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Abstract 

The tourism sector of Bangladesh is perceived as very potential from the very beginning. The 

policymakers, concerned authorities, and other active stakeholders frequently express such 

opinions on different occasions. But the achievements in the last four decades do not indicate 

the same. Undoubtedly many factors are responsible for such slow progress. In that case, 

‘Tourism marketing’ has been identified (by some studies) as one of the significant players.  

            The researcher was fascinated to understand the marketing issues, strategies, and 

challenges of the tourism sector of Bangladesh. The objectives of the study were to portray 

the current scenario of the tourism marketing issues (elements) in Bangladesh; to gain more 

insights of tourist behavior in Bangladesh; to be acquainted with the competitiveness of 

Bangladesh as a tourism destination; and to figure out the challenges of marketing the 

tourism sector of Bangladesh. 

 It was an exploratory study in nature. Both the primary and secondary data have 

been used. For primary data, a survey has been conducted on 390 respondents based on a 

structured questionnaire. The respondents were tourists and visitors of four leading tourism 

spots of Bangladesh. Besides, to collect qualitative data 28 active stakeholders have been 

interviewed from the concerned industries. To analyze the quantitative data different 

statistical and mathematical tools have been used. For qualitative data, a content analysis 

method has been used. Related secondary materials have been incorporated where 

appropriate. 

            The necessity of tourism marketing is frequently pronounced by the responsible 

authorities but its scope and potential contributions have not been identified. As a result, 

need based, timely, and competitive products have not been developed and offered. Pricing 

methods of tourism products are not well integrated. The distribution channels are less 

effective. The promotional tools are not diverse and customized. Absence of realistic and 

organized plans to produce skilled manpower for the tourism related industries is noticed. 

The process of communication and providing services is not competitive as well. The 

significance of the physical layout and presentation has never been properly addressed.  

            To formulate effective strategies required analyses, field level studies, and database 

management could get priority. To do so a goal oriented and dynamic organization is highly 

required. A group of skilled manpower with professional expertise, passion, and devotion 

toward the sector is extremely needed. As the goals are not SMART, the weaknesses are not 

duly recognized yet. Absence of detail plans to uplift from the existing situation is also 

noticed.  

            For the dynamic nature of the sector, the behavior patterns of the tourists rapidly 

changes. As the competitors offer value added services, the tourists' expectations increase. 

The digital technologies are creating more scopes for them to compare and choose the best 

alternative options. For this reason, the boundary of competition is being wider. The 

marketers are struggling to keep the tourists satisfied through providing regular services.  

            In that situation, offering traditional and obsolete products in an unorganized manner 

can not help to win in the competition. The pace of the service providers should be more 

speedy and dynamic than the tourists. The tourism sector of Bangladesh can not follow this 

trend. The domestic tourists are being interested in the alternative offers and destinations. 

Their outgoing tendency has increased in the last few years. On the other hand, the 

international tourists are getting many alternative offers from neighboring countries. 

            For the distinctive nature, the domestic and international markets are equally 

important to the marketers. Besides, by offering the nation as a destination, each country is 

competing with each other. As a result, no one is beyond the race. In the global 



iv 

 

 

 

competitiveness rankings the tourism sector of Bangladesh is moving slowly. The tourism 

sector is not growing as fast as the economy of Bangladesh. Weaknesses in tourism 

infrastructure, limited budget for its development, shortage of skilled manpower, safety and 

security concerns, technological readiness stage, ensuring credible online presence and many 

other factors are visible to the tourism community. Intensive transportation and 

communication systems, price competitiveness, and hospitable nature of mass people could 

be utilized to gain competitive advantage. But these positive factors can not play a significant 

role in its development.   

            The challenges of the sector are increasing rapidly. Demand for customized products, 

widening scope of competition, supply of skilled personnel, creating a network with the 

stakeholders, ensuring easy access to the services, addressing domestic and international 

pressures, increasing outbound trends and other related things are making the job much 

challenging than the earlier days.  

            To address the above mentioned issues—professional, passionate, and devoted 

(toward tourism sector) people should be assigned in the key positions of the tourism sector. 

New products should be explored, developed, and offered on a regular basis. Pricing methods 

and strategies should be integrated as well as competitive. Promotional activities should be 

more effective and widely circulated. Developing skilled manpower must get priority in the 

decision-making process. The process management should be easy, comfortable and tourist 

friendly. The layout and presentation of the destinations should be planned and organized. 

Enriched websites and appropriate contact persons should be focused on promotional tools. 

Besides, international tourism experts and experienced investors should be incorporated to 

move from the current situation.    

            The first target should be to attract the domestic tourists to visit the spots of 

Bangladesh. Reducing their outgoing trend can be a mentionable success. To attract the 

international tourists and to motivate the domestic people to visit the tourist spots of 

Bangladesh, at first detail research should be carried out. Based on their demographic 

profiles—segmentation, targeting, and positioning strategies should be formulated. The 

attitude of the young tourists should be understood and respond accordingly. Overall cost 

leadership can be the winning strategy for the tourism sector of Bangladesh. 

            To stay in the competition, the nature of the competition should be realized properly. 

To do well in the international rankings, the poorly performed indicators should be taken into 

consideration. If those can be treated properly, it will be easy to address the competitiveness 

challenges. Short, mid, and long term plans have to formulate to win the race. The threshold 

levels can be determined based on the current performance of the neighboring countries like 

India, Nepal, and Sri Lanka. 

            To face the challenges of tourism marketing, an empowered as well as integrated 

body should be assigned. BTB could play this role but the structural change is required. More 

active stakeholders should be included there. Otherwise, it is tough to get better outcomes. 

Moreover, establishing DMOs for the major geographic tourism areas can bring better 

results. Giving budgetary and policy support, setting proper STP strategies, and designing 

effective promotional tools might help to overcome the challenges.  

            Finally, the potential scope of contribution of the tourism marketing has been 

undervalued here. If the issues are properly taken into consideration, workable strategies are 

formulated, and challenges are minimized — the tourism sector of Bangladesh can bring 

better outcomes within a certain period of time.  
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Chapter 01 

INTRODUCTORY ASPECTS OF THE STUDY 

 

Bengal is enriched with diverse resources from the ancient period. For 

this reason, the European traders and Arabs had keen interest in 

visiting this region. Even the Chinese people would like to visit the 

ancient Bengal. Their interests indicate that Bengal was a great 

attraction to the world community. From that point of view—

Bangladesh could be more successful in tourism related business.  

            Moreover, Bangladesh realized the significance of the tourism 

sector just after achieving its independence. Within a few days of being 

an independent country, it established a statutory corporation as well as 

a Ministry. So, it was expected that Bangladesh would do better in this 

sector. But in the last four decades the achievements are not so 

mentionable. 

            Among the many factors ‗Tourism marketing‘ has been 

identified as one of the key factors behind such backwardness. For this 

reason, the researcher was interested to be introduced with the issues, 

strategies and challenges of tourism marketing in Bangladesh. To gain 

more insights, the tourist behavior and competitiveness of Bangladesh 

as a tourism destination have also been taken into consideration.  

            From the outcomes of this study, the policymakers will gain 

more insight; investors, mass media, and (distribution) channel 

members will get useful information to design or redesign their offers 

and strategies. In this chapter, the background, statement of the 

problem, research questions, research objectives, justification, expected 

contributions of the study, and the thesis structure have been 

presented.     
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1.0 Introduction  

There is a general perception that the tourism sector has huge potentiality to grow and 

contribute in the socio-economic development of Bangladesh. By realizing its significance, 

the government has declared tourism as a thrust sector in the Industrial Policy—2010. Other 

responsible authorities also do the claim that they are trying their best to grasp maximum 

benefits from the sector. The achievements in the last four decades from the tourism related 

industries are not remarkable. On the contrary, a huge number of Bangladeshi tourists are 

traveling to the well-known tourist spots of neighboring countries rather than visiting the 

beautiful places of Bangladesh.  

 With the mentionable advancement of communication and transportation 

technologies the pace of the tourism industry is escalating worldwide rapidly. Many 

countries like Hong Kong, Malaysia, Nepal, Singapore, Thailand and even our next-door 

nation India consider tourism as one of the main sources of foreign exchange earnings. 

Compared to these nations, Bangladesh is in the very primitive stage of tourism 

development till now. It has a good number of tourism resources and much potential. For 

the lack of adequate initiatives and effective strategies of attracting domestic and 

international tourists, the desired results are not being achieved. The sum up of all tourism 

contributions results in healthy GDP and creation of huge employment.
1
 For example–it 

is expected that by the year 2021, this sector will account for 1.9 million jobs directly in 

Bangladesh, an increase of 29.3 percent over the next ten years. 

 Till now the achievements of Bangladesh in this sector is less noteworthy. The actual 

causes of such backwardness and slow trends are not properly explored yet. Because tourism 

is comparatively a new field of study in Bangladesh. Few studies have been conducted on the 

relevant issues. Some factors have been identified; some researchers have indicated that 

‗tourism marketing‘ might be a significant role player. In every competitive environment, 

marketing helps to be successful, if this powerful weapon is efficiently used. But at first, an 

intensive study is required to outline the major issues of tourism marketing in Bangladesh. 

Through conducting this study the researcher wanted to contribute in this area.        

 With the rapid expansion of business activities the usage of marketing is increasing 

world-wide. As a service sector, tourism requires special care and intensive marketing 

programs. It is perceived that marketing makes a fundamental contribution to long-term 
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 Roberto Crotti and Tiffany Misrahi, eds. The Travel & Tourism Competitiveness Report 2017, 

(Geneva: World Economic Forum, 2015), 27. 
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business success.2 As Bangladesh is trying to get the attention of the domestic as well as 

international tourism community, designing and implementing effective marketing strategies 

can be helpful. Because, it is said that traveling to Bangladesh is a journey through ancient 

cultures, magnificent traditions, and modern civilization.3 If this strength can be marketed to 

the target market properly, achieving the desired success will not be tough or impossible.    

 One interesting thing is—it seems that all are interested to see the tourism sector 

successful but past activities prove that it is a neglected area of concentration. Less effective, 

traditional, and obsolete strategies are increasing the challenges to be successful in near 

future. Here the challenge is two folded: keeping domestic tourists inside as much as possible 

and attracting foreign tourists to visit the beautiful Bangladesh. In this situation, this study has 

tried to explore how marketing can play the deemed role to achieve the desired success.   

 Traveling is one of the ancient sources of entertainment. People would love to 

visit different places; to be introduced with the geographic, cultural, social and other 

issues of different regions of the world.
4
 The ancient ‗Bengal‘ was a great attraction to the 

tourists. People would come from China, Africa, and Europe to visit this region. The 

trading prospects of many items of this geographic area encouraged the Europeans to 

explore this region. Till now Indian subcontinent is a great attraction to international 

travelers.   

 Tourism was one of the ancient activities of human beings. The adventure lovers 

would take steps to discover a new place or culture, or even new civilization. Columbus, 

Vasco da Gama, Amerigo Vespucci, Marco Polo, Ferdinand Magellan, James Cook and 

so many unknown travelers did this job at their own will. Sometimes they would take 

some people with them to make the journey possible or to make it enjoyable. In that time, 

their lives would generally be under threats like unfavorable climate, attack of the dacoits 

(pirates), and threat of the aggressive ethnic groups.
5
 Even the shortage of required foods 

and drinking water would cause their death. Gradually, the scope of traveling has been 

                                                           
2
 Rossano Eusebio, Joan Llonch Andreu, and M. Pilar Lopez Belbeze, ―Measures of Marketing 

Performance: A Comparative Study from Spain,‖ International Journal of Contemporary Hospitality 

Management 18, no. 2 (2006), 145-155. 

3
 Md. Wahidur Rahman, ―Cultural Tourism and Bangladesh,‖ Bangladesh Research Publications 

Journal 7, no. 1 (2012), 6-15. 

4
 Scott A. Cohen, Girish Prayag, and Miguel Moital, "Consumer Behavior in Tourism: Concepts, 

Influences and Opportunities." Current Issues in Tourism 17, no. 10 (2014), 872-909. 

5
 Nigel Evans, David Campbell, and George Stonehouse, Strategic Management for Travel and 

Tourism. (Burlington: Butterworth-Heinemann, 2003). 
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increased and visiting an attractive place with family has become a popular trend 

worldwide.
6
 Now many families keep separate allocation for their annual trips to the 

desired places.  

 When several manufacturing industries struggle to survive, as an ‗invisible export‘ 

sector tourism can play a significant role in the national economy. Moreover, the net 

income form this industry is much contributory than other sectors. Because to provide 

USD 100 services to a tourist, a little has to be imported. On the other hand, in many 

industries like RMG, maximum amount goes outside to import and process the physical 

goods. Worldwide tourism is treated as a ‗smoke free industry.‘ It can be developed 

without using much fuel or other power sources.
7
 As the concern of environment 

pollution is increasing in an alarming rate all over the world, tourism can be a good 

source of alternative income for the under developed countries in tourism business.
8
 

 In the case of MDGs, Bangladesh has achieved a mentionable success. It is 

desired that in case of achieving sustainable development goals (SDGs), it will maintain 

the flow or do much better than its earlier performances. In that case tourism can help the 

nation in a diverse ways.
9
 On the other hand, the pressure of eco-friendly ventures is 

increasing all over the world. To make the development more sustainable, the business 

ventures should be as natural as possible. Bangladesh enjoys many competitive 

advantages in this aspect as well. Besides, to create employment opportunities for the 

huge number of unemployed young men, expansion of tourism sector can really be 

helpful.
10

 

                                                           
6
 Dale Fonness and Brian Murray, "A Model of Tourist Information Search Behavior." Journal of 

Travel Research 37, no. 3 (1999), 220-230. 

7
 C. D. Roe Ashley and H. Goodwin, Pro-Poor Tourism Strategies: Making Tourism Work for the 

Poor.(London: ODI, 2001), 13. 

8
 BMZ, The Contribution of Tourism to Sustainable Development and Achieving the Millennium 

Development Goals. BMZ Position Paper 2, Berlin: Federal Ministry of Economic Cooperation and 

Development, 2012. 

9
 Jackie Clarke, Rebecca Hawkins, and Victoria Waligo, "Sustainability and Marketing for Responsible 

Tourism." In The Routledge Handbook of Tourism Marketing, by Scott McCabe, 41-53. (New York: 

Routledge, 2014), 42. 

10
 Ziaul Haque Babloo, Globalization and Tourism Development of Bangladesh.(Dhaka: Soummo 

Prokashani, 2007), 7. 
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 In the developing countries like Bangladesh has to face a lot of challenges in the 

initial stage of tourism development.
11

 But if once the foundation is established, the 

benefits come for a long time with less investment and little nurturing. For this reason, the 

policymakers and its active stakeholders should take the challenge of developing this 

sector. This study was intended to gain better insights, portray the scenario, identify the 

challenges, and present a set of guidelines for the practitioners. Through conducting the 

study at least the attempt of ‗wake up call‘ has been taken. If many of us talk on the 

issues, certainly once the way will be found out and Bangladesh will be highly benefited 

from this potential sector.  

                                                           
11

 Eli Avraham and Eran Ketter, Tourism Marketing for Developing Countries.(New York: Palgrave 

Macmillan, 2016), 3. 
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1.1 Background of the Study 

As a learner of marketing I always would like to understand the learnt issues in the 

context of Bangladesh. How the theories of marketing can be established or matched in 

our known environment, it is always my concern. Few years back I became interested in 

the tourism sector of our country. In personal discussion, most of the people express the 

opinion that tourism can contribute a lot into our socio-economic development. But in 

reality, the progress of the sector is not satisfactory or even not mentionable at all. As a 

marketing apprentice, I notice the sheer lack of marketing applications in the tourism 

sector. Then I started reading and gathering information on the relevant issues. 

Fortunately, I became a part of some projects where tourism development was a 

significant concern. 

 In 2010, I got a great opportunity to gain theoretical as well as practical 

knowledge during the completion of my M.Sc. in European tourism management. I 

became more interested in working in the tourism marketing field of my motherland. I 

decided to pursue my PhD program on this topic. For this reason, I formally started my 

research under IBS, Rajshahi University three years back. Now simply the question 

arises—which factors made me interested to work on this field? 

 The first reason is many countries have been able to utilize their tourism resources 

to gain economic success. Through such gaining, the country image enhances and the 

international tourism community becomes interested toward the land. But it doesn‘t 

always require huge investment or mega factories to be successful.
12

 Besides, the scope of 

net income in this sector is much greater than that most of the manufacturing industries. 

In personal level, by offering customized products, people can earn money and create 

employment opportunities. It also creates the scope of international networking which 

brings many indirect benefits for a nation. 

 Bangladesh is not much enriched with diverse tourism resources. But at least we 

own some distinguishing natural, historical, and cultural resources which can be 

developed to meet the demand of our domestic as well as international tourists. As 

uniqueness is the key to success in this sector, Bangladesh can be successful in this 

business. Because this land was unique as well as a center of attractions from the ancient 

                                                           
12

 S. M. Al-Husainy, "Some Thoughts on SMEs in Bangladesh." An Occasional Paper, September 

2002. 
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period. The people from around the world visited this land and made it familiar to the 

international community. For this reason, I strongly believe that sincere and caring efforts 

to improve its existing resources can convert it into an attractive tourism destination. Here 

the question is—where to start for its improvement? 

 To find out the answer to this small question, huge research activities should be 

carried out. Unfortunately we do not realize the necessity of research. Even without 

having credible data and information, we dare to take major decisions. The tourism sector 

is not beyond this trend. Without having mentionable research outcomes, experiences, 

and even passions—the people are taking decisions here for tourism development. As a 

result, though money has been spent for many years, the desired success has not come. 

This reality encourages me to be introduced to the practical situation and contribute as 

little as possible. This thesis is the ultimate outcome of this venture. Last three years, I 

have studied relevant web documents, reports, articles, books, newspaper reports and 

columns. Relevant audio-video has also been reviewed to gain better insights.  

 Besides, my field level data and observation has presented a fraction of the entire 

scenario. This contribution is not mentionable at all. But I am trying to disseminate my 

gained knowledge through writing newspaper columns, journal articles, and book on 

tourism related issues. If these can keep contributing a little in the development of the 

tourism sector of Bangladesh, my efforts will be meaningful. In future, I would like to 

carry out more studies on this field. Because now I do believe that to change the fate of 

our next generations, tourism can do a lot. Just required steps should be taken to grasp the 

existing benefits. Now the question is which factors play a significant role in developing 

such belief? 

 Based on what, I do such claim is a significant question. Some facts can be shared 

in this regard. The direct contribution of Travel & Tourism to GDP was USD 5.3 billion 

(BDT 421.4 billion), 2.2% of total GDP in 2016 and it forecast to rise by 6.2% in 2017, 

and to rise by 6.1% per annum, from 2017-2027, to USD 10.2 billion (BDT 806.6 

billion), 2.1% of total GDP in 2027.13 The figure of international tourist arrival was 

1,25,000 which generates USD 148.4 million. An average receipt per arrival was USD 

                                                           
13

 WTTC, Travel & Tourism: Economic Impact — 2017 (Bangladesh). (London: World Travel & 

Tourism Council, 2017), 3.  
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1,187.2.14 The total contribution of Travel & Tourism to GDP was USD 10.6 billion 

(BDT 840.2 billion), 4.3% of GDP in 2016, and is forecast to rise by 7.2% in 2017, and to 

rise by 7.1% per annum to USD 22.6 billion (BDT 1,783.0 billion), 4.7% of GDP in 

2027.15.  But till now it is not a regional significant player like India, Nepal, Sri Lanka, 

and Maldives in terms of international tourism receipt. 

Table I: Contribution of tourism sector in the economy of Bangladesh 

 

Source: WTTC, Travel & Tourism: Economic Impact – 2017 (Bangladesh) (London: World Travel & 

Tourism Council): 11. 

 Domestic travel spending generated 98.4% of direct Travel & Tourism GDP in 

2016 compared with 1.6% for visitor exports (e.g. foreign visitor spending or 

international tourism receipts).
16

 Domestic travel spending is expected to grow by 6.1% in 

2017 to BDT 716.7 billion, and rise by 6.0% per annum to BDT 1,283.4 billion in 2027. 

Whereas visitor exports are expected to grow by 11.2% in 2017 to BDT 12.3 billion, and 

rise by 7.6% per annum to BDT 25.6 billion in 2027. These statistics indicate that tourism 

has extreme potential in Bangladesh. But to get the actual benefits, proper marketing 

insights are required. An in-depth research on this issue may contribute for the future 

development of the sector in Bangladesh. It encourages me to carry out this study.  

 Bangladesh realized the significance of the tourism sector in the very beginning of 

its inception as an independent country. Establishing a Corporation within two years and 

a Ministry for tourism development within four years of independence indicate that 

                                                           
14

 Roberto Crotti and Tiffany Misrahi, eds. The Travel & Tourism Competitiveness Report 2017. 

(Geneva: World Economic Forum, 2017), 94. 

15
 WTTC, Travel & Tourism: Economic Impact — 2017 (Bangladesh), 3. 

16
 Ibid, 6. 
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clearly. The statutory body, Bangladesh Parjatan Corporation (BPC), was assigned to 

develop and promote this industry with the collaboration of the Ministry of Civil Aviation 

and Tourism (MoCAT). But four decades have passed without mentionable achievements 

of these organizations are not so mentionable. Many nations started their tourism 

development journey at about the same time. Many of them already have reached far for 

their efficient management and effective marketing strategies. Now the question is—why 

Bangladesh is lagging far behind? Certainly, many reasons are liable for this but 

weaknesses in marketing activities are indicated by the concern stakeholders. Many of us 

think that the low price can be the winning factor for the tourism sector of Bangladesh. 

But the days have been changed. Now people do not search for low cost products only. 

Rather they consider other factors to choose a product. For this reason it is said that... 

 ―A good image is a prerequisite for successful marketing. An attractive product at 

 the right price will not guarantee a sale. Customers do not like to buy from 

 companies with poor reputations.‖
17

 

For the mentionable advancement of technology, nowadays the product and service 

quality is about the same of the competitors. It has become really tough for the general 

consumers to distinguish the best one among the alternative products. In this situation, 

marketing is the tool which can help both the parties. Through strategic use of this 

powerful tool, most of the marketers are trying to make them as a distinctive one from the 

competitors. On the other hand, customers are getting useful information as well as 

support to make better decisions.
18

Competitors of neighboring countries are already 

effectively using this powerful tool. To capture large market share of this industry, the 

supply side stakeholders of Bangladesh should not be reluctant on the issue.  

 The researchers and active stakeholders think that the current marketing practices 

are not ‗up to the mark‘. Which factors hinder achieving the desired goals; what is the 

current trend of the tourist behavior; what is our competitive position in the international 

market etc. questions should be addressed as soon as possible. If marketing does function 

properly, how Bangladesh will be benefitted; should the tourism sector of Bangladesh be 

highly attentive toward marketing activities...these questions have influenced the 

researcher to carry out this study.    

                                                           
17

 Moi Ali, Marketing Effectively. (London: A Dorling Kindersley Book, 2008), 11. 

18
 Kevin Lane Keller, Strategic Brand Management, 4th ed. (Essex: Pearson Education, 2013), 42. 
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1.2 Statement of the Problem 

During the rule of West Pakistan, there was a tourism department (later called tourism 

cell) which was responsible for developing, promoting, and regulating the tourism sector 

of Pakistan.
19

 Like other departments and corporations of the government, it would also 

work to save the utmost interest of the western part of the country. For this reason, till 

1971, tourism was an ignored sector in eastern region (current Bangladesh). Soon after 

the independence of Bangladesh, the government of the newborn state realized the socio-

economic importance of tourism.
20

 They took some mentionable steps as well. 

 Bangladesh Parjatan Corporation (BPC) was formed to explore, develop, and 

promote the tourism sector of Bangladesh. This organization has worked four decades as 

the National Tourism Organization (NTO) of Bangladesh. After that, to bring pace and 

diversity in promotion (actually–marketing) of this industry, Bangladesh Tourism Board 

(BTB) has been formed. In 2010, with the special mission of promoting the tourism sector 

of Bangladesh, this new NTO started working. Now BPC has been totally attentive to its 

commercial ventures. They are not responsible for taking care of the overall tourism 

sector of the country.  

 Tourism marketing activities of Bangladesh are poorly developed and less 

effective from the very beginning.
21

 Few noticeable steps have been taken in recent 

decades. Most of them were irregular and to some extent inconsistent. As a result, no 

organized scenario of Bangladesh (as an attractive tourism destination) has been 

presented to the domestic as well as international tourism community. There is a lack of 

management in this sector at national, regional, and local level.
22

 Even the active 

stakeholders are disappointed in many cases for the obsolete initiatives taken by the 

responsible authorities.  

 

                                                           
19
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The absence of effective marketing programs is one of the major problems of the tourism 

industry in Bangladesh. There are various marketing constraints that also affect the 

attitude of the foreign tourists.
23

 Relevant studies show that to face competition among 

the destination countries, effective promotional measures are essential for the 

development of the industry.
24

Lack of proper integration among the concerned bodies is 

noticed from the very beginning. No professional team or entity is assigned for achieving 

specific, measurable, attainable, realistic, and time-bound goals of the industry.  

 On the other hand, outbound trends of Bangladeshi tourists have increased in a 

mentionable volume in recent days. In spite of the sheer weaknesses in the coordinated 

initiatives for the industry, a good number of private investments (especially in Sylhet, 

Chittagong, Cox‘sbazar, and Gazipur) are noticed in the last few years. But in the absence 

of an integrated approach
25

 by the concerned authorities and changing characteristics of 

the market—many of them (entrepreneurs) are already frustrated. Actually, the nature of 

relationships among the stakeholders is very complex in this sector. To keep it active, 

government bodies have to play a pro-active role; other partners might only seek their 

own benefits from the taken initiatives.   

 A good number of people from the government side are also assigned to the 

sector. The government maintains a Ministry as well as statutory organizations like BTB 

and BPC. A routine budget is also allocated each fiscal year. If a destination is presented 

negatively to its target market, it becomes really tough to convert that into a positive one. 

For these reasons, Bangladesh should take effective and timely steps to design realistic 

marketing programs and allocate required resources to gain desired success within a 

reasonable time. Problem of the tourism sector is not a new issue. It is existent from the 

very beginning of tourism development in Bangladesh.  

 Most probably, to meet the basic needs of a huge population, the governments 

were always busy to manage the food, cloth, shelter, education, and health related issues. 

Simply, tourism has been treated as a less prioritized sector. There is also a gap in its 

understanding—tourism might be ‗luxurious‘ to the customers (tourists), not to the sellers 
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(destinations). Required investment in the tourism industry gives more return than other 

traditional manufacturing industries. For example–the net return of the readymade 

garment sector is much lower than the tourism. Because earning USD 100 from both 

sectors has great differences regarding net income.       

 Diverse research outcomes, official reports, newspaper features, statements of the 

concerned authorities indicate that ‗tourism marketing‘ is a significant factor for the 

tourism sector of Bangladesh.
26

 The tasks of marketing are not being done properly – it is 

also frequently mentioned. Most of them admit the issue but no meaningful steps have 

been taken to overcome the challenges. This situation creates the scope of contribution 

through conducting a research. An intensive research can depict the real scenario which 

could be helpful for the policymakers to design future marketing strategies. Through 

conducting the study, the researcher has attempted to do so. 

 Developing a complete marketing design is essential for the tourism industry of 

Bangladesh. Because, only having the resources is not enough today. Rather converting 

those supplies into attractive tourism products is very important. Marketing can contribute 

in this case very effectively. To generate satisfied tourists, all out marketing efforts–from 

all active stakeholders–have to invest. If it simply runs like other government offices, 

desired results might not come out. Because, by nature, it demands special care to grow 

and sustain in the long run. From the outcomes of the study at least the active 

stakeholders will be aware of the most relevant issues. 

 In the case of business enterprises, organized teams are assigned to attain specific 

marketing goals. They work intensely throughout the year to be successful. For a tourism 

destination, it should also be like that. The successful nations in the tourism business have 

done it very carefully. But in Bangladesh perspective, generally government employees 

of different academic backgrounds are assigned to perform this dynamic job. Most of 

them do not have any kind of professional training, expertise in the sector, and even 

required passion for the industry. For these practical reasons, they just carry out routine 

jobs daily.  
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Most probably for this reason, no mentionable success has been achieved yet. Singapore, 

Malaysia, Nepal and some other countries started their journey of tourism development 

about in the same time of as Bangladesh. They have achieved remarkable success but 

Bangladesh is lagging behind till now. It is really a challenging task to bring interested 

groups under an umbrella. Moreover, lack of continuous, relevant, and integrated 

marketing initiatives is clearly perceived. For this reason, though the call of investment in 

the tourism sector under Public Private Partnership (PPP) is open from the government 

side, no mentionable response is noticed from the investors.     

 The economy of Bangladesh is being deprived for not ensuring the proper 

utilization of its tourism resources. It has a huge scope and ability to contribute for the 

national economy. Besides, tourism related business (tour operators, hotel-motel-resort, 

restaurant, transport) owners and staff could get better returns from their existing and 

potential investments. Moreover, the local community could increase benefits through 

establishing micro, small, and medium tourism related enterprises in the different tourism 

spots. Overall, the community people can grasp diverse benefits from such development. 

So, lack of effective marketing strategies is depriving all of its stakeholders directly or 

indirectly.     

 The tourists, researchers, and concerned business people admit the problems very 

often. But most probably the responsible bodies can not workout the actual problems. As 

per their statements, it seems tourism is keeping a significant role in the national income 

as well as employment creation. Most probably for this reason, due attention is not being 

given at the decision-making level. From the above discussion, it is clear that diverse 

problems relating to the tourism development, its management, and marketing practices 

are seriously prevalent in Bangladesh. All of them can not be addressed in a single 

research. The researcher was interested to concentrate basically on closely related issues 

of tourism marketing through conducting this study. 

Now considering only a single nation does not work properly. Especially for the tourism 

sector, inter connectivity must be taken into care of. For this reason, the management 

guru Peter Drucker has identified some factors which help us to understand the reality. He 

opines that... 
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 ―The world economy is increasingly becoming global. Business—and increasingly 

 many other institutions as well—can no longer define their scope in terms of 

 national economies and national boundaries. They have to define their scope in 

 terms of industries and services world wide.‖
27

 

Focusing only on national issues can not give a solution of the problem. On the other 

hand, identifying the research problem is valuable, but it is also difficult to address them. 

Marketing problems can be divided into three categories: ambiguous problems, somewhat 

defined problems, and clearly defined problems.
28

 From that point of view, the problem 

of this research is somewhat defined. The researcher was interested to make the issue 

more clear and addressable through conducting this study.   
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1.3 Research Questions 

By considering the above mentioned circumstances, some questions simply arise. Those 

are: What are the most influential marketing issues of the tourism sector; what marketing 

strategies are used by the practitioners; what is the competitive position of Bangladesh in 

the global, regional and domestic market; what are the major challenges to achieve the 

desired goals? Basically, these questions have insisted the researcher to conduct the study. 

1.4 Research Objectives 

The main purpose of the study was two folded: to sketch the current scenario of tourism 

marketing issues, relevant strategies, and challenges faced by the tourism sector of 

Bangladesh; and to explore how marketing can be used to gain desired success in future. 

The research objectives were as follows: 

1.4.1 General objective 

The overall objective of the study was to identify, evaluate and present an analysis of the 

factors that influence tourism marketing activities in Bangladesh. Simultaneously, the 

study attempted to propose strategic alternative approaches for tourism marketing to gain 

maximum benefits from the sector.  

1.4.2 Specific objectives 

Through breakdown of the research questions and general objective, the following 

research objectives were set: 

i. To portray the current scenario of tourism marketing issues in Bangladesh;  

ii. To review the characteristics of tourist behavior in Bangladesh; 

iii. To evaluate the competitiveness of Bangladesh as a tourism destination; and 

iv. To figure out the challenges of marketing tourism of Bangladesh.  
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1.5 Justification and Expected Contribution of the Study 

All of us have the perception that ‗tourism of Bangladesh‘ has potential. But why and 

how it is potential; to grasp benefits from this potentiality—what can be done, who is 

supposed to do those tasks? These issues should be addressed in a credible way. To know 

the answer to these pertinent questions, rigorous studies are required. This study 

attempted to address the closely related issues mentioned in the earlier section (research 

objectives).  

 Through conducting the study, an overall scenario of tourism marketing in 

Bangladesh has been portrayed. Strengths, weaknesses, opportunities, and threats have 

been revealed in the studied area as specific as possible. With the enhancement of modern 

transportation systems and communication technology, the response patterns of the 

tourists are changing rapidly. This study has tried to find out those issues which might be 

helpful to the tourism related businessmen to understand the trend and expectations of the 

tourists.  

 From the research outcomes, the policymakers might gain better insights; the 

current and future investors, mass media, and (distribution) channel members would like 

to get useful information to (re)design their future strategies. Explored changing attitude 

and response patterns of the tourists, competitive scenario in the target market, and 

challenging factors would be helpful to other active stakeholders to make realistic 

decisions.   

 There are mentionable weaknesses in developing tourism products and its 

promotion to the target groups (with special attention to the potential market). Moreover, 

it is managed by some officials who have no professional training as well as experience 

as much as required. So, building strong relationships with the partners have also been 

affected negatively. The policy suggestions of this research might be helpful to develop 

short, mid, and long-term planning of this sector.  

 Finally, in the academic arena—relevant and organized thoughts will be produced. 

The major outcomes will be communicated as thesis, book, articles, and newspaper 

features which will help the academic scholars (researchers, learners).   
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1.6 Structure of the Thesis 

In the first chapter the introductory issues of the research have been presented. 

Background of the study, statement of the problem, research objectives (general and 

specific), justification of the study, expected contribution, and structure of the thesis have 

been presented.  

 In the second chapter, a thorough and extensive review of the relevant literature 

has been carried out. Tourism in ancient Bengal, recent trends of tourism development, 

the dilemma of Bangladesh for tourism development, sellers versus buyers perspective, 

the role of marketing in service oriented business, tourism perspective of Bangladesh, 

tourism resources or potential sites, the role of Bangladesh tourism board, tourist behavior 

and satisfaction, the archaeological tourism context of Bangladesh, the nature of the 

tourism challenges, target market, promotion of the destination, tourism related Laws, 

competitive position of Bangladesh as a tourism destination, used strategies for tourism 

development, challenges of tourism marketing in Bangladesh, achieving SDGs in 

Bangladesh through tourism development and other relevant issues have been presented. 

The research gap has also been presented with logical arguments in this chapter. 

 In chapter three, the conceptual framework and research methodology have been 

presented. The major sections of this chapter are: explanation of the key terms (tourism 

and tourist, classification of the tourist, marketing, tourism marketing, strategy, consumer 

behavior, service and service marketing, motivations behind travel and tourism), 

conceptual framework, research methodology, marketing research, sampling frame, 

sources of data, data preparation and analysis, reliability and validity, scope and 

limitations have been presented. 

 In chapter four, tourism marketing issues (elements of tourism marketing mix) of 

Bangladesh have been presented. Here, the elements in Bangladesh perspective have been 

discussed in detail with its distinguishing features.  

 Chapter five has presented the tourist behavior in Bangladesh. For many practical 

reasons, the tourist behavior reality in Bangladesh is different that has been discussed in 

detail. Decision processes, influencing factors, and characteristics of tourist behavior in 

Bangladesh have been presented with practical examples. 
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 In chapter six, the competitiveness of the tourism sector has been portrayed. The 

position of Bangladesh in the different competitive rankings and indexes has been 

presented. The competitive strengths, weaknesses, and advantages have been described in 

this chapter.  

 In chapter seven, the challenges of tourism marketing in Bangladesh have been 

discussed in detail. The current scenario of the challenges, responsible bodies for 

addressing these challenges and other related factors has been discussed.  

 In chapter eight, the policy suggestions and conclusions have been presented. To 

get better outcomes in tourism marketing efforts what the policy makers can do and how 

to do those have been presented in this chapter. Based on the major findings of the 

research these suggestions have been made. 

 Finally, the detailed references, appendices, and other supporting documents have 

been inserted in the last part of the thesis.  

 

 

 

 



 

 

Chapter 02 

LITERATURE REVIEW 

 

This chapter is designed to review the relevant literature on the studied 

issues. International and domestic books, articles, and reports have 

been reviewed to get better insights. Though the size of the country is 

small, Bangladesh is enriched with diverse tourism resources. Lack of 

actual perception about its potential contribution causes diverse 

backwardness. The tourism sector of Bangladesh has not gained 

mentionable success in the new trend of tourism business. But from the 

ancient period, Bangladesh was the center of attractions for the 

travelers and traders.  

 Many countries are using tourism as a significant source for 

socio-economic development. For many challenges, Bangladesh is not 

being able to grasp the benefits from the sector. The dilemma is also 

noticed in case of discussion and taken steps. The responsible bodies for 

performing different tasks are not always clear. No one takes the 

responsibility for its poor performances. By nature the travel and 

tourism business demands extra care. But for the lack of authentic 

guardians, the potentials are being abused or unused. To achieve the 

sustainable development goals, the tourism sector can help the nation in 

a significant volume. But till now no mentionable steps have been taken 

to grasp mentionable benefits from the sector.  

 Tourism marketing can play a significant role in achieving the 

desired goals. But before that the challenges should be identified, issues 

should be taken care of, and strategies should be formulated. Based on 

the review, the issues have been presented in this chapter. The research 

gap has also been shown at the end of the discussion. 
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2.0 Introduction 

People of Bangladesh are hospitable in nature from the very beginning. But the business 

of hospitality and tourism has not started long time ago. Even its formal studies have 

started in Bangladesh in last decade. Very few people have obtained formal education on 

tourism related issues. The volume of research on this field is not so large yet. Most of the 

contributors of tourism literature here are from diverse academic background. All of them 

have explained tourism sector from their own point of view. As a result, a mentionable 

difference among the publications is noticed. A good number of journal articles in 

Bangladeshi journals on the travel, hospitality, and tourism industries are found on 

Bangladesh perspective. But most of them are general description oriented and intended 

to provide useful information (like guide) to its readers.  

 Specific and to the point research articles on hospitality and tourism sector of 

Bangladesh are rare. Few publications on tourism of Bangladesh in the recognized 

international tourism journals are found. Reports of some international organizations give 

an overall idea about the tourism sector of Bangladesh.
1

Tourism marketing is 

comparatively a remote area for in-depth study in Bangladesh. The researcher has tried to 

collect, organize, and present the available literature relevant to this topic here in brief. 

The following sections are developed based on the published materials, opinion of the in-

depth interviewers, and observation of the researcher.  

2.1 Tourism in Ancient Bengal 

Bangladesh has been emerged as an independent state in 1971. But the history of Bengal 

is much older than many other localities of the world. It was enriched in diverse natural 

resources, weather was favorable to live, and people were cordial in nature from the very 

beginning of the history.
2
 For this reason, different rulers and Emperors were keenly 

interested to own Bengal as their province.  

 Even they attempted to conquer this land from very far places. Its fine rice, 

distinctive clothes, distinguished spices and many other goods made this region as the key 

attraction of the international travelers. They were interested to be introduced with the 

life, culture, and resources of this region. After returning from this land, their successors 

                                                           
1
 Note: The name of United Nations World Tourism Organization, World Economic Forum, and World 

Travel & Tourism Council are especially mentionable.   

2
 Md. Anisur Rahman, Development of Tourism Industry in Bangladesh: Issues and Strategies. PhD 

Thesis, (Dhaka: University of Dhaka, 2015). 
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have been more interested to be here by listening to them about the enriched resources 

and lifestyles of this region. So the early history of Bengal was mostly related to the trade 

and commerce. Even after entering into this land as businessmen, some groups (e.g. 

fence, British) became ruler of Bengal afterwards.  

 Long days ago Hiuen Tsang said, ―A sleeping beauty emerging from mists and 

water.‖ After many years, till now the land is not much explored beyond the large cities. 

The remote areas of the country like hill track districts of Bangladesh holds astonishing 

beauty for the visitors.
3
 Some descriptions of the visit of Fa-Hien (399–414)

4
, Hiuen 

Tsang (630–644)
5
, and Ibn Battuta (1334–1342) are found in the different books. But in 

between of their travel and the history of modern era are not properly found. What does it 

indicate? The world travelers did not come in Bengal? Either they have ignored this area 

or their visits are not properly recorded. Both are harmful for the tourism sector of any 

nation. For example–the tourism authority of Montenegro always try to focus that the 

international celebrities like Madonna comes for concert there regularly.  

 Through mentioning this information, actually they would like to establish that as 

a destination how credible they are. They are capable enough to ensure security as well as 

wants of world top celebrities. Such type of promotions insists many general tourists to 

visit the spot. If Bangladesh could keep and promote such information to the target 

communities, it would be easy for convincing them. But no organized plan is taken to 

explore those and use it to achieve financial as well as other benefits.  

 The mostly uttered statement is: Bangladesh is very potential for tourism 

development. According to the experts, for many practical reasons, it has not explored yet 

in the level of expectation. The responsible authorities also would like to pronounce like 

others that the land is ‗potential‘ but results are not satisfactory, no one is taking this 

reality into consideration. 

 

                                                           
3
 Nushrat Nahida Afroze and Md. Hasanuzzaman, "Problems and Prospects of Tourism in Bangladesh 

Banderban District case." Global Journal of Management and Business Researech 12, no. 23 (2012), 22-30. 

4
 Jogindranath Samaddar, Choinik-Paribrazok Fa-Hian. 2nd ed. (Dhaka: Dibyaprakash, 2016), 15. 

5
 Premomoy Dasgupta, Hiuen Tsanger Dekha Varot. (Dhaka: Dibyaprakash, 2016), 6. 
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2.2 Trends of Tourism Development  

Trend is a significant factor in the tourism sector. In recent days, educated and wealthy 

people of Bangladesh are very positive toward traveling. They are much enthusiastic to 

go for a visit, in any form and anywhere, out of their usual environment. Even many of 

them keep separate time and budget for annual travel and tourism in the desired places of 

home and abroad. Earlier people would wait for occasions to go outside but now create 

occasions for this purpose. India, Nepal, Malaysia, Thailand is trying to get maximum 

benefit from this trend. Most probably the policymakers of Bangladesh are not aware 

enough to capture maximum benefits from this tendency. Otherwise, the initiatives to 

bring the international tourists and to keep more domestic tourists inside the tourist spots 

would be noticeable.  

 In the modern era, especially in the tourism sector, the supply side can highly 

influence the demand of a product.
6
 Once upon a time, the ‗natural resources‘ would be 

kept at the top of product development and its promotion. But now many products are 

developed in such an attractive way that the potential buyers become interested for ‗test 

buying‘ from that point of view, man-made tourism attractions are getting mentionable 

success.
7
 As the nature of visiting long distances is being reduced–parks, picnic spots, 

conference centers, exhibition points, festivals, tournaments–are drawing the attention of 

mass people. If they get the chance of amusement near at hand, especially the city people 

would like to grasp the opportunity. As a riverine country, water based product 

development opportunities are simply ignored which can draw attention of huge number 

of city dwellers.
8
 

 Roughly 15 countries produce 80 percent of the outbound tourists. So, targeting 

those countries, with special focus on eco-tourism, can bring better results.
9
 Actually 

tourism of Bangladesh is in a stagnant situation for a long time. But to move forward with 

the competition the strategy of ‗keep on rolling‘ is very important. Last many years, no 

mentionable steps have been taken for its advancement, though the policymakers always 

                                                           
6
 Simon Anholt, Competitive Identity. (London: Palgrave Macmillan, 2007), 3. 

7
 Caroline Ashley and Dilys Roe, "Making Tourism Work for the Poor: Strategies and Challenges in 

Southern Africa." Development Southern Africa 19, no. 1 (2002), 61-82. 

8
 Syed Nesar Ahmad Rumy, ―Promoting Riverbank Tourism in Bangladesh.‖The New Nation. (Dhaka: 

New Nation), 9.  

9
 Mubina Khondkar and Adiba Anis, "Bangladesh as an Ecotourism Destination." D. U. Journal of 

Marketing 17, no. June 2014 (2016), 77-90. 
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utter the potentialities of this sector in their statements. On the other hand, more than 100 

million eco-tourists are traveling around the year all over the world. They would like to 

experience nature, culture, heritage of the visited place.
10

 It is assumed that the number 

increases 10 percent each year. To catch up this opportunity, Bangladesh needs to 

develop the products according to the expectation of the world eco-tourists. Otherwise, 

other countries will take the opportunity.  

 Earlier, in many countries, the contribution of the travel and tourism sector was 

not so visible. For this reason, it was not the part of main planning. But gradually the 

policymakers have noticed that it can contribute a lot by investing a few. Even just some 

additional attention can contribute to net income in a mentionable volume. So, they have 

given attention and are now enjoying its benefits. For example–when many people think 

of Dubai, they think of an economy driven by oil. Yet today 30 percent of Dubai‘s gross 

domestic product (GDP) comes from travel and tourism.
11

 

 Though there are thousands of alternative spots, competition is increasing in some 

places. Most probably the image, cost, convenience of traveling and promotional efforts 

of the DMOs influence it.
12

 In this situation, if the concerned authorities of Bangladesh do 

not take up to date strategies, being defeated in the competition is a must. Because the 

competitors are always framing creative strategies to compete with their existing and 

potential competitors. Bangladesh might consider itself that we are not trying to defeat 

anybody; just we want to draw the attention of the world community to visit our beautiful 

country. But the competitors are always counting us and they are trying to be the winner. 

As a result, as Bangladesh is a player in the tourism industry, especially in the South 

Asia, it must consider the others‘ initiatives and play its own role accordingly.  

 Many factors keep significant roles to enhance the pace of traveling. As the 

income of Bangladeshi people is increasing, the trend of visiting in different places is also 

increasing. A mentionable portion of them prefer to visit the neighboring countries as the 

                                                           
10

 Frederico Neto, "A New Approach to Sustainable Tourism Development: Moving beyond 

Environmental Protection." Natural Resource Forum 27 (2003), 212-222. 

11
 Philip Kotler, John T. Bowen, and James C. Makens, Marketing for Hospitality and Tourism. 6th ed. 

(New Delhi: Dorling Kindersley, 2014), 6. 

12
 Metin Kozak and Luisa Andreu, "Destination Marketing and Competitiveness: Introduction." In 

Progress in Tourism Marketing, by Metin Kozak, & Luisa Andreu, 71-74. (Amsterdam: Elsevier, 2006), 

73. 
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cost patterns do not differ much.
13

 Now the main challenge is to reduce the number of 

outgoing tourists. Because it is easier to keep them inside than attracting the foreign 

tourists. Some careful steps can be helpful to achieve this goal. Making the transportation 

systems more convenient, adding artificial amusement items, offering local foods and 

music can encourage them to spend more time within their homeland. If they have 

negative attitudes, many steps will not bring better results.  

2.3 Travel & Tourism Economy of Bangladesh  

The travel and tourism economy of Bangladesh is not so vast like the other neighboring 

countries. An overall scenario of economy, employment, and other contributions are 

presented below: 

Table 2.1: Key indicators of the economy of Bangladesh 

Years 2005 2006 2007 2009 2011 2013 

GDP (US$ billions) 60.8 64.9 73.7 94.6 113.9 --- 

GDP (PPP, US$) per capita (estimates) 2011 2130 1311 1487.3 1909.5 3167 

Real GDP Growth (percent) 6.2 6.4 6.3 5.6 6.5 6.1 

 Note: The years vary because of the dissimilarity of published economic data. Latest available 

 data have been used to prepare the index. Source: All editions of World Travel & Tourism 

 Competitiveness Report, jointly published by United Nations World Tourism Organization 

 (Madrid) and World Economic Forum (Geneva). 

The table shows that there are ups and downs in the economy of Bangladesh. The size of 

the GDP is gradually expanding; the purchasing power of the people is far better now 

than other underdeveloped and even developing countries. The real GDP growth rate is 

really mentionable as it is always above 6% for the last 10 years. The economy of 

Bangladesh is getting solid foundation gradually which is the pre-condition for the 

expansion of travel & tourism economy of any country.  

Table 2.2: Travel & tourism economy of Bangladesh (estimates) 

Years 2006 2007 2008 2010 2012 

GDP (US million) 2350 2601  2964 3786 5775 

Percentage of total GDP 3.7% 3.9% 3.9% 3.9% 4.7% 

Employment(1000 jobs) 2181 2024 2065 2373 2992 

Percentage of total employment 3.0% 3.1% 3.1% 3.1% 4.1% 

 Note: From the 2015 edition, data related to the tourism economy are not provided in the report. 

 Source: All editions of World Travel & Tourism Competitiveness Report, jointly published by 

 United Nations World Tourism Organization (Madrid) and World Economic Forum (Geneva). 

                                                           
13

 Raffaella Nicoletta and Rocco Servidio, "Tourists' Opinions and Their Selection of Tourism 

Destination Images: An Affected and Motivational Evaluation." Tourism management Perspectives 4 

(2012), 19-27. 
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The table shows that the size of the travel & tourism economy of Bangladesh is 

expanding gradually. Contribution of travel & tourism in GDP and employment both are 

following the same trend. Within six years (2006-2012) the GDP has been more than 

double. The rate of contribution has also increased from 3.7% (2006) to 4.7% in 2012. 

The rate of employment has also increased from 3.0% to 4.1% in this tenure. In the last 

two editions of the reports this information was not provided. Rather, they were giving 

emphasis on presenting the tourism economy.   

Table 2.3: Travel & tourism industry (estimates) 

Years 2006 2007 2008 2010 2012 2013 2017 

GDP (US$ million) 945 998 1185 1613 2756.2 2845.8 5193 

Percent of total GDP 1.5% 1.5% 1.6% 1.7% 2.3% 2.1% 2.4% 

Employment (1000 jobs) 851 752 801 984 1377 1328.5 1138.7 

Percent of total employment 1.2% 1.2% 1.2% 1.3% 1.9% 1.8% 2.0% 

 Source: All editions of World Travel & Tourism Competitiveness Report, jointly published by 

 United Nations World Tourism Organization (Madrid) and World Economic Forum (Geneva). 

 

Figure 2.1: GDP growth trend of Bangladesh 

 

Size of the travel & tourism industry of Bangladesh is expanding regularly. In the last 10 

years, it is six times more. In 2006, the travel & tourism GDP was US$ 945 million 

whereas in 2017 it was US$ 5193 million. On the other hand, employment in the sector 

has not increased in the same level. In both cases, the rate of contribution has grown up. 

For GDP, it has been 2.4% which started at 1.5%. Earlier travel & tourism employment 

was 1.2% (8,51,000 jobs) which was not 2.0% (1,13,87,000 jobs). Employment 

opportunities have not been created as per the growth of the industry. 
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Figure 2.2: Employment trend of tourism sector in Bangladesh 
 

 

Table 2.4: International tourist arrivals and tourism receipts 

Years 2005 2006 2007 2008 2010 2013 2017 

International tourist arrivals (Thousands) 208 200 289 467 303 148 125 

International tourism receipts (US$ millions) 70 80 76 69 87.1 128 148.4 

Average receipts per arrival (US$) --- --- --- --- --- 864.9 1187.2 

Source: All editions of World Travel & Tourism Competitiveness Report, jointly published by United 

Nations World Tourism Organization (Madrid) and World Economic Forum (Geneva). 

High fluctuation is noticed in the number of international tourist arrivals in the different 

editions of the TTCI. It was 208 thousands in 2005. With some ups and downs in the year 

2008, it goes to the peak (467 thousands). After that it started declining the number of 

arrivals. In this phase, Bangladesh was host of World Cup Cricket (2011). It has 

celebrated the tourism year (2016). But the number of arrivals decreased (only 125 

thousands in 2017)!
14

 

Figure 2.3: International tourist arrival and receipt from tourism 

 
                                                           

14
 Roberto Crotti and Tiffany Misrahi, The Travel & Tourism Competitiveness Report. (Geneva: World 
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The receipts have the similar fluctuation in the earlier editions of the report. After 2010 

the trend is upward. In 2008, it was in the lowest position with US$ 69 million. In the 

latest report, it was US$ 148.4 million. Last two editions of the TTCI have added 

additional useful information (average receipts). In 2015, the volume was US$ 864.9 and 

in the latest edition (2017) it was US$ 1182.2 which indicates that the per tourist 

expenditure in increasing in a mentionable volume.
15

 It is also much better than some 

other South Asian countries.     

                                                           
15

 WEF, The Travel & Tourism Competitiveness Report 2015: Growth through Shocks. (Geneva : The 

World Economic Forum, 2015), 88-89. 
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2.4 Tourism Development Dilemma in Bangladesh  

All people are thinking that tourism is a very potential sector; responsible bodies do claim 

that they are trying their best to develop the tourism related industries but most of the 

stakeholders are not satisfied with the pace of the progress. Of course, many factors play 

a role behind such a dilemma. From the secondary sources the researcher has tried to 

identify those. In this section, those have been presented in brief:  

2.4.1 Huge employment opportunities but few skilled personnel: It is said that every 

12 tourists create a new job. The industry accounts for 11 percent of global 

employment.
16

 As unemployment is a huge problem in the economy of Bangladesh, 

through taking proper steps in tourism development a good number of employment 

opportunities can be created.
17

 To do so, theoretical as well as practical knowledge and 

training programs are required for the potential employees.  

 But till now, very few organizations of Bangladesh are doing this task on a limited 

scale. On the other hand, the unemployed people are also less interested to be skilled on 

the relevant field.
18

 On one side, lack of employment opportunities; on the other side, few 

people are interested in building career in this sector. Pragmatic research is required to 

identify the real causes and realistic steps should be taken to address the issue.  

2.4.2 High demand but no nightlife: There is a general perception that without having 

nightlife facilities, bars and others, it is tough to grow the tourism sector of a country. 

From this view point, the project of ‗special tourist area‘ (known as exclusive tourist 

zone) was initiated; though the progress is not mentionable yet.
19

 On the other hand, a 

strong opinion exists that we can not offer nightlife like Thailand for the international 

tourists. So, which side should we accept and move forward, it is a great dilemma. In this 

case, diverse forms of tourism are being developed all over the world. 

 The most important thing is to create huge scopes so that the tourists do not feel 

bored or get enough alternative scopes of amusement. This should always not necessarily 

                                                           
16

 World Travel & Tourism Council, Travel & Tourism: Economic Impact—2018 (Bangladesh). 

(London: World Travel & Tourism Council, 2018). 

17
 Biswas Shaheen Ahmmad, Economic and Employment Opportunities of Tourism in Bangladesh 

Parjatan Corporation. MPhil Thesis, (Rajshahi: Institute of Bangladesh Studies (RU), 2008), page 8. 

18
 Md. Mizanur Rahman and Md. Abdul Hamid, "Job Satisfaction and Voluntary Employee Turnover 

in the Tourism Industry of Bangladesh." In Contemporary Issues in Business Research, by Tanbir Ahmed 

Chowdhury, 68-84. (Dhaka: East West University, 2016), page 68-84. 

19
 Note: Tourism Reserved Area and Special Tourist Area Act, 2010. 
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be relating to the sex products or like this. Even as a significant Muslim country, 

Bangladesh has a strong network with other Muslim countries. As a member of OIC 

countries, Bangladesh has a special advantage also. In this case, offering ‗halal tourism‘ 

can be a good option. Besides, Bangladesh is much more ready to offer ‗eco-tourism‘ or 

‗authentic tourism‘ products to the world community. These can be good alternative 

options to address the nightlife amusements.  

2.4.3 Small in size but distinctive tourist attractions: In tourism, many things can be 

used in favor of its development. Bangladesh is a small country in geographic context. 

But the example of Bahrain teaches us that such characteristics can be used as a positive 

side for promotion. Their slogan is–―Bahrain: Small is beautiful.‖
20

On the other hand, 

Algeria used their backwardness as a marketing tool during Arab spring. When most of 

the countries of that region were vulnerable in political unrest situation, Algerian 

authority declared: Due to the lack of tourist facilities and also due to low-quality service 

at hotels in Algeria, this country remains a niche market, but has the advantage of being 

untouched and original for visitors.
21

 

 Though we have no iconic attractions like Tajmahal, Himalaya, or Twin tower; 

Bangladesh has the opportunity to distinguish itself to the target market. Because many 

modern tourists do not always expect only the ‗state of the art‘ services in tourism sectors. 

Rather many of them search for real or authentic experiences for what Bangladesh can be 

perfect at least in some aspects like rural tourism. Lifestyles of different ethnic groups can 

also be a core product to attract the international tourists from industrialist nations.
22

 

2.4.4 Assumed as prospective but less investment is made: Many sectors have done 

really well in Bangladesh in the last few decades for the active participation of the private 

sector. Telecommunication, Education, health, FMCGs are the best examples of such 

success. But in the case of tourism, till now the private investors are not taking it 

seriously. Some expensive resorts and hotels have been established in the different areas 

of the country but tourism is not getting pace from those initiatives. Most probably, all are 

waiting for the government initiatives to improve basic infrastructure at first. But till now, 
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 Eli Avraham and Eran Ketter, Tourism Marketing for Developing Countries. (New York: Palgrave 

Macmillan, 2016), 98. 
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it is less of a priority to the concerned authorities. Because in the underdeveloped and 

developing countries, they have to deal with so many human issues like food, education, 

health and many other things to meet the basic needs of the huge population.  

 To enhance international tourism market share—investment in tourism 

infrastructure development is highly required. The countries which (e.g. India, Sri Lanka, 

and Maldives) are interested to gain benefits from the sector; they are doing huge 

investments in this purpose.
23

 They are also sincerely trying to draw the attention of the 

international investors. Because it helps to promote their destinations to the international 

community. The private sector (as well as international) investors are till now not 

showing interest toward the tourism industry. Where they have taken the steps, that sector 

has grown in a mentionable size. Government should work out the reasons and create 

favorable environment for the investors‘ contribution.   

2.4.5 Low cost but high price: The price of some tourism services are perceived as very 

high in Bangladesh. For example, the room rent of most of the resorts is higher than the 

perception of the domestic tourists. Many hotels charge really high price for this purpose. 

Most probably they compare with the international price level. But in Bangladesh, the tax 

is not so high, laborers are paid a lower amount as salary, and other maintenance costs are 

not so high. But they are charging too much, to some extent to the tourists. Besides, the 

price of the food items is high in many resorts and hotels. It increases total traveling costs. 

As a result, the domestic tourists think that they can easily travel India, Nepal, even 

Malaysia (just adding the airfares) with such a budget! 

2.4.6 Mega events with fewer benefits: So called international tourism fairs are arranged 

frequently in Bangladesh. The responsible persons seem happy that they are doing a great 

job to develop the tourism sector of Bangladesh! But does it really have any positive 

impact on the tourism sector of Bangladesh? Most probably not, rather it is harmful for 

this sector. Because in such events, many international tour operators and the agencies of 

different nations get opportunities for the potential tourists of Bangladesh.  

 Even they offer discounts for special occasions. It only keeps a role in the 

outbound tourism of Bangladesh. As most of the visitors are Bangladeshi, foreign 

agencies get the chance of promoting their tourism to this market. What is the 
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achievement of Bangladesh for such events—it is not clear. If the Bangladeshi operators 

could take part in more international tourism fairs in other countries, it would be 

beneficial for Bangladesh.    

2.4.7 Most required but absence of strong marketing department: Till now, tourism 

marketing is comparatively an untouched area in Bangladesh by the concerned 

policymakers. Most of them would like to talk about the ‗overall issues‘ of tourism 

development. Setting priority goals for the individual destination, according to its 

necessity, are not focused yet. Among the three generic strategies, focus is the most 

important as well as effective for the weak competitors.
24

  

 Considering the necessity of individual segments is till now far away. Even the 

concerned authorities have no clear idea that for whom they are offering the product or 

who the potential market is, what they expect during the tour and so many basic things. 

As a result, they take steps that they think are appropriate. But the world is very small 

now. The tourists have thousands of options to choose. In that case, if we do not respect 

their taste and preference, why will they choose Bangladesh as their next destination?   

 To be successful in business in this era of stiff competition, an organization must 

have an effective marketing department. In spite of having many other business qualities 

and resources, the business might fail if the marketing does not work properly. Because 

today marketing isn‘t simply a business function; it‘s a philosophy, a way of thinking, and 

a way of structuring your business and your mind.
25
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2.5 Tourism as a Business Sector in Bangladesh  

Like many other service sectors tourism could be an attractive business sector, it is not 

completely perceived by the business community. In the industrialist nations, it has 

expanded like fast moving consumer goods (FMCG) products. But most probably for two 

reasons it has not been done. Those are: average income of mass people is lower which is 

not favorable for tourism expansion.  

 On the other hand, the tendency of traveling is not much developed in our country. 

Till now people do not feel to go anywhere except having any task or assigned duty. Both 

the situation is changing gradually. For this reason, in the major cities some tourism 

business organizations are seen which are doing well in the tourism business. Relevant 

issues are discussed in the following sections:  

2.5.1 Travel and tourism business: Travel industry is an inseparable part of the tourism 

sector. For this reason, in many countries both the industries are considered as the integral 

part. When they take any decision regarding tourism, they re-design or try to comply with 

the existing transportation services. For the complexity of traveling inside the country, 

many people of Bangladesh feel comfortable to travel Singapore rather than visiting 

Cox‘s Bazar!  

 All over the world, alternative (air, road, water) modes of transportation are highly 

integrated.
26

 So that the traveling experience of the tourists becomes less hectic and 

comfortable. Gradually the situation is being better in our country but the rate of road 

accidents is till now a matter of concern to the travelers.
27

 Bangladesh has good density of 

road communications. Now the thing should be done—integrate the routes by keeping the 

tourist in consideration. 

2.5.2 Sellers’ versus buyers’ perspective: Value is the core thing of any business 

operation today. The customers have huge alternative sources of information. For a slight 

dissatisfaction, they can move to the next options.
28

 So once the customer is satisfied, no 
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way to be happy that she or he will buy the same product next time. Especially the nature 

of tourism products is such that they do not visit the same place again and again. In that 

case, having alternative offers is very important. Continuous improvement and making 

the tourists happy in all transactions is highly required.
29

 Otherwise, they will not become 

loyal (find alternative spots of different countries) and the nightmare of the marketing 

people will increase.  

 Tourists are the ‗life‘ of any tourism destination. Having a huge amount of 

investments to build star hotels, resorts, and restaurants are not enough at all. Convincing 

the potential tourists that there is unique something here which can make them satisfied is 

the core task.
30

 If once they visit the place, such wonderful experiences should be given 

that they will become loyal to the spot. Besides, they will work as the non-paid agent of 

the spot. Their viral or word of mouth marketing will convince potential tourists than 

million taka advertisements in the different promotional media.  

2.5.3 Marketing tasks in service oriented business organizations: There is a 

misconception that ‗marketing‘ is the task of the marketing department only in the 

organization. It means the other people can be reluctant on the issue. Actually the all 

sections and departments must understand what his/her role can support the marketing 

promises.
31

 Even the firms of backward and forward linkages have to understand it with 

equal importance. Because the customers evaluate the entire services ‗as a whole.‘ They 

do not like to think about who is supposed to do which part of the entire tasks or who is 

actually liable for the wrongdoings. If they have negative experiences, just they will skip 

it during next consideration. For this reason ‗holistic marketing‘ approach is highly 

applicable to be successful in the business for a long time. 

 Customer insights are a very important factor in tourism and hospitality business. 

For its intangible nature the tourists can not test before finalizing the purchase decision. 

Much awaited and expensive tour might be less interesting or painful if it seems that the 

decision was wrong. For this reason, the tourists try their best to gain insights about the 

tentative product and its associated services. In that case, helping them to visualize the 
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potential tour is a great challenge to the marketers.
32

By providing audio-visual evident, 

adequate and credible information, useful maps, review of the earlier visitors can help the 

prospect to realize the tentative product and finally take the decision. To do so, well 

designed marketing program and dedicated manpower is required who can really make 

the tourists feel that what they are going to enjoy and experience through the upcoming 

tour.  

2.5.4 Scope of creating synergy: In some countries, the taxi drivers are given training so 

that they can serve as a tour guide when and where required. Even specialized taxis offer 

‗twin in one‘ services in many destinations. It means if someone hires a taxi, they need 

not spend additional money for the tour guide. It actually makes the journey more 

comfortable for unknown people. It also helps to create long term relationships with 

tourist. Generally if once a tourist takes services of such a driver cum guide, they 

communicate next time to the guide directly to find out any other support of him or his 

friends, colleagues, relatives and so on. In the case of Bangladesh, till now such a type of 

manpower has not developed. Even the quality of the tour guides are not up to the 

standard who can offer comfortable services to the international tourists with special 

interests like history, religion, archeology etc. 

 To gain long term success in tourism business, creating a favorable perception in 

the mind of the target groups, regarding the destination, is very important.
33

There are so 

many alternative offers, most of which have better quality as well. Then the question 

simply arises–who will win? Of course, the organization which can utilize the tools of 

marketing more efficiently. For this reason, besides developing the tourism products a 

destination must have to apply its marketing weapons efficiently. If that can not be done, 

huge investments might not bring the desired outcome.  
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2.6 Tourism Perspective of Bangladesh 

The overall scenario of the tourism sector is not clear to its stakeholders. Because no 

initiatives have been taken to identify its existing and potential resources, to determine the 

number of required manpower of related areas, no marketing plan is developed with the 

opinion of the experts of this field; even the overall management system is not 

independent as well as integrated. For this reason, no credible source is there, to get 

required information on the tourism sector of Bangladesh.  

 Some interested people do some research activities at their own will and plan. 

Some small projects are also operated; those are not mentionable in the overall scenario. 

For this reason, all the men talk about the tourism sector is like seeing the elephant by the 

blind men. They share their opinion or recommendations as they can see or realize the 

part. For this reason, some scattered scenarios of the tourism and hospitality sector are 

presented in the different articles and reports but no specific and integrated outcomes are 

produced in tourism as well as its marketing. Some closely related issues are discussed in 

the following sections.  

2.6.1 Producing manpower for the tourism sector: Lack of knowledgeable people in 

Bangladesh on this field is also another side of weakness. Earlier tourism was not an 

established field of study in higher educational institutions. In the last decade few 

universities have started their under graduation and masters program of tourism studies. 

Before that the people of other fields would give their opinion where required. Even 

among the government high officials, there are no or very few people who have formally 

studied on this issue. Even the expert people are not properly included in the decision 

making process.  

 In Bangladesh, most of the investors of this sector emphasize on infrastructural 

development.
34

 But many of them forget to invest in manpower development. As a result, 

they do not get desired success and once declare that investing in this sector is not 

profitable. Actually, tourism is a mostly service oriented industry. To do well here, at first 

manpower development is mandatory. Many limitations of the destination can be 
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minimized through satisfactory behavior and cordial services.
35

 In successful tourism 

destinations, the ordinary service providers of restaurants, hotels, and transportation 

become a great source of entertainment to the tourists. They are always happy to make the 

guests satisfied with their place.   

2.6.2 Visiting family, friends and relatives: VFR is another significant segment of 

tourists in Bangladesh. Because the working scope is increasing around the country and 

so the people are being scattered in different regions of Bangladesh. Many of them are 

also going outside the country for different purposes. As a member of high context 

culture, men visit their family, friends, and other relatives after regular intervals. It is 

increasing the total volume of the domestic travelers each year. If the traveling facilities 

are high and there are attractive places to see, people become encouraged to visit VFR 

regularly. For example—if someone gets such scope to visit Sylhet, they do not want to 

miss it. Nice communication systems, good accommodation facilities, and its natural 

beauties attract the people of other regions to do so. There is no statistics on how many 

people do visit on this purpose all over the country.   

2.6.3 Creating image for long term success: The view that image is a critical factor in 

choosing destinations is widely supported.
36

 Generally ‗image‘ is built in an automatic 

process but most of the competitors invest huge budget and resources to uphold their 

existing image. In a planned way, they take part in different exhibitions and shows, 

organize mega events, perform well in the competitions etc. Bangladesh should address 

the issue properly. Because, if it is kept in a reluctant manner, gradually it will be 

damaged. The target groups are overwhelmed with the huge sources of information. So, 

to get even a tiny pace in their mind, continuous and positive reminders should be sent.   

2.6.4 Organizing international events: Bangladesh is very good at organizing national 

and international events. Most of the cases, it gains high praise from the delegates. Even 

as a co-organizer Bangladesh did a superb job in the case of World Cup Cricket—2011. 

But it can not attract additional tourists to visit Bangladesh on these occasions. Even the 

players, team managers and their families just come here to perform their assigned job. If 

proper steps could be taken, they would pass some time to visit attractive places in 
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Bangladesh. When they will visit a place–certainly in this era of technology–they will 

share it on social media. It can be really helpful to introduce the potential tourist spots of 

Bangladesh. But not so organized efforts are noticed. For this reason, maximum they visit 

some luxurious shopping malls and go back without seeing the beauty of Bangladesh. 

2.6.5 Religious tourism: Each year Bangladesh efficiently organizes ‗Bishwa Ijtema‘. It 

is called the second highest gathering of the world Muslims (after the holy 

Hajj).Participants come from up to 70 countries in an event. They come for a very short 

visit to take part in the Ijtema. But if they could be properly communicated, they could 

visit at least the beautiful mosques of different regions. UNESCO has declared–as part of 

world heritage sites–Bagerhat as the mosque city.  

 Even in the Dhaka City there are so many Muslim heritage and historical places. 

Lack of presenting them to visit the places, is the main reason for their not visiting the 

places. If they would stay a few additional days, they would spend a huge amount of 

money. Besides, it would create image of Bangladesh to the world Muslim community. 

Tourist spots of Bangladesh are relating to its history and heritage. Many of those were 

abandoned for a long time. Some of those are not even in a recoverable situation. Others 

need enough care to preserve for the next generations. Such care is not taken by the 

concerned authorities. So, the valuable resources are being destroyed under the sun and 

rain.     

2.6.6 Seasonality is not so high here like the countries where the climate is extremely 

cold or hot. Since the climate is moderate, people can travel here most of the time 

throughout the year. Even six seasons have added extra flavor here. Each season has its 

own and distinguishing characteristics. There are many religious and historical attractions 

where people can visit any time of the year. But at the end of winter, visiting tourist 

places has become a tradition in Bangladesh. The educational institutions especially 

arrange diverse programs like study tour, excursion, picnic in this time. So it is a 

noticeable season which starts in October and generally ends in March.  

2.6.7 Tourists are not prioritized in the spots: Some tourist spots are totally occupied 

by the local traders or their representatives. For example—In Jaflong, the influence of the 

stone businessmen is increasing rapidly. Volagonj has the same situation. Bisnakandi is 

not so affected yet but might be affected any time. In the established tourist spots the 

tourists are in a most vulnerable situation. The tourists come from the different parts of 
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the country to see the beauties of these regions but they feel helpless in between the stone 

collection, processing, and carrying vehicles.
37

 Even they always have to be much 

concerned about the stone carrying heavy trucks. Huge dust and sound pollution, to some 

extent, make them puzzled.  

 The rate of accidents in the stone query is also increasing at an alarming rate. 

When a tourist sees a dead body or blood in the visiting place, simply their ‗mode‘ of 

enjoyment goes out. Very often the stone collecting laborers die from such accidents. The 

reports are regularly published in the local and national newspapers. (Four Killed in 

Jaflong, Prothom-alo, 02/01/2018). On the other hand, in developing countries like 

Bangladesh, tourism is not a priority sector. The policymakers always become concerned 

to meet the basic needs of its huge population. So, for allocating required budget, detail 

planning, and to make other decisions tourism generally gets less attention. 

2.6.8 Unknown scenario of the competition: The real scenario of competition is not 

clear to the tourism authority of Bangladesh. Based on the perception, countries like 

India, Nepal, Sri Lanka, Maldives, Thailand, and Malaysia are considered as the 

competitors. But there is no solid ground for thinking so. Because these countries have 

dissimilar products and target groups. Only for proximity, they can not be treated as the 

competitors. To design competitive plan of actions, detailed studies are required to 

identify the competitors and their used strategies.   

2.6.9 Forecasting the demand: Lack of proper forecasting and demand assessment is a 

major barrier to the development of the tourism sector of Bangladesh. The developed 

countries in tourism forecast and measure the demand of their tourism products monthly, 

quarterly, and annually.
38

 They do compare the present performance with the same time 

of the previous years. But in the case of Bangladesh, till now, no proper statistics are 

found regarding the ‗actual‘ domestic and international tourists.  

 To improve the situation, this problem must be addressed properly. Moreover, in 

the case of Bangladesh, the relationships between tourist arrivals and factors that 

influence the arrivals are not identified yet. Generally the income, price of substitutes, 
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real and nominal exchange rates, airfares, marketing expenditure and special events are 

considered the most important determinants.
39

 

2.6.10 Promoting to the specific segments: Successful countries in tourism business do 

promotion to the specific target markets. At first, they do research to identify the potential 

market. Then they move for extensive promotion. It increases the effectiveness of 

promotional budgets. In the case of Bangladesh, most of the allocation goes for routine 

expenditures like salary, office rent, maintenance etc. So no mentionable amount is kept 

for the promotional purpose. For this reason, no depth study is operated to understand–

who are the market, what are their wants or how can we provide the best services to them.  

2.6.11 Political stability and country image: International tourism is important to 

developing countries as far as foreign exchange earnings and employments are 

concerned.
40

 But to gain benefits from the sector the political stability and avoiding 

chaotic situations are must.
41

 After Arab Spring (2010) many African and Middle East 

nations have suffered a lot for this crisis. Even Egypt which was a great attraction to the 

world tourism community they have suffered a lot.  

 The tourists do not like the turmoil and unstable situation of their visited places. 

Even many industrialist nations now circulate warnings to visit some particular countries; 

it has a huge negative impact. Stability and peaceful conditions are highly required to be 

considered as a potential destination to the international tourists as well as investors.
42

 

Bangladesh has faced severe political crises earlier. It has played a role to build a negative 

image to the potential markets. Now an organized drive should be given to inform and 

pursue them that Bangladesh is in a far better condition than the earlier times.  

2.6.12 Networking with the stakeholders: Partnership with different stakeholders is 

highly required in tourism marketing. Travel agents or tour operators can play an 

important role to make a spot more acceptable. The assigned bodies try to promote or 
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uphold the status of tourism in Bangladesh. But it is impossible for any single body to 

enhance the acceptance of this multi-sectoral industry. All active stakeholders have to 

move forward altogether to uphold the existing situation of tourism development. 

2.6.13 Pro-tech attitude: The tourists and the related business people are trying to adapt 

with the very fast growing latest technologies. At least to get the primary idea most of the 

travelers now take help of the modern technologies like Internet and cell phone. To 

support such advancement, a well developed website, Facebook page, and YouTube 

channels should be operated from the tourism authorities of Bangladesh.  

 Many people would like to get answer to their specific questions through asking 

for a reliable source. At least having a hot line number to support the tourists is very 

normal in this era of communication technology. It would be really good, if a modern call 

center we could establish to answer all the pertinent questions of the potential tourists. 

But no such arrangement is planned for upcoming tourists.  

2.6.14 Ensuring safety and comfortable journey: The concept of tourist police was 

introduced in 2009 for ensuring safety and security of the tourists. It is a very good 

initiative though their number and scale of services is limited. The tourist spots are used 

by the criminals to serve their purposes. As the rate of mobility of the unknown people is 

high, unwanted incidents may happen at any time. To give the needed support to the 

affected person, this policing system should be improved. Modern rescue equipment, 

ambulance, and medical support services should be made available so that they can take 

the primary measures when any one falls in an unpleasant situation. 

 Generally the transportation systems are highly integrated in the developed 

nations. They maintain it so efficiently that the tourists feel less pain during the journey. 

In case of Bangladesh, the rail-road-water and airways are not developed by considering 

the needs of the tourists. Those are developed for the general purposes and tourists have 

to use those frequently. For this reason, sometimes the tourists have to face very complex 

situations to come and fro in a remote tourist spot. As those are not developed in a 

tourism friendly way.   

2.6.15 Making the tour memorable: Tourists feel better to collect souvenir items from 

the visited place. The developed nations in tourism offer a wide range of products to draw 

the attention of the tourists. In case of Bangladesh, the local people make some handicraft 

items. If the concerned authorities would do research in this field and could take initiative 
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to collect unique products from different areas of Bangladesh to sell in the tourist spots, 

the pace of souvenir item business would have expedited.  

 Positive experiences during the tour might encourage the tourists revisit the spot. 

Being unique is not mandatory for being successful in tourism business as well. The main 

products of Malaysia and Indonesia are: beaches, mountains, cultural diversity, 

performing arts and handicrafts.
43

 Natural and cultural resources are the main tourism 

products of Bangladesh. Competitors are trying to diversify their product offerings. But 

Bangladesh is following the traditional path which was applicable in the last century. 

Without a dynamic move it is really tough to draw attention of world tourism community.    
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2.7 Tourism Resources of Bangladesh 

Though Bangladesh achieved its independence in 1971, the origin of human dwelling in 

this geographic area is too old. Even before many geographic areas, Bangladesh was 

existent as the land of mass people. No formal state was formed but they were divided 

into many regimes. In the ancient period, this region was known as Vanga, Samatata, 

Harikela, Varendra, Pudra, Vikrampur, Chandradwip and in many forgotten names. 

People would live collectively to support each other.  

 For practical reasons, they also would form communities and their rulers. The 

king or in any form the rulers would built different large palaces, temples, mosques, and 

other institutions. Many of their historic buildings are standing all over Bangladesh. The 

tourists have much interest regarding these architectural monuments, sculptures, and so 

many things. These are the unique resources of the tourism sector of Bangladesh. Besides 

the natural resources, these keep significant contributions to this industry.  

 In broader aspects, the tourism resources of Bangladesh can be classified into 

three categories. Those are: natural, cultural, and historical. Among them many sub-

sections can be developed for the convenience of market segmentation or promotion. 

Some of those have been discussed in the following subsections.   

 The oldest university (Somepur Vihara, 8th century) was established in this area. 

The great architectural resources of Mainamati (7th century), Wari-Bateshwar (5th 

century), and overall Pundra Nagar were the higher educational centers of that time. So 

the people would come from many other countries to take lessons from the priests. Lack 

of exploration abilities of these resources has kept us back for a long time. But now we 

realize that we have these resources. To get maximum benefits from these unique 

resources, the updated and effective strategies should be used. Lack of skilled manpower 

for its conservation and development is also a great challenge. Shortage of required 

funding creates another problem.  

 This land has been developed by many regimes. Among them The Buddhists have 

a great role. Only in present Bangladesh, there are more than 30 viharas which are really a 

set of good collection to attract the foreign tourists. Especially the people of this religion 

will visit this place with the sense of pilgrimage. These should be properly developed and 

managed so that they do not become upset during the visit. There are many unique 
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resources of the period of ‗Tamrolipi‘ in the Chattogram District and its adjacent areas 

can attract the international tourists.  

 The first and enriched museum (established in 1910) of this subcontinent. There 

are few museums like this even in the entire Asia continent. Its number of collections and 

the characteristics are really capable to draw the attention of the visitors of home and 

abroad. But this is less known to the people of Bangladesh. As it is situated (Rajshahi) out 

of the Capital city, this museum is not getting the due attention of the tourists of 

Bangladesh. So, effective promotional strategies must be used to make it more accessible 

to the tourists of home and abroad. The visitors‘ comment on its comment book gives 

evidence of how people perceive these unique resources.    

Table 2.5: Major tourist attractions of Bangladesh 

Districts Tourism attractions 

Bagerhat Shatgambuj Masjid, Kodla Moth, Sundarbans, Khan Jahan Aleer Majar 

Bandarban Boga Lake, Chimbuk Pahar, Neelgiri, Ruma Bazar, Shoilopropat 

Porjotonkendro, Keukradong 

Barguna Bibicini Shahi Masjid, Amtoli, Char 

Barishal SorboanondoVaban, Charon Kabi Mukund das er basotvita, Brojmohon 

College, Padri-shibpur Dharmo polli 

Bogura Nabab Bari, Mohasthangar, Sherpur er Nidorshonadi, Behular Bashor  

Brahmonbaria Kalvoirob Mandir, Smritimoy Kosoba, khorompur Majar 

Chadpur Palgiri, Shaharpara Dighi, Char Rajesshor, Shohor Chandpur 

Chapainabganj Firozpur Gouro, Sona masjid, Mango garden, Subolar buro Tetulgach 

Chattogram War Cemetery, Foyz Lake, Patenga Sea Beach, Bayzid Bostamir Majar, 

Chandranath 

Chuadanga Mishonpara, Sorot Chandra er Kashipur, Hajar Duari Jamindar Bari, 

Keru and Company 

Cox‘s Bazar Sea Beach, Himchari, Safari Park, Game Reserve Forest, Moheshkhali 

Island, Saint Marin‘s Island 

Cumilla Soterrotno Mandir, Moynamoti-Lalmai, Ranikuthi, Alisshor Bihar 

Dhaka Ahsan Manzil, Lalbagh Kella, Museums, Zoo, Sangsad Vaban, Hoseni 

Dalan, Mosques (Baitul Mukarram, Sat masjid, Star Mosqu etc), 

Dhakeswari Temple, Armenian Church, Parks, and Gardens.    

Dinajpur Rajbari, Ramsagar, Sopnopuri, Hilli Port, Parbotipur Railway Station 

Faridpur Pollikabi Jasimuddiner Bari, Mathurapur Deul, Baishroshi Jamindar 

Bari, Sitanath Ashrom 

Feni Shamsher Gazir Kella, Char, Joynarayanpur Tupi Shilpo Elaka, Bijoy 

Singho Dighi 

Gaibandha Biratnagar, Dreamland, Ramchandra Hatchari Gram, Bardhankuthi 

Jamindar Bari 
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Districts Tourism attractions 

Gazipur Bhawal Rajbari, Rajendrapur Jatio Uddan, Puspodam, Nandan Park 

Gopalganj Bangabandhur Somadhi Complex, Orakandhi Sridham, Chandrabormon 

Court 

Hobiganj Komola Ranir Dighi, Shonkorpasa Masjid, Shahjibazar Fruits Valley, 

Gram Baniachong 

Jamalpur Sarishabari Mimi Chiriakhana, Sohor Jamalpur, Paharika obosor 

Binodon kendro 

Jessore Vorot rajar deul, Damdama pirsthan, Huda Khaner Songrohoshala, 

Michel Modhusadan Datto er bari. 

Jhalokathi Daud shah er majar, Palbari, Gazi Kalurdargah 

Jhenaidhah Goyesh Kazir Mandir, Shohor Muhammadabad, Naldanga Jamindar 

Bari, Shoilokupa Shahi Masjid 

Joypurhat Barshibaloy, Pathorghata, Pachbibi Shohor, kalai Lokosongskriti 

Parishad 

Khagrachari Sajek Valley, Ramgar, Manikchari, Alutila 

Khulna Sundarbans, Ghat Mandir, Mohesshor Pasha Zorbangla mandir, Khulna 

Shipyeard, Agra-razkpur 

Kishorganj Solakia Eidgah, Haor, Pagla Masjid, Chndraboti & Dijbongshi Das er Mandir 

Kurigram Chilmari, Char, Nagesshor, Jhauban 

Kustia Rabindra Kuthibari, Harding Bridge, Lalon Shah Majar, Mohishkunthi 

Nilkuthi 

Lakshmipur Khoa Sagor, Kamankhola-Dalal Bazar, Boromia Pir Saheber Masjid, 

Lengta Shah Mazar 

Lalmonirhat Sabuj Nir Jadughar, Tistaspar, Ondho hafezer Majar, Vabani Pathok 

Prasad, Biman Ghati 

Madaripur Parbat Bagan, Danlop Saheber Nilkuthi, Banor er rajjo, Paglar Akhra 

Magura Sitaram Rajar Bari, Nader Chader Ghat, Gorai Setu, Gorib Shah Majar 

Manikganj Balihati Choudhury Bari, Sri Sri Joshomadhob Mandir, Pakhir Rajjo 

Bahadurpur 

Meherpur Mujibnagar, Amjhupi Neelkuthi   

Moulovibazar Khoja Masjid, Lawachara National Park, Madhabkundo Waterfalls and 

Eco Park, Hakaluki Haor, Bangladesh Tea Research Institute   

Munsiganj Indrakpur Durgo, Baba Adam-er masjid, Panditer Vita, Ballal Sener Bari 

Mymansingh Mymansingh Rajbari, Mymansingh Jadughar, Jaynul Abedin 

Songrohoshala, Krishi Bishyabiddalay Campus, Trishal 

Naogaon Dubolhati Jamindar bari, Kusumba Masjid, Paharpur Bihar, Kali Sagor Dighi 

Narail Narail Jamindar Bari, Birshrestho Nur- Mohammad er Gram, Arunia, 

Niribili Vojonshala 

Narayanganj Lokonath Ashrom, Panam Nagar, Murapara Jamindar Bari,  Folk Art & 

Crafts Museum, Langalbando  
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Districts Tourism attractions 

Narsingdi Tomb of Kabul Shah, Tomb of Shah Osman, The Graveyard of Shaheed 

Asad, Gorgeswar Sadhu Ashrama, Kanailal Temple, Wari Batteswar 

Village, Kumardi Masjid, Purulia Masjid 

Natore Uttara Ganabhaban, Dighapatia Rajbari, Chalan Beel, Chougram, Halti 

Bil, Gosai Akhra, Dayamrampur Rajbari,  

Netrokona Birisiri, Coatbari, Duani Jamindar Bari, Haorbaor 

Nilphamari Nilsagar, Ramkola, Kazirhat, Nilkuthi Bhaban 

Noakhali Ramthakur er Ashrom, Mohatma Gandhi Smritikendro, Char, 

Nijhumdip 

Pabna Jor Bangla Mandir, Edward College, Mental Hospital, Anukul Chndraer 

Ashrom, Masum Khan kabulir Masjid, Jogonnath Mandir 

Panchgar Rocks Museum, Vitorgar, Tetulia-Banglabandha, Dham Mandir 

Patuakhali Kuakata, Char, Rakhain Palli, Kha Bari 

Pirojpur Rayerkathi jamindar bari, Momin masjid, Reserve Pukur 

Rajbari Gourango and kalachand Chaytonno Biggromandir, Laksmikhol 

Rajbari, Rani Boher Jamindar Bari 

Rajshahi Padma Nadeer Bandh, Boro Kuthi, Varendra Research Museum, Shrine 

of Hazrat Shah Makhdum, Sarda Police Academy, Puthia Rajbari 

Rangamati Changma Rajbari, Rajbon Bihar, Shuvolong Jharna, Kaptai Lake, 

Hanging Bridge 

Rangpur Keramotia Masjid, Dokhiganj Shoshan, Tajhat Jamindar bari, 

Vinnojogot, Carmichael College 

Satkhira Sundarbans , Mayerbari Panchmandir, Sultanpur Shahi masjid, Jhurijhara   

Sherpur Mandir Bari, Ecopark, Darbar Sharif, Modhutila Pusporath 

Shoriatpur Vojesshorermrito Bandar, Chakrabarty Smriti Moth,  

Sirajganj Hatikumrul Naboratno Mandir, Rabindra Kachari Bari, Mokhdum 

Shahdoular Majar 

Sunamganj Hasan Rajar Somadhi, Tanguar Haor, English Tila, Dilashar Masjid 

Sylhet Shrine of Hazrat Shah Jalal (R), Keane Bridge, Chandni Ghat, Monipur 

Rajbari, Haripur Gas Field, Tamabil-Jaflong, Bichanakandi, Ratargul, 

Shadapathor  

Tangail Santosh Choyana Rajbari, Atia Masjid, Madhupur Gar, Jamuna Bridge 

Thakurgaon Gorkui-nekmordo, Gourolal Mandir, Tongknath Jamidar Bari 

Vola Char, Brishrestho Mostofa Kamal er Poitik Vita, Biddasundorir Dighi 
 

Bangalees (The people of Bengal) are known as the food lover. There are many attractive 

food items in the different parts of the country. Diverse tasty items of Hilsa fish can be a 

great matter of attractions to the international tourists. All over the world, culinary 

tourism has taken a great place. Now many people visit various destinations just to take 
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taste of the local food items. In this perspective Bangladesh is undoubtedly much 

endowed with the food items.  

 Just converting those into the shape of the international tourists‘ ability to 

consume (e.g. reducing less hot and spices, minimizing bones of the fish) can bring 

mentionable outcomes in this section as well. Pitha and other local food items can be 

attractive elements of drawing the attention of the tourists. The cooking tradition of 

different ethnic groups can be a source of great attraction to the international tourists.  

Figure 2.4: Map of tourist attractions in Bangladesh 

 

Source: https://www.google.com/search?q=tourist+map+archaeological+sites+and+monuments+of+ 

bangladesh&sxsrf=ALeKk02HSO-bIrkZxvHKjZaHNrQNVFvJfA:1605244004050&source= 

lnms&tbm=isch&sa=X&ved=2ahUKEwjfjo713_7sAhWhjuYKHfEtD6MQ_AUoAXoECAgQAw&biw=15

36&bih=722#imgrc=g1a_lL1fuFA4zM 
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A good number of archeological evidence has been found in many areas of Bangladesh. 

Some of those are from prehistoric to early historic period. As those are rare in nature, it 

has high value from the tourism resource perspective. Paharpur Buddhist Monastery 

(Somapura Mahavihara), Mainamati-Lalmai of Cumilla, Mahasthangarh of Bogura, 

Sitakot Vihara in Dinajpur, Asamrajar Garh (Wari Bateswar), and Hrishchandra Rajar 

Prasad Dhibi (Savar, Dhaka) are some mentionable resources of early historic period.
44

 

Those have been discovered in different times. Even some of those are in the process of 

exploring. It indicates the historical enrichment of this region. These are able not only to 

draw the domestic tourists; a large international community has interest on these 

resources.    

 The sites of the medieval period are found almost in good condition. Gaur 

Jannatabad, Khalifatabad and Sonargaon are its best examples. So many mosques of this 

period are found all over the country. Adina Masjid, Jorbangla Masjid, Galakata Masjid 

are especially mentionable to them. Kantaji temple of Dinajpur is the great evidence of 

late medieval sites. The rulers of this period built so many catchy buildings that till now 

they can attract a huge number of tourists each year. A good number of modern buildings, 

sculptures, monuments and other things have been established in recent years. Those are 

basically history and national pride related. Another characteristic of such constructions is 

city oriented. Previous establishments were scattered all over the country. But the modern 

sites are closely related to cities or other renowned places.  

Some other considerations 

The right product for the right tourist is a must: The developing countries like 

Bangladesh always emphasize on mass tourism. Getting tourists in any form becomes the 

desire in the primitive stage. But all over the world, the advanced nations on tourism 

focus on developing right product for the right group of tourists.
45

 Because the advanced 

level tourists do plan to visit diverse tourism spots in each tour. In that case Bangladesh at 

first needs to identify its scope of new tourism product development. If that can be done 

properly, the scope of the market will be clearly identified. It will give a clear view to 

target specific tourist groups.  

 Otherwise, a major portion of the tourism promotional budget will be wasted. For 

example, if the Buddhist route can be efficiently developed, or eco-tourism can be 

properly developed, Bangladesh can get a good number of tourists each year from the 
                                                           

44
 Md. Mosharraf Hossain, Bangladesh Archaeological and Tourism. (Dhaka: Dibyaprokash, 2017), 

18. 

45
 Peter Mudie and Angela Pirrie, Services Marketing Management. 3rd Ed. (Burlington: Elsevier, 

2006), 40. 































































































































































































































































































































































































































































































 Tourism Marketing in Bangladesh: Issues, Strategies and Challenges                  286 
 

 

Table 49: Community involvement is noticeable 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 2.8 2.8 2.8 

Disagree 96 24.6 24.6 27.4 
Neither Agree or Disagree 140 35.9 35.9 63.3 
Agree 136 34.9 34.9 98.2 
Strongly Agree 7 1.8 1.8 100.0 
Total 390 100.0 100.0  

 

 

Table 50: Possible all forms of promotion are used 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 2.8 2.8 2.8 

Disagree 138 35.4 35.4 38.2 
Neither Agree or Disagree 130 33.3 33.3 71.5 
Agree 105 26.9 26.9 98.5 
Strongly Agree 6 1.5 1.5 100.0 
Total 390 100.0 100.0  

 

 

 

 

 

Table 51: Website is enriched with useful information 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 44 11.3 11.3 11.3 

Disagree 112 28.7 28.7 40.0 
Neither Agree or Disagree 90 23.1 23.1 63.1 
Agree 135 34.6 34.6 97.7 
Strongly Agree 9 2.3 2.3 100.0 
Total 390 100.0 100.0  
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Table 52: Available online information are reliable 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 28 7.2 7.2 7.2 

Disagree 98 25.1 25.1 32.3 
Neither Agree or Disagree 122 31.3 31.3 63.6 
Agree 127 32.6 32.6 96.2 
Strongly Agree 15 3.8 3.8 100.0 
Total 390 100.0 100.0  

 

Table 53: Tourist information services are available here 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 35 9.0 9.0 9.0 

Disagree 93 23.8 23.8 32.8 
Neither Agree or Disagree 102 26.2 26.2 59.0 
Agree 156 40.0 40.0 99.0 
Strongly Agree 4 1.0 1.0 100.0 
Total 390 100.0 100.0  

 

Table 54: Emergency help-line/services are working here 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
V
a
l
i
d 

Strongly Disagree 15 3.8 3.8 3.8 
Disagree 129 33.1 33.1 36.9 
Neither Agree or Disagree 133 34.1 34.1 71.0 
Agree 106 27.2 27.2 98.2 
Strongly Agree 7 1.8 1.8 100.0 
Total 390 100.0 100.0  
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Table 55: On duty tourist police is seen during the tour 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
V
a
l
i
d 

Strongly Disagree 9 2.3 2.3 2.3 
Disagree 65 16.7 16.7 19.0 
Neither Agree or Disagree 129 33.1 33.1 52.1 
Agree 175 44.9 44.9 96.9 
Strongly Agree 12 3.1 3.1 100.0 
Total 390 100.0 100.0  

 

Table 56: Caring attitude of the service providers is felt 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 2.8 2.8 2.8 

Disagree 58 14.9 14.9 17.7 
Neither Agree or Disagree 145 37.2 37.2 54.9 
Agree 159 40.8 40.8 95.7 
Strongly Agree 17 4.4 4.4 100.0 
Total 390 100.0 100.0  

 

Table 58: Key tourist attractions are running under threats 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 2.8 2.8 2.8 

Disagree 68 17.4 17.4 20.3 
Neither Agree or 
Disagree 

86 22.1 22.1 42.3 

Agree 173 44.4 44.4 86.7 
Strongly Agree 52 13.3 13.3 100.0 
Total 390 100.0 100.0  
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Table 59: Various pollutions cause tourist dissatisfaction 

Particulars 
Freque

ncy Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 5 1.3 1.3 1.3 

Disagree 63 16.2 16.2 17.4 
Neither Agree or Disagree 65 16.7 16.7 34.1 
Agree 214 54.9 54.9 89.0 
Strongly Agree 43 11.0 11.0 100.0 
Total 390 100.0 100.0  

 

Table 60: Weaknesses of acts/rules are understood/felt 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 9 2.3 2.3 2.3 

Disagree 46 11.8 11.8 14.1 
Neither Agree or Disagree 66 16.9 16.9 31.0 
Agree 215 55.1 55.1 86.2 
Strongly Agree 54 13.8 13.8 100.0 
Total 390 100.0 100.0  

 

Table 61: Existing laws are not properly executed 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 2 .5 .5 .5 

Disagree 39 10.0 10.0 10.5 
Neither Agree or Disagree 56 14.4 14.4 24.9 
Agree 255 65.4 65.4 90.3 
Strongly Agree 38 9.7 9.7 100.0 
Total 390 100.0 100.0  
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Table 62:  Current promotional tools are not effective 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 6 1.5 1.5 1.5 

Disagree 83 21.3 21.3 22.8 
Neither Agree or Disagree 81 20.8 20.8 43.6 
Agree 199 51.0 51.0 94.6 
Strongly Agree 21 5.4 5.4 100.0 
Total 390 100.0 100.0  

 

Table 63: Travelling in This Spot is Much Expensive 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 26 6.7 6.7 6.7 

Disagree 105 26.9 26.9 33.6 
Neither Agree or Disagree 109 27.9 27.9 61.5 
Agree 126 32.3 32.3 93.8 
Strongly Agree 24 6.2 6.2 100.0 
Total 390 100.0 100.0  

 

Table 64: Attraction of the spot is gradually decreasing 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 18 4.6 4.6 4.6 

Disagree 94 24.1 24.1 28.7 
Neither Agree or Disagree 89 22.8 22.8 51.5 
Agree 155 39.7 39.7 91.3 
Strongly Agree 34 8.7 8.7 100.0 
Total 390 100.0 100.0  
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Table 65: Competitive Domestic Spots are being more Attractive 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 9 2.3 2.3 2.3 

Disagree 43 11.0 11.0 13.3 
Neither Agree or Disagree 158 40.5 40.5 53.8 
Agree 142 36.4 36.4 90.3 
Strongly Agree 37 9.5 9.5 99.7 
23.00 1 .3 .3 100.0 
Total 390 100.0 100.0  

 

Table 66: Visiting foreign spots are being more attractive 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 12 3.1 3.1 3.1 

Disagree 39 10.0 10.0 13.1 
Neither Agree or Disagree 76 19.5 19.5 32.6 
Agree 209 53.6 53.6 86.2 
Strongly Agree 54 13.8 13.8 100.0 
Total 390 100.0 100.0  

 

Table 67: There is no scope of giving feedback/complaint 

Particulars Frequency Percent 
Valid 

Percent 
Cumulativ
e Percent 

Valid Strongly Disagree 19 4.9 4.9 4.9 
Disagree 46 11.8 11.8 16.7 
Neither Agree or Disagree 110 28.2 28.2 44.9 
Agree 171 43.8 43.8 88.7 
Strongly Agree 44 11.3 11.3 100.0 
Total 390 100.0 100.0  
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Table 68: Alternative Scopes of Amusement are Reducing the Appeal of 
Physical Traveling 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 7 1.8 1.8 1.8 

Disagree 50 12.8 12.8 14.6 
Neither Agree or Disagree 93 23.8 23.8 38.5 
Agree 191 49.0 49.0 87.4 
Strongly Agree 49 12.6 12.6 100.0 
Total 390 100.0 100.0  

 

Table 69: Traveling in this spot is the best use of money 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 4 1.0 1.0 1.0 

Disagree 25 6.4 6.4 7.4 
Neither Agree or Disagree 93 23.8 23.8 31.3 
Agree 191 49.0 49.0 80.3 
Strongly Agree 77 19.8 19.8 100.0 
Total 390 100.0 100.0  

 

Table 70: I would like to come here again and again 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 2.8 2.8 2.8 

Disagree 50 12.8 12.8 15.6 
Neither Agree or Disagree 67 17.2 17.2 32.8 
Agree 178 45.6 45.6 78.5 
Strongly Agree 84 21.6 21.6 100.0 
Total 390 100.0 100.0  
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Table 71: I will recommend others to visit this spot 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 6 1.5 1.5 1.5 

Disagree 25 6.4 6.4 7.9 
Neither Agree or Disagree 62 15.9 15.9 23.8 
Agree 214 54.9 54.9 78.7 
Strongly Agree 83 21.3 21.3 100.0 
Total 390 100.0 100.0  

 

Table 72: Bangladesh is very potential for tourism development 

Particulars Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 12 3.1 3.1 3.1 

Disagree 13 3.3 3.3 6.4 
Neither Agree or Disagree 36 9.2 9.2 15.6 
Agree 202 51.8 51.8 67.4 
Strongly Agree 127 32.6 32.6 100.0 
Total 390 100.0 100.0  

 

 

 


