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Abstract: The domestic tourists’ perception and their satisfaction level towards 

Bangladeshi cuisine have become increasingly important nowadays. Though 

from the perspective of domestic tourists there is a potential of food tourism, no 

such types of study exist in Bangladesh covering the arena. Besides, in 

Bangladesh very few papers actually focused to measure the satisfaction level of 

domestic tourists’ towards the cuisine of Bangladesh. So, the paper is conducted 

in order to fulfil the gap and provides an empirical finding. To conduct the study 

both exploratory and descriptive research methods have been adopted. Both 

primary and secondary data have been used for conducting the research. Five-

points Likert scale in a structured set of questionnaire has been used for 

collecting data from the 200 respondents in the Dhaka city. Descriptive statistics 

and model summary technique have been used for analyzing the data collected 

through survey. Though the present study showed that the domestic tourists’ 

satisfaction level regarding Bangladeshi cuisine is comparatively high, the 

present study recommends that scope is still available to enhance the 

satisfaction level further. The study also discovered that the domestic tourists’ 

satisfaction level is influenced by some factors like foods quality, nutrient value, 

service style, price level, hygienic condition etc. The study can be used by the 

related stakeholders as a reference to increasing the satisfaction level of the 

domestic tourists’. Moreover, the study can contribute to the study on 

Bangladeshi cuisine literature and can minimize the literature gap of our 

country.  
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Introduction 

Travel and tourism, being the booming and third largest industry in the world, is 

contributing a lot to many economies of the world. It also has a vital influence on the 

national economy of Bangladesh. Tourism could be one of the most profitable sectors in 

the country (Bangladesh) (Elena et al., 2012). In 2016, the contribution of travel and 

tourism to the GDP of Bangladesh was 4.3%.  In 2016, the direct contribution from the 
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travel and tourism is 5.3% (WTTC) and was forecasted to grow by 6.4% per annum by 

2026 (WTTC, 2016). Again, it is reported that 6.2 % was the direct contribution from 

travel and tourism industry in 2017 and its total contribution was 7.2% in Bangladesh 

economy (WTTC, 2017). The tourism industry acts as an important tool in the Third 

World countries like Bangladesh by generating revenue and providing employment 

opportunities (Tooman, 1997). Bangladesh, a darling child of nature, offers a lot of 

attractions such as natural, cultural-historical etc. Besides, Bangladesh is rich in it’s a 

broad range of traditional cuisine and regional food items. The concept of the potentials 

of food tourism in Bangladesh has been a current phenomenon and has grown 

considerably in the recent times. Our Bangladeshi cuisine is termed as a classic form of 

culinary art. In culinary tourism, a food festival is very important element in the tourism 

industry. Food festivals might be used to motivate people to a certain destination. It is the 

way to promote a region or farmer (Mason, Michela Cesarina and Paggiaro, 

Adriano 2009). According to UNWTO (2012), the tourism stakeholders as well as the 

Destination Management Organizations (DMOs), are now trying to put emphasis on 

gastronomy in order to diversify their business to improve the economic condition of the 

local, regional as well as the national level. The Bangladeshi cuisine or foods act as an 

important tourism product. To know the satisfaction level of the tourists is important to 

attract a large number of tourists at a particular destination. And the satisfaction level of 

the tourists can be increased through providing a wide range of food items. The tourists 

can be greatly satisfied by experiencing a diversified category of food items of a 

destination. The tourists can also have an enjoyable and memorable experience from 

testing the food items. According to Smith (1983), food experience satisfies both the 

physiological and psychological aspects. Nowadays, a number of domestic tourists are 

increasing in our country. The domestic tourists frequently visit the different destinations 

within the border of the country. They consume the food items of the destinations. A lot 

of factors like the taste, quality of food items, hygiene conditions, service style, the price 

of the foods etc. can affect their satisfaction level both in positive and negative ways. 

Besides, the hospitality of the service employees can also influence their satisfaction 

level, on the basis of which they further decide visiting a country again or not. So, the 

tourists can be highly satisfied or dissatisfied with consuming the food items. That’s why 

the satisfaction level of the tourists is in need of to be measured in order to cater their 

need for food items.  

The study objectives 

The core objective of the paper is to determine the domestic tourist’s satisfaction level in 

case of consuming food items in Bangladesh, especially in Dhaka city. The main 

objective of the study is to set up a link between Bangladeshi cuisine and domestic 

tourists’ satisfaction so that the tourism planners get the idea. This study is also 

conducted to support the specific objectives given below: 
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 To identify the principal factors which influence the domestic tourists’ 

satisfaction towards Bangladeshi cuisine; 

 To understand and analyze the motivational factors that help tourists for selecting 

a destination of a country; and  

 To draw conclusion and formulate suggestions based on the findings so that 

domestic tourism could be expanded. 

Literature review 

Bangladesh is a country of agriculture but the government has declared tourism industry 

as the “Thrust Sector” realizing the importance of travel and tourism around the universe. 

According to Elena et al., 2012, in Bangladesh tourism can be regarded as one of the 

most margin making mines and profit making industry. Nowadays, for many countries 

tourism has become a source of foreign exchange earnings (Faruq and Bhuiyan, 2003). 

But these should be all based on the involvement of task related to tourism and travel. 

The quality of tourism experience is largely dependent on the cuisine of the destination 

(UNWTO, 2012). According to EC, food is an essential commodity and it acts as an 

indicator of social and cultural heritage (EC, 2016). In Turkey, the tourists’ revisit is 

influenced by a factor that is food service (Rimmington and Yuksel, 1998). Sometimes, 

the difference between the influences of first times’ cuisine taking habit and visitors’ 

repeat consumption is always overlooked (Roozbeh et al. 2012). From the point of view 

of marketing, both the quality of service and the satisfaction of customers are significant 

for the suppliers who actually provide service (Abadh, 2012). Abadh (2012) also found in 

his study that, by providing performance quality service, providers can greatly affect 

customer’s satisfaction. Food has the potentiality of being an industry as well as a social, 

cultural and health commodity of a country (EC, 2016). In Bangladesh, varieties of food 

are found which carries the value of unique culture, taste, and ingredients. Being an 

emerging phenomenon, gastronomic tourism is trying to be developed as a new tourism 

product (UNWTO, 2012). Receiving information with the help of sensory organs, like, 

eye, ear, nose, fingers etc. the tourists interpret the perceived sensation by their past 

experiences and knowledge (Amin and Roy, 2016). There is a significant importance of 

food because it influences the tourists at the time of selecting a destination as the most 

popular destinations has the ability for creating favorable and positive picture or image in 

the soft mind of the tourists regarding their foods (Bonn et al., 2005). It is tough to 

identify the tourist’s attitude and perception regarding food because there may lay a lot of 

reasons or factors behind this(Amin and Roy, 2016). The importance of food in the 

tourism industry is high because the term service is closely related to it. The image of any 

food significantly influences the customer’s perception (Liljander et al. 2009). According 

to UNWTO (2012), there are many destinations around the world which have become 

famous because of providing unique foods. The presentation of food can be regarded as a 



148 Journal of Business Studies, Vol. XL, No. 2, August 2019 

significant factor representing the quality food and most importantly affecting the desire 

of the tourist and shaping tourists’ perception towards the food and foods quality 

(Namkung et al. 2007). The people become attracted toward the food by seeing the 

outlook and appearance and consequently the try to eat them (Johnson, 2016). As the 

Bangladeshi food culture is very rich, the policy makers, DMOs and other related 

stakeholders should come forward in order to promote the Bangladeshi cuisine and its 

culture to attract a lot of tourists (Amin and Roy, 2016). If all the concerned are able to 

work together then more and more tourist will visit Bangladesh to examine its food and 

cuisine to have a real flavor of Bangladeshi traditional food.  

Methodology 

A research design is a systematic plan to study a problem scientifically. To isolate key 

variables and their relationships for further examination exploratory research design is 

very much useful. For the collection of data, the study mainly selected the tourists of the 

Dhaka city only. The random sampling method was used in order to ensure respondents 

participation and reduce biases. The total sample size was 200. So, the researchers have 

adopted random sampling method. To conduct this study the researchers have visited 

different places of Dhaka city for gathering data. For the survey purposes questionnaire 

has been designed into two sections. The first section is socio-demographic profile of the 

respondents including age, gender, education, occupation, marital status, and monthly 

income. On the other hand, the second section of the questionnaire covered to evaluate 

the domestic tourists’ satisfaction about Bangladeshi cuisine. The Five-point Likert scale 

method has been used for analyzing data covered in the second section such as 1= 

Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, and 5=Strongly Agree. Moreover, 

the most popular Statistical Package for Social Science (SPSS) software version 24.00 

has been used to analyze the collected data for research purpose. 

For analyzing the socio-demographic profile descriptive statistics has been used. 

Moreover, the most popular statistical tools like mean, percentage, and cumulative 

percentage have been used for analyzing the responses of the questionnaire. Factor 

analyses have been used to measure the tourists’ perception and their satisfaction level 

regarding the Bangladeshi food/cuisine. 

Analysis and Results 

In this part two sections have been framed from the survey. The very first part covered to 

measure the ratings of independent variables to observe their influence on the satisfaction 

level of domestic tourists regarding Bangladeshi cuisine. In the second section 

respondents were asked to provide agreement to the statement asked for on five-point 

Likert scale like 1= Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, and 5=Strongly 

Agree.  
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The Multiple Regression Model has been used for the data analysis. Basically, this model 

is used for measuring to see whether the every single independent variable has influence 

on the dependent variable. This model has been developed for testing the significance of 

the relationship of stated variables. The following model of regression analysis is given 

below:  

Y (Overall satisfaction regarding Bangladeshi cuisine)=  

b0+b1x1+b2x2+ b3x3+ b4x4+ b5x5+ b6x6+ b7x7+ b8x8+ b9x9+ei 

Where,  

b0 = Constant 

X1= Delicious food 

X2= Food quality 

X3= Reasonable price 

X4= Hygiene food 

X5= Nutrient value 

X6= Emotional attachment 

X7= Cordial service 

X8= Leftover food 

X9= Overall satisfaction 

ei= Error term 

From the associated coefficient the significance of every single independent variable on 

the dependent variable can be tested and measured. For this purpose, 5% significance 

level has been considered for testing hypothesis. From the hypothesis it is clear that H0 is 

null hypothesis on the other hand H1 is represented as the alternative hypothesis. Below 

the hypothesis breakdown is given: 

H0:  The independent variables have no influence on the overall satisfaction of the 

domestic tourists on Bangladeshi cuisine. 

H1: There is a strong impact of all the independent variables on the overall satisfaction of 

the domestic tourists on Bangladeshi cuisine. 

Identification of domestic tourist’s satisfaction on Bangladeshi cuisine 

The socio-demographic background of the respondents has been depicted in the 

following table (Table 1). The respondents’ profiles have been analyzed based on some 

characteristics (socio-demographic). For this purpose, descriptive statistics and frequency 

distribution analysis has been conducted.   
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Table 1: The respondents’ socio-demographic profile 

Variables Frequency Percent 

Gender Male                                159 

Female                               41 

Total                               200 

79.5 

20.5 

100.0 

Occupation Student                            186                 186 

Private service holder         6 

Public service holder          3 

Social worker                      5                     5 

Total                                200                             200                                  

93.0 

3 

1.5 

2.5 

100.0 

Age 15-25                               187                             187 

26-35                                   8                         

36-45                                   5                                 5 

Total                                200                               

93.5 

 4.0 

2.5 

              100.0 

Marital Status Unmarried                        189 

Married                              11 

Total                                 200 

94.5 

  5.5 

100.0 

Income Less than 10000               168   168 

10001-20000                      18                 18 

20001-30000                        9 

30001-40000                        5 

Total                                 200 

84.0 

9.0 

4.5 

2.5 

100.0 

Education HSC                                      3                                           3 

Graduation                        187                           187 

Post-Graduation or others  10 

Total                                  200      

1.5 

93.5 

5.0 

100.0 

The study was conducted with the participation of a total of 200 respondents. From the 

study, it is found that majority of the respondents were male 79.5% (159) where female 

were only 20.5% (41). All of them were domestic tourists. Data were collected from 

different age groups of respondents. The majority of the respondents from whom the data 

were collected include the age groups of 15-25 years (93.5%), which is highest number. 

However, it might be said that the tourism industry in Bangladesh is booming as young 

generations are the major travelers or tourists.  The present study also found that, all the 

respondents are well educated and the most of them are the students of graduation level. 

In addition that it is clear that from the recent study 93% among the respondents are 

students as a result, their income is also low. Here it is noticed that, 84% of the 

respondents have income less than 10000 BDT. Only 2.5% of the respondents have 

income level between BDT (30001-40000). As here most of the respondents are students, 

94.5% of the respondents are unmarried and only 5.5% (11 respondents) are married. 
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Table 2: Descriptive Statistics 

Descriptive statistics 

 N Minimum Maximum Mean Std. Deviation 

Delicious Food 200 1 5 3.89 1.224 

Food quality 200 1 5 3.06 1.273 

Reasonable price 200 1 5 2.70 1.245 

Hygiene food 200 1 5 3.40 1.080 

Nutrient food 200 1 5 3.33 1.224 

Emotional Attachment 200 1 5 3.41 1.191 

Cordial service 200 1 4 3.64 .790 

Leftover food 200 1 5 2.93 1.653 

Overall satisfaction of 

tourist 

200 1 5 3.45 1.310 

Valid N (list wise) 200     

The table 2 showed that out of 9 attributes no one has the highest mean score > (M=4.00) 

and no attribute had the lowest score <2.70. 

While collecting the responses it was evident that the respondents were quite upbeat 

regarding the prospect of Bangladeshi cuisine. And it was well reflected in the findings as 

well. Most of their replies with respect to the satisfaction level regarding Bangladeshi 

cuisine are showing in the descending order Delicious Food (M=3.89), Cordial Service 

(M=3.64), Overall Satisfaction (3.45), Emotional Attachment (M=3.41), Hygiene Food 

(M=3.40), Nutrient Food (M=3.33), Food Quality (M=3.06), Leftover Food (M=2.93), 

Reasonable Price (M=2.70). According to Birgit (2004) image attributes scoring mean 

value below 2.75 are regarded as poor; scoring between 2.75 to 3.25 indicated as average; 

scoring between 3.25 and 4.00 were interpreted as good and more than 4.00 are excellent. 
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Table 3: Unstandardized and Standardized Coefficients 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) -.065 .218  -.298 .766 

Delicious food -.207 .093 -.193 -2.232 .027 

Food quality .685 .078 .666 8.811 .000 

Reasonable price .208 .059 .198 3.518 .001 

Hygiene food -.406 .098 -.334 -4.125 .000 

Nutrient food .624 .059 .583 10.524 .000 

Emotional 

attachment 

.911 .065 .828 14.073 .000 

Cordial service -1.261 .095 -.760 -13.341 .000 

Leftover food .839 .044 1.058 19.110 .000 

a. Dependent Variable: Overall Satisfaction 

From the coefficients analysis (Table 3) it has been clear that there is a good relationship 

between independent variables and dependent variables. The independent variables 

influence independently which is significant. The Beta (B) value of the analysis 

represents that every single unit change of the independent variable causes a significant 

impact on the dependent variable too. The following regression model has been 

formulated for clarifying the coefficient: 

Overall satisfaction level of domestic tourists on Bangladeshi cuisine (Y) = -0.065- .207* 

Delicious Food +.685* Food Quality +.208* Reasonable Price -.406* Hygiene Food 

+.624* Nutrient Food+.911* Emotional Attachment -1.261* cordial Service +.839* 

Leftover Food. 

The value of coefficient of every independent variable is important because it presents 

the very importance to the domestic tourist’s satisfaction on Bangladeshi cuisine. 

Testing the hypothesis 

Straightaway, it is manifested from the table 3 that, all the factors are significant at .05 

level of significance. Thus the null hypothesis (H0) is rejected for the independent 

variables and thus it is proved that those have strong impacts on the satisfaction level of 
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domestic tourists on Bangladeshi cuisine. From these results it can be also endorsed that 

for all the factors alternative hypothesis (H1) is rejected. Thus it proves that no factor has 

such influence over the result.  Here, it can be prioritized that all the factors as the 

strongest variables in this study to have a positive impact on the satisfaction level of 

domestic tourists regarding Bangladeshi cuisine. 

Table 4: Model summary 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .903a .815 .808 .575 

a. Predictors: (Constant), Leftover food, Hygiene food, Cordial service, Food quality, 

Reasonable price, Nutrient food, Emotional attachment, Delicious food 

From the Table 4, it is clear that there is a strong correlation (R=0.90 or 90%) between 

the independent variables or the predictors and overall satisfaction level of domestic 

tourists on Bangladeshi cuisine. It is also noticeable that the variation or R Square (R
2
= 

0.815 or 0.82) in the measurement of domestic tourist’s satisfaction level can also be well 

described by the predictors. However, in the table the most important thing is the value of 

adjustedR
2 

(0.81). It represents or implies the addition of every single independent 

variable after the very first independent variable too making 81% contribution to explain 

the satisfaction level of domestic tourist’s on consuming Bangladeshi food or cuisine. 

Table 5: ANOVA 

ANOVA 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 278.439 8 34.805 105.418 .000b 

Residual 63.061 191 .330   

Total 341.500 199    

a. Dependent Variable: Overall satisfaction 

b. Predictors: (Constant), Leftover food, Hygiene food, Cordial service, Food quality, 

Reasonable price, Nutrient food, Emotional attachment, Delicious food 

The Table 5, represents the ANOVA model. This model analyses the variance of the 

variables loaded to explain or examine the relationship between the dependent variables 
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and overall satisfaction of domestic tourist’s on Bangladeshi cuisine. The goodness of fit 

of the model is determined by the significance level of the F value. From the study it can 

be concluded that the model is significant at 99% (000). That’s why the model can be 

accepted at great extent.  

Reliability Analysis: 

The respondents were asked about their satisfaction level of towards Bangladeshi cuisine. 

For this purpose, the five-point Likert scale measurement method has been used raging 

from strongly disagree to strongly agree (from point 1 to point 5). In the following table 

the reliability analysis of the statements have been shown, indicating the high reliability 

of coefficients of alpha (0.717). The most acceptable value of alpha is between .70-.90. 

The alpha value represents the high consistency of reliability of the study.  

Table: 6 Reliability Analyses 

Reliability Statistics 

Cronbach’s Alpha N of Items 

.717 9 

Recommendations 

From the present study, the following recommendations could be made for the service 

providers to attract more tourists in Bangladesh: 

1. Delicious food is the most important factors for attracting tourists. The test of 

Bangladeshi food is famous all over the world. That is why all the service providers 

serving in the restaurants and hotel industry should try to provide delicious food for 

the tourist. 

2. Food quality should be ensured for the tourists who come from home and abroad. 

Quality food is also essential for the healthy life. If the quality of food is not ensured 

in cuisine in different parts of the country, which is provided to tourists, they could 

be dissatisfied. 

3. Reasonable price is also important to be charged from the tourist. If the cost of food 

is too high to bear the tourist of low quality product they would not be interested to 

purchase. All delicious cuisine should be priced so that everyone can afford it to 

consume. 

4. Hygienic food is also a determinant for measuring tourist’s satisfaction on 

Bangladeshi cuisine. Health is regarded as wealth, so hygiene should be ensured in 

every restaurant and hotel industry. Tourists should be served fresh and lively food 

for providing hygienic food. The hygiene of food in Bangladesh should be improved 

for achieving high satisfaction for the tourists. 
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5. Nutrient value is another factor for the tourists. It should be ensured in every food 

production in the restaurants. Supplier of various foods and other ingredients should 

also take care in this regard. 

6. Emotional attachment is very essential for providing service towards tourists. When 

foods are served to the tourists, it should be in such a way that the tourist feels good 

in taking food. It is called the emotional attachment of service providers when they 

held this kind of feelings. 

7. Cordial service is also important for measuring tourists’ satisfaction. The food 

providers servicing style should be very cordial so that tourist gets satisfied. Most of 

the tourists’ satisfaction depends on the way they serve them. In Bangladesh it is not 

bad but needs to be developed/ improved in great extent. 

8. Leftover food should not be served to the tourist. If leftover food is served to them, 

they must be dissatisfied even annoyed to the providers. 

9. Overall satisfaction on food is quite good but it should be increased. In order to 

provide that many other factors like suppliers, hotel owners, cultural programs, 

quality of service, food etc. are essential. In addition, removing misconception about 

the image of Bangladesh, effective and efficient marketing polices, etc. are notable. 

Conclusion 

The main purpose of the study is to find out the Bangladeshi cuisine and the satisfaction 

level of domestic tourists regarding Bangladeshi cuisine. From the current study it is 

depicted that the respondents believed their satisfaction level strongly depend on the 

quality of food, service quality, emotional attachment, cordial service etc. Although the 

tourists are somehow dissatisfied with the service and some factors like hygienic food, 

the price of foods and some other factors they are somehow emotionally attached to 

Bangladeshi cuisine. Finally, it can be said that the domestic tourists are moderately 

satisfied with Bangladeshi cuisine and the food and service quality need to be improved 
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