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Abstract

Introduction. This study is all about the destination which is perceived as risky due to tourism risks, viz., perceived risk,
political risk, social risk, economic reflections, natural disasters etc. Material and methods. Statistically, the total sam-
ple size was 217, for which self-structured closed questionnaire was framed to understand the tourist intentions and their
future perspectives towards the conflict sensitive destination in consonance with destination image as a mediator between
tourism risks and tourist intentions. Data were collected from respondents by random sampling method, and research
model was evaluated using two-step structural equation modeling approach. The measurement model was furthermore es-
timated by confirmatory factor analysis followed by an examination of the structural relationships between the study con-
structs. Results. Results of the current study confirmed that there is no direct relationship between tourism risks and
tourist intentions, whereas tourism risks have a significant negative relationship with destination image. However, this im-
age has a significant positive relationship with tourist intentions and their future perspectives at destinations in conflict.
Conclusions. The study shows that destination image serves as a mediator between tourism risks and tourist intentions and
their future perspectives. Moreover, it is inferred that destination image plays a positive role in the decision making of tourists

and their behavioral intentions towards destinations that are sensitive to tourism risks.
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Introduction

Tourism is the movement towards destinations for en-
joyment and desire. Tourism industry exists in every country,
whether the country is peaceful or a conflict zone, and it is the
industry that excels for the prosperity of nation and its people as
well, even in the phase of conflict. It is the service-type industry
wherein people leave their place of work temporarily for recre-
ation, enjoyment and pleasure. Different constructs and factors
that are taken into consideration by tourists while deciding the
destination for visit and revisit intention [1, 2] include tourism
risks, viz., perceived risk, political risk, social risk, natural dis-
asters etc. [3, 4, 5] and destination image. Tourist decision mak-
ing process and their futuristic revisit intentions are influenced
by all these factors [6]. Revisiting intention successfully plays
avital role for progress of a tourist spot as they reduce the advertis-
ing expenses of the destination by acting as a catalyst through con-
structive word-of-mouth publicity to other budding tourists [7].

The current study is about the Kashmir Valley, which has
been a social conflict destination since 1989 [8]. The Kashmir
Valley has drastically shown negative growth rate due to insta-
bility from 1989 to 1995 and has melted the economy of state as
well. The comparative analysis of the study elucidates that in the
pre-conflict phase (1951 to 1989), the influx of tourism was in-
creasing with an average of 8% a year and within the peak phase
of instability (1990 to 2010), the influx declined below zero, and
when the conflict has diminished to a great extent since 2011 on-
wards, the influx has further surpassed its own previous targets
positively towards positive growth [9].

Tourist perceptions of risk at a destination serve as a sig-
nificant deterrent for new tourists who intend to tour destina-

tions like the Kashmir Valley [10]. It is of inordinate concern for
the engaged tourism stakeholders at a destination that tourists
should be protected within the safe and secure environment [11]
because conflict and political instability at destinations has cre-
ated a risky perception in the minds of tourists [11]. Tourists are
becoming more and more reluctant to visit risky places like the
Kashmir Valley because they feel uncomfortable in visiting such
destinations.

In this regard, different studies have been conducted and
that are lying in the literature [12]. For example, destination im-
age is used to determine both the revisit intentions of tourists
and the choice of destination [1, 13]. Furthermore, the literature
reveals that perceived risk, one form of tourism risk, has a great
influence on revisit intentions [4, 13, 14, 15].

There is a scarcity of work associated to the consideration
of thru connection of tourism risks to destination image as well
as the incidental connection of tourism risks to tourist inten-
tions, with destination image to act as a mediator [13, 16, 17].
This implies that the existing gap and shortage of literature will
be bridged by conducting this research in order to analyze the
impact of tourism risk and image of destination on tourist in-
tentions, as well as the mediating effect of destination image in
connection with tourism risks and tourist intentions in the do-
mestic tourism framework at the conflict-sensitive tourist spot.

Overview of Tourism Risks

The domain of tourism risks includes a wide range of risk
factors that could negatively impact tourists, tourist attractions
etc. It includes perceived risk, political risk, social risk etc. that
reduce the demand of influx at a tourist destination even if it
has natural attractions [6, 18]. All uprising activities related to
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a tourist destination are categorized as tourism risks such as
perceived risk, political risk, social risk, and security threats,
etc. Therefore, tourism is extremely susceptible to disorder and
can be best beautified only under peaceful surroundings. Travel
warnings issued and the level of risk perceived by the tourists
regarding Kashmir creates an obligation to work on the risk
perception of domestic tourists of the destination and its im-
pact on destination image, and behavioral intentions of visiting,
revisiting and recommending the destination to others. Tour-
ism risks fall under different categories as environmental prob-
lems, economic reflections, health concerns, security threats,
and natural disasters, etc. [6].

Natural disasters and their complexities

Natural disasters are complex incidents where public is ex-
posed to a variety of perils and risks. A natural disaster is a nat-
ural phenomenon that has the potential to cause environmental
damage, property damage, social and economic disruption, loss
of livelihoods, etc. A natural disaster is an incident of nature
that overpowers local resources and threatens the function and
safety of the community [19]. Natural disasters, being one of the
tourism risks, threaten tourism sector drastically at every cor-
ner. Tourists consider the destination unsafe for visitation and
prefer avoidance.

Security threats and their influence

Tourism industry is prone to different security threats but
crime, terrorism, natural disasters, health problems, and po-
litical instability are just a few of the many security challenges
facing the tourism and travel industry. These dangers have the
potential for having a major effect on tourist destinations, in-
fluencing tourist confidence, tourism-related income, and gen-
eral economic health [19]. Sooner or later, it is the threat and
challenge to the tourism industry and it infers less influx at the
affected destination.

Perceived risk and its research context

Perceived risk as one form of tourism risk has been exten-
sively studied by scholars of tourism in varied research works
[13, 20]. It is important to examine how individuals perceive
risk in this industry because tourism involves different features
including inseparability, intangibility, perishability, variabili-
ty, and even the lack of ownership. Furthermore, the tourism
sector is subject to a variety of negative factors like inclement
weather, crime, striking airport staff, unwelcoming locals, etc.,
all of which increase perceived risk of tourists and make desti-
nations less attractive for tourism [21].

Perceived risk is the effort of this research as it is the risk
that tourists perceive and is related to them along with those
whom they meet [20]. The studies already conducted show per-
ceived risk as a multi-dimensional concept that includes differ-
ent aspects [15]. Risk perception has been studied by scholars
eager to understand the connection between holiday travel and
perceived risks.

Furthermore, ten risks have been identified for internation-
al travel. This multi-dimensional aspect of perceived risk has
been considered by scholars in their respective works [13, 22].
Such progression to perceived risk drastically influences tour-
ists and their decision making [6] regarding conflict-sensitive
destination.

Relevance of political risk in tourism industry
Political risk and its relevance to tourism development has
global significance [23]. Political risk arises from the disturbing
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circumstance of a nation and the nation is experiencing insta-
bility as a result of political upheaval [24]. Even among experi-
enced tourists, fear about the possibility of political unrest has
been found to impact their intentions to travel. Preceding stud-
ies confirmed that political instability has a substantial conse-
quence on fluctuating the tourism industry as a whole. Similar-
ly, Buda [25] revealed that political uncertainties are observed
as a destructive aspect to the nature, tourism planning and its
developmental process while affecting destination competitive-
ness. Finally, Walters et al. [26] stated that political disturbanc-
esat destination can lead to diversion of tourists from politically
unstable destination to stable one, which leads to a strong eco-
nomic shift. Therefore, crises like war or political tension have
a strong adverse influence on tourism at a destination because
national stability is disturbed by such menaces.

Echtner and Ritchie [27] claim that tourism demand and
supply are significantly obstructed by political instability and
viewed as a serious risk to safety and security. As a result, it will
be very challenging to establish a successful tourism industry if
political unrest is still seen as a serious peril to tourists' protec-
tion and safety [28].

Destination image in marketing literature

According to scholars of study perceptions, beliefs, opin-
ions, impressions of goods and services, objects, behaviors and
events can all be presented as a destination image [29]. Desti-
nation image refers to the impressions, ideas, expectations and
feelings of certain destinations [30]. There is dissimilarity in
the literature about operationalization and conceptualization
of destination image. Echtner and Ritchie [27] have produced
two most well-known approaches wherein they asserted that
the destination image is comprised of functional (rating levels
of price, accommodation and transportation, etc.) and psy-
chological (fame, safety, friendliness and quality services, etc.)
characteristics which are required for the best impressions of
the destination.

Tourist intentions and their indicators

The term "tourist intentions" highlights the willingness and
eagerness to engage in travel and tourism-related activities, in-
cluding various motives and factors which influence their choic-
es. Personal likes, dislikes and expectations, motivations, as well
as satisfaction with prior experiences - all these factors influ-
ence these intentions a lot. Moreover, it is arguable that four
of the leisure-related motivations identified in the literature
(intellectual, social, competence/mastery, and stimulus-avoid-
ance) have behavioural influence on intentions to visit a particu-
lar tourist spot [31].

Tourist intentions have been testified to be the widely stud-
ied subject among researchers [32]. Many believe that revisiting
tourists are extremely satisfied since they stay longer and have
positive things to say about their experiences. Serving this kind
of tourists requires substantially lower marketing expenditures
than when it comes to new tourists [33]. Revisit intention means
to revisit the destination [34], and it works as a key indicator
of consumer loyalty [35]. It is mostly conceptualized as a kind
of post-visit intention. Hence, the main predictors of tourist
intentions are re-visitation and word-of-mouth that serves as
the most credible source of information for attracting potential
tourists. This is important in tourism where WOM recommen-
dations are very important [36]. Furthermore, literature eluci-
dates that willingness of tourists or their intention to carry out
particular travel-related activities, such as going to a specific
destination, recommending it to others, or going back there, is
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called behavioural intent. It is an essential indicator of tourist
retention and satisfaction since it essentially expresses how like-
ly a tourist is to return or suggest a trip to others.

Correlation between tourism risks and tourist inten-

tions

Researchers have viewed the grade of relationship between
perceived risk (factor of tourist risk) and tourist intentions [13,
14, 37]. Risk perception of tourism product and its purchasing
intentions are inversely connected. For instance, Reisinger and
Mavondo [20] demonstrated that the perceptions of tourists
towards danger, safety, and anxiety are significant features that
influence their intentions to travel worldwide. A possible reason
for the adverse impacts of perceived risk could be tourists' de-
sire to stay away from revisiting risky regions. [38]. For instance,
tourists mostly avoid visiting conflict-sensitive destinations be-
cause they are peace lovers and conflict avoiders.

The following hypothesis is formulated in consonance with
the literature appended:
HI: Tourism risks have a negative influence on tourist intentions.

Overview of tourism risks and destination image in

tourism

Tourism risks include different risk factors like environ-
mental problems, economic reflections, health concerns, po-
litical agony, perceived risk, etc. All these tourism risks impact
the essence of industry negatively. Tourism risks impact the
perception of tourists and tourist attractions as well. Tourism
risks have a variable impact on the tour and travel industry as
a unit. For example, perceived risk, according to Jalilvand [2], is
the general expression for a person's perception of experiencing
a loss. Several researchers have examined different kinds of risk
indicators found in the literature on tourism. However, it has
also been found that perceived risk can be quantified using just
one aspect. Human-induced risks include activities like conflict,
crime, psychological risks, etc. [13]. Furthermore, studies have
indicated that perceived risks associated with tourism, such as
socio-psychological hazards and violence associated with a des-
tination, negatively affect tourists' perceptions and contribute
to a negative perception of a tourist spot [39]. As an outcome,
tourist perceptions of the tourist spot, its image and their plans
to return are greatly impacted by politically unstable destina-
tions [40]. Similar to this, researchers proposed that establish-
ing a positive perception of a destination requires reducing the
risk perception levels of domestic travellers related to specific
risk variables. Thus, visitors' perceptions of risky destinations
due to concerns with disease, food safety, political unrest, con-
flict, natural disasters, and machinery, money, or health issues
can influence the way that tourists perceive a destination [17].

The following hypothesis is formulated in consonance with
the literature appended:
H2: Tourism risks have a negative influence on image of desti-
nation.

Connotation of destination image and tourist inten-

tions

The connection between how an image of destination is
perceived by tourists has been thoroughly explored in tourism
research [41, 42]. For instance, an optimistic destination image
can significantly boost tourists' intentions to visit and revisit
[43, 44], and it is often seen as a crucial factor that drives the
intentions of tourists [45]. Similarly, Mohamad et al. [46] high-
lighted the link between destination image and the intentions
of international tourists considering Malaysia as a travel spot.
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Studies by Qu et al. [42] and Wang and Hsu [47] have provided
empirical evidence that image of destination directly impacts
tourists' behavioral intentions.

Destination image and its mediating influence on con-

structs

Destination image is a remarkable tool in the hands of
DMOs (destination marketing organizations) for influencing
the behavioral intention of tourists to visit and revisit the des-
tination, as studied empirically by scholars of tourism [42, 47].
Similarly, scholars asserted that an optimistic image of destina-
tion is prospective to utilize a favorable impact on behavioral
intentions [38]. Research indicates that tourists perceive differ-
ent sorts of risk while visiting a tourist spot, and as an outcome,
they avoid revisiting such destinations because their revisiting
perception is mostly based on the destination image that influ-
ences their behavioral intentions [42, 47].

The following hypothesis is formulated in consonance with
the literature appended:
H3: Destination image has a positive influence on behavioral in-
tentions of tourists and works as a mediating variable in between
tourism risks and tourist intentions.

Material and methods

This section includes the plan of research, collection of
data along with procedures and statistical methods and tools.
Research design of the current study is grounded on descriptive
research design. The research adhered to the principles of the
Declaration of Helsinki and was approved by the Lovely Profes-
sional University Ethics Committee (LPU/CRDP/EC/291221/01
Date: 29th Dec, 2021). During descriptive research design, sta-
tistical technique, viz., Structural Equation Modeling was used
to analyze and test the developed hypotheses. Structural Equa-
tion Modeling is a statistical technique used for describing the
connection between the observed variables by combining the
models of regression.

An adequate sample was selected and collected by using
random sampling at different destinations of the Kashmir Val-
ley during the collection of data. Here population included do-
mestic tourists who used to visit the different destination sites
such as Sona Marg, Gulmarg, Pahalgam, Mughal gardens, etc.
Data were collected by circulating the closed end questionnaire
among the domestic tourists who visited the different tourist lo-
cations of the Kashmir Valley.

Furthermore, it is confirmed that the questionnaire con-
structs were generated after extensive literature review of qual-
ity relevant research papers. Similarly, for face validity, the
questionnaire was sent to different stakeholders like industry
experts, scholars and tourism faculty for the effectiveness of the
questions. The content validity was established through peer
review. Moreover, reliability of the data was ensured through
the Cronbach’s alpha test. The alpha value of 0.70 is the least
adequate standard for demonstrating internal reliability. The
overall scale reliability as per analysis calculated via SPSS was
more than 0.70, which indicates that there is appropriate inter-
nal consistency reliability between the constructs of the ques-
tionnaire.

Research Process

Research process is a structured approach that guides re-
searchers on how, where, by whom, and when the research is
conducted. The current study was done by a researcher and his
team through a descriptive method in the Kashmir Valley at its
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different tourist places from 15 January 2021 to 15 February 2021
by circulating the self-structured closed end questionnaire ran-
domly through the lottery method among the domestic tourists.

Participant Sampling and Selection Procedure

In the process of the research, the lottery method provides
an unambiguous, affordable, unbiased and transparent way to
choose a basic random sample. This methodology promotes
more reliable and credible research findings and assists in en-
suring equality. During the process of selecting the study partic-
ipants for the sample, respondents/participants of the popula-
tion of the current study were assigned with a unique number,
and a set of unique numbers were randomly drawn for choosing
the sample. At first, the population list was created. Later on,
a unique number was allotted to the participants of the pop-
ulation and finally for selecting the sample, participants were
selected randomly and each participant got an equal chance of
being chosen and the sample was guaranteed to be representa-
tive of the population.

Sample drawing process

In this study, to draw the sample structure for studying the
tourist behavioural intentions, advance thinking was availed in
order to ensure that the sample was drawn from the domestic
respondents comprised of inbound tourists having different
cultures so that results could be generalized. A step by step pro-
cedure was followed while selecting the appropriate sample.

1. Target Population: It included the inbound tourists of
the nation who used to visit Kashmir from different regions
having cultural variations. All these domestic tourists used
to visit the Kashmir Valley for business, leisure and other
purposes.

2. Sampling Technique: Simple random sampling method
was availed where every respondent/tourist had an equal
chance to get selected by the lottery method. Here this
method is preferred for general ability.

3. Krejcie and Morgan Table: Sample size of the population
who visited the Kashmir Valley in the period of the study is
determined by this table.

4. Data collection: Face to face and online interactions via
the self-structured questionnaire were used to collect the
data. The primary data were received from the inbound vis-
itors who came to the Kashmir Valley from different corners
of our nation as domestic tourists. The major part of the
data was received by issuing the hard copy of the question-
naire to respondents at the destination sites.

Research Methodology

The constructs of the conceptual model (Fig. 1) were exam-
ined by using a structured questionnaire with multiple items.
Aside from a few minor modifications to better fit the study
context, every item was directly sourced from relevant previous
research. The study utilized simple random sampling, and data
were gathered through a self-administered questionnaire at var-
ious tourist spots in the Kashmir Valley (refer to Tab. 1).

Research tool and its characterization

The study questionnaire was comprised of three factors/
constructs, viz., tourism risk, destination image and tourist in-
tention, with 11 indicator variables or items. All these items were
constructed on the basis of previous literature.

All the items were identified, checked, verified and vali-
dated for research instrument. Data were collected from the
respondents i.e., domestic tourists who responded by filling in
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Fig. 1. Conceptual research model

Table 1. Research framework

Research design Category
Research approach Quantitative
Research method Descriptive
Research tool for data collection Questionnaire
Research technique Survey and observation / SEM

the questionnaire. SPSS and AMOS software was applied during
the preliminary statistical analysis to examine the measurement
model.

The findings were elaborated into two parts. The first part
of the findings deals with the demographic results wherein the
breakdown of the sample size took place in accordance with
demographic features of respondents. The second part was
further divided into two sub-sections. In the first sub-section,
the measurement model was built and validated by using the
Conformity Factor Analysis. After that, in the next phase, the
design of the entire structural model was completed by incor-
porating the structural components and thoroughly validating
the whole structure. Reisinger and Mavondo [48] recommend-
ed that at least 200 respondents be included in the sample size
for effective parameter approximation in SEM. Prior research on
destination perception was also done with samples of between
200 and 300 tourists [49]. This resulted in a distribution of 280
questionnaires to tourists who visited destinations of Kashmir.
Out of them, 217 completed questionnaires were returned,
resulting in an 80.35% feasible response rate (Tab. 2).

Measurement scales and their construction

Scales of measurement are used to quantify the study con-
cepts for ensuring the data accuracy, reliability and validity.
In the current study, core concepts included tourism risks, des-
tination image and tourist intentions. All three specified con-
cepts were reviewed extensively from the literature for appro-
priate and relevant development of questions and statements so

Table 2. Sampling framework

Sampling structure Category

Sampling design Quantitative

Sampling technique Simple random sampling (PS)

Sampling extent Kashmir Valley

Sample size 217 respondents
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that concepts were measured properly. After the development
of questions/statements, reliability and validity of the questions
were ensured by applying the Cronbach’s alpha and obtaining
expert views from the scholars and the study expert. After Cron-
bach’s alpha testing and positive opinions of experts, Interval
scale was availed to address responses from respondents. Final-
ly, to confirm the dimensionality, CFA was used for evaluation of
the measurement model. Later on, the scale was administered
with the statistical tool called SEM (Structural Equation Mod-
eling).

Dimensions of Survey Questions

The dimensions of the questionnaire were meant to address
anumber of features related to tourism in Kashmir, a region his-
torically characterized by conflict sensitivity. In light of this spe-
cific scenario, the questionnaire sought to evaluate how tour-
ists perceive the place and how this perspective may affect their
choices to travel there, in spite of the risks and uncertainties
that exist over there. The objective of the questions was to com-
prehend how the perception of a destination influences tourist
intentions and behaviours, particularly how the perception of
Kashmir, in the midst of risk and conflict, influences the bal-
ance that exists between visitation and uncertainty. The follow-
ing were the primary factors that the questionnaire sought to
investigate:

1. Tourists' perception of destination image: This involved
how they evaluated the region's social, cultural, and scenic
features. which could be influenced by personal experienc-
es, word-of-mouth, and the media.

2. Perception of tourism risk: This included how tourists
viewed safety, political unpredictability, and any other un-
knowns that could affect their decisions.

3. Risk-visitation balance: The survey also aimed to ascer-
tain how these risk perceptions related to destination visi-
tation.

4.Decision making and image: This work attempted to gov-
ern whether an optimistic image of the destination could
mitigate perceived risks and increase tourism influx.

In general, the questionnaire aimed to capture the complex
relationship between the intention of tourists, tourist risks, and
image. The objective was to comprehend the influence of image
on tourism in a sensitive destination like Kashmir. The ques-
tions were thoughtfully crafted to examine these dimensions
and were self-explanatory.

Data Analysis and inference

It was revealed by descriptive analysis that 55.3% of the
respondents were male, and 44.7% were female. Also, 43.78%
were between 18 and 36 years old. Similarly, 38.70% of those
who visited were businessmen by occupation. Furthermore, the
results showed that the majority of tourists who visited the area
were married (54.8%). As per data analysis, second timer visita-
tion had a major share, i.e. 45.16% (Tab. 3).

Results

Research model measurements

Structural Equation Modeling was utilized in this study.
Initially, we employed the confirmatory factor analysis to assess
the measurement model, followed by an examination of the
structural relationships between study constructs. Each con-
struct was successfully aligned with its intended conceptual
framework, showing significant factor loadings that exceeded
0.70 [50]. However, a few items related to destination image
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Table 3. Demographic profile

Variable Frequency %
Male 120 55.3
Gender
Female 97 447
) Married 19 54.8
Marital status -
Single 98 452
18t0 36 95 43.78
Age 371055 76 35.02
55 and above 46 21.19
Employed 73 33.64
Occupation Businessmen 84 38.70
Major students 60 27.64
1st timer 79 36.40
Visitation Count 2nd timer 98 4516
More than two visits 40 18.43

fell short of the recommended threshold of 0.7, leading to their
removal (Tab. 4). To evaluate the model's adequacy, we exam-
ined various goodness-of-fit indices, composite reliability (CR),
and both convergent and discriminant validity of the latent con-
structs. The CFA results demonstrated that the measurement
model fit the data quite well (Tab. 4), with x2 = 327.084, df =
146, x2/df = 2.240, CFI = 0.95, NFI = 0.91, GFI = 0.91, RMR =
0.057, and RMSEA = 0.06. Therefore, the model fit indices were
deemed acceptable according to the standards set by Hair et al.
[50].

Table 4. Measurement items, mean and standard deviation

Construct and items SL M | SD
I'm terrified of the risks associated with
tourism in Kashmir (TR1) 075 1353 | 1.21
Tourism risk | Travelling Kashmir is definitely risky for
(TR) tourists during disturbances, etc. (TR2) 079 | 363 | 1.18
I'm terrified that this place will expose me
to a physical threat (TR3) 070 1224 1.28
Traditipns of Kashmir make it a destination 080 | 358 | 126
of choice (DI 1)
Hospitality by locals to tourists at this
destination is worthy (DI 3) 076 | 344 1.24
Destination | Natural attractions of the Kashmir Valley
Image (D) | are charming and delightful (DI 5) 083 1356 | 1.2
Infrastructure at Kashmir for tourism is
attractive (DI 4) 081|357 | 1.29
The Ielvel of hospitality received at this 083 | 356 | 122
place is acceptable (DI 2)
Travel experience in Kashmir is
demanding to revisit again and again (T 1) 087 | 342 1.24
Tourist - - :
intentions | have a strong emotional tie with Kashmir 080 | 380 | 133
(T (TI2)
Visiting Kashmir as a tourist is valuable
and remarkable (Tl 3) 0721330 1.2

Note: SL = standard loadings, M = mean, SD = standard deviation.
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Convergent validity and discriminant validity

Convergent validity was evaluated using composite relia-
bility, average variance extracted and Cronbach’s alpha (Tab. 5).
It is clear that both Cronbach’s alpha and CR values in the de-
veloped model exceeded the recommended threshold of 0.70.
The overall scale reliability, as analyzed through SPSS, is also
above 0.70. All relevant scales used in this study are listed be-
low. Additionally, the AVE values for all constructs were above
the 0.50 threshold [50]. To assess the discriminant validity of
the constructs, we compared the square root of the AVE values
with the relationships between latent variables. For an indi-
vidual construct, the square root of the AVE was greater than
the correlation with other constructs, confirming discriminant
validity [50].

Table 5. Convergent and discriminant validity

Construct a CR AVE | MSV TR DI Tl
TR 0846 | 0.83 | 062 | 049 | 0.774 - -
DI 0911 | 091 063 | 041 | -0.610 | 0.624 -
Tl 0911 | 090 | 0.71 042 | -0.573 | 0.621 | 0.841

Note: Data derived from Structural Equation Modeling (SEM); o = Cronbach’s alpha,
CR = composite reliability, AVE = average variance extracted, MSV = maximum shared
variance, TR = tourism risk, DI = destination image, TI = tourist intention.

Structural model of research

Evidence from the model fit indices, along with its validity
and reliability, indicates that the measurement model is indeed
appropriate. Following this, we applied Structural Equation
Modeling to estimate the proposed conceptual model (Fig. 1),
utilizing the maximum likelihood estimation method. The over-
all fit of the model yielded the following results: x2 = 328.773, df
=147, x2/df = 2.23, CFI = 0.95, NFI = 0.91, GFI = 0.89, RMR =
0.062, and RMSEA = 0.06, which suggests a good model fit. The
findings show that H1 is not supported, as tourism risk does not
have a substantial direct connection with tourist intention (8 =
-0.03, p > 0.001) (Tab. 6). On the other hand, H2 and H3 are
supported, indicating that tourist risk has a noteworthy adverse
connection with destination image (f = -0.562, p < 0.001).
Additionally, destination image (f = 0.420, p < 0.001) shows
a significant positive relationship with tourist intention (Tab. 6).
Together, the constructs of tourist risk and destination image
account for 56.2% of the observed variance in tourist intentions.

Table 6. Hypothesis testing

Direct effects B R2 tvalue | pvalue | Hypothesis test
TR—TI -0.03 | 0.0009 | -0.389 | 0.698 |Hsnotsupported
TR — DI -0.562 0.32 | -8577 |<0.001| H,supported
DI—-TI 0.420 0.17 6.683 | <0.001 | Hs supported

Note: TR = tourism risk, DI = destination image, TI = tourist intention, = regression
coefficient, R2 = regression. *** - p < 0.001.

Mediation by Hayes method

In this instance, the Hayes method, which is regarded as
more popular than Barren and Kenny's technique and Sobel's
test [51], was used to evaluate the mediation effect utilizing the
bootstrap approach. Using the AMOS software's User-Defined
Estimands function, this method enables the calculation of
each path's unique indirect effect in addition to the overall indi-
rect effect. Bootstrap confidence intervals are then used to test
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the significance of the estimated coefficients. Thus, the boot-
strapping performed on 2000 bootstrap samples with a 95%
bias-corrected percentile is presented in Table 7, and the boot-
strap estimate of B = -0.263 indicates that destination image
mediates the relationship between tourism risk and behavioral
intentions of tourists. The indirect effect is, in fact, statistically
dissimilar from zero at p < 0.05 with 95% confidence, as neither
the upper limit confidence interval -0.156 nor the lower limit
confidence interval —0.403 include zero [51]. Therefore, H, and
Hs are supported.

Table 7. Illustrations of bootstrap results to test the significance
of multiple mediation effects

95% confidence

Effects Bootstrap estimates :
interval

Testing

Specific

indirect effects | P SE | p | LLCI | ULCI

Hypothesis test

H, and H; are

TR— DI — Tl | -0.263 | 0.063 | 0.001 | -0.403 | -0.156
supported

Note: TR = tourism risk, DI = destination image, TI =tourist intention, B = regression
coefficient, SE = standard error, p = probability value, LLCI = lower limit confidence
interval, ULCI = upper limit confidence interval.

Discussion and Implications

The present work evaluates the research model by con-
sidering how tourists' behavioral choices towards the Kashmir
Valley as a travel destination are influenced by tourism risks in
tourism and destination image. First, for Hj, the results revealed
that tourism risks have no direct significant effect on tourists’
behavioral intentions (p > 0.001, B = —-0.03) (Fig. 2). It is further
confirmed that sightseers are harmony lovers, which clarifies
that tourists will not come despite the risks. Therefore, academ-
ics also tend to privilege that there is a negative association be-
tween tourism risks and the behavioral intention of tourists [4]
and such research is not in contrast to such a claim because the
effect of tourism risks, i.e. perceived risk, political risk, social
risk, etc., on the intention of tourists was measured in the pres-
ence of destination image acting as a mediator, thus making the
direct path irrelevant.

Destination
Image

(D)

-0.56 (p < 0.001) 0.42 (p < 0.001)
Tourism Tourist
Risks Intentions
-0.03 (p = 0.698)
(TR) (™)

Note: Data derived from Structural Equational Modeling (SEM).

Fig. 2. Structural research model

Secondly, for H,, the findings showed that various tour-
ism risks like perceived risk, political risk, and social risk have
a notably negative impact on how a destination is viewed ( =
-0.562, p < 0.001). As anticipated, how tourists perceive risk
tends to tarnish the image of the destination [13, 52]. Numerous
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researchers have pointed out that these tourism risks, linked
to the characteristics of a destination, can lead to negative per-
ceptions among tourists, ultimately resulting in a less favorable
image of the place they are visiting [39]. Therefore, a tourist's
perception of risk whether during the process of booking and
enjoying tourism services or while they are actually at the desti-
nation can shift their views about the environment of that des-
tination, especially when compared to situations where tourists
do not feel any risk [52].

The findings for H; indicate that destination image (p =
0.420, p < 0.001) plays a substantial and positive part in shaping
tourists' behavioral intentions. This aligns with earlier research
that has shown a clear connection between how a destination
is perceived and the likelihood of tourists wanting to return.
In fact, past studies have consistently demonstrated that a strong
destination image positively influences tourists' intentions to
revisit [1, 13]. This highlights just how crucial destination image
is in encouraging tourists' behavioral intentions.

The findings for H2 and H3 showed that destination image
plays a crucial part as a mediator in the connection between var-
ious tourism risks - like perceived risk, political risk, and social
risk - and behavioral intentions. This aligns with the research
by Chew and Jahari [13], who also indicated that destination
image serves as a mediating factor in the relationship between
these tourism risks and the intention to revisit. The specific in-
direct effects for each pathway are significant at p < 0.05, and
the corresponding lower and upper confidence intervals do not
include zero (refer to Tab. 7). Additionally, Alvarez and Campo
[54] noted that destination image significantly influences over-
all perceptions and intentions.

Thus, destination images fully mediated the relationship
between tourism risks, i.e. perceived risk, political risk, social
risk, etc., and tourists’ behavioral intentions because the direct
effect of the independent variable on the dependent one was
insignificant in the presence of the mediator [51]. The overall
results of mediation analysis suggest that destination image
must be considered when theorizing tourist perceptions of risk
at a given destination and their corresponding behavioral inten-
tions to that destination. The outcomes of the study confirmed
that the image of a conflict-hit destination works as a mediator
for reducing the tourism risks and developing positive behavio-
ral intentions among the tourists.

Conclusions

The study confirms that destination image plays a positive
part in the decision making of tourists and their behavioral in-
tentions towards destinations that are sensitive to tourism risks.
Furthermore, there is no direct association between tourism
risks and tourist intentions, but tourism risks have a negative
degree of correlation with destination image, and the influence
of tourism risks on the behavioral intentions of tourists is mit-
igated by the image of destination. Therefore, it is concluded
that the influence of destination image as a mediator between
tourism risks and tourist intentions increases positive tourist
experience as a part of tourist intentions. Similarly, tourism is
increased and loyalty to a destination brand attains strength
when market share increases. Market share is also increased by
campaigns launched by the destination marketing organiza-
tions (DMOs) with collaborators at the destination in the pres-
ence of destination image as a mediator between tourism risks
and tourist intention.
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Limitations and future scope

The present work is limited to the perception of domestic
tourists only but the study can be stretched to the perception of
both native and international tourists in the future.

According to the literature, the way that tourists perceive
risk and image may fluctuate based on their demographics.
Therefore, further research is needed to assess how tourist de-
mographics affect the relationship between destination image,
tourist behavioural intention and tourism risk at the destina-
tion.
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