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Abstract: 

Previous literature indicates, there is an increased focus on different dimensions of behavioral intention of 

tourists towards pleasure tourism. Literature on Theory of Planned Behavior(TPB) exhibit tourist attitude, 

perceived behavioral control (PBC), and social influence as significant factors in behavioral intention setting of 

tourists; attitude. Lacking of an exhaustive study on tourists’ attitude that applies as TPB predictors is still 

ostensible in tourism literature. Therefore, considering the issue at hand, the present study shed focus on 

examining tourists’ behavioral intention towards pleasure tourism in the context of tourism Bangladesh. 

The main objective of the study was to know the behavioral intention of tourists towards pleasure tourism in 

Bangladesh with the reference of Bandarban. The present study was carried out at Bandarban called as one of 

the best scenic beauties and largely visited pleasure tourism destination in Bangladesh. A positivistic research 

paradigm, exploratory research design, empirical nature, quantitative research approach, deductive method 

with survey strategy applied to achieve the desired objectives. Data were collected through a personal-

administered survey using a pre-tested questionnaire from the respondent who visited Bandarban at least once 

in the last five years. Sample size was 200 in total of both male and female. 

The study reveals that tourists’ behavioral intention is directly influenced by perceived social influence, 

perceived behavioral control, and attitudes. This study has implications for managerial practice and policy 

makers. The current findings provide a clear understanding of the factors that can be used as a source of 

reference when knowledge about consumer opinions, tourist attractions, promotion of pleasure destinations and 

resources investment need to make by the tourism industry. Finally, this study has implications for the local 

communities and tour operators and could be a source of information for tourists on the various aspects of 

pleasure tourism. 
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I. Background of  the Study 
Tourism as a multi-facet industry is playing a key role in the global as well as in the individual 

economic perspective for a country. Bangladesh has a great tourism potentiality for its large and attractive 

natural resources such as beaches, scenic beauty, tribal culture, special events, religious rituals, historical places, 

forests and wild life, hill resorts, and so on. Bandarban–„the roof of Bangladesh‟, as described by the 

Bangladesh Parjatan Corporation (the National Tourism Organization of Bangladesh), has become a hot cake to 

tourists for the last few years. It is a southeastern district of Bangladesh. It is a hidden paradise hiding some of 

the rarest beauties of Bangladesh. It is gifted with green serene hills, serpentine hilly rivers, unknown trekking 

trails leading to mysterious waterfalls and caves, mysterious lakes between valleys, wild animals and birds 

inhabiting in green hilly forests, varied ethnic communities and their unique cultural rituals etc. Its flora and 

fauna, hills and forests, craggy waterfalls and zigzag rivers, bamboo cottages of its ethnic people and their 

lifestyle have made this picturesque hill tract a popular pleasure tourism destination of tourists from home and 

abroad. Most of the highest peaks of Bangladesh are located in Bandarban district and almost all the renowned 

places of Bandarban including Tahjin dong hill, Keokra dong hill, mysterious Boga Lake, Rijuk waterfall, 

Zadiphai waterfall, Tlubong waterfalls or Double falls, Jingsiam falls, Shrimp falls etc. are located at Ruma. It is 

the largest potential area to cash in tourism Bangladesh. Given the potential that prevailed in Bangladesh in 

terms of the country‟s possession of a diversified tourism product-base and also given the congenialities created 
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by the objective conditions, tourism industry of Bangladesh has not grown to the desired level. 

 

Theory of Planned Behavior (TPB)  
It has been considered as one of the most influential attitude and behavior theories to study human 

behavioral intention in various contexts including travel and tourism. The TPB (Ajzen 1991) contains three 

basic propositions of human behavior–attitude, subjective norm and perceived behavioral control. Although the 

efficacy of the model has been validated in predicting behavioral intentions in a wide range of contexts, its 

sufficiency in predicting tourist behavior in beach tourism is still being questioned. In addition, the empirical 

findings of prior studies also indicate that alongside the direct effect of perceived social influence and perceived 

behavioral control on tourist behavioral intention.  

 

Attitudes to Visiting Destination (AD)  

Alport (1935) defined attitude as a “learned predisposition to respond to an object or class of object in a 

consistently favorable or unfavorable way”. In the current study, attitude to visiting pleasure tourism destination 

has been conceptualized in the sense of behavioral aspects of tourists which have been organized consistently by 

the perceptions of tourism product and services.  

 

Perceived Social Influence (PSI)  

According to Ajzen (1985) “social influence is a person‟s perceived social pressure to perform or not to 

perform a behavior under certain consideration”. In this study, it is referred to perceived opinions of significant 

others such as friends, relatives, colleagues, and family members who influence a tourist‟s decision-making.  

Perceived Behavioral Control (PBC)  

Perceived behavioral control refers to an individual‟s belief concerning access to resources and 

opportunities needed to perform a behavior (Ajzen 1991). Ajzen (1991) argued that if people do not have 

enough opportunities or resources to perform a particular behavior, their intentions may not be strong enough to 

perform that behavior.  

Therefore, it is contemporary to examine tourists‟ behavioral intention to Bandarban as it is the most 

significant pleasure tourism destination in Bangladesh.  

 

Statement of the Problem  

Pleasure is defined as a feeling of happiness. Therefore, the pursuit of such feelings like happiness, 

satisfaction, or enjoyment through travel is referred to as pleasure tourism. Pleasure tourism is normally defined 

in opposition to business tourism which focuses on the purpose of a trip rather than its motivation such as 

holidays, leisure, and recreation (UNWTO, 2007). In the strictest sense, any typology of tourists implies some 

degree of pleasure seeking. For pleasure tourism to occur, some basic conditions are needed, including a 

personal need to experience a change by means of going on a trip, voluntariness of the choice, as well as leisure 

time and activities that are free from commitments (Smith, 1989). 

Behavioral intention is defined as “the degree to which a person has formulated conscious plans to 

perform or not perform some specified future behavior” (Warshaw & Davis, 1985). According to TPB, 

behavioral intention is determined by relative weights given to attitude toward behavior, subjective norm, and 

perceived behavioral control (Altawallbeh et al, 2015) Online Attitude refers to the degree to which a person has 

a favorable or unfavorable evaluation or appraisal of the behavior in question. It represents a summary 

evaluation of a psychological object captured in attribute dimensions of good-bad, harmful-beneficial, pleasant-

unpleasant, and likable-dislikable (Ajzen, 2001).  

The social factor termed subjective norm refers to the perceived social pressure to perform or not to 

perform a particular behavior. According to Moutinho (1987), any person or group that serves as a reference 

group can exert a key influence on an individual‟s beliefs, attitudes, and choices because the individual might 

conform to his/her referent group(s).  

Perceived behavioral control refers to a person‟s perception of the ease or difficulty of performing a 

particular behavior. It is assumed that perceived behavioral control reflects past experience as well as 

anticipated impediments and obstacles. According to Chiou (1998), perceived behavior control reflects an 

individual‟s belief regarding access to resources and opportunities needed to perform a behavior. Therefore, the 

study tried to examine behavioral intention of tourists through TPB model to unfold the desired objective of the 

study. 

 

Significance of the Study  
The theoretical contribution of this study is the application of the extended TPB model to the tourism 

industry. The proposed model intends to link three components of traditional attitudinal theory e.g. subjective 

norm, attitude, and perceived behavioral control to predict the behavioral intention of choosing pleasure 
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destination as a travel destination recovering from COVID 19. The proposed model will add to existing 

knowledge about tourist behavior after the crisis. Till now, most of studies developed to test the applicability of 

the TPB model are based on non-crisis situations. Therefore, the development of the model to reflect recovery 

from a crisis will be of significant value in research on predicting the behavioral intention of choosing pleasure 

destination. The results of this study have practical significance to various parties: Stake holders at both the 

local and national levels are able to improve tourism products and services and thus increase the quality of 

tourist experiences in the future. Moreover, Operators and managers of tourism sector will be able to closely 

match the needs of diverse tourists and their differentiated travel motivations. 

 

Objectives 

General objective of the research project is to know the behavioral intention (BI) of tourists‟ towards pleasure 

tourism in Bangladesh. To achieve the general objective, following specific objectives are as follows: 

1. To examine the relation between tourists‟ attitude and behavioral intention towards pleasure tourism. 

2. To investigate the perceived social influence on tourists‟ behavioral intention in pleasure tourism. 

3. To evaluate the tourist‟ perceived behavioralcontrol in assessing behavior intention for pleasure 

tourism. 

 

II. Literature Review 
Hasan, S. R. & Begum, J. A. (2019)in their research found a great prospect of tourism in Bandarban, a hilly 

part of Bangladesh. According to them Bandarban is popular specifically to young people who love to take 

adventurous travel. Those young adventure loving young tourists organize total tour plan by their own mainly in 

cooperation with their fellow tourist without taking help from tour agents. Thus the ultimate purpose of their 

travel to Bandarban is adventure, leisure and recreation. 

 

Akhter, R. (2017)tried to identify the reason for choosing Bandarban as tourist destination as well as show a 

way to incorporate those reason (benefit) in term of tourism supply chain. She found that, people choose 

Bandarban as tourist destination for scenic beauty, adventure and proper accommodation. She suggested some 

ways for destination branding of Bandarban and related required supply chain elements to attract Bandarban as 

tourist destination. 

 

Nedelea et al., (2017)tried to identify the factors which affect the tourist satisfaction of Bangladesh.Their 

research revealed that generally transportation, accommodation, level of expenditure, foods and security in the 

area are responsible factors of tourist satisfaction. Among those factors transport and accommodation facilities 

are mostly responsible for tourist satisfaction. Thus they urge improvement of transport and accommodation 

facilities for the sustainable development of tourism industry in Bangladesh. 

 

Akther, S. (2017)found that Bandarban is such a tourist destination which not only attract tourist who like to 

hike, trek for adventure but also attract the tourist who just like to look and enjoy scenic beauty. Her research 

found that, Although Bandarban as a tourist destination having capacity to attract tourism from different tourism 

need category but still the number of tourist and their expenditure on visiting Bandarban is not satisfactory. 

Research revealed that, creating some adventurous tour activity by ensuring high quality transportation, 

accommodation and safety with conserving ecosystem can be a way to change the scenario. Furthermore 

researcher suggests that, establishing certain experiential or adventurous activities facility can make the 

Bandarban an attractive tourist destination. 

 

Hasan, S. R., & Islam, M. S. (2015)found that, a very little attempt has been taken to explore Bandarban as 

attractive tourist destination therefore no socioeconomic development has reaped for local community people. 

This study proposed some trekking hills to be established and involve local community people with those 

trekking activities with a view to their socioeconomic development. 

 

Mawa, M. J. (2018)identified the association among tourist loyalty, tourist satisfaction and indigenous cultural 

factors in Bandarban as a tourist destination. Their research revealed that, host interaction, cultural diversity 

with ethnic beauty and memorable experiences from cultural attractions are correlated and influence tourist 

satisfaction which in turn establish loyalty at a great extent at Bandarban sadar.  

Research Gap 

Researchers in prior studies (e.g., Choo, Ahn, and F. Petrick, 2016,Kim, and Yunhi,2010) claimed 

thattouristattitudes,perceivedbehavioral control, and social influence significantly affect tourists‟ destination 

choice invarious tourism contexts. However, to the best of this researcher‟s knowledge, empiricalevidence 

incorporating these factors to investigate tourists‟ revisit intention has not beenfound in the context of pleasure 
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Independent Variable Dependent Variable 
 

tourism. In addition, the integrated relationship betweendestination image, attitude, and satisfaction as well as 

between perceived behavioralcontrol, perceived social influence, and attitude has rarely been investigated in 

tourismliterature. Therefore, this is a substantial research gap where future research is needed toaddnew 

knowledgeto theexistingliterature,in particularpleasure tourism. 

 

Conceptual model 

In travel and tourism literature, researchers (e.g.,Choo, Ahn, and F. Petrick 2016, Kim, and Yunhi, 

2010), Deng and Li 2014, Huang and Hsu 2009)used individual attitude, perceived social influence, and 

perceived behavioral controlcalled inter-personal factors to examine tourist revisit intention in various contexts. 

The TPB model has attitudes, subjective norms, and perceived behavioral control as correlated exogenous 

constructs leading tointentions and behavior. As such, the theory does not specify the relationship among these 

variables and any other variables outside themodel.Thus, therelationshipbetweenthe variables of theproposed 

extendedmodelmustbe specified. Therefore,the current study has developed an integrated conceptual model 

including both the aforementionedfactorsbased on theirpriortheoretical relations in literature. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1:ConceptualModel;Source: Nam et al. (2017), modified by the researcher using literature review. 

 

Taking the prior empirically established relationships into account, it is believed that onceperceived behavioral 

control, perceived social influence, and attitudes become morepositive, the behavior intention to revisit 

destinations of tourism would be positive too (Lam and Hsu2006). 

 

Hypotheses Development 

Several studies have shown that attitudes, perceived social influence, and perceived behavioral control 

have direct correlations with behavioral intentions (Ajzen, 1991). To estimate these, Bagozzi (1981) found that 

attitude has a direct effect on behavioral intentions. Similarly, Liao et al. (2007) found that perceived social 

influence and perceived behavioral control positively influence on behavioral intentions. Therefore, it was 

postulated that:  

H1: Attitudes have a significant effect on tourist behavioral intention;  

H2: Perceived social influence have a significant effect on tourist behavioral intention;  

H3: Perceived behavioral control have a significant effect on tourist behavioral intention. 

 

Research Methodology 

The study followed posivist research philosophy. It followed exploratory research design with 

empirical and quantitative nature. It also followed deductive approach to the desired outcome. For this study, the 

required data were collected through a personal-administered questionnaire survey as this method is easy to 

administer, the obtained data are reliable, and coding, analysis and interpretation of data are relatively less 
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difficult. The target population of this study was tourists who had visited Bandarban in Bangladesh at least once 

in the last five years. A convenience sampling technique was applied to select the sample respondents for this 

study. Bandarban from Bangladesh was purposively taken as study area with believe that collected data from 

these destinations would represent the overall tourism scenario in the country. Sample size of the study was 200 

which are sufficient to use inferential statistics at hand. The required data were collected from the sample 

destinations of Bandarban from 11.30 AM to 8.00 PM during the study period of March; 2022. After sorting out 

the questionnaires, the collected data were coded, computed, and analyzed. Quantitative methods such as both 

univariate and multivariate techniques were applied to analyze the data and test the proposed hypotheses of the 

study. 

 

III. Data Analysis, Findings, and Discussion 
Respondents’ Demographic Characteristics 

According to survey result, a total of 200 questionnaires were considered as valid responses for 

subsequent analyses. In summary, out of the 200 respondents, 74.80% were male and rest 25.20% was female. 

Most of the respondents (62%) were aged between 18 and30, followed by about one-quarter (23%) who were 

30-42 years old, and rest above 42 years of age. Additionally, 47.7% respondents were married and rest 52.30% 

was unmarried. In terms of 

education level, over half of the respondents (52.20%) were graduates (Bachelor, Masters and others). 

About 31% of the respondents were from the service sectors, followed by students (32.1%), self-employed 

(18.1%), and other professionals. Around 32% of the respondents had a monthly income (BDT) below 30,000, 

while 21.40% had income between above 30,000 and below 50000, and 11% had income of above 40,000 to 

below 80000, and rest above 80000. The respondents‟ demographic profile indicates that the survey participants 

were represented by male, young, married, educated, and moderately white-collared service participants. 

Additionally, respondents belonging to the lower income group were also found representative. 

 

Reliability and Validity of Measurement Model: 

A questionnaire consists of seven-point likert scale was used to collect data for the different construct 

of the proposed research model. To examine the appropriateness of research constructs, reliability, and construct 

validity were examined before testing the hypotheses. Therefore, the results of internal reliability and 

convergent validity are shown in the following table: 

 

Table 1:Internal reliability and convergent validity 
Latent variables Cronbach’sAlpha Composite 

Reliability 

Attitudes 0.848 0.922 

Subjective Norms 0.823 0.894 

Perceived BehavioralControl 0.817 0.874 

Tourists‟Behavioral Intention 0.785 0.851 

 

Cronbach’sAlphaand CompositeReliability 

Internal reliability can be tested by Cornbach‟s Alpha. In the study alpha value of the latent variables was 

in between 0.785 to 0.848 which are higher than the prescribed value 0.70 postulated by Nunnaly and Berstein (1994). 

Composite reliability is an instrument to measure the convergent validity. Convergent reliability is the extent to which 

multiple attempt are employ to see how each item is representing of intended latent construct and associated with other 

measures of same latent construct (Hair, Black, Babin, Anderson, &Tatham, 1998, 2006).  Composite reliability value 

which shows the extent to which constructs indicators indicate latent construct was from 0.851 to 0.922 shown. 

Composite reliability of every latent construct is higher than the recommended value of 0.70 (Hair et al., 1998). 

Therefore, the results of discriminant validity of construct are shown below: 

Table 2: Discriminant Validity of Construct 

Constructs (1) (2) (3) (4) AVE 

(1)Attitudes 0.867    0.898 
(2)Tourists‟ BehavioralIntention 0.467 0.776   0.812 

(3)PerceivedBehavioralControl 0.046 0.178 0.818  0.866 

(4)perceived social influence 0.402 0.484 0.276 0.813 0.843 

Square correlations and AVEfor each constructs variables used in the study 

Discriminant validity was also tested in the research. Discriminant validity refers the degree to which a 

specific latent construct is different from other latent construct (Duarte &Raposo, 2010).  In the study, AVE was used to 

determine the discriminant validity as prescribed by Fornell and Larcker (1981). This was calculated by finding the 

difference between square correlation of each construct and AVE by indicators which measure the construct. In the 

study it was seen that AVE of each latent construct is greater than square correlation of each construct, which mean that 
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the measure possess adequate discriminant validity.Average variances extracted describe the total amount of variances 

in the indicators responsible for by latent construct, was in between 0.812 to 0.898 which are higher than the prescribed 

level of 0.5 (Hair et al., 1998). In a nutshell, the measurement model has adequate reliability, convergent validity and 

discriminant validity.Therefore, the results of the hypotheses are shown below which were tested for the study purpose: 

 

Table 3: Resultsofthe hypotheses through structural modelofthestudy 
SL. No Relationships Effect tStatistics P-Value Findings 

1. Attitude->CustomerBehavioralIntention 0.215 3.613 0.000*** Supported 

2. PerceivedBehavioralControl->CustomerBehavioralIntention 0.231 3.586 0.001** Supported 

3. perceived social influence ->CustomerBehavioralIntention 0.247 4.254 0.000*** Supported 

Note:p≤0.01***;p≤0.05** 

 

The result shown in Table 3 indicates that the entire three hypotheses developed for this study are 

significant. The first and third hypotheses (H1 and H3) were supported at .001 significance level and the second 

hypotheses (H2) were supported at .05 significance level. The β value, t Statistics, and P-value for each of the 

hypotheses are illustrated in Table 3. 

 

IV. Conclusion 
Over the decades, the study of tourists‟ behavioral intention towards pleasure tourism has received a 

significant focus in research for academics and practitioners. Despite the importance on it, there exists a lack of 

research knowledge of tourists‟ behavioral intention towards pleasure tourism in the context Bangladesh.The 

study may be useful to academic researchers, practitioners, tourist operators, policy makers and future tourists to 

extend knowledge on pleasure tourism and tourists‟ behavioral intention. 
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