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EFFECT OF SELF-IMAGE CONGRUENCE, EXPERIENCE AND SATISFACTION ON BEHAVIORAL INTENTIONS 
 

DEEKSHA MEHRA 

RESEARCH SCHOLAR 

DEPARTMENT OF COMMERCE 

DELHI SCHOOL OF ECONOMICS 

DELHI 

 
ABSTRACT 

Self-image congruence is an important construct in explaining various aspects of consumer behaviour. However, empirical investigations on self-congruence theory 

to understand tourists’ behaviours are still in its infancy. The purpose of this study is to understand the effects of self-image congruence, tourist experiences and 

satisfaction on intention to revisit and recommend. Regression analysis was used to test the hypotheses. Results indicate that self-image congruence has significant 

effect on experiences, satisfaction and behavioral intentions. Also, experience has a significant positive effect on satisfaction and behavioral intentions. Overall, 

this research further establishes the validity of self-congruity theory in the context of a tourist destination, which is an under-explored area in tourism. 

 

KEYWORDS 
self-image congruence, tourist experiences, satisfaction, behavioral intention. 

 

JEL CODE 
M31 

 

1. INTRODUCTION 
elf-concept, is the sum total of an individual’s ideas, thoughts and feelings about oneself. The process of buying products consumers believe to possess 

symbolic images similar and/or complementary to the image they hold about themselves is referred to as image congruence (Heath and Scott, 1998). Self-

image congruence is recognised as an important construct in predicting different aspects of consumer behaviour (He and Mukherjee, 2007). In recent 

years, a plethora of studies investigated the role of congruence on various post-consumption evaluations such as satisfaction (Jamal and Al-Marri, 2007), loyalty 

(He and Mukherjee, 2007) and attitudes (Ibrahim and Najjar, 2008).  

Tourism literatures recognize the relevance of self-congruence construct in understanding tourist behaviours (Litvin and Goh, 2002). Sirgy and Su (2000) propose 

a model establishing the relationships among destination image, self-congruence and tourists’ behaviors. Chon (1992) was the first to apply self-image congruence 

theory to tourism. The author highlighted that tourist satisfaction was significantly related with image congruity. Tourists who perceived a low difference between 

a destination’s user image and their actual self-image were more satisfied with the destination. Litvin and Goh (2002) extended Chon’s (1992) post-trip concept 

to include pre-visit variables travel interest and intention to visit. Beerli, et. al., (2007) investigate the role of congruence in predicting choice of destination. 

Findings revealed that, the greater the match between a destination’s image and one’s self-concept, the greater the tendency for tourist to visit that place. 

 

2. HYPOTHESES DEVELOPMENT 
Past studies show that self-image congruence plays an essential role in influencing consumer behaviors. Extant research reports a strong positive relationship 

between congruence and satisfaction (He and Mukherjee, 2007; Jamal and Al-Marri, 2007). Tourism literatures recognise the influence of self-concept in influenc-

ing tourist behaviours. Chon (1992) studied the relation between tourists’ image congruity and satisfaction. Chon’s (1992) findings display that self-image congru-

ence is a significant determinant of tourist satisfaction with destinations. Litvin and Kar (2003) found that congruity was significantly correlated with visitor satis-

faction.  

Amidst fierce competition, marketers have been under great pressure to comprehend the characteristics of tourist experiences (Gretzel et al., 2006). Researchers 

report a strong relationship between congruence and satisfaction (Shahin et. al, 2012). Tourism literature recognises that congruence influences tourist behaviour 

(Chen and Phou, 2013).  

Understanding tourist experience will give an insight on post consumption behaviour, such as satisfaction, WOM, (Duman and Mattila, 2005 and Hosany and 

Martin, 2012). Researchers also suggest that tourist experience is a useful approach in influencing the tourist behaviour. Past researches suggest that experiences 

leads to intentions to revisit and recommend (Hosany and Martin, 2012, Ryu et al., 2012). 

Many studies have examined the antecedents of behavioral intentions. Satisfaction is one of the most important antecedent of revisit intention and intentions to 

recommend (Siu et al., 2012) Numerous studies have reported that satisfaction influences intention to revisit and recommend (Ali and Amin, 2014; Allameh et al., 

2015).  

Accordingly, based on above discussions, we propose the following hypotheses:  

H1: The greater the congruity between one’s actual self-concept and his/her image of other tourists, better will be their experience.  

H2: The greater the congruity between one’s actual self-concept and his/her image of other tourists, the greater the level of satisfaction 

H3: The greater the congruity between one’s actual self-concept and his/her image of other tourists, the greater will be the behavioral intentions. 

H4: A pleasant experience is positively related to satisfaction.  

H5: A pleasant experience is positively related to behavioral intentions.  

H6: Tourist satisfaction is positively related to behavioral intentions. 
 

FIGURE 1: HYPOTHESIZED MODEL 

 

S
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3. RESEARCH METHOD 
The self-concept (actual) and his/her image of other tourists (user image) were captured on a 7-point likert scale using three items adapted from Usakali and 

Bolaglu (2011). Four items, adapted from Hosany and Martin (2012) were used to measure tourist overall experience. Overall satisfaction was conceptualized as 

tourists’ post-consumption evaluation of the totality of the vacation and was assessed using seven items adapted Pool et al., (2016). Finally, behavioral intention 

were operationalized using two statements adapted from Chen and Phou (2013).  

Data was collected from tourist visiting Delhi. Tourist were approached at famous tourist locations like India Gate, Red Fort, etc. In total, there were 500 question-

naire were distribute, out of which 315 usable responses were collected. 

The collected data were first edited and coded and then analysed with the help of Regression using SPSS 21 software.  

 

4.     RESULTS AND INTERPRETATION 
4.1 REGRESSION RESULTS BETWEEN SELF-CONGRUITY AND TOURIST EXPERIENCE 
Test was conducted to find out the impact of self-image congruence on tourist experience. Results indicated that 41.6% (R2) of the variance in tourist experience 

is explained by the self-image congruence which can be seen in the table 1 given below. Results indicate that congruence positively and significantly influences 

experience.  

TABLE 1: SELF-IMAGE CONGRUENCE AND TOURIST EXPERIENCE: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: 

Tourist Experience 

   

Independent variables    

Constant 1.706 7.355 .000 

Self-image congruence (β1) .646* 14.978 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  

MODEL SUMMARY 

R2 41.6% 

F- statistics 224.338 

Significance .000 

Number of observations 315 

4.2 REGRESSION RESULTS BETWEEN SELF-CONGRUITY AND TOURIST SATISFACTION 
Test was conducted to find out the impact of self-image congruence on tourist satisfaction. Results indicated that 59.6% (R2) of the variance in tourist satisfaction 

is explained by the self-image congruence which can be seen in the table 2 given below. Results indicate that congruence positively and significantly influences 

satisfaction.  

TABLE 2: SELF-IMAGE CONGRUENCE AND TOURIST SATISFACTION: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: Tourist satisfaction    

Independent variables    

Constant 1.807 11.214 .000 

Self-image congruence (β1) .710* 21.530 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  

MODEL SUMMARY 

R2 59.6% 

F- statistics 463.560 

Significance .000 

Number of observations 315 

4.3 REGRESSION RESULTS BETWEEN SELF-CONGRUITY AND BEHAVIORAL INTENTIONS 
Test was conducted to find out the impact of self-image congruence on behavioral intentions. Results indicated that 42.6% (R2) of the variance in behavioral 

intentions is explained by the self-image congruence which can be seen in the table 3 given below. Results indicate that congruence positively and significantly 

influences behavioral intentions.  

TABLE 2: SELF-IMAGE CONGRUENCE AND BEHAVIORAL INTENTIONS: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: Behavioral intentions    

Independent variables    

Constant 2.027 8.955 .000 

Self-image congruence (β1) .654* 15.824 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  

 

MODEL SUMMARY 

R2 42.6% 

F- statistics 233.589 

Significance .000 

Number of observations 315 

4.4 REGRESSION RESULTS BETWEEN TOURIST EXPERIENCE AND TOURIST SATISFACTION 
Test was conducted to find out the impact of tourist experience on tourist satisfaction. Results indicated that 62.4% (R2) of the variance in satisfaction is explained 

by the tourist experience which can be seen in the table 4 given below. Results indicate that experience positively and significantly influences satisfaction.  

 
TABLE 4: TOURIST EXPERIENCE AND TOURIST SATISFACTION: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: Tourist Satisfaction    

Independent variables    

Constant 1.800 11.815 .000 

Tourist experience (β1) .791* 22.870 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  
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MODEL SUMMARY 

R2 62.4% 

F- statistics 523.020 

Significance .000 

Number of observations 315 

4.5 REGRESSION RESULTS BETWEEN TOURIST EXPERIENCE AND BEHAVIORAL INTENTIONS 
Test was conducted to find out the impact of tourist experience on tourist behavioral intentions. Results indicated that 40.1% (R2) of the variance in behavioral 

intentions is explained by the tourist experience which can be seen in the table 5 given below. Results indicate that experience positively and significantly influences 

behavioral intentions.  

TABLE 5: TOURIST EXPERIENCE AND BEHAVIORAL INTENTIONS: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: Behavioral intentions    

Independent variables    

Constant 2.191 9.661 .000 

Tourist experience (β1) .626* 14.529 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  

MODEL SUMMARY 

R2 40.1% 

F- statistics 211.088 

Significance .000 

Number of observations 315 

4.6 REGRESSION RESULTS BETWEEN TOURIST SATISFACTION AND BEHAVIORAL INTENTIONS 
Test was conducted to find out the impact of tourist satisfaction on tourist behavioral intentions. Results indicated that 54.4% (R2) of the variance in behavioral 

intentions is explained by the tourist satisfaction which can be seen in the table 6 given below. Results indicate that satisfaction positively and significantly influ-

ences behavioral intentions.  

TABLE 6: TOURIST SATISFACTION AND BEHAVIORAL INTENTIONS: REGRESSION RESULTS 

 β t-statistics P-value 

Dependent variable: Behavioral intentions     

Independent variables    

Constant .875 3.680 .000 

 Tourist Satisfaction (β1) .738* 19.368 .000 

Note: Significance level: * p < 0.01, ** p < 0.05, *** p < 0.10  

MODEL SUMMARY 

R2 54.4% 

F- statistics 375.104 

Significance .000 

Number of observations 315 

For all the above regression results it may be stated here that the multicollinearity among the independent variables was assessed through computations of 

tolerance and VIF statistics. Both these statistics indicated absence of multicollinearity among the independent variables. The VIF and Tolerance scores are <10 

and >0.1 respectively, thus, the regression outcomes are not affected by the multicollinearity problems. Also the bird nest view in the scatter plot shows that the 

regression is free from hetroscedasticity.  

 

5. RESULTS AND INTERPRETATION 
Self- congruence has been a major focus of consumer research. The present study applies the concept to the tourist destination. Our findings confirm that con-

gruence influence experience, satisfaction and behavioral intentions. Findings also indicate that tourists’ experiences were positively related to satisfaction and 

behavioral intentions. In addition, as predicted, the relationship between satisfaction and intention to recommend was confirmed.  

The current research shows empirical results, which present self-image congruity as a vital component in competitive market. Keeping this in mind, the managers 

should be motivated to create an image congruity in case of destinations. It would be beneficial for managers to use these results this will empower them in 

achieving the objectives and realizing their aims. 

It is essential to acknowledge some limitation of the study. This study is based on the investigation of a single destination, Delhi. So the results cannot be generalized 

for the entire tourism industry. Our study only takes actual self-congruity; future studies should incorporate other dimensions of self-image congruity. Lastly, pure 

random sampling is almost impossible in the tourism industry. Thus, future research should develop a design that better represents the population. 
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