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This research shows how destination image affects tourist 

satisfaction and revisit intention, while impacting social 

return, memorable tourism experiences and digital 

marketing interactions as mediating factors. Although 

previous studies have mentioned how Destination Image 

(DI) impacts traveler behaviour, this research addresses 

theoretical gaps by applying new digital elements and 

extending the investigation to a non-Western arrangement. 

Deducing from the theories of planned behaviour and social 

exchange, the research uses a quantitative, causal 

methodology. 203 proper responses from Pakistani 

travelers were attained through an online survey. 

Hypotheses were checked using structural equation 

modelling (PLS-SEM), which analyzed both direct and serial 

mediation effects. The result shows that DI has a vital 

effect on Memorable Tourism Experience (MTE) and Social 

Return (SR), both of which have a positive effect on Digital 

Marketing Interactions (DMI). DMI is a mediator, with a 

vital impact on both TS and RVI. The mediation passages 

DI → MTE → DMI → TS and DI → SR → DMI → RVI were 

supported. According to the findings, digital interactions 

and post-visit behaviors are shaped by catchy experiences 

and social validation. By studying digital behavioral 

elements into destination marketing models, this study 

makes theoretical contributions and provides advice to 

tourists looking to increase satisfaction and loyalty through 

digital storytelling. The study also focuses on the 

contextualizing digital tourist models in various cultural 

contexts, like Pakistan. 
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1. Introduction 

Digital marketing has developed being a promotional tool, affecting tourist behavior both 

before and after their visits (Kandasamy et al., 2024). These upgradations in the tourism sector 

strongly influence perceptions and decision-making of visitors (Purhani et al., 2025). Destination 

image displays the sum of an individual’s mindset representations and emotional impressions 

about a destination and is considered a vital factor in tourism frameworks (Liu, Wang, & Zhang, 

2024). Digital Marketing Interactions generates two-way communication between tourists and 

visiting spots through social media platforms. Wilopo and Nuralam (2025) visualize these 

interactions as a main component of Social Media Marketing Communications which 

include interactions. Their research reveals that these interactions highly increase tourist 

satisfaction, which influences revisit intention. Memorable Tourism Experience is a positive 

experience that is recalled long after the trip has occurred. The content created by tourists on 
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social media connect their self-image and strengthen their memory of the experience (Wilopo & 

Nuralam, 2025). Also, Souza, Marques Júnior and Mendes-Filho (2025) explain that valuable and 

entertaining destination communication and marketing can set the platform for a positive 

experience by connecting expectations with reality, a key factor in memorability. Tourist pleasure 

from memorable experience, is the strongest driver of revisit intention and the intention to refer 

a destination to others (Jimenez-García et al., 2025). Previous studies confirm that a well-defined 

destination image not only influences tourists’ decision-making processes, including destination 

choice (Luong, 2025; Wang & Hsu, 2010), but also enhances the likelihood of memorable tourism 

experiences, positive evaluations, overall satisfaction, and future behavioral intentions (Yabo, 

Wee, & Gani, 2024). The tourism setting is highly affected by online means and the meaningful 

experiences. Research by Seow, Foroughi and Choong (2024) explain the deep insights into this 

modern tourism sector. Their study can be systematically mapped onto a study framework 

analyzing Destination Image, Social Return and Memorable Tourism Experiences as predecessors 

mediated by Digital Marketing Interactions resulting in Tourist Satisfaction and Revisit Intention. 

 

When planning a trip and choosing a destination, tourists often rely on internal information 

and recall of past memorable experiences. According to Kim and Ritchie (2014), “a memorable 

tourism experience (MTE) is “an exposure remembered and recalled after the occurrence of an 

event.” Scholars such as Hosseini, Cortes Macias and Almeida Garcia (2023); Kong et al. (2024), 

and Pham et al. (2025) argue that emotionally impactful experiences result in stronger 

connections and promote positive/negative word-of-mouth. The perceived impression of a 

destination is another foundation of tourist behavior. Destination Image, comprising cognitive 

evaluations, directly molds experiences. Zhang, Wu and Buhalis (2018) explains that Country 

Image perception of a destination's politics, economy, technology and people influences the more 

specific, tourism-focused Destination Image. This explains that a positive overall perception of a 

visiting spot is a vital prerequisite for creating memorable experiences. The vital elements of 

tourist behavior are shaped by online ecosystems. The rapid increase of social media and online 

marketing has basically modified how tourists search for information, form beliefs and make visit 

decisions (Armutcu et al., 2023; Islam, 2021). Literature has also discussed the role of social 

media and user generated content in forming tourists’ destination image (Chopra, Lim, & Jain, 

2024). Social networking sites (SNS) enable travelers to share their experiences with a global 

audience, influencing the perceptions of potential tourists and shaping the collective image of 

destinations. 

 

Online marketing channels with appealing visuals considerably influence how tourists seek 

and assess destination information. Travelers nowadays share their experiences in real time in 

addition to using digital tools for planning and booking. The platforms like Instagram, Meta and 

TripAdvisor have made it easier for visiting spots to advertise themselves in a distinctive way 

(Ghaderi et al., 2024).Seow, Foroughi and Choong (2024) described that electronic word of 

mouth is important medium through which satisfaction effects upcoming revisit plans. While 

satisfaction separately did not influence revisit intention, it projected electronic word of mouth 

creation which in turn had a significant direct effect on revisit intention. Electronic word of mouth 

was observed to fully mediate the connection between tourist satisfactions and revisit intention. 

This explains that Digital Marketing Interactions are not just an output but a vital mechanism 

that convert tourist satisfaction into strong revisit plans (Seow, Foroughi, & Choong, 2024). 

Circulating travel experiences through images, text, audio or video increases memory 

preservation and emotional depth (Liu et al., 2025). Tourists seek validation and feedback from 

their online circle, which assists to the formation of social return explained as the anticipated 

shares, likes and comments from posting tourism content (Boley et al., 2018). Via social media, 

tourists take on different roles: partners, collaborators, promoters, and storytellers (Osei, 

Mensah, & Amenumey, 2018). These online prints not only polish their own image but influence 

others as well. They can enhance the memorability of visitor’s experiences and plays a vital role 

in future visitation (Mittal, Bhandari, & Chand, 2022). 

 

1.1. Research Gap 

Tourism research has enhance the effect of DI on TS and RVI (Hadiwijaya, 2024; Zhao et 

al., 2024), the upgradations brought by digital platforms remain viewed in current frameworks. 

Past studies often neglect the broader roles that tourists play in online environments such as  

social influencers—and how these roles connect with constructs like MTEs and SR. While DMI is 
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becoming main focus to tourist decision-making, the ways through which DI supports to 

satisfaction and behavioral results via digital engagement are not fully theorized. 

 

Although past studies has examined the effect of digital media on tourism destinations, 

most researches have focused on Western or well-established tourist spots. The lack of study in 

the Pakistani context shows concern about the generalizability of these results to non-Western 

locations. Dynamic social, cultural and digital practices may vitally impact tourist satisfaction and 

RVI, highlighting the requirement to explore these variables in the local environment. Moreover, 

the incorporation of SR and MTE as mediators within online tourism models is scarce. Therefore, 

this research focuses on a gap by examining how DI effects RVI and TS through MTE, SR, and 

DMI. This approach gives a more holistic knowledge of tourist behavior in a digital tourism context 

and helps bind conceptual limitations in earlier destination marketing literature. 

 

2. Literature Review 
2.1. Theoretical Foundation 

The research indicates two basic theories of the literature: the Theory of Planned Behavior 

(TPB), which shows how behaviors are effected by individuals' attitudes and intentions (Ajzen, 

1991), and Social Exchange Theory (SET), which describes individuals connect in interactions 

based on the anticipation of mutual benefits, leading to the generation of trust, long-term 

commitment and loyalty (Cropanzano & Mitchell, 2005). In this situation, when an individual 

interprets positive exchanges through likings and reacts on social media, they are more likely to 

exposure satisfaction, which influences their behavioral intentions. Moreover, prior studies show 

that when individual's expectations are met, they sustain their behavior. The current study 

connects both theories and examines the effect of digital media on satisfaction as well as its 

precedents upon revisiting intention. 

 

2.2. Destination Image 

DI is a bold antecedent linked with overall satisfaction, which in turn establishes visitors' 

intentions to return to that destination (Astuti, Natsir, & Elmas, 2025). Destination 

Image remains an important element to tourist behavior. A positive impression, containing 

cognitive assessments, is efficient indicator of brand value and highly supports to tourist pleasure 

(Jimenez-García et al., 2025). Destination Image is the combination of beliefs and impressions a 

tourist has of a location. Digital marketing interactions are vital in shaping this impression. 

(Wilopo & Nuralam, 2025) observed that material shared by tourists through social media 

platform has a reasonable impact on molding tourism trends and is closely connected to the 

destination’s image. Tourist-created content is often perceived as more reliable than official 

sources, directly affecting potential visitors' perceptions. Souza, Marques Júnior and Mendes-

Filho (2025) explained this by showing that credible destination communication and marketing 

material increases the perceived value of the destination, hence improving its impression in the 

minds of consumers. An influential destination image, created through effective digital 

interactions, is a basic driver of both tourist satisfaction and destination revisit. Destination 

Image is mostly created and spread through these online channels. The user-friendly accessibility 

of digital information (like Tourist Destination Online Content) are supreme in shaping this 

impression and setting tourist desires (Jeong & Shin, 2020; Ramkissoon & Nunkoo, 2008). 

Genuine and favorable digital representation of a place, attain through high-definition images, 

videos, and attractive content, can generate a strong, favorable Destination Image that effects 

potential tourists to select it over other competitors (Kim & Kim, 2020; Toral, Martínez-Torres, & 

Gonzalez-Rodriguez, 2018). DI comprises induced and organic images; the induced images are 

created by marketing campaigns designed to shape travel preferences, whereas organic images 

originate from non-commercial sources like media coverage and personal experiences (Wang et 

al., 2021). These gradually form a person’s perceptions of a location. Establishing a positive DI 

can give tourist attractions a competitive edge and significantly impact tourists' future travel 

intentions (Dhivya et al., 2023; Ragmoun, 2024). A destination's overall impression comprises 

its attractions, atmosphere, amenities, and the holistic perception formed through personal 

encounters (Zhou, Pu, & Su, 2023). DI has been studied, its indirect influence through online 

mediators like MTE and SR remains neglected — especially in the contexts of developing 

countries. 

 

2.3. Hypotheses Introduced 

• H1: DI has a significant impact on MTE. 

• H2: DI has a significant impact on SR. 
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2.3. Memorable tourism experience 

Tourism remembrances are vital to the travel experience. These are shaped by distinct 

activities and personal growth while traveling (Hosany, Sthapit, & Björk, 2022). Assessing 

emotional experiences establishes memorability, which is shaped by the ability to recall events 

and past travel reflections. The outcome of effective pre-travel online interaction and a bold 

destination image is Memorable Tourism Experience. The Self-Determination Theory explains 

that such memorable experiences, which satisfy needs for relatedness, autonomy and 

competence, are strong drivers of positive outcomes (Deci & Ryan, 2000; Rasoolimanesh et al., 

2021). Memorable Tourism Experience is highly linked to the tourist happiness. Recent studies 

indicates that happiness is not an outcome of contentment but a positive emotional state 

resulting from meaningful experiences Peng et al. (2023) as cited in Jimenez-García et al. (2025). 

Digital marketing plays a vital role by setting the platform for these positive experiences through 

virtual engagement. The main goals for tourism marketers, Tourist Satisfaction and Revisit 

Intention, are highly influenced by positive memorable tourism experience. Furthermore, the 

sentimental and qualitative elements of a tourist's journey are vital to forming a Memorable 

Tourism Experience. Seow, Foroughi and Choong (2024) confirmed that both emotional value 

and quality value are positively related to the overall tourist experience. This connect with the 

idea that tourist experiences which are psychologically resonant and high in quality become 

memorable and are significant predictors of future behavior, directly influencing Revisit Intention 

(Seow, Foroughi, & Choong, 2024). Zhang, Wu and Buhalis (2018) explained a direct and 

powerful connection from memorable tourism experience to Revisit Intention, indicating that a 

tourist experience that is memorable can itself be an adequate driver for loyalty, irrespective of 

other variables. MTEs are crucial for fostering emotional bonds with a place. Personalized and 

meaningful experiences lead to stronger psychological attachment and behavioral intention 

(Rahmawati, Kusumawati, & Sunarti, 2024). Researchers also show that extraordinary 

experiences are highly linked with satisfaction and future travel plans (Guleria, Joshi, & Adil, 

2024). However, while prior studies address the emotional impact of MTEs, less is known about 

how they influence digital engagement (DMI) and how DMI may carry forward MTE's influence 

into behavioral outcomes. 

 

2.4. Hypotheses Introduced 

• H3: MTE has a significant impact on DMI. 

• MH1: MTE mediates the relationship between DI and DMI. 

• MH7: DMI mediates the relationship between MTE and RVI. 

• MH8: DMI mediates the relationship between MTE and TS. 

 

2.5. Social Return 

People naturally strive to present themselves positively to boost their self-esteem (Boley, 

Woosnam, & Jordan, 2024). Social media allows personal expression and feedback, sustaining 

identity and social status. The concept of (SR) refers to the verification received through online 

platforms when tourists share travel posts — an aspect now thoroughly integrated in travel 

behavior. The tourist reviews can be observed as a modern era expression of Social Return, 

where tourists get value from sharing their experiences within their social circle, becoming 

ambassadors for the particular locations (Sharafuddin, Madhavan, & Wangtueai, 2024). Social 

Return is explained as the psychological benefits individuals get from sharing their experiences 

on social media platforms, such as social standing, and a sense of attachment. The positive 

assessment of social media posts can mold travel projections before the journey starts, affecting 

the generation of Memorable Tourism Experiences and intentions to revisit and recommend 

(Wilopo & Nuralam, 2025).  

 

SR is dynamic, influencing all types of tourists and destinations. While it's been examined 

in leisure contexts, its function as a psychological motivator that results in to digital interaction 

and ultimately to satisfaction and RVI is still understudied. Response on posts often molds users' 

anticipated outcomes and future plans. This matches with Social Exchange Theory, which 

describes how individuals are driven by reciprocal social value in digital settings. SR helps in 

generating memories and positive tourism experiences (Hidayat Roffik, Wibowo, & Zaim, 2024; 

Toral, Martínez-Torres, & Gonzalez-Rodriguez, 2018). Social Return is linked with the "social 

value" aspect of perceived value in Seow, Foroughi and Choong (2024) research. Social benefits 

tourists attain from a destination is a big driver of their satisfaction, highlighting the importance 

of generating communities and combined experiences in tourism (Seow, Foroughi, & Choong, 
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2024). Social Return is an important element in the digital age. Boley et al. (2018) explain it as 

the positive social feedback (e.g. comments and shares) one supposes to receive from telling 

travel journey on social media platforms. Online suggestions act as a form of social proof, 

increasing the perceived value and social support connected with visiting a destination (Filieri et 

al., 2021; Jacobsen & Munar, 2012).  

 

2.6. Hypotheses Introduced 

• H4: SR has a significant impact on DMI. 

• MH2: SR mediates the relationship between DI and DMI. 

• MH9: DMI mediates the relationship between SR and RVI. 

• MH10: DMI mediates the relationship between SR and TS. 

• MH5: SR and DMI serially mediate the relationship between DI and RVI. 

• MH6: SR and DMI serially mediate the relationship between DI and TS. 

 

2.5. Digital Marketing Interactions 

Digital recommendations and user-generated content have upgraded tourist behavior. 

Online reviews effects choice formation (Filieri et al., 2021) and tourists now dependent on 

immediate feedback before choosing destinations (Guo & Pesonen, 2022). Studies reveal that 

digital material must be available, engaging, useful, and share high perceived value to get 

attention and effect the pre-purchasing decision-making process (Sharafuddin, Madhavan, & 

Wangtueai, 2024). The attractive nature of online platform allows for the generation of 

appropriate value, creating a stronger bond between the tourist and the destination (Sari, Ms, & 

Erlina, 2023). According to Souza, Marques Júnior and Mendes-Filho (2025) Digital Marketing 

Interactions, provides valuable material to link and sustain target individuals. Their study 

explains that the evaluated value of Digital marketing interactions determined by its pleasure, 

information and personalization—positively affects tourist satisfaction and revisit intention. This 

underlines the role of quality digital marketing interactions in constructing tourist loyalty, a key 

antecedent to re-visitation. Tourists now rely on Digital Marketing Interactions, engaging with 

content on social media platforms like face book, Instagram to check the ideas and opinions of 

others, which can change their decision-making intentions of visit (Dewnarain, Ramkissoon, & 

Mavondo, 2019; Erkan & Evans, 2016). Digital Marketing Interactions act as a main mediator in 

the process. This is the process through which pre-trip attitudes (like Destination Image and 

Social Return) and real time experiences (Memorable Tourism Experiences) are transformed into 

post-travel results (Satisfaction and Revisit Intention). By sharing of experiences and generating 

a platform for engagement, digital marketing interactions increases the impact of these 

constructs (Armutcu et al., 2023; Köchling, 2021). The research of Armutcu et al. (2023) 

describes that Digital marketing interactions mediates the connections between tourists' 

assumption of online content and their intentions, focusing its primary role in the latest tourist 

decision-making stages(Ahmed, Azhar, & Mohammad, 2024; Mohammad & Ahmed, 2017). TPB 

states, digital interaction explains intentional behavior changes by perceived value and social 

effect (DMI) refers to all links tourists make with user content online. Despite creating attention 

to DMI in tourism, its representation as a central mediator between experiential constructs (MTE, 

SR) and behavioral outcomes is still insufficiently studied, especially in developing markets. DMI 

often connects emotional memory and future decisions. 

 

2.6. Hypotheses Introduced 

• H5: DMI have a significant impact on RVI. 

• H6: DMI have a significant impact on TS. 

• MH3: DMI mediates the relationship between DI and RVI. 

• MH4: DMI mediates the relationship between DI and TS. 

 

2.7. Tourist satisfaction and Revisit Intention 

Customer satisfaction displays the extent to which a destination fulfills or exceeds tourists’ 

projections (Wilopo & Nuralam, 2025). Online response and reviews highly influence satisfaction 

and post-trip behavior (Iksan, Heryati, & Rusli, 2024). Tourists often depend on peer experiences 

and accurate online content (Guleria, Joshi, & Adil, 2024). The causal connection from digital 

interactions to cognitive intent is regularly mediated by Tourist Satisfaction. Wilopo and Nuralam 

(2025) describe empirical evidence that connection with social media vitally enhanced tourist 

satisfaction, which has a high influence on revisit intention. Satisfaction is attained when the 

service attained meets or exceeds expectations created through online channels. Revisit 

Intention is not just gratification but also the emotional and cognitive loyalty generated through 
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online engagement that motivates the desire to revisit. Souza, Marques Júnior and Mendes-Filho 

(2025) found a positive connection between destination image and intention to revisit. Digital 

marketing interactions are not just a marketing tool but a basic procedure for building links, 

managing anticipations, and generating the emotional links that drive tourist satisfaction and 

revisit intention. The main purpose of destination marketing are Tourist Satisfaction and Revisit 

Intention. The link between these is complicated Seow, Foroughi and Choong (2024) reported a 

subtle discovery where satisfaction did not have a direct effect on revisit intention but was in 

place of fully mediated by digital marketing interactions. Combined molds DI and future 

intentions (Paisri, Ruanguttamanun, & Sujchaphong, 2022; Zhu, Zhu, & Weng, 2024).  

 

3. Methodology 
This study contains an explanatory research design, which examines casual relationships 

among variables rather than simple connections between events. It examines the relationships 

between DI, DMI, MTEs, SR, TS, and RVI. 

 

3.1. Research Design 

Quantitative approach was used in this study. This study used a positivist, quantitative 

approach to test hypothesized connections using statistical analysis. 

 

3.2. Data Collection 

Cross-sectional research approach was used, data gathered at a single point in time using 

digital, self-administered surveys. Online surveys were used to collect data for this research. The 

questionnaire link was spread through social media platforms like WhatsApp, Facebook, and 

LinkedIn to increase accessibility. Data was gathered using the survey method, which contained 

self-administered questionnaires. No interviews were conducted. 

 

3.3. Measures 

The measurement scales were designed from recognized instruments in past literature as 

follows: Destination Image from Baloglu and McCleary (1999); Beerli and Martıń (2004), and Lin 

et al. (2007); Memorable Tourism Experience from (Kim & Ritchie, 2014); Social Return from 

(Boley et al., 2018); Digital Marketing Interactions from Armutcu et al. (2023); Tourist 

Satisfaction from Kim and Ritchie (2014); and Revisit Intention from Zhang, Wu and Buhalis 

(2018) and Chen and Chen (2010). Responses were attained using a five-point Likert scale 

ranging from 1 (strongly disagree) to 5 (strongly agree). 

 

3.4. Sampling Technique 

Target respondents were chosen via convenience sampling. Our research uses 

convenience sampling to attain the research goals.  

 

Table 1: Sample Characteristics 
Category Subcategory Frequency Percent Cumulative Percent 

1. Gender     
 Male 119 58.6% 58.6% 
 Female 84 41.4% 100.0% 
2. Age     
 18–24 112 55.2% 55.2% 

 25–34 76 37.4% 92.6% 
 35–44 9 4.4% 97.0% 

 45–54 6 3.0% 100.0% 
3. Education     
 High School or Less 5 2.5% 2.5% 
 Bachelors 79 38.9% 41.4% 

 Masters 114 56.2% 97.5% 
 PhD 5 2.5% 100.0% 
4. Monthly Household 
Income 

    

 < 100,000 123 60.6% 60.6% 
 100,000 to < 300,000 54 26.6% 87.2% 
 300,000 to < 500,000 19 9.4% 96.6% 

 Above 500,000 7 3.4% 100.0% 
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Participants were hired using a non-probability convenience sampling technique, widely 

used in consumer behavior and tourism studies. First, it assists us identify responders who 

understand the concepts and can give logical answers, securing data quality. Due to its relevance 

and efficiency in specific study contexts, convenience sampling is broadly used in tourist 

research. In addition, to ensure demographic diversity and improve data reliability, our deliberate 

attempt to include respondents from diverse demographic backgrounds guarantees the sample's 

representativeness. Participants were obligated to respond using a five-point Likert scale, 203 

valid responses were collected through the questionnaire. A sample size from 100-200 responses 

is considered medium and over 200 sample size is considered significant, according to Kline 

(2023) paradigm. Though Mooi, Sarstedt and Mooi-Reci (2018), stressed over the precision for 

which it was used, rather than its size. Literature emphasizes that a carefully chosen sample of 

150 sample is more significant than a large sample of 400 participants randomly chosen. 

However, Memon et al. (2020) recommended a sample size 160-300 valid observations for 

multivariate statistical analysis method like PLS-SEM. Therefore, our sample size is considered 

significant to run statistical analysis and support the generalizability of findings to a broader 

range of Pakistani tourist destinations. 

 

3.5. Sample Description 

A total of 203 valid responses were collected for this study using a structured 

questionnaire distributed among the general population. The demographic breakdown includes 

gender, age, education, and monthly household income. In gender breakdown, 58.6% of the 

respondents were male, while 41.4% were female, showing a slightly higher males in the study. 

Most individuals (55.2%) fell within the 18- to 24-year-old category, followed by 37.4% in the 

25 to 34 years category, showing that most individuals were relatively young. A good portion of 

the respondents held a master’s degree (56.2%), with 38.9% having fulfilled a bachelor’s degree. 

Only a small percentage had a PhD or high school education. Also 60.6% of participants earnings 

less than PKR 100,000 per month, followed by 26.6% earning between PKR 100,000 and 

300,000. Some individuals had higher income levels. These demographics reflect an educated 

and moderate earning population, aligning well with the research context.  

 

Table 2: Convergent Validity 
No. of Items Loadings Cronbach αlpha Composite Reliability AVE 

DI2 0.786    
DI3 0.816    

DI4 0.778    
DI5 0.853    
  0.826 0.883 0.654 
DMI1 0.878    
DMI3 0.93    
DMI4 0.92    
  0.896 0.935 0.828 

MTE13 0.732    
MTE14 0.731    
MTE15 0.712    
MTE16 0.767    
MTE17 0.764    
MTE18 0.716    

MTE20 0.78    
MTE21 0.767    

MTE3 0.611    
MTE9 0.638 0.898 0.916 0.524 
     
RVI1 0.929    
RVI2 0.918    

RVI3 0.919 0.912 0.944 0.85 
     
SR1 0.825    
SR2 0.705    
SR3 0.804    
SR4 0.855    
SR5 0.754 0.85 0.892 0.625 

     
TS1 0.904    
TS2 0.848    
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TS3 0.892 0.859 0.913 0.777 

 

Table 2 explains that all models follow convergent validity models. Most factor loadings 

increased the values for Cronbach’s alpha, composite reliability and AVE show strong construct 

reliability. 

 

Table 3: Discriminant Validity (Fornell & Larcker Criterion) 
 DI DMI MTE RVI SR TS 

DI 0.809 0.317 0.513 0.446 0.297 0.654 
DMI  0.91 0.429 0.251 0.351 0.261 
MTE   0.724 0.508 0.329 0.63 
RVI    0.922 0.176 0.573 
SR     0.79 0.223 

TS      0.882 

 

Table 4: Discriminant Validity (HTMT) 
 DI DMI MTE RVI SR TS 

DI - 0.345 0.562 0.497 0.356 0.759 

DMI  - 0.478 0.275 0.383 0.29 
MTE   - 0.556 0.368 0.706 
RVI    - 0.187 0.638 

SR     - 0.254 
TS      - 

 

Discriminant validity of framework was checked using the Fornell–Larcker scale and HTMT 

ratio. Fornell–Larcker scale allows that each construct display unique conceptual parts. The HTMT 

criteria demonstrated a clear difference among models. Collectively, these results provide valid 

proof of acceptable discriminant validity within the measurement model. 

 

Table 5: Structural Equation Modeling based Hypothesis Testing 
Hypothesis Std. Beta Std. Error t-value p-value Result 

H1: DI → MTE 0.513 0.058 8.913 0.0 Supported 

H2: DI → SR 0.297 0.068 4.339 0.0 Supported 
H3: DMI → RVI 0.251 0.076 3.285 0.001 Supported 

H4: DMI → TS 0.261 0.068 3.842 0.0 Supported 

H5: MTE → DMI 0.351 0.083 4.22 0.0 Supported 
H6: SR → DMI 0.235 0.091 2.591 0.01 Supported 
H7: DI → DMI 0.25 0.043 5.841 0.0 Supported 
H8: DI → RVI 0.063 0.026 2.436 0.015 Supported 

H9: DI → TS 0.065 0.025 2.605 0.009 Supported 
H10: MTE → RVI 0.088 0.042 2.124 0.034 Supported 
H11: MTE → TS 0.092 0.042 2.204 0.028 Supported 

H12: SR → RVI 0.059 0.024 2.423 0.015 Supported 
H13: SR → TS 0.061 0.024 2.546 0.011 Supported 
H14: MTE → DMI → RVI 0.088 0.042 2.124 0.034 Supported 

H15: MTE → DMI → TS 0.092 0.042 2.204 0.028 Supported 
H16: SR → DMI → RVI 0.059 0.024 2.423 0.015 Supported 
H17: DI → SR → DMI → TS 0.018 0.009 2.141 0.032 Supported 
H18: SR → DMI → TS 0.061 0.024 2.546 0.011 Supported 

H19: DI → MTE → DMI → TS 0.047 0.023 2.087 0.037 Supported 

H20: DI → SR → DMI → RVI 0.018 0.008 2.09 0.037 Supported 
H21: DI → MTE → DMI → RVI 0.045 0.023 1.976 0.048 Supported 

H22: DI → SR → DMI 0.07 0.03 2.36 0.018 Supported 
H23: DI → MTE → DMI 0.18 0.047 3.863 0.0 Supported 

 

In the above table, the maximum results supported the proposed hypotheses of this 

study. The results display that H1 is supported, describing a vital connection between DI and 

MTE (β = 0.513; t = 8.913; p = 0). Similarly, H2 is justified, showing that DI significantly 

influences SR (β = 0.297; t = 4.339; p = 0). Hypothesis H3 is supported, as DMI have a big 

effect on RVI (β = 0.251; t = 3.285; p = 0.001). Furthermore, H4 is validated, reflecting that 

DMI significantly impact TS (β = 0.261; t = 3.842; p = 0). H5 demonstrates that MTE positively 

affects DMI (β = 0.351; t = 4.22; p = 0), while H6 confirms the significant influence of SR on 

DMI (β = 0.235; t = 2.591; p = 0.01). 
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Figure 1: Structural Model 

 
 

In mediation hypotheses, the results support H7, showing that MTE mediates the relation 

between DI and DMI (β = 0.18; t = 3.863; p = 0). H8 is also supported, showing that SR mediates 

the effect of DI on DMI (β = 0.07; t = 2.36; p = 0.018). In addition, H9, H10, and H11 are 

justified, confirming the sequential mediating roles of DMI in the relationships between MTE and 

RVI (β = 0.088; t = 2.124; p = 0.034), MTE and TS (β = 0.092; t = 2.204; p = 0.028), and SR 

and TS (β = 0.061; t = 2.546; p = 0.011), respectively. Serial mediation routes in H12 and H13 

confirm the indirect effects of DI through various mediators, all with statistically important 

findings. 

 

4. Conclusion 
This study proved both direct and mediated links between key models, DMI as a main 

mediating variable. The results showed that all hypothesized links were supported. DI effects 

both MTEs and SR. In response, MTE and SR impacted DMI, which enhanced TS and RVIs. 

Different mediation routes—such as DI → MTE → DMI → Satisfaction and DI → SR → DMI → 

RVI—were also meaningful. This study provides theoretical understanding by extending the 

recent literature on tourist behavior and destination marketing. This research supports the 

current explanation regarding the impact of online marketing on TS and RVI by the mediating 

role of DMI within the Pakistani tourism context. The study focuses on the need for additional 

research to understand the cultural disparities in digital platforms pertinent to social media in 

the tourism sector. In managerial perspective the findings provide feasible insights for individuals 

belonging to tourism industry and those responsible for marketing. To establish a strong DI is 

essential, as it impacts TS and their possibility of revisiting. Tourism policies should focus on the 

generation of memorable tourism experiences. Applying strategies to provide outstanding 

services and market enduring memories. This study confirms its role as a bridge. Marketers 

should focus on attaining an equilibrium between online engagement and impactful tourist 

experiences. Although SR was seen as a softer model, this study explains its effect through online 

engagement. Tourism managers should focus on creating principal driven experiences that 

translate into long-term psychological impact. In conclusion, providing memorable experiences 

helps attract visitors, while the efficient use of online platform increases social return, increasing 

digital marketing interactions. 

 

4.1. Limitations 

This study has limitations. First, this study focused on Pakistani tourist sites, limiting 

possibilities for generalizing them to various geographical conditions. Analyzing related variables 

in other sectors will help us understand tourist behavior. Elements like online digital systems, 

search engines of official tourism websites and less dependence on social media for tourism 

decisions may affect how tourists link with online material. Future studies should extend this 

construct to other sectors with more revised online ecosystems to analyze the power of these 

variables. Due to asset limitations, the study contains a cross-sectional design, having thought 

into how tourist attitudes change over time. A longitudinal approach could give more correct 

details of satisfaction, especially in online tourism framework. Convenience sampling was 
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appropriate for this exploratory model. Future studies should consider probability sampling to 

increase applicability. Additional limitation lies in the omission of effective variables such as 

service quality tourist motivations, technological adoption e.g., destination aesthetics and smart 

tourism technologies. Including these variables and analyzing moderators such as technology 

readiness and cultural trait could enhance framework strength. Mediation and moderation effects 

across different segments would help further describe the psychological mechanisms. Future 

research can focus upon this concept by controlling these limitations. Cross-cultural comparison, 

qualitative designs, longitudinal models and the integration of broader variables can increase the 

concept of how online marketing interactions effects behavioral intentions, with more distinct 

models examined across different tourism contexts. 
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