .720
ncal 5.05 .976
nca2 4.55 1.238
nca3 5.32 .851
nca4 5.45 .879
Natural and cultural attractions 5.09 .686
If1 3.41 1.432
12 4.15 1.162
If3 3.92 1.180
Local Facilities 3.83 1.036
sfl 4.24 1.116
sf2 4.40 1.055
sf3 4.28 1.008
sf4 4.62 1.005
Shopping facilities 4.39 .876
dil 5.22 .809
di2 4.69 1.245
di3 5.02 914
Destination image 4.97 797
prl 2.73 1.180
pr2 2.80 1.169
pr3 2.73 1.171
pr4 2.80 1.161
pr5 2.05 0.775
pré 2.05 0.775
Perceived risk 2.53 0.848
bil 5.33 0.852
bi2 5.43 0.704
bi3 5.46 0.711
Behavioral intention 5.41 .696
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