International Journal of Marketing Studies; Vol. 9, No. 3; 2017
ISSN 1918-719X E-ISSN 1918-7203
Published by Canadian Center of Science and Education

Determining Drivers of Destination Attractiveness: The Case of
Nature-Based Tourism of Bangladesh

Saiful Islam', Md. Kaium Hossain> & Mahboob Elahi Noor®
' Lecturer, Department of International Business, University of Dhaka, Bangladesh
2 Assistant Professor, School of Business and Economics, United International University, Bangladesh
3 Department of International Business, University of Dhaka, Bangladesh

Correspondence: Saiful Islam, Lecturer, Department of International Business, University of Dhaka, Bangladesh.
Tel: 880-1911-463-733. E-mail: saifulib@du.ac.bd

Received: March 19, 2017 Accepted: May 2, 2017 Online Published: May 29, 2017
doi:10.5539/ijms.v9n3p10 URL.: http://doi.org/10.5539/ijms.vOn3p10

Abstract

The purpose of this study is to identify the most important drivers for developing destination competitiveness of
Bangladesh nature-based tourism by evaluating tourists’ perception. A nationwide structured questionnaire
survey of total 432 Bangladeshi tourists is carried out by dividing the whole country into two parts for equal
representation. Based on this data, a profile of the tourists is constructed before ranking of attributes from most
important to least important on a five-point Likert scale. An Exploratory Factor Analysis (EFA) has been
conducted finally to identify the most important factors from 24 selected attributes related to nature-based
tourism of Bangladesh. The key findings indicate that seven attributes are more important to respondents than
others as all these has average importance value more than 4 out of 5 while only two is least important. From the
EFA of these attributes, supported by a parallel analysis, four major factors are extracted namely, tourism
infrastructure; historical and cultural attractors; natural attractors; and communication facilities and lifestyle
similarities. Thus, this study will help both policy makers to develop long term destination policy focusing on
natural attractors and service providers to customize their services according to tourists’ expectation.
Consequently, this paper conceptualizes the importance of focusing on specific sectors of tourism and the way of
developing competitiveness of nature-based tourism of Bangladesh. However further studies can be conducted to
match tourists’ evaluation of attributes on importance and performance and/or evaluating same perception from
service providers rather than tourists.

Keywords: Bangladesh tourism, destination attractiveness, destination competitiveness, destination drivers,
nature-based tourism

1. Introduction

Tourism is one of the fastest-growing industries in the world and the main source of foreign income for a
significant number of developing countries (Cucculelli & Goffi, 2015). Therefore, identification and analysis of
factors that are important for designing tourism services and managing destination has been the subject of much
attention in related academic literatures, and has made a significant contribution to a greater understanding of
tourist behavior (Beerli & Martin, 2004; Enright & Newton, 2004; Madhavan & Rastogi, 2011; Mohsin & Ryan
2004). In this regard, there are close relations among tourist’s expectation about destination attributes, nature of
destination management (Crouch, 2011; Dwyer, Cvelbar, Mihali¢, & Koman, 2014), positive image of the
destination (Crompton, 1979; Gartner, 2007; Pike, 2002) and destination competitiveness (Armenski, Dwyer, &
Pavlukovi¢, 2017; Cucculelli & Goffi, 2015; Dwyer, Armenski, Cvelbar, Dragi¢evi¢, & Mihalic, 2015).
Successful identification of attributes is thus significant to specific tourism sector for designing tourism
management in a more appropriate way and in turn which will enhance destination competitiveness in a given
location.

However, as destination competitiveness attributes are location specific, a number of previous studies contribute
to develop theoretical models to explain destination image and competitiveness (Cucculelli & Goffi, 2015).
Crouch & Ritchie (1999) developed first conceptual model based on Porter’s (1990) well-known framework of
the ““diamond of national competitiveness”. Such revolutionary model is then refined in Ritchie & Crouch (2000,
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2003) and Crouch (2011). Later a number of theoretical models have also been developed (De Keyser &
Vanhove, 1994; Dwyer, Livaic, & Mellor, 2003; Hassan, 2000; Heath, 2003), as well as to analyze the
competitive positions of tourism destinations (Dwyer et al., 2003; Enright & Newton, 2004; Gomezelj & Mihalic,
2008; Sirse & Mihalic, 1999). All of these models identified most relevant factors, including attributes within it,
for developing destination competitiveness through extraction from a long list of tourism items or attributes. In
this regard, a number of approaches (EFA, IPA, AHP, ranking of attributes etc.) are used in the methods.

Moreover, destination specific attributes and facilities might be important in the selection of a destination over
others. Destination specific aspects are climate, recreation facilities, sightseeing location, and information about
the destination (Madhavan & Rastogi, 2011; McIntosh & Goeldner, 1990). Besides, Hueng, Qu, & Chu (2001)
has suggested the factors of tourism development like, quality of road, private and public transport facilities and
telecommunication for choosing tourism destination. Alhemoud & Armstrong (1996) also found tourists consider
societal determinants while making a travel (Hueng et al., 2001). Additionally, Mohsin & Ryan (2004) have
found a number of socio-demographic factors that tourists perceive significantly before choosing a tourism
destination like income level, age, occupational composition and marital status.

However, application of these models and assessment of importance factors are still insignificant in specific
tourism sectors like, leisure tourism, medical tourism, nature-based tourism, sports tourism, culinary tourism,
education tourism and religious tourism, etc. In this connection, Balmford et al. (2009) found that, though the
nature-based tourism is growing rapidly all over the world, two major economic countries USA and Japan are
facing difficulty in attracting tourists in this industry. Few reports (Laarman & Gregersen, 1996; Priskin, 2001;
Tisdell & Wilson, 2012) inferred tourists have been shifting their natural tourism destinations to Europe,
Middle-East and South-East Asian countries. It is also found from the researches that poorer countries typically
had increasing numbers of nature based tourism visits, with median standardized rates of growth in total visit
numbers.

Bangladesh having various kinds of natural variations e.g., hilly areas, sea beaches, mangrove forest and many
historical places, has a huge potential in the scenario of world tourism (Ahmed, Azam, & Bose, 2010). It is
located in South Asia and bordered by India (West, North and north east), Myanmar (South East), and Bay of
Bengal (on the South). As a small riverine country, Bangladesh possesses tremendous natural and cultural
resources for the development of tourism industries. Specifically, it has two undisputed heritages, the Sundarbans
(world largest natural mangrove forest) and Cox’s Bazaar sea beach (world’s longest unbroken sea beach. Apart
from these, other historical, cultural and archeological tourist sites have been developed in certain pocket
throughout the country. All these indicate the potentiality of developing nature-based destination competitiveness
for Bangladesh. Hence, determining the most important drivers for nature-based tourism competitiveness of
Bangladesh would be top priority.

Therefore, this study, as an applied research, is intended to develop an idea of factors important to nature-based
tourism of Bangladesh to maintain destination competitiveness in the context of a changing tourism environment.
To complete this aim, several objectives of the paper are, first, exploring current status of nature-based inbound
tourists of Bangladesh, second, ranking the selected relevant attributes of tourism from most important to least
important, third, identifying the most important factors in designing nature-based tourism of Bangladesh through
Exploratory Factor Analysis (EFA) and fourth, suggesting policies to improve tourism services and to attract
more tourist in nature-based tourism of Bangladesh.

The reminder of this paper is organized as follows. Section 2 reviews the literature on tourism destination
competitiveness, destination image, perception of tourist in selection of a destination and attributes significantly
related to developing nature based tourism destination competitiveness. The methodology of the study is
proposed and described in section 3. Section 4 provides the results and discussion on descriptive statistical
analysis, ranking of the attributes and exploratory factor analysis from the collected data on different variables.
Conclusions and decision implications are presented in section 5.

2. Literature Review

Destination competitiveness literatures reveal that diversified managerial initiatives are important to increase
destination competitiveness (Ritchie & Crouch, 2003). At this point, developing more tourist friendly destination
services requires strategies in which certain features are specific to a tourism industry at a particular time as well
as level of destination development (Dwyer, Edwards, Mistilis, Roman, & Scott, 2009). Designing such
strategies should thus emphasis developing a good destination image on which tourist preference of important
criterion would be reflected. A list of several attributes donates to measure this destination image (Sonmez,
2002). Moreover, based on previous studies, there exists a general consensus about the significance of the role
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played by image is the process of decision making, and, by extension, choice of tourists (Baloglu & McCleary,
1999; Chen, 1999; Goodrich, 1978; Hunt, 1975; Milman & Pizam, 1995).

In addition to the decision-making process and choice, tourist perception about a destination is also important,
which emphasized on a set of attributes formed based on the sources of information. As a persuading factor,
information sources along with a number of other factors are exposed to determine certain destinations (Fakeye
& Crompton, 1991; Gartner, 1993; Mansfeld, 1992; Um & Crompton, 1990). In the connection with information
sources, a tourist set some important factors back of his mind before travelling to any tourist spot which
commonly recognized as destination image, “the sum of beliefs, ideas, and impressions that a person has of a
destination” (Crompton, 1979). Some researchers relate the importance of proper image development to the
overall success of a destination in tourism (Chen, 1999; Crompton, 1979; Dadgostar & Isotalo, 1992; Gartner,
2007; Hunt, 1975).

A review of 142 papers in the destination image literature from the period 1973-2000 was undertaken by Pike
(2002) where a wide range of interests is found. These were: the effect of visitation (15), segmentation (12),
image differences between different groups (8), affect (6), the effect of distance from the destination (6),
intermediaries (6), induced images (5), top of mind awareness decision sets (5), culture (4), temporal image
change (3), negative images (3), the effect of familiarity with the destination (3), less developed destinations (3),
length of stay (LOS) (3), event impact (2), scale validity (2), value (2), image formation (2), and single papers
interested in primary image, rural tourism, weather, traveler confidence, impulse decision-making, travel context,
barriers to positioning, personal holiday photos, motivation, experience, stereotypes, budget travelers, intent to
visit and Destination Marketing Organization (DMO) policy.

On the other hand, some researchers emphasized on developing destination competitiveness model in which they
identified number of factors and attributes within it that are important to develop a good destination image and
competitiveness. Crouch & Ritchie (1999) began to study the nature and structure of destination competitiveness
in 1992 and through a series of extension in Crouch (2011) they identified 36 destination competitiveness
attributes into five main groups named core resources and attractors; supporting factors and resources;
destination policy, planning and development, destination management, qualifying and amplifying determinants.

Furthermore, Dwyer & Kim (2003) and Dwyer, Mellor, Livaic, Edwards, & Kim (2004) also undertook to
contribute to the development of a general model of destination competitiveness. Through a series of
development, Dwyer et al. (2014) extracted 55 indicators from 135 initial indicators through factor solution
analyses using Quartimax rotation. These indicators are categorized into six main factors namely, macro
environment, business environment, general infrastructure, endowed resources, tourism infrastructure and
destination management, in which management should emphases to develop good destination image to tourists.
Other than these, the WEF has ranked the competitive performance of 124 countries of a Travel & Tourism
Competitiveness Index (TTCI) (WEF, 2007). It suggests that this “cross-country analysis of the drivers of
competitiveness in travel and tourism provides useful comparative information for making business decisions
and additional value to governments wishing to improve their travel and tourism environments” (WEF, 2007).

However, some studies also conducted to identify individually what tourist perceive more important when they
select a destination. Beerli & Martin (2004) classified such attributes into nine dimensions namely, natural
resources; natural environment; tourist leisure and recreation; general infrastructure; cultural and historical
attractions; social environment; tourist infrastructure; political and economic factors; and atmosphere of the
destination which consists of the factors like, family oriented destination, reputation of the place and pleasant of
the destination. Tourists’ destination choice is reasonably guided by the leisure time and travelling cost also
(Goodrich, 1978). Cohen & Avieli (2004) identified three major areas of budgeting costs that tourists consider
when select a destination- transportation cost, accommodation cost, and cost for foods.

Regardless the type of tourist destinations few attributes are common which are associated directly with the
nature of ability to create satisfaction level of visitors such as climate, safety and security, good accommodation,
relaxation of vacation and reasonable prices (Alegre & Cladera, 2009; Shih, 1986). The intensity of motivation
for making trips is highly related to the choice of destinations. A large number of people are making travel
primarily considering the food-related reasons. Desire to eating a typical food, eating outside home and drinking
beverages are the important motivations for making trip along with few common motivational factors such as
sightseeing, meeting friends, relatives and partners (Hall & Sharples, 2003). These motivational factors also
differ significantly among the tourists according to their age, income level and spiritual belief (Cafiizares &
Canalejo, 2015).

Measuring tourist destination competitiveness and determining factors to be considered for further developing
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destination and tourism services, previous studies might be major source of information. In the study of
Cucculelli & Goffi (2015), they found that, the majority of studies look at competitiveness for a single country or
a group of countries (e.g., Ahmed & Khron, 1990; Bahar & Kozak, 2007; Dwyer et al., 2003, 2004, 2012;
Gomezelj & Mihalic, 2008; Gooroochum & Sugiyarto, 2005; Haahti, 1986; Haahti & Yavas, 1983; Kaynak &
Marandu, 2007; Kim & Dwyer, 2003; Kozak & Rimmington, 1999; Lee & Chen, 2010; Mazanec, Wober & Zins,
2007; Miller, Henthorne, & George, 2008; Sirse & Mihalic, 1999; Zhang & Jensen, 2007). Other empirical
studies concentrate on islands (Croes, 2010; Mechinda et al., 2010), big cities (Enright & Newton, 2004, 2005;
Minghetti & Montaguti, 2010), particular types of destinations (Botha, Crompton, & Kim, 1999; D’Hautserre,
2000; Lee & King, 2009), famous resort destinations (Kozak, 2002), and regions/provinces (Cracolici &
Nijkamp, 2008; Faulkner, Opperman, & Fredline, 1999; Pestana et al., 2011; Zhang et al., 2011). Besides, little
such study had been conducted on the destination- Bangladesh.

However, few distinctive studies have been incorporated by using the factor analysis technique in domestic
tourism industry of Bangladesh emphasizing on specific tourism destination (Akter & Hamid, 2013; Hossain,
Quaddus, & Shanka 2011). Tourism managers get a helpful direction by understanding and identifying the
attributes considered by the tourists and their satisfaction influenced by these attributes for taking effective
strategies to attract tourist in a particular destination. However, these studies emphasized on measuring tourists’
satisfaction rather than identifying drivers, those are important for tourism destination competitiveness.
Moreover, little literature support is evident for developing nature-based tourism of Bangladesh, as it has huge
potentiality in nature based tourism.

World Travel and Tourism Council (WTTC) has recognized the tourism industry of Bangladesh as much
promising industry focusing on the few nature-based tourism sites. Sundarbans, Cox’s Bazar, Saint Martin,
Rangamati and Bandarban are given the priority by this apex global tourism organization which also consist the
domestic nature-based tourism industry of Bangladesh. According to the WTTC report, the direct contribution of
tourism and travel industry to GDP of Bangladesh was 2.4 percent in 2015. The report also anticipated that the
direct contribution of travel and tourism will be increased by 5.3 percent in 2016. In addition to growing
contribution in GDP, the report warns for the infrastructure development of this industry. But such promising and
beautiful tourist’s sites of Bangladesh cannot attract the foreign visitors whereas only 1.7 percent of total travel
and tourism spending is generated by the foreign visitors and 98.3 percent of tourism spending is incurred by the
domestic visitors. Thus, this study would be really a good addition to the development of Bangladesh
nature-based tourism by adding relevant important attributes offered in previous studies.

3. Methodology

To identify the basic factors that attract more tourists in nature-based tourism of Bangladesh, this study adopts a
quantitative approach of investigation. Quantitative research is a way of testing objective theories by examining
the relationship among variables which are measured and analyzed using statistical procedures (Creswell, 2008).
Research adopting this approach can offer more reliability, causality and ability to generalize (Bryman, 2001)
and have the advantage of dealing with large number of samples within a relatively shorter period (Berg, 2001).
However, this approach of investigation is not without its shortcomings (Reaz, 2006). The study is also
descriptive in nature. It considers the attributes related to nature-based tourism of Bangladesh which is adopted
by reviewing various determinants of the key tourism destination competitiveness (TDC) models (Hanafiah,
Hemdi, & Ahmad, 2016).

Tourism Destination Competitiveness (TDC) models developed by previous studies (Croes & Kubickova, 2013;
Crouch & Ritchie, 1999; Dwyer & Kim, 2003; Gooroochurn & Sugiyarto, 2005; Porter, 1990; World Economic
Forum, 2007) and respective updates of these models are reviewed to determine items to be used in survey
questionnaire. As mentioned by Gomezelj & Mihalic (2008), there is no single set of competitiveness indicators
that applies to all destinations at all times (Dwyer et al., 2004), 24 items have been selected to be used in the
questionnaire. These items are constructed on the basis of adaptability to local nature-based tourism of
Bangladesh.

Furthermore, the survey instrument consists of two parts. The first part consists of demographic profiling of the
respondents. In this part, basic demographic information of the respondents along with recent tourism experience
and intention to visit is measured. On the other hand, the second part of the survey questionnaire adopts those 24
action items that have been selected to determine important drivers to the competitiveness of Bangladesh
nature-based tourism. Such a technique is similar to previous studies of same field adapted to supply side of
tourism services, Destination Management Organizations (DMO) (Armenski, Dwyer, & Pavlukovi¢, 2017;
Dwyer et al., 2009; Dwyer et al., 2012; Dwyer et al., 2014).
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Moreover, based on their importance in increasing the destination competitiveness, each of these 24 items is
evaluated by a nature-based tourist group on a 5-point Likert-type scale where the two extremes of the scale, 1
indicated as the “Not at all important” and 5 indicated “Extremely important” items. Questionnaires offer a
method of conducting a survey where all respondents are asked exactly the same questions in the same
circumstance (Easterby-Smith, Thorpe, & Lowe, 1991, 1999; Li, Kinman, Duan, & Edwards, 2000; Merriam,
1988; Payne, 1980). The survey ensures reliability by asking the same questions to all respondents and
eliminates unreliability by providing standardize stimuli to all respondents (Hossain, Siddique, & Islam, 2015).
These benefits are exactly why this study has undertaken a questionnaire survey.

A convenience sampling approach was used in the research. Questionnaires are distributed during the four
research months of September to December 2016 to the potential tourists who have been planning to visit a
nature-based tourism destination of Bangladesh or ready to visit again. Data has been collected through a
self-administrated structured questionnaire by trained surveyors who have been taught to collect data by
physically questioning and assisting respondents. As nature-based tourism of Bangladesh is largely depended on
two locations- Cox’s Bazar and Sylhet, respondents are selected on the ground that they have an interest to visit
any of these two locations or similar to that. The population of the Bangladesh has been divided into 2 parts and
250 respondents have been targeted from each part for the study. Such a classification and then collection of data
helps to generate a representative response from overall populations. Among the questionnaire circulated, 423
returned as useable for the further analysis.

The data collected has been analyzed using Exploratory Factor Analysis (EFA). The goal of EFA is to identify
the underlying relationships between measured variables (Hair et al., 2010). Moreover, EFA is primarily an
exploratory technique because it limits control over variables loading on latent factor (Armenski, Dwyer, &
Pavlukovi¢, 2017, Bentler & Bonett, 1980). Before conducting the EFA, some descriptive statistics are
determined. In the process the reliability of the measures is tested using both the Kaiser-Meyer-Olkin (KMO)
measure of sampling adequacy (MSA) and Bartlett’s test of sphericity. Furthermore, to test the reliability and
internal consistency of the importance scores, the reliability of data checked using Cronbach’s alpha value.
Parallel analysis is also performed in addition to the factor analysis to retain exact number of factors for
successful completion of EFA. In addition to all these, the 24 action items selected for this study is ranked
according to their mean value of importance which would be a great insight for further decision making. For
these statistical analyses, Statistical Package for the Social Science (SPSS) version 21.0 is used.

4. Results and Discussion

The survey questionnaire used in the study includes two major proportions- basic demographic information of
the respondents and measurement of the items that respondents feel important in a tourism destination. The most
important group of items from this list would be selected when policy makers are going to design more attractive
tourism services. To determine such in-depth findings, this study not only explores the important factors from a
list of items through exploratory factor analysis, but also formulates a rank of these items based on their overall
attractiveness measure by respondent’s opinion in a 5 point Likert scale. The following section of the paper
includes this ranking of items followed by the findings of EFA and preceded by the major demographic
information of respondents.

In nature-based tourism, the demographic and socio economic conditions play a crucial role in determining the
respondent’s choice of a tourist destination. The survey findings on respondents’ demographic and
socioeconomic factors are described in the table 1. From the table 1, it’s visible that most of the respondents are
male (71.2%) compared to the number of female (28.8%) where their age structure shows that large portion of
the total respondent are aged between 18-34 years (72.3%) compared to the second largest respondents group
aged between 35-59 years (24.4%). Such a nature implies that people between 18 to 34 years are at their youth
and love to explore more natural beauties and adventure within the nation. People aged between 35 to 59 is
comparatively more matured and find scope for being relaxed through natural tourist destination for relaxation
from workaholic life. Majority of the respondents are students in nature (32.6%) closely followed by respondents
involve in service (29.1%) and business (19.9%).

Moreover, in terms of educational qualification, majority has a bachelors/honors degree (29.9%) followed by
Higher Secondary School Certificate degree (26.1%) and Master’s degree (25.5%) which indicates that
respondent on average are educated and it could be important when making decisions regarding destination
choice. More than 50 percent respondent has a monthly family income between 21 thousands and 50 thousands
Bangladeshi taka (BDT). The rest portion of respondent has an income of BDT 4,000-20,000 (30.1%) and more
than BDT 50,000 (16.4%). Vacation/ holiday (30.50%) is the main motivation to visit the tourist spot for the
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respondents followed by Visiting friends/ relatives (28.52%) and sightseeing (23.59%). In addition to these,
more than half of the respondents (59.80%) made 3 travels or less than that in last three years, whereas 40.20%
respondents made four travels or more than that. Moreover, in the travel, respondents were not interested to stay
more than 4 days (73.1%). Friends/ relatives/ business associates (64.9%) is the main sources of information to
know about any tourist destination whereas media (25.8%) played second important sources of information for
the surveyed respondents.

Table 1. The demographic and socioeconomic factors of respondents

Particulars Percentage
Gender
Male 71.2%
Female 28.8%
Age
11-17 2.1%
18-34 72.3%
35-59 24.4%
60+ 1.2%
Occupation
Service 29.1%
Business 19.9%
Housewife 10.9%
Student 32.6%
Others 7.6%
Educational Qualification
SSC 10.9%
HSC 26.1%
Bachelors/Honors 29.9%
Masters 25.6%
Others 7.6%
Monthly average family Income
4,000- 20,000 30.1%
21,000- 50,000 53.5%
51,000+ 16.4%
Motivation for Visit
Visiting friends/ relatives 28.52%
Sightseeing 23.59%
Vacation/Holiday 30.50%
Business/Convention 5.32%
Learning/Investigation 9.05%
Others 3.02%
Number of travels last 3 years
< 3 times 59.8%
> 4 times 40.2%
Average length of stay during a visit
<4 days 73.1%
> 5 days 26.9%
Sources of Information for choosing the place
Travel agencies 6.4%
Media 25.8%
Friends/relatives/business associates 64.9%
National tourist organizations 2.90%

Moreover, respondents are also asked to rate the importance of given items that are supposed to be significant for
the destination competitiveness of Bangladesh nature-based tourism. The importance of the items is measured on
a five-point Likert scale where mid value is considered as 3. Any item with an average value lower than 3 is
considered as less important when designing tourism services for prospective tourist. On the other hand, any
item with an average value more than 3 and near to 5 would be more important in designing nature-based
tourism services for the tourists. A constructive ranking of items on the basis of their average importance value
are given below in table 2 with respective standard deviation.
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Table 2. Average importance value of destination attributes

Observed Variables/attributes Mean Standard Deviation
Personal safety and security of the place 4.54 0.71
Easy access to transportation services 4.17 0.81
Variety of natural attractions 4.16 0.84
Well-developed tourism markets and roads 4.14 0.76
Natural scenic beauty and calmness of the place 4.14 0.78
Well decorated and comfortable accommodations 4.09 0.81
Availability of healthcare and emergency medical treatments 4.05 0.93
Cleanness of the atmosphere 3.94 0.84
Reasonable price of different products 3.93 0.88
Quality of the overall tourism services 3.88 0.75
Pleasant climate and good environment 3.88 0.93
Availability of telecommunications with high speed internet and ATM 3.86 0.93
Reputation of the place 3.76 0.87
Access to information and easy communication with locals 3.72 0.95
Good quality and taste of foods and beverage 3.64 0.88
Variety of historical attraction and places 3.64 0.95
Auvailability of family oriented visited atmosphere 3.56 2.22
Shopping and entertainment facility 3.52 1.04
Friendliness and hospitality of the locals 3.47 0.90
Outdoor recreational facilities 3.30 0.94
Variety of cultural events and attractions 3.26 1.01
Auvailability of discounted tour packages 3.22 1.06
Similarity with the local lifestyle 2.80 1.09
Opportunity for visiting friends and relatives 2.71 1.08

Among the 24 items measured, 7 are considered as more important to respondent than others as all these has
average importance value more than 4 out of 5. The most important issue among all is personal safety and
security of the place (4.54) followed by easy access to transportation services (4.17), variety of natural
attractions (4.16), well-developed tourism markets and roads (4.14) and natural scenic beauty and calmness of
the place (4.14). Besides two issues are considered less important as they find lowest mean value 2.71 for
opportunity for visiting friends and relatives and 2.80 for similarity with the local lifestyle. All other items have a
mean importance value between these 4.14 and 3.22 on scale of 5.

In addition to this ranking of items, to find the drivers that the respondents consider important when they plan for
nature-based tourism service, this study adopts an Exploratory Factor Analysis (EFA). As a statistical approach,
factor analysis can be used to examine inter relationships among a large number of variables and to explain these
variables in terms of their common underlying dimensions (factors) (Sultana, Siddique & Islam, 2015).
Therefore, to identify the underlying dimension of the nature-based tourism in Bangladesh a factor analysis with
PROMAX rotation for 24 items or components is performed.

To ensure the data suitability for a EFA, all the variables are tested using both the Kaiser-Meyer-Olkin (KMO)
measure of sampling adequacy (MSA) and Bartlett’s test of sphericity (Bartlett, 1954). Results of these tests are
presented in the table 3. The KMO measures the sampling adequacy which should be greater than 0.60 (Kaiser,
1970; Kaiser & Rice, 1974) for a satisfactory factor analysis to proceed and if any pair of variables has a value
less than this, one of them should be consider dropping from the analysis (Sultana, Siddique, & Islam, 2015). In
this study, the KMO score is 0.849, which shows a very good score of sampling adequacy. Bartlett’s test is
another indication of the strength of the relationship among variables. From the table 3, it can be observed that
the Bartlett’s test of sphericity is statistically significant at 0.00 levels, i.e., its associated probability is less than
0.05, which indicates that a PCA (principal component analysis) can be performed efficiently with the dataset.
Hence, KMO and Bartlett’s Test confirms that the dataset is perfect for factor analysis (Hair et al., 1998).

Table 3. Data suitability and sampling adequacy

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.849
Approx. Chi-Square 2226.825
Bartlett’s Test of Sphericity df 276
Sig. 0.000
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The factor analysis of the 24 components has yielded four factors explaining 42.62% of the total variance.
Analyzing the factor loading, i.e., the correlation of each variable and the factor, can help in deriving a new
construct. In this case, a loading was considered significant if it had an absolute value higher than 0.30. In this
study, as all the variables in the factor solution has at least one significant loading on a factor, most important
factors can be derived. Based on the factor loading and Eigen values more than 1, four factors have been selected
shown in the table 4 with their respective alpha value and variance level. The selection of the four factors is also
supported by parallel analysis.

As the table 4 shows, the reliability coefficient range of Cronbach’s alpha is from 0.763 (Factor 1) to 0.576
(Factor 4) indicating variables are internally consistent and a good correlation between retained factors and
variables. Although a value of 0.70 and higher is often considered the criterion for internally consistent
established factors (Hair et al., 1998), Nunnally (1978) suggests that o value of 0.50 and 0.60 is acceptable in the
early stages of research. Since, Cronbach’s o value for each factor is above 0.50; all four factors are accepted as
being reliable for the research.

Factor 1 captures eight items of Tourism Infrastructure that accounted for 23.20% of total variance, namely casy
access to transportation services, well developed tourism markets and roads, well decorated and comfortable
accommodation, availability of healthcare and emergency medical treatments, shopping and entertainment
facility, reasonable price of different products, Good quality and taste of foods and beverage, personal safety and
security of the place. Factor 2 captured five items of Historical and Cultural Attractors that accounted for 7.80%
of total variance namely variety of historical attraction and places, variety of cultural events and attractions,
availability of discounted tour packages, friendliness and hospitality of the locals, quality of the overall tourism
services.

In addition to these, factor 3 captured four items of Natural Attractors that accounted for 6.29% of total variance.
It includes natural scenic beauty and calmness of the place, cleanness of the atmosphere, pleasant climate and
good environment, variety of natural attractions. The last one, factor 4 captured four items of Communication
Facilities and Lifestyle Similarities that explain 5.34% of the total variance. It includes, Similarity with the local
lifestyle, opportunity for visiting friends and relatives, access to information and easy communication with locals,
availability of telecommunications with high speed internet and ATM. Other than these items, three items
couldn’t be put under any of the factors as they didn’t produce any factor loading in pattern matrix (availability
of family oriented visited atmosphere, reputation of the place, outdoor recreational facilities).

Table 4. Factor analysis and reliability testing results

Factors Loadings Items
Factor 1: Tourism Infrastructure
Percentage of Variance Explained = 23.20% 0.714 Easy access to transportation services
Alpha =0.763 0.702 Well-developed tourism markets and roads
Eigen Value = 5.568 0.689 Well decorated and comfortable accommodations
0.585 Auvailability of healthcare and emergency medical treatments
0.375 Shopping and entertainment facility
0.341 Reasonable price of different products
0.331 Good quality and taste of foods and beverage
0.327 Personal safety and security of the place
Factor 2: Historical and Cultural Attractors
Percentage of Variance Explained = 7.80% 0.773 Variety of historical attraction and places
Alpha = 0.649 0.610 Variety of cultural events and attractions
Eigen Value = 1.874 0.426 Availability of discounted tour packages
0.379 Friendliness and hospitality of the locals
0.370 Quality of the overall tourism services
Factor 3: Natural Attractors
Percentage of Variance Explained = 6.29% 0.765 Natural scenic beauty and calmness of the place
Alpha = 0.664 0.638 Cleanness of the atmosphere
Eigen Value = 1.508 0.613 Pleasant climate and good environment
0.334 Variety of natural attractions
Factor 4: Communication facilities and lifestyle similarities
Percentage of Variance Explained = 5.34% 0.606 Similarity with the local lifestyle
Alpha=0.576 0.547 Opportunity for visiting friends and relatives
Eigen Value = 1.281 0.330 Access to information and easy communication with locals
0.326 Availability of telecommunications with high speed internet and ATM
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5. Conclusion

To explore the current status of nature-based tourism of Bangladesh, this paper studies the demographics of the
potential tourists; their perception about importance of different relevant tourism attributes in a rank of most to
least importance; and identifies the most important factors for developing tourism competitiveness. By analyzing
the demographic information, it has been observed that majority of the respondents are male (almost 3/4™) with
an age structure 18 to 34 years (around 70%). The major (more than 85%) education qualification of the
respondents is at least a higher secondary school certificate and above (bachelors/honors and masters). They
usually are students in nature with almost equal participants from service sectors and business owners. Moreover,
vacation/holiday, visiting friends/ relatives, and sightseeing are the major motivation of being a tourist. While in
last three-year period, majority visits tourist place for at best three times or less, their average stay is maximum 4
days or less. Recommendation from the friends/relatives/business associates is the major source of information
to the tourists.

Later on, the attributes related to nature-based tourism of Bangladesh are ranked on the basis of their importance
to respondents from most to least. The ranking revealed that, among the 24 items measured, 7 are considered as
more important to respondents than others as all these has average importance value more than 4 out of 5. These
seven more important attributes are from most importance to least- personal safety and security of the place; easy
access to transportation services; variety of natural attractions; well-developed tourism markets and roads;
natural scenic beauty and calmness of the place; well decorated and comfortable accommodations; and
availability of healthcare and emergency medical treatments. Besides two issues are considered less important as
they find lowest mean value- opportunity for visiting friends and relatives; and similarity with the local lifestyle.
All other items have a good to average mean importance value ranged from 4.14 to 3.22 on scale of 5.

Moreover, an Exploratory Factor Analysis (EFA) with PROMAX rotation shows that four factors are
significantly important for nature-based tourism destination competitiveness of Bangladesh. These four factors
are tourism Infrastructure; historical and cultural attractors; natural attractors; and communication facilities and
lifestyle similarities which are extracted from selected 24 attributes. The findings also reveal that, along with
natural, historical and cultural attractors, tourists are more concerned whether a particular destination is well
equipped with tourism infrastructures, communication facilities and services or not. Initiatives from government
level may concentrate on these factors when designing tourism policies for Bangladesh. Other than that,
individual service providers within nature-based tourism of Bangladesh may facilitate better tourism
infrastructure and ensure natural and cultural attractors in their service offerings.

Therefore, this study will contribute to the development of destination competitiveness of Bangladesh and fill up
the gap of narrower concentration with tourism sector like, nature-based tourism. Thus, findings of the study
enhance the strategic management initiatives and marketing and branding of Bangladeshi nature-based tourism
to both inbound and international tourists. However, there are further scopes of the study in which an analysis
can be made by matching tourists’ perception of importance and performance of tourism attributes. Furthermore,
such an analysis of getting ideas of important factors to nature-based tourism of Bangladesh can be drawn from
the tourism service providers. Last but not the least; similar analysis can be adapted to other potential developing
countries and/or specific sectors of the tourism services.
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