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Abstract: The present study applies the Extended Theory of Planned Behaviour (ETPB) by including two
more additional variables, namely, Past Experience (PEXP) and Destination Image (DI). It is to better explain
tourists’ Behavioural Intentions (BI) towards Buddhist heritage sites. It seeks to identify some of the key
factors that influence tourists’ behaviour in decisions making to visit Buddhist monastery in Sikkim.
Addressing the gap in the existing literatures regarding heritage sites as a destination choice, the study offers
practical insights for promoting sustainable tourism. A mixed-method approach was adopted, combining both
qualitative and quantitative research design. Data were collected from 420 tourist individual chosen with the
help of stratified random sampling method. Further analyses of data and interpretation was done by using
descriptive statistics, Confirmatory Factor Analysis (CFA) and Structural Equation Modelling (SEM). The
SEM findings confirm that all five constructs significantly influence tourists’ behavioural intentions. Among
these, Attitude emerged as the strongest predictor, followed by Destination Image (DI) and Past Experience
(PEXP). Therefore, it is concluded from the present study that ETPB are effective and can be used in the study
related to decision-making process of tourists while considering final decision in destination choices.

Keywords: Extended Theory of Planned Behaviour, Destination Image, Past Experience, Buddhist Heritage
Sites.

. Introduction

In recent years, there has been a growing scholarly interest in exploring tourist behaviour (Pearce,
1996; Cohen et al., 2014; Budeanu, 2007; Guleria, 2016). A growing number of studies on behaviour have
emphasized the increasing application and significance of the Behavioural Intention Theory (BIT) in
understanding tourist behaviour (Hasan et al., 2020; Seow et al., 2017; Ramos & Hassan, 2021). Scholars argue
that analysing tourist behaviour and understanding the intentions behind destination visits constitute an effective
research strategy for promoting the growth of the tourism sector. The Behavioural Intention Theory (BIT) has
proven valuable in identifying the various factors that influence traveller’s decision-making when selecting a
destination (Bosnjak et al., 2020). The Theory of Planned Behaviour (TPB) explains how individual behaviour
and subjective evaluations influence actions (Kraft et al., 2011). Originating from efforts to understand human
behaviour, TPB aims to describe behaviours that individuals can regulate through self-control (Ajzen, 2011).
Furthermore, the Theory of Planned Behaviour (TPB) is extensively applied in a wide range of studies,
including those focused on leisure tourism, consumer behaviour, social sciences, and several other academic
fields (Wang & Ritchie, 2012). Within the framework of the Theory of Planned Behaviour (TPB), an
individual’s intention to perform a particular behaviour is influenced by the interaction of three key factors:
attitude, social norms, and perceived behavioural control (Francesco & Ajzen, 2020; Leng et al., 2011; Sommer,
2011). The present study effectively applies this theory to anticipate and explain behavioural intentions.
Moreover, the Extended Theory of Planned Behaviour (ETPB) enhances the original TPB framework by
introducing two additional variables past experience and image thereby offering a new perspective in the
existing literature (Singh et al., 2024). This adaptation, referred to as TPBL, strengthens the theory’s ability to
explain behaviour and provides a more holistic framework for understanding behavioural intentions (Norman &
Smith, 1995). India, being the world’s most populous developing nation (Mehrotra, 2010), has a thriving
tourism industry that plays a vital role in driving its economic development (Mishra et al., 2011; Kaur &
Sharma, 2012; Godara et al., 2020; Sharma et al., 2012; Dash et al., 2018; Venkatesh & Raj, 2016). Among
India’s many destinations, Sikkim emerges as a captivating experience that leaves a deep and lasting impact on
visitors (Mangar, 2023; Dutta & Mukhopadhyay, 2024). Celebrated for its distinctive natural setting and
profound monastic heritage, Sikkim draws numerous tourists in search of spiritual enrichment (Mukherjee et al.,
2023). The appeal of Sikkim’s monastic sites goes beyond religious affiliations, attracting not only devoted
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pilgrims but also secular travellers seeking social interaction, relaxation, and rejuvenation. Tourism in the state
has seen a significant rise, with over 1.3 million visitors recorded in just the first half of 2024. Based on
historical data and current tourism trends, the Civil Aviation and Tourism Development Department of Sikkim
estimates that the state will welcome approximately 2.4 million tourists by the end of 2025. Tourist behaviour
has become a central theme in tourism research (Ahmmadi et al. 2021), as gaining insight into the motivations
behind travel choices is essential for strategic tourism development and marketing. Prominent attractions like
Dubdi Monastery, Sangay Choling Monastery, and Tashiding Monastery are among the most compelling sites in
Sikkim. Characterized by their mesmerizing traditional architecture, lively religious festivals, and rich historical
significance, these destinations contribute to a favourable perception of the region (Chakrabarty & Sadhukhan
(2020). However, experience and destination image represent only a few among the many factors that shape
travellers’ decisions (Mckercher & Tolkach, 2020; Kock et al. 2016). A thorough grasp of tourist behaviour
requires examining the diverse factors that influence travel choices (Nejati & Mohamed, 2014); Dingil et al.,
2021). In addition to visual and cultural attractions, elements like accessibility, cost-effectiveness, safety, and
perceived value significantly influence the choice of a travel destination (Mutinda & Mayaka, 2012; Mazzarol &
Soutar, 2002). Moreover, personal preferences (Plan et al., 2022), travel motivations (Jang & Cai, 2002; Pestana
et al., 2020; Gnanapala, 2012), and prior travel experiences (Mazursky, 1989) all play a crucial role in shaping
the complex decision-making process of travellers. By examining the diverse dimensions of tourist behaviour,
this study offers meaningful insights for various tourism stakeholders such as policymakers, destination
marketers, and tour operators. These insights can guide strategic planning efforts focused on improving visitor
experiences, safeguarding cultural heritage, and advancing sustainable tourism in destinations like Sikkim.
Accordingly, this paper adopts the Extended Theory of Planned Behaviour (ETPB) framework to analyse the
key factors that influence tourists’ decisions to visit Buddhist monasteries. The main goal of this study is to
evaluate the interconnections among the variable outlined in the Extended Theory of Planned Behaviour (ETPB)
(Soliman, 2021). Past experiences and the image of a destination significantly influence tourists’ behavioural
intentions when choosing travel locations (Molina et al., 2013). Consequently, there exists an empirical link
between destination image, personal experience, and various influencing and resulting factors within the
behavioural intention framework (Wang & Hsu, 2010). Therefore, this research seeks to investigate the
relationships among key ETPB components, including attitude, perceived behavioural control, social norms,
experience, and destination image. Although Sikkim possesses considerable tourism potential (Mukherjee et al.,
2023), there is a noticeable lack of empirical studies applying the Extended Theory of Planned Behaviour
(ETPB) in this context. This research addresses that gap by empirically examining ETPB, with a particular focus
on traveller experiences and destination image in the Sikkim region. The study’s findings will offer valuable
implications for local communities, heritage site authorities, destination managers, policymakers, and marketers
by delivering insights that can help customize tourism products and services to better align with the expectations
of target visitors. Although numerous studies have examined destination choice through different theoretical
models, the use of the Extended Theory of Planned Behaviour (ETPB) has been relatively limited. Moreover, no
existing research has specifically applied ETPB in the context of Buddhist heritage sites. Hence, this study
provides fresh insights into tourists decision-making processes in this distinctive setting, delivering meaningful
contributions to both academic literature and industry practitioners.

I1.  Literature Review and Hypothesis Development
2.1. Attitudes:

In the realm of tourism, tourists’ attitudes toward visiting a destination and their behavioural intentions
toward the destination are widely recognized as key predictors. This relationship between tourism attitude and
behaviour Hasan et al. (2023), Frey & George (2010), Carmichael (2000), Juvan & Dolnicar (2014), Hibbert et
al. (2013), Martin et al. 2017) has formed the theoretical foundation of numerous studies, often supported by the
Theory of Planned behaviour Erul et al. (2020), Han et al. (2017). Tourists’ attitudes towards a tourism
destination are considered pivotal in shaping their behavioural intentions. Past research, including studies by Joo
et al. (2020) and Sommer (2011) has highlighted the impact of attitude on behavioural intention. Ajzen (2011)
have affirmed that tourists’ overall attitudes towards a tourism destination are indeed influenced by their
behavioural intentions. Therefore, it can be inferred that attitude is intricately linked with behavioural intention
Wang et al. (2020), Tajeddini et al. (2021), Qui et al. (2019). Building upon these insights, researcher proposed
hypothesis as:

H1: There is a mixed association between attitudes and behavioural intention on visiting Buddhist
heritage sites in Sikkim.
2.2. Subjective Norms:

The concept of subjective norms pertains to how individuals perceive the social pressure influencing
their engagement in particular behaviours, Manning, 2010; Kashif, Zarkada, & Ramayah, 2018. Subjective norm
reflects an individual’s interpretation of social behaviour or their perception of how others view their
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participation in certain actions, Brechan (2016) and Rachbini (2018) define it as a person’s judgment of whether
a particular action or belief is socially acceptable or not. These norms play a crucial role in shaping tourists’
behavioural intentions by affecting how they perceive social expectations, cultural standards, and
recommendations from others (Ajzen, 1991). Prior research has consistently shown a positive correlation
between subjective norms and behavioural intentions. Consequently, studies such as those by Yarimoglu and
Gunay (2019) have proposed and validated this positive relationship, forming the bias for the following
hypothesis:

H2: There is a significance positive relationship between subjective norms and behavioural intention on
visiting Buddhist heritage sites in Sikkim.

2.3. Perceived Behaviour Control:

Perceived bahaviour control includes an individual’s perception of their ability to control their
behaviour, which can vary depending on circumstances and activities, Anggraini & Siswanto, 2016. Two key
factors contributing to perceived behaviour control are controllability and self-efficacy Bamberg, Ajzen, &
Schmidt, 2010; (Hasan, Ray, & Neela, 2021. It reflects an individual’s impression of their own accountability in
their actions Sutton, et al., 2003. Past studies have consistently identified a positive association between
perceived behavioural control and behavioural intention Leung & Jiang, 2018. Hence, based on this empirical
evidence, the following hypothesis is proposed:

H3: There is a significance positive relationship between perceived behaviour control and behavioural
intention on visiting Buddhist heritage sites.
2.4. Past Experience:

Prior experience plays a crucial role in enhancing and enriching the appeal of tourism destinations
Mazursky, 1989. However, existing research suggests that the pros and cons of a tourism destination are often
shaped by past visits Schroeder & Pennington-Gray, 2018. Both positive and negative past travel experiences
significantly influence visitor perceptions and the services provided to them, thereby impacting the tourism
sector. Furthermore, most of the previous studies indicate that past travel experiences generally exert a positive
influence on tourists’ destination choices Kidwell & Jewell, 2008; Aarts, Verplanken, & Knippenberg, 1998;
Albarracin & Wyer, 2000. Consequently, the following hypothesis is formulated related to past experiences and
tourists’ intentions to visit Buddhist heritage sites in Sikkim.

H4: There is a significance positive relationship between previous experience and behavioural intention
on visiting Buddhist heritage sites.
2.5. Destination Image:

Destination image, as conceptualised by Crompton, 1979; White, 2004; Cai, Wu, & Bai, 2003; refers to
an individual’s beliefs, perceptions, and impressions about a specific place. People widely recognise it as a
crucial element in enhancing tourism destinations Jenkins, 1999. The attractiveness of a destination image plays
a significant role in attracting travellers, who anticipate satisfaction from their visit Le, H., et al 2020.
Consequently, destination image has emerged as a pivotal factor in the decision-making process for travellers
Jenkins, 1999. Destination image closely influences the success or failure of tourism management. As such, it
has become an integral aspect of tourism destinations, reflecting the overall sentiments and expectations
associated with a particular experience. Notably, destination image exerts a tangible impact on tourism
destinations, shaping visitors’ perceptions and behaviours Chi & Qu, 2008. Research indicates that destination
image influences behavioural intention, which is a forerunner to actual behaviour Laing & Crouch, 2009;
Woomi & Soocheong, 2007. This underlines the critical role of destination image in shaping visitors’ intentions
and subsequent actions. Based on the above argument following hypothesis is formulated.

H5: There is a significance mixed association between destination image and behavioural intention on
visiting Buddhist heritage sites.

I11.  Research Methodology
3.1. Population and Sample Size:

This research employed a mixed-method approach to ensure a comprehensive and in-depth
understanding of the phenomenon under investigation, combining both qualitative and quantitative
methodologies. The primary data are meticulously gathered from tourists’ head or leader who leads the group
during their visits in the select monasteries of Sikkim during the study period. A stratified random sampling
approach was adopted to select 420 participants from the varied population of tourists visiting Buddhist
monasteries in Sikkim. To capture perceptions and attitudes effectively, a 5-point Likert scale was designed and
utilized for data collection. Prior to its application, the questionnaire underwent a thorough assessment to
confirm its reliability and validity, ensuring consistent and trustworthy data for the current investigation.
Descriptive statistical methods were applied to analyse the demographic characteristics of the sample. To
explore the interrelationships among variables and confirm theoretical constructs, advanced analytical tools such
as Confirmatory Factor Analysis (CFA) and Structural Equation Modelling (SEM) were implemented. This
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integrated methodology offers valuable insights into tourist behaviour and establishes a robust basis for future
research in the domain of heritage tourism within the region.
3.2. The Research Framework:

In this study, researcher explored the underlying factors of the Extended Theory of Planned Behaviour
(ETPB) by bringing in two additional constructs: Past Experience (PEXP) and Destination Image (DI). Along
with the traditional components like Attitude (ATT), Subjective Norms (SN), and Perceived Behaviour Control
(PBC), these new variables helped to build a stronger model to explain tourists Behavioural Intention (BI).
Research focus was specifically on tourists visiting Buddhist heritage sites, an area where both theoretical and
practical discussions are still evolving. What makes this model stand out is its novelty, no empirical research has
tested this exact combination before. Through this approach, this study aimed to offer something fresh to the
field of heritage tourism by broadening the established framework and giving a clearer picture of what drives
tourists’ intentions. By looking closely at how all these factors work together within the ETPB structure, this
research brings both academic and real-world value. Adding past experience and destination image, in
particular, gives a sharper view of what influences tourists choices in heritage contexts.

V. Results
Table 1: Demographic Profile of the Respondents Visiting Sikkim Monasteries
Number = 420 %
Gender Male 245 58.3%
Female 175 41.7%
Transgender 0 0%
Age Below 25 71 16.9%
26 -35 154 36.7%
36 —45 128 30.5%
46 — 55 66 15.7%
56 & above 1 0.2%
Qualification PG & above 192 45.7%
UG 160 38.1%
12™ 45 10.7%
10" & below 23 5.5%
Income below 5,00,000 14 3.3%
5,00,001 - 10,00,000 77 18.3%
10,00,001 — 15,00,000 172 40.9%
15,00,001 — 20,00,000 100 23.9%
20,00,000 & above 57 13.6%

Source: Compilation of the scheduled questionnaire

The demographic profile of 420 respondents visiting monasteries in Sikkim reveals a diverse tourist base, with
notable trends in gender, age, education, and income. In terms of gender, males constitute the majority (58.3%),
while females account for 41.7%. No responses were recorded from transgender individuals, indicating a
possible gap in inclusivity or limited representation in this tourist segment. The age distribution shows that the
majority of visitors are young to middle-aged adults. Tourists aged 26-35 form the largest group (36.7%).
Followed by those aged 36-45 (30.5%). A smaller proportion falls in the 46-55 age bracket (15.7%), while only
0.2% are above 56 years, suggesting that younger and middle-aged individuals are more inclined to visit
religious heritage sites like monasteries. Notably, tourists under 25 years old make up 16.9% of the sample,
reflecting a growing interest in cultural and spiritual tourism among the youth. In terms of educational
qualifications, a significant portion of respondents are highly educated. Visitors with postgraduate qualifications
or higher comprises 45.7%, followed by undergraduates (38.1%). This suggests that the monastery tourism
segment attract a well-educated demographic, potentially interested in the cultural, historical, and spiritual
aspects of the destination. Regarding income, a large share of respondents (40.9%) earns between Rs. 10,00,001
- Rs. 15,00,000 annually, followed by 23.9% in the Rs. 15,00,001 — Rs. 20,00,000 range. Only 3.3% of tourists
have an annual income below Rs. 5,00,000. These figures imply that monastery tourism in Sikkim is favoured
by middle to upper-income groups, likely due to associated travel costs and an appreciation for spiritual or
heritage experiences. The data also suggested that tourists visiting monasteries in Sikkim are predominantly
educated, financially well-off, and fall within the productive age group, making them an important target for
sustainable religious tourism strategies.
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Table 2: Descriptive Statistics, Reliability and Validity of Construct Variables

Variables Mean S.D. KMO CR AVE MSV
Bl 3.4118 0.829 0.898 0.933 0.737 0.483
ATT 3.3359 0.824 0.816 0.919 0.533 0.184
PBC 3.3647 0.762 0.869 0.873 0.700 0.468
SN 3.4871 0.887 0.778 0.880 0.650 0.309
PEXP 3.4031 0.785 0.849 0.862 0.621 0.463
DI 3.4022 0.775 0.855 0.844 0.663 0.344

Source: Author’s calculation

Table 2 presents the descriptive statistics, reliability and validity measures of construct variables used in the
study. The mean scores indicate the average responses for each variable and it is found that the average mean
scores ranging from 3.33 to 3.49, SN (Subjective Norms) underscore the highest with 3.4871, followed by Bl
(Behaviour Intention) with 3.4118. PEXP (Past Experience) shows the third highest mean score with 3.4031
which is also followed by DI (Destination Image) with 3.4022. Among the construct variables PBC (Perceived
Behaviour Control) and ATT (Attitudes) recorded the lowest mean score with 3.3647 and 3.3359 respectively.
Likewise, standard deviations (S.D.) provide a measure of the low variability within each variable, ranging from
0.762 to 0.887. The Kaiser-Meyer-Olkin (KMOQO) measure of sampling adequacy assesses the suitability of data
for factor analysis, with values above 0.5 considered acceptable; all dimensions surpass this threshold, ranging
from 0.778 to 0.898, indicating adequate sampling adequacy. Additionally, Construct Reliability (CR) and
Average Variance Extracted (AVE) assess internal consistency and convergence validity, respectively. CR
values recorded greater than 0.7 and AVE values greater than 0.5 indicate satisfactory reliability and convergent
validity; all dimensions meet these criteria, with CR ranging from 0.844 to 0.933 and AVE ranging from 0.533
to 0.737. Also, the Maximum Shared Squared Variance (MSV) test checks for discriminant validity. Values less
than the average value (AVE) show good discriminant validity, and all dimensions have MSV values lower than
their corresponding AVE values, confirming good discriminant validity. This statistical output justified the
reliability and validity for all the attributes, supporting its suitability or feasibility for further analysis in the
present study.

Table 3: Discriminant Validity of Construct Variables

Variables Bl ATT PBC SN PEXP DI

Bl 0.846

ATT 0.463 0.848

PBC 0.493 0.686 0.828

SN 0.618 0.422 0.453 0.785

PEXP 0.546 0.524 0.511 0.686 0.836

DI 0.147 0.200 0.204 0.090 0.114 0.750

Source: Author’s calculation

Table 3 displays the discriminant validity assessment of the construct variables used in this study. The results
confirm that discriminant validity is established, as the square root of the Average Variance Extracted (AVE) for
each construct exceeds the corresponding inter-construct correlation values. This indicates that each construct
shares more variance with its own indicators than with other constructs in the model. As a result, the constructs
are empirically distinct, supporting the reliability of the measurement model and ensuring that the variables used
capture separate and unique dimensions relevant to tourists’ behavioural intentions in the context of heritage
tourism.

Table 4: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.911
Bartlett's Test of Sphericity Approx. Chi-Square 6954.140
Df 136
Sig. 0.000

Source: Author’s calculation

Table 4 presents the outcomes of the KMO and Bartlett’s tests, both essential for evaluating whether the data is
appropriate for factor analysis. The KMO value of 0.911 is considered excellent, reflecting a high level of
sampling adequacy and indicating that the variables share enough common variance to justify factor analysis.
Bartlett’s Test of Sphericity yields a chi-square statistic of 6954.140 with 136 degrees of freedom and a
significance level below 0.001. this confirms that the correlation matrix is not an identity matrix and that

*Corresponding Author: Happyson Gachuiwo® www.aijbm.com 94 | Page



Wanderlust of Buddhist Heritage Sites: An Empirical Exploration of Tourists’...

significant relationships exist among variables. Together, these findings affirm the dataset’s suitability for
conducting factor analysis and support the validity of extracting meaningful latent constructs. Principal
Component Analysis (PCA) was used to extract the components, and varimax rotation with Kaiser
normalization was applied to enhance interpretability. The matrix reveals the strength of associations among
variables within each factor. For the attitude construct, all variables showed high factor loadings between 0.772
and 0.793, indicating that they strongly reflect the underlying attitude dimension. Similarly, variables related to
PBC exhibited strong factor loadings ranging from 0.784 to 0.855, suggesting they are closely tied to the
concept of perceived behavioural control. For subjective norms, the construct variables had factor loadings
between 0.830 and 0.887, highlighting a significant relationship within this construct. The destination image
factor also reflected solid relationships, with loadings from 0.719 to 0.851 across the construct variables.
Meanwhile, past experience (PEXP) constructs show factor loadings ranging from 0.749 to 0.907, showing
strong alignment with the intended construct.

FACTORS Chi- GFI AGFI CFl TLI RMR RMSEA
square

ATT 2.026 0.976 0.927 0.986 0.922 0.16 0.041

PEXP 2.168 0.990 0.949 0.956 0.879 0.13 0.034

DI 3.12 0.840 0.823 0.884 0.896  0.37 0.033

PBC 2.820 0.987 0.951 0.923 0.944 0.14 0.026

SN 1913 0.995 0.997 0.983 0.997 0.21 0.030

Table 5: Reliability and Validity of Confirmatory Factory Analysis

Source: Author’s calculation

Table 5 presents the model fit indices for each of the five constructs used to predict behavioural intention to visit
Buddhist heritage sites, as part of an extended Theory of Planned Behaviour (TPB) framework. The results
indicate that all five constructs; Attitude (ATT), Past Experience (PEXP), Destination Image (DI), Perceived
Behavioural Control (PBC), and Subjective Norms (SN) demonstrate acceptable to excellent model fit values.
Attitude, with a chi-square value of 2.026 and a high comparative Fit Index (CFI) of 0.986, alongside a Root
Mean Square Error of Approximation (RMSEA) of 0.041, confirms its strong structural reliability. The
Goodness of Fit Index (GFI) of 0.976 further supports the model’s adequacy, indicating that attitude plays a
vital role in shaping tourist behaviour. This aligns with the finding that attitude significantly influences
behavioural intention (B = 0.255, p < 0.05). Similarly, Perceived Behavioural Control (PBC) shows excellent fit
indices (GFI = 0.987; RMSEA = 0.026) and exhibits a strong effect on behavioural intention (B = 0.326, p <
0.05). This suggests that tourist’s perception of control over their ability to visit heritage sites is an important
predictor of intention. The model also highlights Subjective Norms (SN) as a significant contributor (f = 0.422,
p < 0.05), with an outstanding GFI of 0.995 and RMSEA of 0.030, confirming the influence of social
expectations and peer influence on tourism choices. Past Experience (PEXP) stands out as the most influential
factor (p = 0.456, p < 0.05), reaffirming that previous visits shape current travel intentions. This is supported by
a good model fit (CFl = 0.956, RMSEA = 0.034). Destination Image (DI), although slightly lower in GFI
(0.840), still presents an acceptable fit (RMSEA = 0.033) and contributes significantly to intention (B = 0.311, p
< 0.002), suggesting that tourists’ perception of a site plays a decisive role in their decision-making. It can be
concluded from the above analysis that the structural model validates the extended TPB framework, with all five
constructs contributing meaningfully to behavioural intention of tourists visiting monasteries of Sikkim.
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Figure 2: Structure Equation Modelling
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Table 6: Hypothesis Testing

Dimensions Estimate S.E. C.R. P-VALUE
ATT 0.624 0.049 12.725 Fkk
PBC 0.285 0.062 4.612 Fkk
SN 0.289 0.061 4.766 falele
DI 0.368 0.043 8.633 faladed
PEXP 0.291 0.043 6.764 falaied

Source: Author’s own calculation

V.  Discussion

The structural model analysis shows that all five dimensions significantly contribute to behavioural
intention. Attitude (ATT) has the strongest effect (B = 0.624, p < 0.001), followed by Destination Image (DI) (B
= 0.368, p < 0.001), Past Experience (PEXP) (B = 0.291, p < 0.001), Subjective Norms (SN) (B = 0.289, p <
0.001), and Perceived Behavioural Control (PBC) (B = 0285, p < 0.001). Each path is statistically significant, as
indicated by the critical ratios (C.R.) exceeding the threshold of 1.96 and p-values greater than 0.001. The
Theory of Planned Behaviour (TPB) has proven effective in explaining and predicting individual actions by
focusing on attitudes, subjective norms, and perceived behavioural control. In the context of tourism, especially
regarding destination selection, TPB has shown substantial explanatory power. This study extends the TPB
framework by incorporating two additional constructs: Destination Image and Past Experience, aiming to
explore the determinants of tourists’ intentions to visit Buddhist heritage sites in Sikkim. The findings affirm
that all five factors attitude, subjective norms, perceived behavioural control, past experience, and destination
image, positively and significantly influence tourists’ behavioural intentions. Attitude emerges as the most
influential predictor (B = 0.356, p = 0.001), indicating a strong predisposition among tourists toward choosing
Buddhist heritage sites. Subjective norms also exert a notable effect (B = 1.83, p < 0.001), reflecting the impact
of social influences. Perceived behavioural control shows a meaningful association (B = 0.144, p = 0.005),
highlighting the importance of tourists’ self-efficacy in travel decisions. Moreover, destination image (f =
0.311, p = 0.002) significantly shapes behavioural intentions, confirming its relevance in tourism studies.
Overall, the extended TPB model of the present study demonstrates that these five constructs collectively shape
tourists’ intention to visit religious destination, offering deeper insights into the psychological and experiential
dimensions of travel behaviour.

VI.  Conclusion
The findings of this study hold considerable value for both academic research and practical
applications, particularly within the tourism sector. By focusing on the monasteries of Sikkim, the research
offers distinct insights into the dynamics of tourism and the factors influencing destination choice. These
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insights are not only academically enriching but also beneficial for practitioners involved at various levels of the
tourism industry; regionally, nationally, and internationally. Stakeholders such as religious site managers, travel
operators, and local service providers can utilize these findings to develop more targeted marketing strategies
and improve service offerings that align with tourist preferences and expectations. Understanding the key
determinants of tourists’ behavioural intentions allows these stakeholders to effectively respond to visitor
motivations, thereby enhancing tourist experiences and promoting sustainable tourism development.
Nonetheless, the study has certain limitations, primarily its restricted focus on Buddhist monastic sites in
Sikkim. This narrow geographical and thematic scope limits the generalizability of the findings. Furthermore,
the application of the theory of planned Behaviour (TPB) within the context of Buddhist heritage tourism
remains relatively underexplored.

To build on this foundation, future research could undertake comparative studies across different
regions or countries to identify variations in tourist behaviour and decision-making. Further investigations might
also examine the role of cultural values, visitor expectations, and informational needs in shaping travel
intentions. Expanding the research scope in these directions would contribute significantly to a more
comprehensive understanding of tourist motivations and improve strategic planning in religious and heritage
tourism management.

References
1. Aarts, H., Verplanken, B., & Knippenberg, A. V. (1998). Predicting Behavior from Actions in the Past:
Repeated Decision Making or a Metter of Habit? Journal of Applied Social Psychology, 28(15), 1355-
1374.
2. Ahmmadi, P., Rahimian, M., & Movahed, R. G. (2021). Theory of Planned Behaviour to Predict

Consumer Behaviour in Using Products Irrigated with Purified Wastewater in Iran Consumer. Journal
of Cleaner Production, 296.

3. Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behaviour and Human Decision
Processes, 50(2), 179-211.

4. Ajzen, 1. (2011). The Theory of Planned Behaviour: Reactions and Reflections. Psychology & Health,
26(9), 1113-1127.

5. Albarracin, D., & Wyer, J. R. (2000). The Cognitive Impact of Past Behavior: Influences on Beliefs,
Attitudes, and Future Behavioral Decisions. Journal of Personality and Social Psychology, 79(1), 5.

6. Albaum, G. (1997). The Likert Scale Revisited. International Journal of Market Research, 39(2), 1-21.

7. Anggraini, F. R., & Siswanto, F. A. (2016). The Role of Perceived Behavioral Control and Subjective

Norms to Internal Auditors' Intention in Conveying Unethical Behavior: A Case Study in Indonesia.
Review of Integrative Business and Economics Research, 5(2), 141-150.

8. Bamberg, S., Ajzen, I., & Schmidt, P. (2010). Choice of Travel Mode in the Theory of Planned
Behavior: The Roles of Past Behavior, Habit, and Reasoned Action. Basic and Applied Social
Psychology, 25(3), 175-187.

9. Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The Theory of Planned Behaviour: Selected Recent
Advances and Applications. Europe's Journal of Psychology, 16(3), 352-356.

10. Brechan, I. (2016). Travel Intention: Relative Value of Transport Alternatives. Human Affairs, 26(4),
390-399.

11. Budeanu, A. (2007). Sustainable Tourist Behaviour - A Discussion of Opportunities for Change.

International Journal of Consumer Studies, 31(5), 499-508.

12. Cai, L. A, Wu, B., & Bai, B. (2003). Destination Image and Loyalty. Tourism Review International,
7(3-4), 153-162 (10).

13. Carmichael, B. A. (2000). A Matrix Model for Resident Attitudes and Behaviours in a Rapidly
Changing Tourist Area. Tourism Management, 21(6), 601-611.

14, Chakrabarty, P., & Sadhukhan, S. K. (2020). Buddhist Monastic Circuit Amidst of a Geotourism
Landscape: A Study in the Vicinity of Khangchendzonga National Park in India. GeoJournal of
Tourism and Geosites, 31(3), 1135-1145.

15. Chi, C. G., & Qu, H. (2008). Examining the Structural Relationship of Destination Image, Tourist
Satisfaction and Destination Loyalty: An Integrated Approach. Tourism Management, 29(4), 624-636.

16. Cohen, S. A,, Prayag, G., & Moital, M. (2014). Consumer Behaviour in Tourism: Concepts, Influences
and Opportunities. Current Issues in Tourism, 17(10), 872-909.

17. Crompton, J. L. (1979). An Assessment of the Image of Mexico as a Vacation Destination and the
Influence of Geographical Location Upon that Image. Journal of Travel Research, 17(4), 18-23.

18. Dash, A. K., Tiwari, A. K., & Singh, P. K. (2018). Tourism and Economic Growth in India: An
Empirical Analysis. Indian Journal of Economics, XCI1X(392), 29-49.

*Corresponding Author: Happyson Gachuiwo® www.aijbm.com 97 | Page



19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

3L

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42,

43.

Wanderlust of Buddhist Heritage Sites: An Empirical Exploration of Tourists’...

Dingil, A. E., Rupi, F., & Kiss, D. E. (2021). An Interative Review of Socio-Technical Factors
Influencing Travel Decision-Making and Urban Transport Performance. Sustainability, 13(18), 1-20.
Dutta, S., & Mukhopadhyay, D. (2024). A Comparative Study on Tourist Preference for Homestay
Destination among Darjeeling, Kalimpong and Sikkim. Journal of Tourism Studies, 19(1), 1-34.

Erul, E., Woosnam, K. M., & Mcintosh, W. A. (2020). Considering emotional Solidarity and the
Theory of Planned Behaviour in Explaining Behavioral Intentions to Support Tourism Development.
Journal of Sustainable Tourism, 28(8), 1158-1173.

Francesco, L., & Ajzen, 1. (2020). Control Interactions in the Theory of Planned Behaviour: Rethinking
the Role of Subjective Norm. Europe's Journal of Psychology, 16(3), 401-417.

Frey, N., & George, R. (2010). Responsible Tourism Management: The Missing Link Between
Business Owners' Attitudes and Behaviour in the Cape Town Tourism Industry. Tourism Management,
31(5), 621-628.

Gnanapala, W. K. (2012). Travel Motivations and Destination Selection: A Critique. International
Journal of Research in Computer Application & Management, 2(1), 49-53.

Godara, R. S., Fetrat, D. J., & Nazari, A. (2020). Contribution of Tourism Industry in Indian Economy:
An Analysis. International Journal of Recent Technology and Engineering, 8(6), 1994-2000.

Guleria, S. (2016). Understanding the Importance of Study of Tourist Behaviour and its Relevance in
Growth of Tourism: A Study of Elements Influencing Tourists Behaviour. Amity Research Journal of
Tourism, Aviation and Hospitality, 17-24.

Han, H., Meng, B., & Kim, W. (2017). Emerging Bicycle Tourism and the Theory of Planned
Behavior. Journal of Sustainable Tourism, 25(2), 292-309.

Hasan, A. A.-T., Biswas, C., Roy, M., Akter, S., & Kuri, B. C. (2020). The applicability of Theory of
Planned Behaviour to Predict Domestic Tourist Behavioural Intention: The Case of Bangladesh.
GeoJournal of Tourism and Geosites, 31(3), 1019-1026.

Hasan, M. K., Ray, R., & Neela, N. M. (2021). Tourists' Behavioural Intention in Coastal Tourism
Settings: Examining the Mediating Role of Attitude to Behaviour. Tourism Planning & Development,
20(6), 955-972.

Hasan, M. K., Ray, R., & Neela, N. M. (2023). Tourists' Behavioural Intention in Coastal Tourism
Settings: Examining the Mediating Role of Attitude to Behaviour. Tourism Planning & Development,
20(6).

Hibbert, J. F., Dickinson, J. E., Gossling, S., & Curtin, S. (2013). Identity and Tourism mobility: An
Exploration of the Attitude-behaviour Gap. Journal of Sustainable Tourism, 21(7), 999-1016.

Jang, S., & Cai, L. A. (2002). Travel Motivations and Destination Choice: A Study of British Outbound
Market. Journal of Travel & Tourism Marketing, 13(3), 111-133.

Jenkins, O. H. (1999). Understanding and Measuring Tourist Destination Images. International Journal
of Tourism Research, 1(1), 1-15.

Joo, Y., Seok, H., & Nam, Y. (2020). The Moderating Effect of Social Media use on Sustainable Rural
Tourism: A Theory of Planned Behaviour Model. Sustainability, 12(10), 1-14.

Juvan, E., & Dolnicar, S. (2014). The Attitude-behaviour Gap in Sustainable Tourism. Annals of
Tourism Research, 48, 76-95.

Kashif, M., Zarkada, A., & Ramayah, T. (2018). The Impact of Attitude, Subjective Norms, and
Perceived Behavioural Control on Managers' Intentions to Behave Ethically. Total Quality
Management & Business Excellence, 29(5-6), 481-501.

Kaur, M., & Sharma, N. (2012). Growth and Development of Indian Tourism Industry. Journal of
Hospitality Application & Research, 7(2), 14-24.

Kidwell, B., & Jewell, R. D. (2008). The Influence of Past Behavior on Behavioral Intent: An
Information-Processing Explanation. Psychology & Marketing, 25(12), 1151-1166.

Kock, F., Josiassen, A., & Assaf, A. G. (2016). Advancing destination Image: The Destination Content
Model. Annals of Tourism Research, 61, 28-44.

Kraft, P., Rise, J., Sutton, S., & Roysamb, E. (2011). Perceived Difficulty in the Theory of Planned
Behaviour: Perceived Behavioural Control or Affective Attitude? British Journal of Social Psychology,
44(3).

Laing, J. H., & Crouch, G. I. (2009). Myth, Advanture and Fantasy at the Frontier: Metaphors and
Imagery Behind an Extraordinary Travel Experience. International Journal of Tourism Research,
11(2), 127-141.

Le, H., Le, T., Le, Q., & Ngo, C. (2020). Examining the Structural Relationships of Destination Image
and Tourist Satisfaction. Management Science Letters, 10(9), 1993-2000.

Leng, G. S, Lada, S., Muhammad, M. Z., Ibrahim, A. A., & Amboala, T. (2011). An Exploration of
Social Networking Sites (SNS) Adoption in Malaysia Using Technology Acceptance Model (TAM),

*Corresponding Author: Happyson Gachuiwo® www.aijbm.com 98 | Page



44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

Wanderlust of Buddhist Heritage Sites: An Empirical Exploration of Tourists’...

Theory of Planned Behaviour (TPB) and Intrinsic Motivation. Journal of Internet Banking and
Commerce, 16(2), 1-27.

Leung, X. Y., & Jiang, L. (2018). How do Destination Facebook Pages Work? An Extended TPB
Model of Fans' Visit Intention. Journal of Hospitality and Tourism Technology, 9(3), 397-416.

Mangar, U., Gachuiwo, H., Dey, M., Lyngdoh, Y., & Awungshi, T. (2023). Exploring Satisfaction and
Loyalty on Select Monastic Heritage Sites with Special References to Sikkim. International Journal of
Membrane Science and Technology, 10(5), 317-330.

Mangar, U., Gachuiwo, H., & Sahoo, T. K. (2024). Use of Social Media and the Choice of Tourism
Destination: A Study of Buddhist Tourism Destination in Sikkim. South Asian Journal of Management,
31(2).

Manning, M. (2010). The Effects of Subjective Norms on Behaviour in the Theory of Planned
Behaviour: A Meta-analysis. British Journal of Social Psychology, 48(4), 649-705.

Martin, H. S., Sanchez, M. M., & Herrero, A. (2017). Residents' Attitudes and Behavioural Support for
Tourism in Host Communities. Journal of Travel & Tourism Marketing, 35(2), 231-243.

Mazursky, D. (1989). Past Experience and Future Tourism Decisions. Annals of Tourism Research,
16(3), 33-344.

Mazzarol, T., & Soutar, G. N. (2002). "Push-pull" Factors Influencing International Student
Destination Choice. International Journal of Educational Management, 16(2), 82-90.

Mckercher, B., & Tolkach, D. (2020). Influence of Attractions on Destination Selection. International
Journal of Tourism Research, 22(6), 767-775.

Mehrotra, S. (2010). India and the Global Economic Crisis. Journal of Asian Public Policy, 3(2), 122-
134,

Mishra, P. K., Himanshu, B. R., & Smita, S. M. (2011). Causality Between Tourism and Economic
Growth: Empirical Evidence from India. European Journal of Social Sciences, 18(4).

Molina, M. A., Jamilena, D. M., & Castaneda-Garcia, J. A. (2013). The Moderating Role of Past
Experience in the Formation of a Tourist Destination's Image and in Tourists' Behavioural Intentions.
Current Issues in Tourism, 16(2), 107-127.

Mukherjee, S., Singh, M., Mukherjee, M., Ganguly, S., & Ailawadi, P. (2023). Showcasing New
Tourism Destination by Using GIS: A Study of Sikkim. International Journal of Professional Business
Review, 8(3), 1-32.

Mutinda, R., & Mayaka, M. (2012). Application of Destination Choice Model: Factors Influencing
Domestic Tourists Destination Choice Among Residents of Nairobi, Kenya. Tourism Management,
33(6), 1593-1597.

Nejati, M., & Mohamed, B. (2014). Investigating the Key Factors Influencing the Travel Decisions of
International Tourists. International Journal of Leisure and Tourism Marketing, 4(2), 106-116.
Norman, P., & Smith, L. (1995). The Theory of Planned Behaviour and Exercise: An Investigation into
the Role of Prior Behaviour, Behavioural Intentions and Attitude Variability. European Journal of
Social Psychology, 25(4), 403-415.

Pearce, P. L. (1996). Recent Research in Tourist Behaviour. Asian Pacific Journal of Tourism
Research, 1(1), 7-17.

Pestana, M. H., Parreira, A., & Moutinho, L. (2020). Motivations, Emotions and Satisfaction: The Keys
to a Tourism Destination Choice. Journal of Destination Marketing and Management, 16.

Plan, D. T., Vu, H. L., & Miller, E. J. (2022). A New Approach to Improve Destination Choice by
Ranking Personal Preferences. Transportation Research Part C: Emerging Technologies, 143(103817).
Qiu, Q., Zheng, T., Xiang, Z., & Zhang, M. (2019). Visiting Intangible Cultural Heritage Tourism
Sites: From Value Cognition to Attitude and Intention. Sustainability, 12(1), 132.

Rachbini, W. (2018). The Relationship of Attitude, Subjective Norm, Perceived Behavioral Control on
Halal Food Purchasing Behavior in Jakarta. Journal of Business and Management, 20(1), 28-37.
Ramos, C. M., & Hassan, A. (2021). Evaluation of the Tourist Experience Using a Framework for the
Analysis of the Influence of Social Media on Tourist Behaviour. International Journal of Tourism
Policy, 11(3), 207-221.

Schroeder, A., & Pennington-Gray, L. (2018). Resilience: The New Paradigm for Planning. What do
we Know and Where do we Need to Go? Tourism Review International, 22(3-4), 229-234.

Seow, A. N., Choong, Y. O., Moorthy, K., & Chan, L. M. (2017). Intention to Visit Malaysia for
Medical Tourism Using the Antecedents of Theory of Planned Behaviour: A Predictive Model.
International Journal of Tourism Research, 19(3), 383-393.

Sharma, A., Kukreja, S., & Sharma, A. (2012). Role of Tourism in Social and Economic Development
of Society. International Journal of Advanced Research in Management and Social Sciences, 1(3), 10-
3L

*Corresponding Author: Happyson Gachuiwo® www.aijbm.com 99 | Page



68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

Wanderlust of Buddhist Heritage Sites: An Empirical Exploration of Tourists’...

Singh, R., Mudasir, A. M., & Adil, A. N. (2024). Evaluation of Tourist Behaviour Towards Traditional
Food Consumption: Validation of Extended Theory of Planned Behaviour. Cogent Social Sciences,
10(1), 1-20.

Soliman, M. (2021). Extending the Theory of Planned Behaviour to Predict Tourism Destination
Revisit Intention. International Journal of Hospitality & Tourism Administration, 22(5), 524-549.
Sommer, L. (2011). The Theory of Planned Behaviour and the Impact of Past Behaviour. International
Business & Economics Research Journal, 10(1), 91-110.

Sommer, L. (2011). The Theory of Planned Behaviour and the Impact of Past Behaviour. International
Business & Economics Research Journal, 10(1), 91-110.

Sutton, S., Hennings, D., Mitchell, J., Wareham, M., Griffin, S., Hardeman, W., & Kinmonth, A.
(2003). Eliciting Salient Beliefs in Research on the Theory of Planned Behaviour: The Effect of
Question Wording. Current Psychology, 22, 234-251.

Tajeddini, K., Rasoolimanesh, M., Gamage, T. C., & Martin, E. (2021). Exploring the Visitors'
Decision-making Process for Airbnb and Hotel Accommodations using Value-attitude-behaviour and
Theory of Planned Behavior. International Journal of Hospitality Management, 96, 102950.
Venkatesh, M., & Raj, P. S. (2016). Impact of Tourism in India. International Journal of Scientific
Engineering and Applied Science, 2(1).

Wang , J., & Ritchie, B. W. (2012). Understanding Accommodation Managers' Crisis Planning
Intention: An Application of the Theory of Planned Behaviour. Journal of Tourism Management,
33(5), 1057-1067.

Wang, C., & Hsu, M. K. (2010). The Relationships of Destination Image, Satisfaction, and Behavioural
Intentions: An Integrated Model. Journal of Travel & Tourism Marketing, 27(8), 829-843.
doi:https://doi.org/10.1080/10548408.2010.527249.

Wang, X., Qin, X., & Zhou, Y. (2020). A Comparative Study of Relative Roles and Sequences of
Cognitive and Affective Attitudes on Tourists' Pro-environmental Behavioral Intention. Journal of
Sustainable Tourism, 28(5), 727-746.

White, C. (2004). Destination Image: To See or not to See? . International Journal of Contemporary
Hospitality Management, 17(2), 191-196.

Woomi, P., & Soocheong, J. (2007). Destination Image and Visit Intention: Examining the Moderating
Role of Motivation. 12(4), 319-326.

Yarimoglu, E., & Gunay, T. (2019). The Extended Theory of Planned Behavior in Turkish Customers'
Intentions to Visit Green Hotels. Business and the Environment, 29(3), 1097-1108.

*Corresponding Author: Happyson Gachuiwo® www.aijbm.com 100 | Page



