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Abstract: Tourism promotion is one of the major vehicles to develop tourism 

and stakeholders are the main drivers of its development. Primary data was 

collected from 87 tourism stakeholders to measure their perceptions towards 

tourism promotion in Bangladesh. Stakeholders’ responses to promotional 

forms were measured by analysing Like-scale data and Principal Component 

Analysis (PCA). This exploratory research shows the importance of staff 

courtesy and the low cost feature of Bangladesh, in attracting more foreign 

tourists. Advertising and sponsorship proved to be the most effective 

promotional tools. However, the importance of word-of-mouth, personal selling, 

publicity, websites and social media also prove to be successful in tourism 

marketing. Stakeholders’ perceptions, on the importance of pre- and post-tests 

in achieving targets, were examined using logistic regression. Tourism 

stakeholders emphasised the need for the successful collaboration of different 

tourism stakeholders for the development and promotion of tourism. It was 

again found that there is a lack of optimum Governmental supports in the 

promotional activities of tourism sector. However, Bangladesh airline plays a 

moderate role in the promotion of tourism by providing discounted air fare in 

some cases and in other facilities for the foreign tourists. This study provides a 

detailed understanding of stakeholders’ perceptions of tourism promotion and 

identifies the potential directions of successful tourism promotion in 

Bangladesh.) 

Keywords: tourism stakeholder; stakeholders’ perceptions; tourism promotional 

mix; likert score; Bangladesh. 

 

 

Introduction 

The stakeholders are the individuals or identifiable group who is affected by, or can 

influence, the achievement of corporate objectives (Freeman, 1984). According to Byrd 

et al., (2009), tourism stakeholders’ are those who have legitimate interest in the 

development of tourism marketing and are responsible for tourism growth. A tourism 
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stakeholder is an inter-organisational group or individuals to manage and resolve the 

problems and issues relating to tourism promotion and strategies with the ability in this 

case. They are responsible for the development of a potential strategic plan for the 

development of tourism promotion. Collaborative work between different stakeholders 

allows for more successful tourism marketing planning, management, promotion, product 

development, and training and education. Therefore, knowledge of stakeholders’ 

perceptions on different aspects of tourism is emphasised by many researchers but their 

perceptions of tourism promotion has rarely been addressed. For example, Presenza and 

Cipollina (2010) examine stakeholders’ perceptions of a collaboration programme with 

other stakeholders to increase the effectiveness of management and marketing activities 

in Italy. It was found that intensive collaboration between tourism stakeholders is of 

crucial importance in enhancing their management and marketing activities. It also 

highlights the importance of public sector stakeholders’ involvement over the private 

sector. Byrd et al., (2009) analyse the stakeholders’ perceptions of tourism’s impacts on a 

rural community in North Carolina. In their research, four types of stakeholders, 

(residents, entrepreneurs, government officials, and tourists) were considered to 

investigate the differences between the stakeholders’ perceptions using ANOVA. It 

reveals a significant difference between the entrepreneurs and government officials, 

residents and governmental officials, residents and entrepreneurs, and residents and 

tourists. Yilmaz and Gunel (2009) examine the opinions and attitudes of stakeholders 

towards strategic stakeholders’ management and recognise it as an essential tool to deal 

with the stakeholders’ interests in order to achieve organisational objectives. D’angella 

and Go (2009) studied the collaborative relationship between destination management 

organisations (DMOs) and stakeholders and assessed the social performance of the 

DMOs to enhance the decision making outcomes of the stakeholders. According to 

Ministry of Civil Aviation and Tourism (2010), the tourism stakeholders’ aim is to 

enhance their productivity through adequate tourism promotional campaigns. The key 

tourism stakeholders in Bangladesh are all levels of government, the public and private 

tour operators, travel agencies, and NGOs. A comprehensive group of stakeholders in 

Bangladesh is shown in Figure 1. Each stakeholder group constitutes an individual and 

unique group for the promotion of tourism in Bangladesh. This stakeholder group 

involves the Bangladesh Tourism Board, Bangladesh Parjatan Corporation, Bangladesh 

Embassies abroad, Hoteliers, Transport providers, Tourists, Tour operators, Travel 

agents, Local government, Biman Bangladesh Airline (BBA), Media, Ministry of Civil 

Aviation and Tourism, Tourists Information Centre (TIC) and NGOs. 

Objectives of the Study: The aim of this paper is to analyse stakeholders’ perceptions of 

tourism promotion and the significance of conducting pre-test and post-test research for 

achieving maximum benefits from the tourism promotions. All stakeholders’ perceptions 

of the performance of public sector stakeholders are also assessed. It also investigates the 

importance of collaborative activities for promoting tourism in Bangladesh.  
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Literature review: Tourism is one of the most integrated industries in the world (Dale, 

2000; Pansiri, 2005). Poon (1993) argues that major players in the tourism industry like 

airlines, hotels, travel agents, and tour operators, have increasingly integrated in an 

industry whose boundaries are becoming blurred. As tourism is dependent on many 

external farms, partnerships ought to involve multiple stakeholders (Jamal and Getz, 

1995), community private sector partnerships (Ashley and Jones, 2001), cross-sectoral 

planning (Wahab and Pigram, 1997), featuring public-private sector partnerships (Vellas, 

2002), sharing decision making processes (Williams et al., 1998), and aiming to bridge 

cultural distinctions (Robinson, 1999) is crucial in securing benefits and solving problems 

among stakeholders (Gray, 1985). Fyall and Garrod (2005) suggest that successful 

stakeholder collaborative relationships are important elements of organisational longevity 

in the tourism industry. The collaboration aims at gaining core competencies in 

marketing and other related activities (Waddock, 1989). Many researchers e.g., Palmer 

and Bejou, (1995); Fyall and Garrod, (2005) Pansiri, (2005); Domke-Damonte (2000); 

and Bhattacharya et al. (2009) have contributed much to greater understanding of the 

issues, actions, and implementations of stakeholder’s collaborative behaviour in the 

context of tourism marketing and promotion. However, the study of stakeholders’ 

perceptions of collaboration in tourism yet remains in academic infancy, in both tourism 

theories and marketing practices. Wahab and Cooper (2001) suggest that the co-

ordination and inter-organisational interaction are critical and fundamental to the future 

analysis of tourism performance. Kotler et al. (2003) suggest that joint partnership is 

necessary to bring together stakeholders with the aim of promoting joint marketing and 

destination development. Joint marketing implies a moderate level of commitment to 

make the resources vailable to tourism marketing campaigns (Fyall et al., 2003). Long 

(1996) claims that there is a lack of studies employing theoretical frameworks and 

methods for analyzing stakeholder perceptions of collaboration in tourism, while Pearce 

(1992) suggests that limited research has been conducted on collaborative tourism 

organisations. Bramwell and Lane (2003) argue that in spite of increasing interest in 

tourism partnerships, little research has been conducted on tourism marketing 

organisations. 

The viability and potential of the tourism sector in the economy of Bangladesh was 

realised in 1972, when Bangladesh Parjatan Corporation (BPC) under Ministry of Civil 

Aviation and Tourism (MoCAT) was established. Bangladesh, one of the fastest growing 

holiday destinations in the South Asian region, is the focal point for development and 

marketing of new, adventurous, and exotic tourist destinations (Ahmmed, 2013). It has 

beautiful sights and historical places which are able to attract the attention of 

international tourists but these are under exploited. Hasan (2005) found that the 

government in Bangladesh is reluctant to invest in tourism development. As such, this 

industry has failed to develop appropriately. He also pointed out that there is a lack of 

effective tourism marketing and promotional strategies. Hossain (1999) mentioned that 
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many foreigners have a negative perception towards this country. He also argued that 

foreign tourists believe that Bangladesh is only rife with poverty, beggars, floods and 

political unrest. Shafi (1985) examines that tourism is a special and complex industry and 

its promotion has to be directed at a large number of people in various lands of different 

socio-economic structures having different needs, tastes, attitudes, expectations and 

behaviour patterns. Thus, the tourism of Bangladesh appears to have suffered from 

inadequate and ineffective promotional activities. As such it is necessary to study the 

strategic promotional approaches of the tourism organisations in Bangladesh and identify 

limitations with the hope of overcoming the problems. Although there is a sufficient 

amount of literature highlighting the tourism marketing aspect, only a few of them have 

emphasised the discussion of the promotional aspects of tourism marketing. At the same 

time, the literature attempting to deal with marketing aspects of tourism is not readily 

available, in particular the promotional issues of tourism marketing is much neglected 

with limited literature. Hossain and Hossain (2003) suggest that a strong tourism 

marketing policy is essential for the promotion of tourism in Bangladesh. They suggest 

that if necessary policies and strategies of tourism marketing are undertaken by the 

government, tourism may become one of the important potential economic sectors in 

Bangladesh.  

MoCAT is the main sources of public funding of the tourism sector and it has the core 

responsibility to ensure sufficient funding for developing and promoting tourism. 

Bangladesh Embassies and Consulates, often acting as the first point of contact for a 

potential visitor, can play an important role to promote country’s tourism. One of the 

major responsibilities of the Embassy is to ensure an easy visa system which may directly 

influence visitors. Biman Bangladesh Airlines (BBA) mainly uses advertising as a 

promotional tool and its advertisements are directed through newspapers, magazines, and 

signboards-both at home and abroad. It publishes an in-flight magazine named ‘Diganto’ 

for creating greater awareness among passengers regarding its services, and introduces 

Bangladesh as a land of tourists’ dreams. It allows student concessions, SARRC countries 

package tour concessions, and a small rebate for return tickets to increase tourist flow in 

Bangladesh. However, BBA cannot afford advertising through cable TV, world class 

newspapers, and magazines due to its funding constraints (Hossain and Firozzaman, 

2003; Hossain and Hossain, 2003). BBA’s overseas offices are responsible for 

distributing booklets, handbooks, posters, folders, and other printed materials produced 

by the BPC. The sales literature is not properly distributed among potential tourists 

(MoCAT, 2010).  

Promotion is an integrated effort to attract tourists by ensuring available facilities through 

the best possible services and one of the most effective ways to generate demand and 

expand tourism in the domestic and overseas markets. Ahmed (1996) argues that 

availability of sufficient tourism resources does not always guarantee a larger numbers of 

tourist flows; however, coupled with promotion, it can influence a larger number of 
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tourist arrivals. According to Hossain et al. (2005), mass promotional campaigns can lead 

to the enhancement of the image of tourism destinations in the potential markets. To be 

competitive in the tourism market, stakeholders consider improving the tourism image of 

Bangladesh by exploring its major tourism attractions, e.g., beaches, historical places, 

monuments, and other natural and manmade attractions, through effective marketing 

promotion. Among the wide varieties of promotional tools and channels, this research 

focused on stakeholders’ perceptions of the following forms of tourism promotions. 

These are briefly discussed below:  

Tourism advertising can be done through various ways, from local newspapers and 

magazines to Cable TV advertising. Bronner and de Hoog (2011) discuss that WOM is a 

hidden sales force, for which the company has to pay nothing, and it is a very influential 

source of publicity. Personal selling has an important role in creating awareness among 

prospective tourists about tourism products and services and persuading them to visit the 

country (Cooper et al., 1994). Dore and Couch (2003) consider that publicity emerges as 

the most useful form of promotion in a tourism promotional mix which plays an 

important role in creating a positive perception of a holiday destination in the mind of the 

potential visitor. Loda et al., (2007) suggest that publicity and advertising strategy is the 

most effective strategy at persuading potential tourists to visit a specific destination. 

Since tourism is a people oriented industry (Baum and Szivas, 2008), it requires intensive 

communications between staff and customers. Therefore, staff courtesy plays a vital role 

in influencing a visitor to come again. Therefore, it was felt important to evaluate the 

stakeholders’ perceptions of staff courtesy to increase tourist inflow in Bangladesh.  

Now-a-days, the use of social media is increasing rapidly in tourism marketing as social 

media websites, Facebook, Twitter, Skype, YouTube, Google Plus, LinkedIn, etc. are 

widely used by online travellers (Hays et al., 2013). By viewing user profiles, tourism 

marketers are able to gather information regarding the demographics and psychographics 

of potential customers and able to identify better target markets. Shengnan et al., (2012) 

advocate that the social media is a process to support tourism promotion and it includes 

an exploration of online networking systems. According to them, the social media offers 

tourism marketing tools to reach global visitors far quicker than previously used 

communication media by creating and disseminating information rapidly among online 

users. The best way of designing a promotion and testing its effectiveness is always of 

great concern for the tourism stakeholders. Every promotion has some specified 

objectives, and pre-test is very often used to gauge whether the promotion will be able to 

achieve its specified objectives or not. According to Baloglu & Love (2001), pre-testing 

ensures the validity of tourism promotion, continuity and flow of the visitors, and length 

and timing of the promotions in the market. Stakeholders may consider re-launching the 

same promotional activities after a certain time but they may wish to examine whether 

the promotion needs any modifications as tourists’ needs and expectations change over 

time or the original form of promotion may have some weaknesses, which should be 
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addressed. A post-test would allow the stakeholders to investigate more about the 

strength and weakness of a successful promotion and modify it accordingly. This would 

generate a better return in terms of target achievement. 

Methodology of the study 

Primary and secondary sources of data were used in this study. Primary data were 

collected through a pre-designed questionnaire. The questionnaire consists of several sets 

of statements concerning tourism marketing promotions (Tables 1, 4 & 5) that were 

generated from researchers’ personal experiences and the aim was to measure the 

importance of each statement in promoting tourism in Bangladesh. A combination of 

structured, close-ended, and 5-point Likert scale questions, mostly relating to the 

stakeholders’ perception of tourism promotion and their performance in promoting 

tourism in Bangladesh was used. Five-point Likert scale was used to gather stakeholders’ 

opinions about the importance of different forms of promotion and public sector’s 

performances, scaling from very high (5) to very little (1). Stakeholders’ opinions on the 

importance of different stakeholders’ involvement in joint promotional activities were 

measured, on the scale ranging from very important (5) to very unimportant (1). Data on 

“whether the stakeholders conduct pre-test or post-test of any promotions and whether 

they achieve targeted results from that promotion” was also collected for this purpose. 

Data were collected from 87 respondents (selected randomly) of both public and private 

sector tourism-stakeholders in Bangladesh, as outlined below. For the development of 

theoretical framework, different journals, periodicals, textbooks, newspapers, internet and 

other related materials were consulted in this study. The following sub-sections present 

the sample design and data collection procedure of the study. 

1. Sample design and data collection: A list of stakeholders was collected from the 

Tour Operators Association of Bangladesh (TOAB) and was used to select stakeholders. 

The TOAB list contains 500 tourism stakeholders. The stakeholders located in the Dhaka 

city and operate inbound tour packages were considered for convenience of the interview. 

The list was then filtered based on the length of experience in the tourism business. A 

threshold of 10 years experience was set, as they gained tourism experience and would be 

able to provide useful information. All of them are registered with the MoCAT. The next 

criterion was the size of the organisation. A number of 15 employees, who operates a 

marketing and promotion department, handles at least 1000 visitors a year, earns a 

minimum of 50 thousand US dollar per annum, and implements at least one form of 

innovation like product, process, marketing and organisational was selected. The list was 

again refined based on their individual promotional budget. Seven thousand US dollar a 

year was considered as threshold. The final list contains 109 stakeholders of which 9 of 

them were arbitrarily omitted and the rest were chosen. We then considered the high 

officials of the government sector, e.g., the secretary of the MoCAT, the chairman of the 

BPC, the director of marketing in BBA and owners of the private tour operators and 

travel agencies to be interviewed. All 100 stakeholders were contacted. But 13 of them 
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refused to participate in the interview. Thus, a number of 87 respondents were 

interviewed. Among 87 participants, 3 are public sector stakeholders, 61 are private tour 

operators and 23 are travel agents. A consistent approach was followed to obtain accurate 

data during the interview session by using a standard interview questionnaire, taking field 

notes, explaining the purpose and objective of the interview, allowing the respondents to 

express views in their own way, notifying the respondent about the confidentiality of the 

data, and thanking them for participating in the interview. 

2. Data analysis techniques: A 5 points Likert Scale data on promotional mix were 

analysed to find out the total score, mean and median. Principal component analysis 

(PCA) was also used to analyse the data. PCA is a data reduction technique that involves 

transforming the original variables into a number of uncorrelated variables. The purpose 

of using PCA is to identify which forms of promotional mix are more contributing factors 

in the promotion of tourism in Bangladesh. The magnitudes of the PC scores are used to 

determine the rank of the promotional mix. It is generally believed that conducting pre-

test of any promotions would detect its weaknesses and indicate that corrective actions 

would expect to yield better results. The importance of conducting pre-and post- test on 

promotional activities were assessed using binary logistic regression (BLR) in 

conjunction with their correlation coefficients. The purpose of BLR is to assess the 

relationship between the predictor variable and response variables, when the predictor is 

continuous or binary but the response is categorical or dichotomous. BLR is used here to 

measure whether conducting pre- and post-test of any promotional activity had positively 

influenced the target achievement. Again, data derived from Likert scale were analysed to 

measure the public sector’s Stakeholders’ performance and their involvement for the 

promotion of Bangladesh tourism. 

Data analysis and Findings 

1. Promotional mix: The importance of each statement of Table 1 is assessed using 

Likert score mean and median where Likert score is the cumulative sum, mean and 

median is the average and middle of the responses respectively. According to the survey 

results, around half of the respondents admitted that the staff courtesy is very important 

to attract tourists. This has the highest mean and median scores of 4.43 and 4 

respectively. Sponsorships and advertising has mean score of 4.07 and 4.06 respectively. 

Stakeholders believe that sponsoring international programmes is an effective way to 

explore Bangladesh but they do not have much involvement with international 

programmes mostly due to insufficient budget. Advertising through national and 

international media is no doubt an effective tool to create a positive tourism image. 

WOM is an important promotional channel, which has a mean score of 3.87 with a 

median of 4. Publicity is also considered as an influential factor by majority of the 

stakeholders with a mean score of 3.82. The low cost aspect of Bangladesh obtained a 

mean score of 3.84 which is seen as an advantageous feature to attract more tourists. 

Survey data also shows that tourism organisation websites contain adequate information 

for visitors, which according to response has a mean score of 3.86. 
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PCA was applied to identify the most influential form of promotion for tourism in 

Bangladesh. The first principal component (PC) itself can explain 94% of the variation of 

the stakeholders’ responses and the remaining 7 PCs explain the rest of the variation. 

Therefore, conclusion can be made based on the first PC only, whose coefficients are 

shown in the last column of Table 1. PCA reveals slightly different but complementary 

results than that of Likert data score analysis. The low cost aspect of Bangladesh has the 

highest coefficient of 0.55, while the second and third correspond to sponsorship and 

advertising respectively. By integrating the results from both techniques, it can be said 

that staff courtesy, low cost, sponsorship, and advertising are the most important 

elements to increase number of tourists in Bangladesh. However, the importance of the 

rest of the elements is not negligible. 

Table 1: Stakeholders’ opinions on different forms of tourism promotion 

Statements 5 4 3 2 1 Likert 
score 

Mean Median PC 
score 

To what degree do you think 
advertising can be used to create the 
image of Bangladesh?  

24 44 19 0 0 353(3) 4.06 4 0.33 

To what degree do you think word of 
mouth is critical to the success of 
tourism marketing in Bangladesh? 

12 52 23 0 0 337 3.87 3 0.28 

To what degree do you think personal 
selling can be an effective 
promotional tool in Bangladesh 
tourism? 

12 28 47 0 0 313 3.60 3 0.29 

To what degree do you think publicity 
is an important factor in the 
promotion of Bangladesh as a tourist 
destination?  

15 41 31 0 0 332 3.82 3 0.31 

To what degree do you think 
sponsorships can be effective in 
promoting Bangladesh tourism? 

24 48 12 3 0 354(2) 4.07 4 0.44 

To what degree do you think the 
Bangladesh Tourism website contains 
information for prospective/ potential 
tourists?   

18 46 16 7 0 336 3.86 4 0.30 

To what degree do you think courtesy 
of tourism staff is important in 
attracting more tourists to 
Bangladesh? 

40 44 3 0 0 385(1) 4.43 4 0.23 

To what degree do you think that any 
increase in the number of visitors’ to 
Bangladesh compared to other 
countries is due to its low costs? 

27 37 12 4 7 334 3.84 4 0.55 

Note: 5= Very high and 1= Very little 
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The analysis of the stakeholders’ perceptions reveals that effective promotional activities 

are highly important for the development of tourism. Promotional mix is crucial to create 

awareness and stimulate interest for the tourism products or services offered to the 

existing and potential visitors. Ofcourse, the stakeholders highly emphasised advertising, 

sponsorship, staff courtesy, and low cost attribute of Bangladesh, as well as other forms 

of promotion were also accentuated by them for the promotion and development of 

tourism in Bangladesh. 

2. Pre-test and post-test: Conducting a pre-test and post-test would maximise the chance 

of achieving optimum benefits from the promotional activities. Therefore, it is expected 

to have a positive association between the target achievements from any tourism 

promotion and conducting its pre-test or post-test. Stakeholders were asked whether they 

conduct pre-test and post-test of any promotional activities and whether they believe pre- 

and post- test of any promotion may lead to the higher target achievement or not. About 

72% stakeholders reported that they conduct pre-test before launching any promotional 

activities, whereas only 26% conduct post-test. Among them around 55% believe that 

pre-testing has a strong positive association with their target achievement. The 

researchers are interested in identifying whether there exists any meaningful relationship 

among them or not. 

Table 2: Correlations between pre-test and post-test with target achieved 

from the undertaken 

Attribute Pre-test Post-test Target achieved 

Pre-test 1 0.25 0.78 

Post-test 0.25 1 0.28 

Target achieved 0.78 0.28 1 

Source: Field survey 

First, Pearson correlation coefficients of these attributes were computed to observe the 

strength of their relationship. Table 2 shows that the correlation coefficient between pre-

test and target achieved is 0.78, while it is only 0.28 for post-test and target achievement. 

This demonstrates that the target achievement has a higher degree of positive association 

with pre-test and lower degree of positive relationship with post-test. Thus, conducting a 

pre-test would increase the chance of achieving targets which the post-test would not 

yield. However, a high correlation coefficient does not always proof a causal relationship 

between two objects (Rawlings, 1932). Hence, we applied logistic regression to examine 

whether the target achieved from any promotions is significantly influenced by the pre-

test or post-test. 
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As the response of these attributes is of dichotomous, binary logistic regression analysis 

was applied. The Wald statistic is the squared ratio of the un-standardised logistic 

coefficient to its standard error, which follows chi-square distribution with 1 degree of 

freedom (DF) (Rawlings, 1932). Anderson-Darling test was used for the normality test of 

the data using Minitab. A p-value of 0.23 proves that the normality holds for the data. 

Although equal variability is one of the important assumptions for parametric statistical 

tests, logistic regression is relatively robust to the violation of this assumption (Rawlings, 

1932). Having the normality assumption of the data, a sample of 87 stakeholders out of 

109 can be considered as an adequate sampling plan to apply any parametric tests. 

For this instance, target achievement is considered as the response variable while pre-test 

and post-test are two explanatory variables. 

An estimable form of the logistic regression using two explanatory variables is: 
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where, Τ =1 i represents target achievement, β0 is the intercept term, X1 and X2 are 

dummy variables representing whether stakeholders conduct pre-test and post-test of 

tourism promotion and β1 and β2 are the coefficients of pre-test and post-test 

respectively, and εi is the ith error term. 

In this context, an appropriate set of hypotheses is: 

H0: Conducting pre-test and post-test of any tourism promotions is believed to have no 

influence on the target achievement. 

H1: Conducting pre-test and post-test of any tourism promotions is believed to influence 

the achievement of targets. 

SPSS was used for this analysis and the outputs are presented in Table 3. The second 

column represents the estimated coefficients, which are positive for both variables 

indicating positive association between pre-test and post-test with target achievement. 

However, the higher coefficient corresponds to the pre-test which implies that pre-test is 

more important than post-test in achieving target from the undertaken promotion. The 

next column shows the standard error (SE) of each estimated coefficient, which is lower 

for pre-test compare to post-test. The low SE is an indication of less variability around 

the estimated coefficient which means the stakeholders’ responses are consistent. The 

Wald statistic for the pre-test is 4.24 with p-value of 0.037 whereas post-test has 

comparatively lower Wald statistic with a high p-value of 0.217. The p-value of pre-test 

and post-test is compared with the standard level of significance which is 0.05. A p-value 

of <0.05 implies that the respective variable significantly affects the response variable. 
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Therefore, only conducting pre-test of a promotion significantly affects the target 

achievement. The intercept has a negative coefficient however this is of no use in this 

context. The results demonstrate that pre-test significantly influences target of 

achievement which the post-test does not, leading to reject the null hypothesis at 5% level 

of significance. This implies that stakeholders believe that conducting pre-test of any 

promotions increase the chance of target achievement, which perfectly matches with the 

decision derived from the correlation analysis. Pre-testing is a way of deciding whether 

the promotions will be launched finally or not, as a pre-tested promotion possesses a 

greater chance of achieving its objectives. 

Table 3: SPSS output of binary logistic regression 

Attribute Coefficient SE. Wald statistic DF p-value 

Pre test 2.303 1.265 4.24 1 .037 

Post test 1.609 1.304 1.524 1 .217 

Intercept -1.609 1.095 2.159 1 .142 

Source: Field survey 

3. Public sector’s Stakeholders’ performance: Usually, public sector tourism 

organisations are capable of undertaking large scale promotional activities compared to 

the private sector organisations, as the government there is the major source of funding 

for the tourism promotion. So, a successful tourism promotion largely depends on the 

public sector tourism stakeholders’ e.g., government, BPC and other related 

organisations. Keeping this in mind, stakeholders were also asked to indicate their 

opinions about the role of Bangladesh governmental organisations’ in promoting tourism. 

Around 40% and 36% (Table-4) of the stakeholders believe that the government plays 

either a little or a very little role respectively which was unexpected, especially since 

none of them indicated that the government role is very high for the development of 

tourism. Moreover, a very similar scenario is observed regarding stakeholders’ opinions 

on the financial support they receive from MoCAT and the role of Bangladesh Embassies 

abroad. These statements have low mean and median scores of 2, suggesting insufficient 

support from government organisations towards tourism promotion.  

However, Biman’s performance is comparatively better than other governmental 

organisations in promoting tourism. A mean score of 3.18 (Table-4) with a median of 3 

confirms their better performance compared to the other government organisations, but it 

has not been recognised by the stakeholders. The analysis illustrates that the public sector 

tourism organisations, e.g., government, MoCAT, BBA and Bangladesh Embassy do not 

perform their responsibility at an optimum level in promoting tourism in Bangladesh. 
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Table 4. Stakeholders’ perceptions on performance of the public sector’s tourism 

promotion in Bangladesh 

Statements 5 4 3 2 1 Mean Median Likert 

score 

To what degree do think the 

Bangladesh government is playing a 

strong role in the promotion of 

Bangladesh tourism? 

0 11 10 35 31 2.01 2 175 

To what degree do you think 

MoCAT provides sufficient funds 

for tourism promotional activities? 

2 12 7 31 35 2.02 2 176 

To what degree do you think all 

Bangladesh Embassies provide 

enough information about the 

Bangladesh tourism to prospective 

tourists? 

0 13 14 29 31 2.10 2 183 

To what degree do you consider that 

Bangladesh airline encourage 

tourists to travel to Bangladesh? 

3 34 28 20 2 3.18 3 277 

Note: 5= Very high and 1= Very little 

Source: Field survey 

To understand why private sector stakeholders think public sector stakeholders are unable 

to perform their duties at an optimal level in promoting tourism, they were asked few 

qualitative questions. Their opinions are briefly summarised below.  

Public sector stakeholders claim that they perform outmost duties by utilising their 

limited available resources in promoting tourism which contradicts the private sector 

stakeholders’ opinion that state public sector’s incompetency. They admit the fact that the 

success of tourism promotion largely depends on the modern transportation system, 

accommodation facilities, internal security, modern IT facilities including Wi-Fi, and 

other facilities. They also believe that the public sector organisations are responsible to 

ensure these facilities. According to their opinions, insufficient funding is the main 

obstacle to ensure all necessary facilities for carrying out their roles for promoting 

tourism. The tourism sector usually receives less than 0.5% of the annual budget. With 

this limited budget they need to be strict on their priorities and development activities. 

While prioritising some of the major tourist zones, other factors are neglected. Besides 
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the limited annual budget, private and international sources of funding opportunity are 

also restricted. As a developing country, political instability is an unavoidable 

characteristic of Bangladesh. In times of political unrest, indigenous and foreign private 

sectors usually avoid investment in many sectors of economic development including the 

tourism sector. The lack of investment has made it difficult to improve infrastructure, 

transportation, accommodation, etc. to accelerate tourism promotions. Furthermore, 

because of the lack of modern technology and experienced personnel, they are unable to 

fully utilise their available resources. Moreover, bureaucratic system negatively affects 

government’s performance not only in the tourism sector but also on the development of 

the country as a whole. On the top of it government officials and tourism policies are 

being changed frequently when new governments came to power, which hinders the 

development of promotional strategy. In addition, the lack of adequate market research 

and internet facilities in all destinations are other obstacles in Bangladesh when 

promoting the country’s tourism.  

4. Stakeholders involvement: Since collaborative promotional campaign is highly 

recommended by many researchers, the government of Bangladesh formed an integrated 

tourism promotion policy (ITPP) with an aim to promote tourism. The main aim is to 

enhance tourism image by undertaking joint promotional campaign with private sector 

tourism organisations. We are interested to know whether the stakeholders follow ITPP 

or not. Around 74% respondents report that ITPP in its present form does not encourage 

different stakeholders to involve in collaborative programmes. Private sector stakeholders 

complain that they have limited involvement in the formation/identification of tourism 

projects. They believe the private sector is well-equipped with modern technological 

advancement compared to the public sector, so is more capable to undertaking effective 

tourism promotion. Therefore, they recommend using the specialised knowledge 

available in the private sector for the large and multifaceted programmes run by the 

public sector. On the other hand, the public sector stakeholders believe that the private 

stakeholders are not investing proportionately which makes it difficult to bridge proper 

coordination between the public and private sector stakeholders. 

Then the stakeholders were asked to judge the importance of other stakeholders’ 

involvement in the collaborative programmes to accelerate their activities to promote 

tourism. Table 5 shows that involvement of the government, BPC and BBA is of high 

importance, each with a mean score of approximately 5. Although NGOs involvement 

was comparatively less important it has a mean score of 4. A few respondents expressed 

their opinions against these statements as a neutral but none of the statements were 

indicated as either unimportant or very unimportant. This result demonstrates the 

importance of close collaboration among the stakeholders in implementing their role for 

the promotion of country’s tourism.  
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Table 5: Stakeholders’ perceptions on the importance of different stakeholders’ 

involvement 

Stakeholder 5 4 3 2 1 Mean Median Likert 

score 

Government involvement 78 9 0 0 0 4.90 5 426 

Public tourism industries 

involvement 

84 3 0 0 0 

4.97 

5 432 

Biman Bangladesh Airlines 

involvement 

75 9 3 0 0 
4.83 

 

5 420 

Private tourism industries 

involvement  

78 9 0 0 0 

4.90 

5 426 

NGOs involvement 24 51 12 0 0 4.14 4 360 

Note: 5= Very important to 1= Very unimportant 

Source: Field survey 

Conclusion and Recommendation 

Bangladesh has many unexplored exotic tourism products. These major attractions 

include sea beaches, mangrove forests, riverine beauty, colourful tribal culture, village 

life, and other manmade attractions. All these attractions have potential to attract visitors. 

These attractions need to be explored by the tourism marketing and promotional 

strategies by the public and private sectors tourism stakeholders. Stakeholders may 

develop markets both the national and international levels using different marketing and 

promotional tools including websites, local TV and satellite channels and other marketing 

communication tools. Effective advertisement is urgently needed to explore existing and 

potential attractions which will in turn overwrite Bangladesh’s current tourism image. 

With the limited available resources, appropriate practice of sponsorship, publicity and 

personal selling has no alternative to promote tourism in Bangladesh. Successful 

implementation of these promotional tools will create the promotional channel of WOM. 

Being a low cost country, Bangladesh certainly is an attractive destination for the 

potential visitors in terms of value for money. Staff courtesy is also considered as a very 

important factor in creating positive tourists’ perceptions. Providing professional training 

for customer care staffs and teaching them English language may help them to gain better 

understanding of the foreign tourists’ needs and expectations and improve their services. 

Conducting a pre-test of promotions help stakeholders in eliminating errors and amends 

their promotional messages to communicate with their potential visitors. Therefore a pre-

tested promotion is more likely to meet its objectives. Bangladesh Embassies and BBA 
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offices abroad have the main responsibility to represent Bangladesh there. Governmental 

support and instructions may improve their performance. BBA’s performance is 

comparatively better than Embassies. They should play a more pro-active role in tourism 

promotion. Despite the lack of funding and other facilities government and MoCAT may 

consider the importance of investing more on this sector to ensure a smooth growth of 

tourism in Bangladesh. 

This study also confirms the importance of different stakeholders’ involvement in 

tourism activities. In collaborative promotional activities, their active involvement is 

essential for the promotion and development of tourism in Bangladesh. The study reveals 

that NGOs’ direct collaboration is not recognised as very important issue by the 

stakeholders, The NGOs can play an important role by supporting tourism industry in 

preventing unethical aspects of tourism such as false advertisement, wrong information, 

unfair prices and services, exercise violence, and squander tourist money (Yunus, 2006). 

Nonetheless, tourism sector needs intensive involvement of its stakeholders to initiate 

effective tourism promotion.  

All stakeholders need to work together to effectively market and promote Bangladesh as 

a tourist destination. Government may come forward for developing exclusive new 

tourist zones under the collaborative partnership. It is not enough that the country has 

high potentials for becoming a prestigious tourist destination. To turn that possibility into 

reality, effective marketing and promotion are essential. At present, promotional 

activities through the internet and other electronic media including TV can be utilised 

with reasonable costs. Government may take necessary steps to encourage the private 

sector to play positive role in the development and diversification of tourist facilities to 

promote tourism in Bangladesh.  

 

 

References 

Ahmmed, M. (2013). An Analysis on Tourism Marketing in Bangladesh. Journal of Culture and 

Tourism Research. The Korean Academic Society of Culture and Tourism. 15(1), 35-39. 

Ahmed, Z. U. (1996). The Need for the Identification of the Constituents of a Destination’s 

Tourist Image: A Promotion Segmentation Perspective. The Journal of Professional Service 

Marketing, 14(1), 37-60. 

Ashley, C. and Jones, B. (2001). Joint ventures between communities and tourism investors: 

Experience in South Africa. International Journal of Tourism Research. 3(5), 407-423. 

Baloglu, S. and Love, C. (2001). Association Meeting Planners' Perceptions of Five Major 

Convention Cities Results of the Pre-Test, Journal of Convention & Exhibition 

Management. 3(1), 21-30. 



234 Journal of Business Studies, Vol. XL, No. 1, April 2019 

Baum, T. and Szivas, E. (2008). HRD in Tourism: A Role for Government. Tourism Management. 

29(4), 783-794. 

Bhattacharya, C. B., Korschun, D. and Sen, S. (2009). Strengthening Stakeholders- Company 

Relationships through Mutually Beneficial Corporate Social Responsibility Initiatives. 

Journal of Business Ethics. 85(2), 257-272. 

Bramwell, B. and Lane, B. (2000). Tourism Collaboration and Partnerships: Politics, Practices 

and Sustainability. Eds., Clevedon: Channel View Publications. 

Bramwell, Bill, Lane, B. (2003). Tourism Collaboration and Partnerships: Politics, Practice and 

Sustainability. Eds., Clevedon: Channel View Publications. 

Bronner, F. and de Hoog, R. (2011). Vacationers and eWOM: Who Posts, and Why, Where, and 

What? Journal of Travel Research. 50(1), 15-26. 

Byrd, E.T., Bosley, H. E. and Dronberger, M. G. (2009). Comparisons of Stakeholder perception 

of tourism impacts in rural eastern North Carolina. Tourism Management. 30(5), 693-703. 

Cooper, C., Shepherd, R. and Westlake, J. (1994), Tourism and Hospitality Education. University 

of Surrey, Guildford. 

d’Angella, F. and Go, F.M. (2009). Tale of two cities’ collaborative tourism marketing: Towards a 

theory of destination stakeholder assessment. Tourism Management. 30(3), 29-440. 

Dale, C. (2000). The UK tour operating industry: a competitive analysis. Journal of Travel and 

Tourism Marketing. 6(4), 357-67. 

Domke-Damonte, D. J. (2000). The effect of cross-industry cooperation on performance in the 

airline industry. International Journal of Hospitality and Tourism Administration. 1(1), 

141-160. 

Dore, L., & Couch, G. I. (2003). Promoting Destinations: An Exploratory Study of Publicity 

Programmes Used by National Tourism Organizations. Journal of Vacation Marketing. 

9(2), 137-51. 

European Intelligence Unite (EIU) (1994). The of political unrest and security concerns on 

international tourism. Travel and Tourism Analyst. 2, London. 

Freeman, R. E. (1984). Strategic Management: A stakeholder Approach. Boston, MA: Pitman. 

Friedman, A. L. and Miles, S. (2006). Stakeholders, Theory and Practice. Oxford, UK: Oxford 

University Press. 

Fyall, A. and Garrod, B. (2005). Tourism Marketing: A Collaborative Approach. Clevedon: 

Channel View Publications, UK. 

Fyall, A., Callod, C. and Edwards, B. (2003). Relationship Marketing: The challenge for 

destination. Annals of Tourism Research. 30(3), 644-659. 

Fyall, A., Callod, C. and Edwards, B. (2003). Relationship marketing: The challenge for 

destinations. Annals of Tourism Research. 30(3), 644-659. 

Go, F. M. and Appelman, J. (2001). Achieving Global Competitiveness in SMEs by building trust 

inter-firm alliances. In S. Wahab and C Cooper (eds.) Tourism in the age of Globalisation. 

(183-197). London and New York: Routledge. 



Measuring the Stakeholders Perceptions of Tourism Promotion in Bangladesh 235 

Gray, B. (1985). Conditions facilitating inter-organizational collaboration. Human Relations. 

38(10), 911-936. 

Hasan, S. R. (2005). Marketing publicity and sales promotion for tourism development in 

Bangladesh. Social Science Review. University of Dhaka, Bangladesh. 19(2), 1-12. 

Hays, S., Page, S. J. and Buhalis, D. (2013), Social media as a destination marketing tool its use 

by national tourism organisations, Current Issues in Tourism. 16(3), 211-239. 

Holloway, J. C. (2004). Marketing for Tourism. 4th Edition, Harlow, England: Prentice Hall. 

Hossain, M. A. and Firozzaman, M. (2003). Strategic Promotional Approaches to Developing 

Tourism in Bangladesh-An Empirical Study of Some Selected Tour Operators. Bureau of 

Business Research. Research Book, University of Dhaka, Bangladesh. 

Hossain, M. A. and Hossain, M.J. (2002). Marketing Promotion Strategies of the Tourism Industry 

in Bangladesh: An Empirical Study of Some Selected Tour Operators. Social Science 

Review. University of Dhaka, Bangladesh, 19(2), 27-39. 

Hossain, M. A., Khan, M. M. R. and Hasan, M. M. (2005), “Potentials of Tourism Development 

in Bangladesh-An Empirical Study”, Journal of Business Studies, Dhaka University, XXVI 

(1), June. 

Huber, M., Scharioth, J. and Pallas, M. (2004). Putting Stakeholder Management into Practice. 

Berline, Germany, Springer. 

Jamal, T. B. and Getz, D. (1995). Collaboration theory and community tourism planning. Annals 

of Tourism Research. 22(1), 186-204. 

Jamal, T. B. & Getz, D. (1999). Community roundtables for tourism-related conflicts: The 

dialectics of consensus and process structures. Journal of Sustainable Tourism. 7(3-4), 290-

313. 

Kotler, P., Bowen, J. and Makens, J. C. (2003). Marketing for Hospitality Tourism. 3rd Edn., New 

Jersey: Prentice-Hall. 

Kotler, P., Rackham, N. and Krishnaswamy, S. (2006). Ending the War between Sales and 

Marketing. In: Harvard Business Review. 84(7/8), 68-78. 

Law, R. and Hsu, C. H. (2006). Importance of hotel website dimensions and attributes: 

perceptions of online browsers and online purchasers. Journal of Hospitality and Tourism 

Research. 30(3), 295-312. 

Loda, M. D., Norman, W. and Backman, K. F. (2007). Advertising and Publicity: Suggested New 

Applications for Tourism Marketers. Journal of Travel Research. 45(3), 259-265. 

Long, P. (1997). Researching tourism partnership organisations: From practice to theory to 

methodology. In P. Murphy (Ed.), Quality management in urban tourism. Chichester: 

Wiley. 

Matsuura, N. F. (1991). International Business: A new Era. Harcourt Brace Jovanovich 

Publishers, London. 

Matsuura, T. (2001). Progress in membrane science and technology for seawater desalination – a 

review. Desalination, 134(1-3), 47-54. 



236 Journal of Business Studies, Vol. XL, No. 1, April 2019 

Ministry of Civil Aviation and Tourism (MoCAT) (2010). Bangladesh: the next destination for 

tourists. Tourism Division, MoCAT, People’s Republic of Bangladesh, Dhaka. 

Okazaki, E. (2008). A Community-Based Tourism Model: Its Conception and Use. Journal of 

Sustainable Tourism. 16(5), 511-529. 

Osborne, D. and Gaebler, T. (1992). Reinventing Government. MA: Addison-Wesley Publishing 

Company Inc. 

Palmer, A. (1996). Relationship marketing: A universal paradigm or management fad? The 

Learning Organisation. 3(3), 18-25. 

Palmer, A., and Bejou, D. (1995). Tourism destination marketing alliances. Annals of Tourism 

Research. 22(3), 616-629. 

Pansiri, J. (2005). Pragmatism: A Methodological Approach to Researching Strategic Alliances in 

Tourism. Tourism and Hospitality Planning and Development. 2(3), 191-206. 

Pearce, D. (1992). Tourists Organisations. 1st Edn. Essex: Longman Group, UK. 

Poon, A. (1993). Tourism, Technology, and Competitive Strategies. Wallingford: CAB 

International. 

Pratt, S., McCabe, S., Cortes-Jimenez, I. & Blake, A. (2010). Measuring the effectiveness of 

Destination Marketing Campaigns: Comparative analysis of Conversion Studies. Journal of 

Travel Research. 49(2), 179-190. 

Presenza, A. and Cipollina, M. (2010). Analysing Tourism Stakeholders Networks. Tourism 

Review. 65(4), 17-30. 

Rawlings, J. (1932). Applied Regression Analysis: a Research Tool. California, USA: Pacific 

Grove. 

Robinson, M. (1999). Collaboration and cultural consent: Refocusing sustainable tourism. Journal 

of Sustainable Tourism. 7(3-4), 379-397. 

Robson, J. and Robson, I. (1996). From Shareholders to Stakeholders: Critical Issues for Tourism 

Marketers. Tourism Management. 17(7), 533-540. 

Sarker, M. A. H. and Begum S (2013). Marketing Strategies for Tourism Industry in Bangladesh: 

emphasize on niche Marketing strategy for Attracting Foreign Tourists. Journal of Arts, 

Science & Commerce. Vol.–IV,Issue–1(1), 103-107. 

Sheehan, L. R. and Ritchie, J. R. (2005). Destination stakeholders exploring identity and salience. 

Annals of Tourism Research. 32(3), 711-734. 

Shengnan, Y., Jinxing, H., Xiang, G., and Hongqin, X. (2012). The effect of social media on 

tourism destination marketing: A media-synchronicity-theory based exploration. In 

proceeding IEEE Xplore on Service Systems and Service Management (ICSSSM), 9
th

 

International Conference on 2-4 July, Shanghai, 473 – 476. 

Siddiqi, R. (1997). “Biman a Unique Airline”, Diganto, Biman Bangladesh Airlines In-flight 

Magazine, January-March, p. 12. 



Measuring the Stakeholders Perceptions of Tourism Promotion in Bangladesh 237 

Tham, A., Croy, G. &Mair J. (2013). Social Media in Destination Choice: Distinctive Electronic 

Word-of-Mouth Dimensions. Journal of Travel & Tourism Marketing. 30(1-2), Special 

Issue: Social Media, 144-155. 

Vellas, F. (2002). The development of sustainable tourism indicators. Presented at the convention 

‘Greening of Tourism’ on September 2-4, Manila, Philippines: University of the 

Philippines-Asian Institute of Tourism and University of Innsbruck-Austria Centre for 

Tourism and Service Economics. 

Waddock, S. A. (1989). Understanding Social Partnerships: An Evolutionary Model of Partnership 

Organisations. Administration and Society. 21(1), 78-100. 

Wahab, S. &Pigram, J. J. (1997). Tourism and sustainability: Policy considerations. In S. Wahab 

and J. J. Pigram (eds.) Tourism, Development and Growth: The Challenge of Sustainability 

(277-290), London and New York: Routledge. 

Wahab, S. and Cooper, C. (2001). Tourism in the age of Globalisation. London: Routledge. 

Williams, P.W., Penrose, R. W. & Hawkes, S. (1998). Shared decision-making in tourism 

land use planning. Annals of Tourism Research. 25(4), 860-889. 

Yilmaz, B. S. &Gunel, O. D. (2009). The improvement of Strategic Stakeholder Management of 

Tourism Sector: Research on Probable Application. Tourismos: an International 

Multidisciplinary Journal of Tourism. 4(1), 97-108. 

Yunus, M. (2006). Creating a World without Poverty- Social Business and the Future of 

Capitalism. Suborna Publisher, Dhaka, Bangladesh (Winner of the Nobel Peace Prize in 

2006). 



238 Journal of Business Studies, Vol. XL, No. 1, April 2019 

 


