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Abstract: Tourism has expanded dramatically in Nigeria over the last six decades, becoming one of the largest and fastest-
growing sectors of the Nigerian like in the global economy. The World Travel and Tourism index ranked Nigeria 129" out of
140 countries and Nigeria’s ranking is well below average rankings for sub-Saharan Africa. This study was motivated by the
need to explore the antecedents of tourists’ behavioural intentions from the perspectives of the expectations confirmation
model. The study extended the model by adding perceived trust to original components. Several studies have been conducted
from the perspective of this model in tourism in many countries but none in Nigeria. The study was based on a sample 400
tourists selected from the five states in the South East geopolitical zone of Nigeria out of which 317 respondents returned valid
questionnaire. The study population was infinite hence respondents were those seen at the various tourist sites and who agreed
to fill the questionnaire. The analysis utilized partial least squares structural equations modelling (PLS-SEM) with the aid of
WarpPLS version 7.0. All the hypothesised relationships are statistically significant (Table 6). The 95% confidence intervals
straddle no zero in-between for all the hypotheses. The Effect sizes in our analysis range from as high as 0.409 for
Confirmation which is the highest to 0.209 for PP and 0.149 for CE. Conf. and PT have 0.094 and 0.084 respectively hence all
the IVs in our analysis fall within acceptable range from medium to high effect sizes and are all considered relevant in our
model. Implications of the study were also discussed and recommendations for further study were also made.

Keywords: Antecedent, Tourist, Behavioural Intention, Confirmation Model, Tourism, Southeast Nigeria

tourism earned $2.392.9 which represents 4.1% of total
exports for Nigeria in 2019. Thus the tourism sector is very
strategic to economy of Nigeria like in many other countries.
The World Economic Forum-Travel and Tourism
Competitiveness Report (TTCR), shows that Sub-Saharan
Africa outpaces the global average for growth in tourism
receipts and arrivals, with the island nation of Mauritius
(54th) outscoring last year’s top performer South Africa
(61st) to rank as top scorer in the region (WEF-TTCR, 2019).
The report laments that due to historically lower levels of
economic development, the region continues to face
difficulties in health and hygiene, overall infrastructure and

1. Introduction

The World Travel and Tourism Council (WTTC) noted that
tourism sector earned a total of $18,077.4 which represents
4.5% of total Nigeria’s gross domestic product (GDP) in the
year 2019 [1], the report equally, contend that tourism GDP
grew at the rate of 2.2% while the overall economy grew at
the rate 2.1% in 2019. In terms of jobs creation, tourism
accounts for three thousand three hundred and fifty four
(3,354) jobs which represents 4.7% of total employment. On
the international impact or foreign exchange earnings,
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the effective selling of cultural and business travel. In the
face of this, however, Sub-Saharan Africa shows great
untapped potential for natural tourism, which can be better
utilized with more development and investment. Some of the
region’s greatest improvements came from areas where it
traditionally has trailed, including ICT readiness,
international openness and price competitiveness. Lesotho
(128th to 124th) had the greatest growth in score since 2017,
however, it was the average growth in the economies of
Western Africa that generated the most sub regional
improvement. Nigeria is ranked 129" out of 140 countries. It
is comprised of four sub-indices, 14 pillars and 90 individual
indicators, distributed among the different pillars. Nigeria’s
ranking for the 14 pillars are below average rankings for sub-
Saharan Africa.

Tourism cites in Southeast Nigeria include Agulu Lake
Resort, Ogbunike Cave and Igbokwu Musuem (Anambra
State) and in Enugu State are the yearly Mmanwu Festival,
Ezeagu Cave and Warm  Springs and  the
Ethnographic/Cultural Museum of National Unity Enugu. In
Abia State there are the Arochukwu Slave route, Museum of
Colonial History Aba, and National War Museum Umuabhia,
Azumini Blue River. In Imo State there is also a National
Museum, Oguta Lake and Mbari Cultural & Arts Centre;
while in Ebonyi State there are the Okposi Salt Lake, and
Afikpo Sand Beach among others.

Several models have been used in consumer satisfaction
studies. These models include the disconfirmation of
expectations model, perceived performance model, rational
expectations model, expectations-artefact model, attribution
model, cognitive dissonance model, comparison level model,
contrast model, and the Kano model. There are also other
country specific models of satisfaction like the American
Customer Satisfaction Index (ASCI) model contains six
constructs which are customer expectation, perceived value,
perceived quality, customer satisfaction, complaint
behaviour, and customer loyalty. It was developed in 1994 by
random sampling of 250 of the 200 firms’ customers. Of all
these the expectations, confirmation model appears to be the
dominant model for studying customer satisfaction.
Interestingly, marketing and tourism literature have been
dominated by an expectations, confirmation model (ECM),
which maintains that customer satisfaction is the result of
contrast between expectation and service performance. As
such, expectation affects satisfaction indirectly through
disconfirmation with actual service performance, whether it
is  positive  disconfirmation (performance exceeds
expectation) or negative disconfirmation (expectation
exceeds performance) [2, 3]. An increasing number of
researchers have expressed their concerns on its applicability
in typical continuous service consumptions (such as tourism)
featuring aggregated, cumulative customer satisfaction,
where the consumer (tourist) can learn from the ongoing
travel experience, and their prior expectation can be evolving
during the trip [4, 5]. The study of Mohajerani and Miremadi
was on customer satisfaction in hotel industry while Aziz et
al. focused on tourist’s satisfaction. All these studies are alien

and are on customer satisfaction [6, 7]. Yunduk ez al. study
on behavioural intentions in sporting events in South Korea;
and to the knowledge of the researcher no study has been
conducted to validate expectations and confirmation model
(ECM) dimensions of expectation, perceptions, and
confirmation/disconfirmation with perceived trust on tourists’
behavioural intentions in Southeast Nigeria. This study is set
to explore the antecedents of tourists’ behavioural intentions
from the perspectives of expectations confirmation model
(ECM) based on the selected tourists in Southeast Nigeria.
The study is also set out to extend the ECM by adding the
dimension of perceived trust from service quality
(SERVQUAL) which is also a known model in customer
satisfaction; and is considered a critical factor in customers’
behavioural intentions [8].

2. Literature Review
2.1. Concept of Tourism

Tourism is travel for pleasure or for business; also theory
and practice of touring, the business of attracting,
accommodating, and entertaining tourists, and the business of
operating tours. The World Tourism Organisation (WTO)
defines tourism more generally, in terms which go beyond
the common perception of tourism as being limited to
holiday activities only, as people travelling to and staying in
places outside their usual environment for not more than one
consecutive year for leisure and not less than 24 hours, for
business and other purposes [9]. Also the Oxford Advanced
Learners Dictionary of Current English defines tourism as:
the business activity connected with  providing
accommodation, services, and entertainment for people who
are visiting a place for pleasure. The definition of tourism by
the UNWTO is more encompassing as it recognises tourism
as comprising a broad range of activities, and goes beyond
the common perception of limiting tourism only to holiday
activity [9]. Tourism involves lodging in hotels and visiting
places of interest like the Ogbunike Cave, a UNESCO
Heritage cite in Anambra State which is one of the states
within the scope of this present study. These definitions no
doubt relates to the demand side of tourism as they relate
mainly to the products and services offered. There is also the
supply of tourism and in this context tourism is also seen as
an industry in which we are referring to firms, hotels,
recreation parks and heritages among others that provide
leisure. Industries are competitors and group of business
enterprises that are engaged in a common type of economic
activity. Economic activities are categorized according to
some classification system, such as the United Nations’
International Standard Classification of Economic activities
[9]. It is important to note however that tourism cannot be
identified in terms of a particular good or service. Example is
when a customer buys a bottle of soft drink at a local store to
quench his/her taste that cannot be categorized as tourism.
But when a visitor to Ogbunike Cave for holiday/leisure such
a soft drink in the same store activity becomes ‘tourism’ [9].
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Tourism transaction in this regard can be seen in three
dimensions: the consumer, the product and the supplier.

Tourism is an activity which human beings have
undertaken for a very long time in history. In recent time,
tourism has become an important social and economic
phenomenon. UNWTO reports that the impact of tourism is
increasingly being felt at the individual level and through its
impacts on society [9]. Tourism can be domestic (within the
traveller’s own country) or international, international
tourism has both incoming and outgoing implications on a
country’s balance of payments. In this regard tourism
transactions and expenditures as evidenced in literature are
multiple and includes: family tourist expenditure, visits to
friends/relatives; travel for business and professional
purposes; government sponsored trips; and social incentive
or price tourism. In light of this several expenditures are
included in tourism and they are: accommodation; food and
drinks; transport; recreation, culture and sporting activities;
shopping among others.

Some scholars viewed tourism as a complex phenomenon
that is extremely difficult to describe clearly, pointing out that
any model of tourism must “capture” the composition or
components of the tourism system, as well as the key
processes and outcomes that occur within tourism [10].
These processes and outcomes they said include the very
essence of tourism, the travel experience, and the supporting
means by which tourism is made possible. They identified
the three components of tourism as: the tourist, who is at the
very heart of tourism; Natural Resources and Environment,
which is a fundamental dimension of the model, the very
basis of which tourism is the natural resources and
environment component; and the built environment is
included in culture of the residents of the host region.
Goeldner and Ritchie listed the operating sectors of the
tourism industry or what is perceived as tourism. First and
foremost, the transportation sector, comprising airlines, bus
companies, and so on, tends to typify the movement of
people and travel [10]. The accommodation/hotel sector,
which includes many well-known brands such as Best
Western, and so on, is highly visible to the public. And the
food services sector which also contains a broad spectrum of
brands and logos that have become part of everyday life in
many communities. This food sector includes the sustainable
food as well as the informal sector food vendors dotting the
landscape of Nigeria.

2.2. Tourism in Nigeria and South East Nigeria

There are conflicting historical reports on European visits
and exploration of Nigeria. While some history reports that
the Portuguese first landed in Benin about 1452, Alamai et al.
stated that the country (Nigeria) had her first international
tourists in 1472, when Portuguese merchants visited Lagos,
apparently in search of trade. Whatever is the case tourism in
Nigeria has continued to grow appreciably [11]. This was
such that in 1962, the Government established the Nigerian
Tourist Association (NTA) and charged it with the
responsibility of promoting domestic and international

tourism in the country [12]. In 1976, NTA was dissolved and
the Nigerian Tourism Board (NTB) established in its place.
The development of the sub-sector was boosted in 1992,
when the Ministry of Trade and Industry was created, and the
NTB became a Corporation following the establishment of
the Nigerian Tourism Development Corporation (NTDC) as a
Federal Government Corporation under the Ministry of
Culture, Tourism, and National Development. The
Corporation is responsible for the planning, supervision,
development and marketing of tourism in Nigeria. According
to the Corporation, tourism is a central pillar of economic
growth and diversification in any country (NTDC, 2020).
Accordingly, the major functions of NTDC include among
others: to encourage people living in Nigeria to take their
holiday therein and people from abroad to visit Nigeria and
also to encourage the provision and improvement of tourism
amenities and facilities in Nigeria.

To give further boost to tourism in Nigeria, the National
Travel Bureau (NTB), was established by Decree No. 81 of
1992, as a tour company responsible for tour services and
operations within and outside Nigeria. The Bureau acts as the
commercial arm of NTDC and is responsible for conducting
guided tours/excursions, Bus Rental Services, Travel
Consultancy and Tour Guide Services. The vision for the
establishment of the National Tour Bureau according to
information from the NTDC website was that of the Nigerian
Tourist Association. It was done at a time to ensure that
guided tours, sightseeing and package holidays are in place.
According to the NTDC information, the NTB is to
strengthen private tour companies which are unable to
purchase tourist bases.

The imperativeness of tourism lies in its great potentials
for generating foreign exchange. The World Travel and
Tourism Council allude that tourism earned $18,077.4
representing 4.5% of the total Nigeria’s revenue the year
2019. The report adds that while tourism GDP grew at 2.2%
the overall economy grew at 2.1% in that same year. In terms
of jobs, WTTC reports that tourism account for 3,354
Thousand jobs which represents 4.7% of total employment
for Nigeria in same period. In terms of international visitor
impact or foreign exchange earnings tourism account for
$2.392.9 Million representing 4.1% of the total exports for
Nigeria in 2019.

On the global scene, tourism accounts for 10.3% of World
GDP and account for 330 Million jobs. WTTC reports that
tourism accounts for 1 in every 10 jobs adding that while
global economy grew by 2.5% Travel and Tourism grew
significantly at the rate of 3.5%. One in four net new jobs
were created by Travel and Tourism over the last 5 years.
Four countries: Niger (10%), Benin (5%), Cameroon (5%),
United States (5%) and China (4%) share 28% of inbound
arrivals in tourism, while the rest of the World account for
72%. In terms of departures, United States (17%), Ghana
(16%), Saudi Arabia (12%), United Kingdom (9%) and South
Africa (5%) share 59% of the tourism outbound, while the
rest of the World share 41% of outbound departures. In terms
of sector characteristics, leisure spending account for 55%
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while business spending represent 45%. In same vein, while
domestic spending account for 80%, international spending
account for just 20% of tourism spending in 2019 [1]. This
study scope is the South East Nigeria hence we present top
10 Cites in the region.

2.3. Theoretical Review and Research Framework

The confirmation/disconfirmation of expectation model
(ECM) was developed structurally in a series of two papers
written by Oliver [13]. It is a cognitive theory that seeks to
describe post-purchase or post-adoption satisfaction as a
function of expectations, perceived performance, and
disconfirmation of beliefs. In other words, it shows how
customer satisfaction is affected by the summation of product
performance and customer’s expectation level. The model
submits that in a situation where the performance that a
customer perceives is adjudged to be higher than the
expectations obtained, satisfaction will rise. This is known as
positive disconfirmation. However, when a perceived
performance is lesser than the customers’ level of
expectation, the result will be a decrease satisfaction hence,
negative disconfirmation [13, 14]. Therefore, satisfaction is a
function of the disparity between performance and
expectations, and satisfaction is indicated by the
disconfirmation model; it forecasts that as expectations rise,

Customer Expectations

Perceived Performance

Perceived Trust

Confirmations

satisfaction will decline. The ECM besides studies in job
satisfaction literature, disconfirmation of expectation model
has enjoyed widespread support from scholars in other fields,
and it has been generally used in appraising and measuring
satisfaction with diverse products, like the hospitality sector
[3]. However, the disconfirmation of expectations model has
been scarcely used in the field of Internet marketing,
sustainability marketing, health marketing, and social
marketing. ECM posits that satisfaction is determined by
interplay of prior expectations and perception of delivery. As
such, there are many applications in research and practice
that employ an ECM [15]. The descriptive power allows
independent investigations manipulating either of the
components and a format to examine just why clients are
satisfied (or not) with a particular product or service [15].

The dimensions of the ECM are: expectation,
performance, (dis)confirmation and customer satisfaction. In
this study the final dependent variable is replaced by
behavioural intention. Also, because our study is based on
tourists’ behavioural intentions, the wvariable of trust was
added as an independent variable that directly impinge on
customer behavioural intentions. Tourism is a service and
perceived trust is very crucial in shaping customers/tourists’
behavioural intentions. Hence the research model/framework
is as shown in figure 1.

Tourists Behavioural Intentions

Figure 1. The Research conceptual model.

2.3.1. Customer Expectations (CE)

The ACSI model defines customer expectations as the
level of quality that customers expect to receive and as
such serves as the benchmark that is adjusted or updated
in accordance with a customer’s more recent purchase and
consumption experience or what has been communicated
to him or her about the product or service. CEs sum up a
customer’s prior consumption experience with a firm’s
products or services as well as marketing communication
and word-of-mouth information [16]. A wide range of
factors create customer expectations. A customer’s
previous experiences, the communication of an

organisation with its customers, advertisements, service
recovery, promises, informal recommendations, formal
recommendations, price to be paid, personal needs,
corporate image and salespeople all influence the
formation of customer expectations [17, 18]. CEs are
regarded as necessary in predicting a firm’s ability to
provide future performance and as such should have a
positive influence on confirmation/disconfirmation. With
the above we formulate the following hypothesis:

Ha;: There is a significant positive relationship between
tourists’ expectations and the confirmations/disconfirmations
of tourism organisations in South East Nigeria.
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2.3.2. Perceived Performance (PP)

Performance, in the context of urban tourism, refers to a
tourists’ cognitive appraisal of the superiority of tourism-
related service/product in fulfilling their needs during a city
trip [19]. Both the marketing and tourism literatures suggest
that perceived performance is one of the strongest predictors
(or even the sole determinant) of customer satisfaction [20,
21]. This positive effect has been established through
substantial empirical studies in various tourism sectors
including accommodation, retailing, tour operator and casino
[19, 22]. Our study is on tourist behavioural intentions hence
it is believed that perceived performance positively relate to
confirmation/disconfirmation. Based on the above, we
formulated the following hypotheses:

Ha,: Tourists’ perceived performance of tourism
organisations would significantly and positively impact the
tourists’ confirmation/disconfirmation in the South East
region of Nigeria.

Hay: Tourism organisations perceived performance would
significantly and positively impact tourists’ behavioural
intentions in South East Nigeria.

2.3.3. Confirmation-Disconfirmation

Confirmation is defined as the objective judgment of client
on the difference in experience of pre-expectation and actual
experience [2]. Customer satisfaction is affected by
expectation and  disconfirmation  [23].  Literarily,
disconfirmation indicates the gap between expectations and
perceived performance. Bhattacherjee argued that the
confirmation is positively related to satisfaction with
information system use because it implies realization of the
expected benefits of information system wuse, whereas
disconfirmation (perceived performance lagging expectation)
indicates failure to achieve expectation. Our study is on
tourism and it is expected that (dis)confirmation positively
relate to tourists behavioural intentions [24].

Based on the above the hypothesis is formulated:

Ha;: Tourists’ confirmation/disconfirmations has a
significant and positive impact on tourists’ behavioural
intentions in the South East region of Nigeria.

2.3.4. Perceived Trust
A customer’s perceived trust can lead to
confirmation/disconfirmation among tourists. Trust is

proposed as an important antecedent of loyalty [25, 26],
because it helps initially to attract new customers and later
to retain existing ones [27]. Consumers’ perceived trust can
also influence their overall satisfaction [25], because trust is
an important factor in consumer outcome evaluation and
can equally contribute to positive behavioural intention
toward tourism. In this era of online transaction or
pervasive e-marketing, perceived trust can create value by
providing relational benefits that are derived from
interaction, thus reducing the uncertainty of the exchange.
Accordingly, perceived trust was added to the ECM in this
study and is expected to have a positive impact on tourists’
behavioural intentions. Based on the above, the following
hypothesis is formulated:

Based on this the following proposition is made:

Has: There is a significant and positive effect between
perceived trust and tourists’ behavioural intentions in South
East Nigeria.

2.3.5. Behavioural Intentions

Behavioural intention has long been an important
dimension of consumer, marketing and tourism studies. The
concept can be depicted as a tourists’ intention to revisit
based on past memorable experiences at a destination and to
engage in word-of-mouth [28]. Most researchers have long
regarded behavioural intention as one of the most reliable
sources of information regarding potential tourists [29]. Lee
and Han ascertained behavioural intention can decrease
negative recognition and perceived risk of destination, which
indicates behavioural intention should be considered when
evaluating the success tourism [30]. Our study is on
antecedents of tourists behavioural intentions form the
perspective of the ECM hence behavioural intention (figure
1) is the last dependent variable and it is expected that it will
be positively affected by performance,
confirmation/disconfirmation and perceived trust.

2.4. Empirical Review

Several researchers have conducted empirical studies in both
marketing and tourism on customers’ behavioural intentions, this
study also looked at some of these empirical works. Yunduk et
al. conducted a study on the determinants of behavioural
intentions in the context of sport tourism with the aim of
sustaining sporting destinations. They examined structural
relationships between event quality, tourist satisfaction, place
attachment, and behavioural intentions with emphasis on the
mediating effects of tourist satisfaction and place attachment on
relations between event quality and behavioural intentions in the
context of a small-scale recurring sporting event. Responses
obtained from 350 attendees were collected and analysed.
Results showed positive impacts of (a) event quality, tourist
satisfaction and place attachment on behavioural intentions, (b)
event quality and tourist satisfaction on place attachment, and (c)
event quality on tourist satisfaction, and demonstrated (d) tourist
satisfaction and place attachment partially mediate relationships
between event quality and behavioural intentions and that (e)
place attachment partially mediates the relationship between
tourist satisfaction and behavioural intentions [8]. In a recent
study looked at the antecedents of tourists’ behavioural
intentions at sporting events based on a case of South Korea.
They noted that mega-sporting events can bring diverse benefits
to the hosting areas, such as job creation and image
improvement. The problem they investigated was that only a
handful of studies have explored the antecedents of destination
image which plays a crucial role in eliciting certain tourist
behaviours and personal involvement [31]. To fill this gap, study
from the World Masters Championships Gwangju in 2019
evaluated the relationships among personal involvement,
destination image, place attachment, and behavioural intentions
in the context of sporting event tourism to provide destination
managers useful information for sustainable sports tourism
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development. They gathered information from 374 international
tourists at the FINA (Fédération Internationale de Natation—
International Swimming Federation) in South Korea. They used
structural equation modelling along with maximum likelihood
estimation to examine the predicted relationships. The findings
showed positive impacts of (a) personal involvement on
destination image, (b) destination image on place attachment,
and (c) place attachment on behavioural intentions. Furthermore,
(d) place attachment dictated the relationship between
destination image and behavioural intentions. The findings
confirm the significant role personal involvement plays in the
improvement of a destination’s image. To ensure sustainable
sports tourism, destination managers are advised to pay close
attention to research findings on destination image in the
development of their plans.

The import of this to the present study is that the study
used an extended variant of the ECM on which the present
study is based but in a different extension.

Terblanche studied was on an application of the American
customer satisfaction index (ACSI) in the South African
motor vehicle industry. The problem that informed his study
was that of management’s major challenges in employing a
model that is appropriate to explain and predict customer
retention for a particular company or brand. This study
investigated the reliability of the ACSI for South Africa and
reports on the empirical findings in respect of the
relationships between various dimensions in the ACSI model
as applied in the South African motor vehicle industry. The
focal point of the study was the South African motor vehicle
industry as a whole as well as two individual motor vehicle
brands. The strengths of various relationships, for instance,
the relationship between customer satisfaction and customer
loyalty and the relationship between customer expectations
and perceived value were studied. The findings of the study
are supportive of the views of authors that endorse a positive
relationship between satisfaction and loyalty. At the same
time the findings are in conflict with the views of various
authors who state that customer satisfaction cannot be a sole
predictor of customer loyalty. Different items might also
improve such measurement [32]. The implication of this
study is that it was based on ACSI which is one of the models
for investigating customer satisfaction and loyalty hence this
review is very relevant to this present study.

Alamai et al. study was a desk analysis of tourism and the
economy of Nigeria: a synthesis of its contributions to GDP
from 2005-2016 [11]. They noted that for many emerging
economies and several less developed countries (LDCs) such
as Burkina Faso, Gambia, and Nigeria tourism is an export
earner as it has proved to be a strong and resilient economic
activity that contributes to the economic recovery of nations
through generation of billions of dollars in income while also
stimulating job creation for destinations across the globe.
Their paper is a theoretical review of the direct, indirect and
induced impact of tourism to the economic growth of Nigeria
over a period of 16 years. They recommend among other
things the entrenchment of sound tourism development
master plan capable of rejuvenating the potentials in the

economic blueprint of the country and ensuring sustainable
tourism development participation even in the face of
difficulties and uncertainties.

3. Methodology
3.1. Research Design

This study adopted quantitative research design which is
considered the mainstay of research in marketing and
consumer behaviour research. Quantitative research places
major emphasis on using standard questions and
predetermined response options in designing questionnaire
and or surveys administered to large sample of respondents
[33]. Quantitative research methods are more directly related
to descriptive and causal research designs. Hence this
research adopted majorly the descriptive and causal design.
Accordingly the main objective of the study as stated is to
explore the causal effects of the antecedents of ECM on
tourists’ behavioural intentions.

3.2. Population and Sample

Population of study refers to all units of analysis that are of
important to a researcher and on which the researcher may
collect data [34]. The population of this study comprises all
adults in South East who can visit tourist sites or museums
for recreation, relaxation or for site seeing. This study was on
based sample of 400 tourists/respondents selected equally
among the five South East states covered by the study. The
sampling method adopted is the quota sample which allows a
researcher to include respondents from all the segments or
strata of the population without minding the probability of
inclusion. Hence we made people from diverse gender,
educational background, income among others were included
among the respondents. The researcher(s) employed the
assistance of some tourist centre staff to administer the
research instrument to the respondents which happened in
three months.

3.3. Sources of Data and Instrument Design

Data for this study came from two sources: secondary
sources and primary sources. Secondary sources of data came
from journals, textbooks, and other published works.
Questionnaire was the instrument used for primary data
collection. Five constructs were used in this study:
customers’ expectations (CE), perceived performance (PP),
confirmation (Conf.), perceived trust (PT) and tourists’
behavioural intentions (TBI). In terms of measurement, CE
and PP were measured with 5 items each, Conf. was
measured with 3 items while PT and TBI were measured 4
items each. All the items were measured on a five point
Likert scale of strong agree, agree, undecided, disagree and
strongly disagree.

3.4. Statistical Technique

Tables and percentages were used to present some aspects
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of the data while descriptive statistics were used to check the
behaviour of data. Partial least squares structural equations
modelling (PLS-SEM) was used in estimation and validation
of the hypotheses. There are some reasons for this. First is
that PLS-SEM has been employed and used extensively by
previous researchers and authors [35, 36] and has been
established as an appropriate tool for analysis and estimation
just like the covariance-based (CB-SEM) model [33]. Next is
that PLS-SEM as a non-parametric component of SEM
makes less demand on data compared to the CB-SEM.
Nevertheless, the PLS-SEM software used for the analysis is
WarpPLS version 7.0, the advantage of which is that it brings
together “the precision of CB-SEM algorithms under
common factor model assumptions with the nonparametric

characteristics of classic PLS algorithms™ [37]. Also the
sample size for this study is over 300 and this is large enough
as further justified the use of SEM in analysis.

4. Data Analysis
4.1. Data Presentation and Descriptive Analysis

The captive sample for this study is 317 respondents. This
means that out of the sample of 400, 317 returned valid and
usable copies of the questionnaire. This represents 79.25 per
cent response which is considered quite high for a study of
this nature. Four socio-demographic variables were used in
the study and the responses are presented in Table 1.

Table 1. Socio-demographic characteristics of respondents.

Socioeconomic variables Frequency Percent Mean/mode
Gender: Male 175 55.2 Male
Female 142 44.8
18-35 years 67 21.1
Age: 36-55 years 187 59.0 44 years
56 years and above 63 19.9
Student/apprentice 56 17.7
. Self-employed 166 52.4 Self-employed
Ol Civil servant 64 20.2
Unemployed 31 9.8
Primary/secondary 54 17.0
Non-formal 90 28.4
Education: NCE/HND/BSc 127 40.1 NCE/HND/BSc
Postgraduate 46 14.5
Total 317 100.0

As shown in Table 1, 175 (55.2%) of the respondents are
males while 142 (44.8%) are females. This shows near equal
representation in the genders in our sample. Most of the
respondents, 187 (59.0%) are within their prime ages of 36 —
55 years of age, 63 (19.9%) are above 56 years; while 67
(21.1%) are within 18 — 35 years. The average age of the
respondents was found as 44 years which implies that those
visiting tourist site in the study area are relatively young and
active. In terms of occupation, 56 (17.7%) are
student/apprentice, majority 166 (52.4%) are self-employed,
64 (20.2%) are civil servants while 31 (9.8%) are
unemployed. This means that majority of the respondents are
have something doing and can give valid responses. On
education, majority of 127 (40.1%) of the respondents have
NCE/HND/first degrees, while 90 (28.4%) have non-formal
education, 54 (17.0%) have primary/secondary education,
and 46 (14.5%) have postgraduate qualifications. This
implies that majority of respondents have reasonable
education to give valid responses and to be included in the
study. The next are the descriptive statistics.

4.2. Data Treatment

Table 2 present the information requested for each of the
items used to measure the variables of the study. The next
two columns show the minimum and maximum and the
highest under maximum is 5 while the least under minimum
is 1. This a confirmation that the variables were measured

with five-point scale coded one to five. Those variables
with a mean score of 3.0 and above are those that are in
agreement with the respondents. Standard deviations
measure variability hence with standard deviations from 0.5
and above is high enough to accept the respondent’s
decision. The skewness value provides an indication of the
symmetry of the distribution. Kurtosis on the other hand
provides information about the “peakedness” of the
distribution. Positive skewness values indicate positive
skew (scores clustered to the left at the low wvalues).
Negative skewness indicate a clustering of scores at the
high end (right-hand side of a graph). Positive kurtosis
values indicate that the distribution is rather peaked
(clustered in the centre), with long thin tails. Kurtosis
values below 0 indicate a distribution that is relatively flat
(too many cases in the extremes). With reasonably large
samples, skewness will make a substantive difference in the
analysis [38]. In Table 2, the skewness and kurtosis values
are all negative. This implies that there are more items in
the extreme. This problem of distribution was overcome by
the fact partial least squares (PLS) structural equations
modelling was used in the analysis. One of the advantages
of PLS-SEM over other tools of multivariate statistical
analysis is that it does not require a normally distributed
data [39]. Also Tabachinick and Fidell maintained that with
reasonably large samples (200 + cases) skewness ‘will not
make substantive difference in the analysis’ [40].
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Table 2. Descriptive Statistics.

Items N Minimum Maximum Mean Std. Deviation Skewness Kurtosis
Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error

cel 317 1.00 5.00 2.839 1.020 -0.465 0.137 -0.902 0.273
ce2 317 1.00 5.00 3.142 0.768 -0.711 0.137 0.299 0.273
ce3 317 1.00 5.00 3.069 0.894 -0.725 0.137 -0.220 0.273
ced 317 1.00 5.00 3.013 0.968 -0.763 0.137 -0.357 0.273
ce5 317 1.00 5.00 2.956 0.927 -0.680 0.137 -0.305 0.273
ptl 317 1.00 5.00 2.672 1.064 -0.282 0.137 -1.144 0.273
pt2 317 1.00 5.00 2.754 0.939 -0.344 0.137 -0.744 0.273
pt3 317 1.00 5.00 2.940 0.921 -0.566 0.137 -0.488 0.273
pt4 317 1.00 5.00 3.032 0.920 -0.724 0.137 -0.275 0.273
ppl 317 1.00 5.00 2.871 1.025 -0.484 0.137 -0.912 0.273
pp2 317 1.00 5.00 3.013 0.961 -0.692 0.137 -0.484 0.273
pp3 317 1.00 5.00 2.940 0.958 -0.554 0.137 -0.652 0.273
pp4 317 1.00 5.00 2.934 1.003 -0.511 0.137 -0.871 0.273
Confl 317 1.00 5.00 2.899 1.045 -0.635 0.137 -0.766 0.273
Conf2 317 1.00 5.00 2.975 1.025 -0.642 0.137 -0.756 0.273
Conf3 317 1.00 5.00 2.994 0.997 -0.663 0.137 -0.648 0.273
tbil 317 1.00 5.00 2.861 1.061 -0.551 0.137 -0.919 0.273
thi2 317 1.00 5.00 2.991 0.946 -0.703 0.137 -0.375 0.273
tbi3 317 1.00 5.00 2.924 0.958 -0.651 0.137 -0.460 0.273
tbi4 317 1.00 5.00 3.041 1.016 -0.756 0.137 -0.585 0.273

Source: Field Survey, 2020.

4.3. Common Method Bias

Researchers are advised to take measures to check
Common method bias (CMB) in their researches. CMB
stems from a situation where one questionnaire like in this
case is used to collect responses on both the independent and

the dependent variables. Evidences abound that CMB
influences item validities, reliabilities, and the covariance
between latent constructs [41]. In view of this, research
outcomes where CMB is serious cannot be relied upon as
they could be misleading.

Table 3. Correlation among latent constructs.

Latent variables CE PP Conf. PT TBI
Customer expectations 1

Perceived performance 0.196" 1

Confirmation 0.262" 0.442" 1

Perceived trust 0.186"™ 0.327" 0.249" 1

Tourists behavioural intentions 0.188" 0.392" 0.454" 0.288" 1

Table 4. Full collinearity VIF.

Customer expectations Perceived performance

Confirmation

Perceived trust Tourists behavioural intentions

1.376 1.810 2.576

1.364 2.463

There are qualitative and quantitative measures for
addressing issues of CMB. On the qualitative aspect and
based on the instructions of Podsakoff et al. [42], the
researcher(s) stated in the latter part of the questionnaire that
there are no right or wrong answers. Respondents were also
assured of anonymity and that their responses are for
academic purposes only. Quantitatively and based on the
method of Bagozzi et al. [43], the researcher(s) used the
Pearson Product Moment Correlation matrix of the latent
variables to check for method (Table 3). The correlations
among the latent constructs were found to be far below the
0.9 threshold recommended [43]. This shows that method
bias is not a problem in our study. The researcher(s) equally
used PLS-SEM to test for the hypotheses and Kock [37]
recommend using full collinearity VIF to check CMB (Table

4). All the values for the constructs are well below the less
than or equal to 3.3 threshold which signifies that common
method is not a problem in our study.

4.4. Measurement Model Validation

The analysis done in this research utilized the structural
equations modelling and it is customary that the
measurement model in SEM must be evaluated and validated
before assessing the structural model. This involves the
estimation of reliability as well as the validity of the study
constructs that show the strength of the measures used in the
research model. This is to ensure that the measurement model
are dependable and reliable as bad measurement model
cannot be used to evaluate a structural model since this will
produce spurious and unreliable results.
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As shown on Table 4 some of the items have loadings
below the 0.6 threshold required but because the items were
measures as reflective constructs the bases for inclusion and
retention is not just the loading but the level of significance.
Table 4 shows that all items have p-values well below the
0.05 margin of error hence no item need to be eliminated. We
also look at the normalized item loading and cross loading to

check further. Table 6 shows the normalized item loadings
and cross loadings and as is shown all items have loadings
above the 0.7 which is within the required threshold for items
retention and inclusion [44]. No item need to be eliminated.
This means that all the items merit further analysis. To
further demonstrate that no item need to be eliminated the
researcher(s) look at items weights.

Table 5. Combined loadings and cross-loadings.

Items CE PP Conf. PT TBI SE P value

cel 0.346 0.053 <0.001

ce2 0.495 0.052 <0.001

ce3 0.229 0.054 <0.001

ced 0.368 0.053 <0.001

ceS 0.339 0.053 <0.001

ppl 0.594 0.051 <0.001

pp2 0.453 0.052 <0.001

pp3 0.659 0.051 <0.001

pp4 0.553 0.052 <0.001

pp5 0.627 0.051 <0.001

Confl 0.589 0.051 <0.001

Conf2 0.689 0.051 <0.001

Conf3 0.589 0.051 <0.001

ptl 0.804 0.05 <0.001

pt2 0.516 0.052 <0.001

pt3 0.592 0.051 <0.001

pt4 0.295 0.054 <0.001

tbil 0.473 0.052 <0.001

tbi2 0.567 0.052 <0.001

tbi3 0.436 0.053 <0.001

tbi4 0.439 0.053 <0.001
Table 6. Normalized combined loadings and cross-loadings.

Items CE PP Conf. PT TBI

cel 0.755

ce2 0.879

ce3 0.746

ce4 0.885

ces 0.723

ppl 0.740

pp2 0.787

pp3 0.762

pp4 0.764

ppS 0.790

Confl 0.726

Conf2 0.742

Conf3 0.735

ptl 0.884

pt2 0.845

pt3 0.796

pt4 0.633

tbil 0.729

tbi2 0.727

tbi3 0.710

tbi4 0.711

Variance inflation factor (VIF) as shown on Table 7 show
that the items are in good stead as they are all below the
(VIFs < 2.5) [37]. Indicator weight-loading signs (WLS) are
provided for the indicators. A negative WLS (i.e., -1) for an
indicator means that the indicator in question is making a
negative contribution to the R-squared of its latent variable.
Accordingly, it is recommended that all indicator WLS
values be positive, for both formative and reflective latent

variables [37]. Indicators associated with negative WLS
values may be considered for removal. In our study no
indicator has a negative sign. Effect sizes (ES) are provided
for the indicators of all latent variables. As with the effect
sizes for paths, the effect sizes for indicators are calculated as
the absolute values of the individual contributions of the
corresponding indicators to the R-squared coefficients of the
latent variable to which each indicator is associated [37]. The
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values usually recommended are 0.02, 0.15, and 0.35;
respectively. It is recommended that all indicator effect sizes
be equal to or greater than 0.02, for both formative and
reflective latent variables [37]. Indicators with effect sizes
that do not meet this criterion may be considered for
removal. In this study all indicators have ES above 0.02
hence none is a candidate for elimination.

The properties of the construct show the Cronbach’s Alpha
(CA), composite reliability (CR) and the average variance
extracted (AVE), as well as items loadings (Table 8). Cronbach’s
alpha addresses the question of whether the indicators for latent
variables display convergent validity and hence display

reliability. By convention, the same cutoffs apply: greater or
equal to 0.80 for a good scale, 0.70 for an acceptable scale, and
0.60 for a scale for exploratory purposes [45, 46]. Two of our
constructs are below while three are acceptable. AVE reflects the
average communality for each latent factor in a model, and
should be greater than 0.5. AVE is used as a test of both
convergent and divergent validity. Again three of the constructs
fall below while two are above. 0.5, hence our scale has both
convergent and divergent validity. Composite reliability
measures internal consistency and all our constructs are well
above the recommended level of 0.7, which show adequate and
satisfactory consistency.

Table 7. Indicator weights, variance inflation and effect sizes.

Items CE PP Conf. PT TBI SE P value VIF WLS ES
cel 0.343 0.053 <0.001 1.137 1 0.119
ce2 0.252 0.054 <0.001 1.136 1 0.125
ce3 0.215 0.054 <0.001 1.066 1 0.049
ced 0.202 0.054 <0.001 1.097 1 0.074
ceS 0.144 0.055 0.005 1.04 1 0.049
ppl 0.137 0.055 0.007 1.095 1 0.081
pp2 0.211 0.054 <0.001 1.508 1 0.095
pp3 0.327 0.053 <0.001 1.447 1 0.216
pp4 0.231 0.054 <0.001 1.551 1 0.128
pp5 0.288 0.054 <0.001 1.404 1 0.181
Confl 0.215 0.054 <0.001 1.264 1 0.126
Conf2 0.539 0.052 <0.001 1.502 1 0.371
Conf3 0.258 0.054 <0.001 1.259 1 0.152
ptl 0.412 0.053 <0.001 1.287 1 0.331
pt2 0.347 0.053 <0.001 1.547 1 0.179
pt3 0.262 0.054 <0.001 1.383 1 0.155
pt4 0.126 0.055 0.011 1.187 1 0.037
tbil 0.16 0.055 0.002 1.129 1 0.076
tbi2 0.429 0.053 <0.001 1.312 1 0.243
tbi3 0.304 0.054 <0.001 1.277 1 0.132
tbi4 0.179 0.055 <0.001 1.124 1 0.078
Table 8. Discriminant validity (Fornell Larcker criterion) and reliability.
CE PP Conf. PT TBI AVE CA CR
Customer expectations 0.556 0.310 0.434 0.685
Perceived performance 0.175 0.696 0.484 0.722 0.819
Confirmation 0.263 0.435 0.768 0.590 0.648 0.811
Perceived trust 0.192 0.301 0.248 0.709 0.503 0.663 0.799
Toruists’ behavioural intentions 0.176 0.38 0.442 0.267 0.653 0.426 0.537 0.742
Table 9. HTMT ratios (good if <0.90, best if < 0.85).
CE PP Conf. PT TBI
Customer expectations
Perceived performance 0.407
Confirmation 0.506 0.643
Perceived trust 0.423 0.480 0.378
Tourists behavioural intentions 0.500 0.635 0.766 0.469
Table 10. Model fit summary indices.
Model fit PLS-SEM value Threshold Remark
Average path coefficient (APC)=0.352, P<0.001 0.352 0.001 Good fit
R? (Coefficient of Determination) 0.532 0.25 Good fit
Average block VIF (AVIF) 1.342 <33 Good fit
Average full collinearity VIF (AFVIF) 1.918 <33 Good fit
Standardized root mean squared residual (SRMR) 0.096 <0.1 Good fit
Standardized mean absolute residual (SMAR) 0.078 <0.1 Good fit
Standardized chi-squared (SChS) 13.804 p=0.01 Good fit
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Table 10 also illustrates the discriminant validity of the
constructs using the Fornell-Larcker Criterion, with
correlation among constructs and the square root of AVE on
the diagonal. All values in the diagonal were greater than
those in the corresponding rows meaning that all
measurement load more highly on their constructs than on
other constructs. This implies that tourists’ behavioural
intentions is reasonably and sufficiently explained by the
displayed latent variables’ structure (convergent validity) and
that this structure includes all unique manifest variables
(discriminant validity). Although examination of cross-
loadings and use of the Fornell-Larcker criterion are accepted
methods for assessing the discriminant validity of a PLS
model, these methods have shortcomings [47]. We also used
the Heterotrait-monotrait (HTMT) ratios (Table 11) to assess
discriminant validity. Based on the threshold of Kock [37] all
the HTMT ratios fall within acceptable and good range. The
p-values are well below the 0.01 margin of error while the
95% confidence intervals straddle no zero in between. This is
a further confirmation that our data has discriminant validity
hence we assess the structural model. In addition to
measurement model validation, model fit and quality
indices were equally validated. The R? coefficient is one
of the most widely quality indices in validating the PLS-
SEM. The model with all the indicators produced R?
values: Conf. = 0.23 and TBI = 0.28; removing the few
items with poor loadings initially did not improve the

prediction of the model hence all items were retained as
already explained. The initial model was run on PLS-
Regression but we adjusted the algorithm to PLS-Factor
which enhanced prediction significantly to Conf. = 0.44
and TBI = 0.59 (Figure 2), hence the PLS-Factor is relied
and reported in this research. All the R* values were well
above the threshold Table in Sc. The standardized Chi
Square has a value of 13.804 with p-value less than 0.01
while the standardized root mean squared residual
(SRMR) and standardized absolute mean residual (SMAR)
were all within required threshold. This means that our
model has a good fit. All the model quality and fit indices
met the established threshold and the criteria [37].

4.5. Structural Model Validation

The main objective of this study is to explore tourists’
behavioural intentions from the perspective of ECM. In
validating the structural model as is normal with PLS-SEM,
we rely on R? which reflects the percentage of variation in
the dependent variable (DV) that is accounted for by the
independent variables (IVs) hypothesized to affect it; and the
Q? which shows the predictive relevance of our model and
the constructs (Table 11). Also used in assessing the model
are path coefficients that make up the inner model measure of
the effect of IVs on the DV, the effect sizes, p-values, and t-
values. Table 6 contain these items and their values.

Figure 2. The research structural model.

Table 11. Assessing the structural model.

Paths Coefficients SE t-values p-values Decision 95% Confidence interval Effect Sizes
CE > Conf. 0.321 0.053 5.851 <0.01 Supported 0.208, 0.418 0.149
PP -> Conf. 0.494 0.052 10.051 <0.01 Supported 0.420, 0.623 0.289
PP ->TBI 0.154 0.055 4.319 <0.01 Supported 0.128, 0.340 0.084
PT -> TBI 0.212 0.054 3.198 <0.01 Supported 0.417, 0.620 0.094
Conf. -> TBI 0.566 0.052 9.993 <0.01 Supported 0.068, 0.282 0.409

Notes: SE = standard error.
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All the hypothesised relationships are statistically
significant (Table 11). The 95% confidence intervals straddle
no zero in-between for all the hypotheses. The part CE ->
Conf. (B = 0.321; t-value = 5.851, p = <0.001). This result
validates Ha, that there is a significant positive relationship
between customers’ expectations and the confirmations of
tourism organisations in South East Nigeria. The part PP ->
Conf. (B = 0.494; t-value = 10.051; p = <0.01) and based on
this, Ha,: Tourists’ perceived performance of tourism
organisations would significantly and positively impact the
tourists’ confirmation/disconfirmation in the South East
region of Nigeria is validated and accepted. The part Conf. ->
TBI has (B = 0.566; t-value = 9.993; p = <0.01) and based on
this, Has: Tourists’ confirmation/disconfirmations has a
significant and positive impact on tourists’ behavioural
intentions in the South East region of Nigeria is accepted and
validated. The part PP -> TBI has (f = 0.154; t-value = 4.319;
p = <0.01) and based on this, based on this Ha,: Tourism
organisations perceived performance would significantly and
positively impact tourists’ behavioural intentions in South
East Nigeria is validated and accepted. The effect from PT ->
TBI (B = 0.212; t-value = 3.198; p = <0.01) and with this
Has: There is a significant and positive effect between
perceived trust and tourists’ behavioural intentions in South
East Nigeria is validated and accepted.

The effect sizes are the absolute values of the individual
contributions of the corresponding latent IVs to the R-
squared coefficients of the DV. With this we ascertain
whether the effects indicated by path coefficients are small,
medium, or large. The values usually recommended are 0.02,
0.15, and 0.35; respectively. Values below 0.02 suggest
effects that are too weak to be considered relevant, even
when the corresponding P values are statistically significant.
The Effect sizes in our analysis shown in Table 6 range from
as high as 0.409 for Confirmation which is the highest to
0.209 for PP and 0.149 for CE. Conf. and PT have 0.094 and
0.084 respectively hence all the IVs in our analysis fall
within acceptable range from medium to high effect sizes and
are all considered relevant in our model.

5. Discussion

The main trust of this study is to examine tourists’
behavioural intentions from the perspective of ECM. It was
based on the South East geopolitical zone of Nigeria. The
original ECM proposed by Oliver has customer expectations,
perceived performance, impacting confirmation while
confirmation and perceived performance impact behavioural
intentions [2]. In this study the researcher(s) added perceived
trust impacting directly on behavioural intentions alongside
the perceived performance. This study was based on a sample
317 captive respondents drawn from tourists from the five
South East Nigeria. The analysis relied on the partial least
squares structural equations modelling with the aid of
WarpPLS 7.0 software. Preliminary analysis was done with
the statistical package for social science (SPSS) version 25.

The analysis show that the data for the study has indicators
for latent variables display discriminant and convergent
validity as well as internal/composite reliability.

The ECM since it was propounded has gone through
several modifications with additions of more variables
mostly borrowed from the several customer satisfaction
indices like American Customer Satisfaction index ACSI
among others. The present study extended the EC model by
adding perceived trust. All the hypothesised relationships
are statistically significant (Table 11). Also the 95%
confidence intervals straddle no zero in-between for all the
hypotheses. The study found that there is a significant
positive relationship between customers’ expectations and
the confirmations of tourism organisations in South East
Nigeria. This is in line with Zeithaml et al. [17]. The
author(s) argue that many factor lead to the formation of
customers’ expectations. The study also found that tourists’
perceived performance of tourism organisations would
significantly and positively impact the tourists’
confirmation in the South East region of Nigeria. This
finding is in line with the empirical work of Wong and
Dioko; and Boo and Busser that has established positive
impact of PP through substantial empirical studies in
various tourism sectors [5, 22]. This study established that
Tourists’ confirmation has a significant and positive impact
on tourists’ behavioural intentions in the South East region
of Nigeria is accepted and validated. It also showed that
there is a significant and positive effect between perceived
trust and tourists’ behavioural intentions in South East
Nigeria is validated and accepted. These results are in line
with [8 and 31] that confirmation of price, advert among
others impact tourists’ behavioural intentions.

Based on the above findings the study concludes that there
is a significant positive relationship between customers’
expectations and the confirmations of tourism organisations
in South East Nigeria. Tourists’ perceived performance of
tourism organisations would significantly and positively
impact the tourists’ confirmation/disconfirmation in the
South East region of Nigeria. Tourists’
confirmation/disconfirmations has a significant and positive
impact on tourists’ behavioural intentions in the South East
region of Nigeria. Tourism organisations perceived
performance would significantly and positively impact
tourists’ behavioural intentions in South East Nigeria. There
is a significant and positive effect between perceived trust
and tourists’ behavioural intentions in South East Nigeria.

Effect sizes (ES) were also established. The ES in this
study ranges as high as 0.409 for Confirmation which is the
highest to 0.209 for PP and 0.149 for CE. Conf. and PT have
0.094 and 0.084 respectively hence all the IVs in our analysis
fall within acceptable range from medium to high effect sizes
and are all considered relevant in our model.

6. Conclusions and Implications

The findings of this study has a number of implications.
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The study established that tourists’ expectations and
perceived performance significantly and positively impact
tourists’ confirmations. The implication of this is that
tourist organizations especially in urban tourism like the
museums and tourist villages need to offer very attractive
services that will continue to appeal to tourists in fulfilling
their desires during urban leisure trips. The study also
established that perceived performance, trust and
confirmation significantly impact behavioural intentions.
The implications of this is that tourist organizations take
steps to enhance customer’s  experiences, the
communication of an organisation with its customers,
advertisements, service recovery, price to be paid, personal
needs, corporate image among others all influence the
formation of customer expectations and behavioural
intentions in the tourism to provide destination managers
and tour guides useful information for sustainable tourism
development. This study relate to a particular time period
hence further studies are recommended in the area of EC
model as tourism continues to expand in a growing
economy like Nigeria. Also the demographics used are
dynamic and further studies are required from time to time
more especially as the study did not go into group analysis
of how the antecedents impact sub groups.
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