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Abstract: This paper attempts to uncover students’ perception of travel agencies that is very important in tourism 
services in Bangladesh. A total of 200 respondents were students of Rajshahi University from the survey were 
analyzed using SPSS (version 21.0). The study is based on both primary data and secondary data. The outcome 
of the analysis presents total Six (6) significant factors. The Six factors are security and guidelines, Promotion, 
attractions, beneficial, informative and long term relationship. The outcome of the analysis presents total six (6) 
significant factors. The factor “attractions” of the park exhibit as the most impressive matter while “security and 
guidelines” is the lowest inspiring issue to the visitors. The remaining factors are environment, food and beverage, 
price and variety of animals and birds are displayed close connotations. The main outcomes of this study will 
be supportive to destination operators for effective planning and policy making that help for the efficacious business 
operation and sustainability of the travel agency.
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Students’ Perception on Travel Agency in Bangladesh: A Case Study 
on Rajshahi University

Introduction: Tourism, a leading industry of the 21st century, has gained global recognition and increasing 
interest. Bangladesh the darling child of nature with much scenic beauty and tourist attractions, can attract 
tourists, can earn foreign exchanges create employment opportunities and make its culture have global 
recognition by the development of a viable and tourism marketing mix [1].Tourism has become a very 
important and dynamic sector both in the global economy and particularly in Bangladesh. The role of international 
tourism in generating economic benefits has long been recognized in many developing countries. Perceived 
marketing mix is the result of customers’ subjective assessments regarding the actual marketing mix experiences 
[2]. Both expected and perceived marketing mix is the indicator of perceived services marketing quality. 
This paper presents a conceptual and exploratory analysis of the relevant variables that are influencing tourists’ 
perception on marketing mix of travel agency in Bangladesh. A variety of definitions have emerged surrounding the 
concept and understanding of what perception means. Perception is the way in which an individual gathers, 
processes, and interprets information from the environment [3]. Perceptions are defined as consumers’ 
beliefs concerning the goods and services received [4]. Also, perception refers to the individuals’ current 
feelings about, or appraisal of the object as experienced in the immediate situation [5]. Osborne argued that 
feeling is essential to consumers experience, or that it is primarily a sensory response [6]. Therefore, the 
purchase of wine in a restaurant can be subjective to a person emotion or situation that the person is  an 
individuals opinion of the tangible costs of an action or behavior can be perceived encountering barriers [7]. 
Information 
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integration theory provides that the information integrated with one’s beliefs influence one’s attitude [8]. 
Customer satisfaction is a good indicator of whether customers will revisit a tourist spot. When actual 
performance is greater than or equal to expected performance, satisfaction occurs [9].  Customer satisfaction 
can be defined as a post consumption evaluative judgment concerning a product or a service [9]. The 
marketing mix was developed throughout the 1950s and 1960s [10] as a method to optimize profit and act 
as guidelines in marketing decision. The intention of the marketing mix was to create ideas on how to solve 
marketing problems. However, it is no longer simply the product but the intangibles associated with the 
products that create additional revenue [11]. Hossain and Hossain mentioned that tourism service has 
gained top priority in most of the destination countries and there exists increased competition among the 
countries to attract tourists [12]. In the face of world-wide increased competition, Bangladesh stands far 
behind in attracting relatively larger number of tourists mainly due to inadequate and ineffective marketing 
mix strategies of the industry due to lack of sufficient funds, low quality of marketing mix materials and 
perceived negative image of potential tourists about Bangladesh etc. The authors also emphasized to face 
the competition and to attract potential tourists. Based on the literatures, a conceptual model has been developed 
that contains the factors affecting the tourists’ perception of current marketing mix of travel agency by 
filling different gap as follows:
 •  To find out quality attributes which lead visitors for visiting toward the desire destinations.
 •  To find out different influential factors. 
 •  To measure the perception of students based on survey.

Methodology: Methodology of the study consists of the following things:
Pre-Testing of the Questionnaires: The objective of steering questionnaire pre-test is to get a brief list of 
tourist are available in Rajshahi University that students usually visit various destinations by travel agency 
to know the perception of marketing mix of travel agency. The respondent mentioned various attributes of 
travel agency and marketing mix (product, place, price, promotion) of travel agency that helps to form final 
questionnaire.
Data Collection: Data required for this study is to identify the current situation of the marketing mix of 
tourism service. Here the respondents were asked about some specific questions from a preplanned questionnaire. 
In the very first convenience sampling procedure was commenced to know the students perception on 
marketing mix of travel agency by providing pre-test questionnaire to find out the tourism service variables 
for visiting various destinations. Here 51 attributes were selected to know the perception of marketing mix 
of travel agency in Bangladesh which are given in table 1 and 4. Before issuing the questionnaire to the 
respondents a brief description were delivered. It took approximately 12-15 minutes for each respondent to 
complete the questionnaire properly. Finally, a total number of 200 effective questionnaires were attained 
for further analysis.
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Table 1. Demographic profile of students 
 Demographic Characteristics Frequency Percent (%) 

Age of Respondent’s 
Less than 20 Years 15 7.4 
More than 20 years 184 90.2 
Education of Respondent’s 
2nd year 5 2.5 
4th year 1 0.5 
MBA/Master 194 95.1 
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 Monthly Income of Respondent’s  
Less than Tk. 10,000  42 20.6  
Tk. 10,001 -20,000  15 7.4 

Tk. 20,001 -25,000  47 23.0  
Tk. 25,001 -35,000  77 37.7  
Tk. 35,001 -50,000  19 9.3  
Marital Status of  Respondent’s  
Single  165  80.9  
Married  32 15.7  
Gender of Respondent’s  
Male  105  51.5  
Female  90 44.1  
Respondent came from  
Dhaka  30 14.7  
Rajshahi  73 35.8  
Khulna  61 29.9  
Rangpur  28 13.7  

Chittagong  8 3.9  

Table 2. KMO and Bartlett's Test

Table 3. Reliability Statistics

Table 4. Rotated component matrix

Kaiser -Meyer -Olkin Measure of Sampling Adequacy.  832  
Bartlett's Test of 

Sphericity  
Approx. Chi -Square  2099.884  

Df 378 
Sig.  0.000 

 
Cronbach's Alpha        Cronbach's Alpha Based on Standardized Items  N of Items  

0.923  0.931  45  

 

Attributes 

Component 
Security 

and 
Guidelines 

Promotion Attraction Beneficial Informative Long-term 
Relationship 

Gives  Assurance         
Tourist attractions 0.670      
Gives guidelines 0.634      



Scaling Technique: In the questionnaire the respondents were asked the variables those were usually 
considered to know the tourists perception of marketing mix of travel agency. The respondents were asked 
different issues using 7 point Likert scale (7 for very strongly believe, 6 for strongly believe, 5 for believe, 
4 for somewhat believe, 3 for disbelieve, 2 for strongly disbelieve, and 1 for very strongly disbelieve) to 
measure overall belief of the matter. These scales were extensively used to measuring the marketing mix 
(tourism services, location, price and promotional activities to attract the tourists).  In addition nominal 
scale was used to measure socio-demographic characteristics of participants through structured questionnaire 
and the ordinal scale was used to identify the tourist’s perception on marketing mix of travel agency. 
services, location, price and promotional activities to attract the tourists).  In addition nominal scale was 
used to measure socio-demographic characteristics of participants through structured questionnaire and the 
ordinal scale was used to identify the tourist’s perception on marketing mix of travel agency. 

Results and Discussion: Data has been analyzed by using SPSS (version 21.0). Tables and bar charts will 
help to understand the responses at a glance and take further decision.

Profile of Respondents: Among the total respondents male and female were 51.5% and 44.1% (fig. 1) 
where only15.7% respondents are dependent to others and huge volume (80.9%) respondents are single in 
consideration of marital status of the respondent (Table 7). It is found among the total respondents 7.4% fall 
below 20 years aged group whereas 90.2% respondents were more than 20 years which is the highest group 
in this study (Table 6). A majority of respondents (.5%) education level is graduation and 95.1% are completed 
post-graduation which indicates the higher literacy rate while only 2.5% HSC level respectively. In case of 
income 7.4% respondents belongs in between BDT 10,001-20,000 and 20.6% are less than BDT 10,000(fig. 
2). Mostly the visitors are from Rajshahi division of 36.5% which specifies local visitors’ availability (fig. 3). 
Most of the students visit belongs in the range of 2 to 5 times, which indicates the respondents are loyal to the 
travel agency. A significant amount of 81.9% respondent want to visit again which is very positive motivation 
and 16.7% of total respondents are in under consideration.
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Helps to Meal perfectly 0.553      
Entertainment facilities 0.564      
Promote customer protection  0.767     
Reduce cost  0.733     
Promote and encourage  0.655     
Arrange tourism fair  0.555     
Offer discount  0.545     
Create favourable image  0.412     
Enjoy sightseeing   0.755    
Serve  visiting office   0.680    
Opportunity of sunbathing   0.651    
Opportunity of photo-shoot   0.586    
Create favourable attractions    0.720   
Create  employment opportunity    0.665   
Needed new traveller    0.567   
Helpful for traveller    0.504   
Helps to enjoy sightseeing    0.491   
Helpful for traveller    0.402   
Travel information     0.756  
Represent Tourist spot     0.725  
Provide necessary information     0.667  
Promote global community      0.788 
Encourage sustainable tourism      0.646 
Broaden educational and cultural      0.613 



Table 5. Statistics of respondents

Fig. 1: Gender of the respondent

Factors affecting tourist perception on travel agency: After analyzing final data collected from the 
visitors at the spot, an exploratory factor analysis has been done. It is found that Kaiser-Meyer-Olkin 
(KMO) normalization value is 0.832 (Table: 2).The result presents that sample size is appropriate for factor 
analysis. After analyzing six (6) factors have been generated with a total number of 29 attributes (Table: 
4).These factors are discussed gradually as below:
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Security and guidelines: The factor has been found through factor analysis as security and guidelines at 
the destination which reflects the safekeeping status for the visitors at the destination. To make admiration 
of a destination this factor shows key role for visitors visiting consideration. There are seven attributes 
construct this factor, which are highly correlated with each other. They are: Gives Assurance (0.71 Tourist 
attractions (0.670), Gives guidelines (0.634), Rules and regulations (0.667), Give Security (0.667), Helps 
to Meal perfectly (0.553) and Entertainment facilities (0.564).security and guidelines is very important for the 
tourist in the destination and overall perception of tourist is positive towards the travel agency.

Promotion: From the analysis we found promotion as second factor for this study which reflects the scope 
of promoting tourist to travel various destinations. 

 

 Gender of the 
respondent 

Age of the 
respondent 

Academic 
session 

Income of 
respondents 

guardian 
Marital 
status 

you are 
from 

 
Valid 200 200 200 200 200 200 

Missing 4 4 4 4 4 4 

Mean 1.5550 1.9400 4.9200 3.0800 1.2900 2.5550 

Median 1.0000 2.0000 5.0000 3.0000 1.0000 2.0000 

Mode 1.00 2.00 5.00 4.00 1.00 2.00 

Std. 
Deviation 0.77458 0.34203 0.47405 1.29692 1.47879 1.03554 



Table 6. Age of the respondent

Fig. 2: Income of respondents guardian

The travel agency provides various types of promotional activities for promoting the tourist. There are six 
attributes that construct this factor. These are: Promote customer protection (0.767), Reduce cost (0.733), 
Promote and encourage (0.655), Arrange tourism fair (0.555), Offer discount (0.545), and Create favorable 
image (0.412). These factors are very important for promoting the tourist and travel agency offer these 
factors to attract the tourist.
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Frequency

 
Percent

 
Valid Percent

 
Cumulative Percent

 

Valid 

Below 20 years                15              7.4  7.5 7.5 

More than 20 years              184  90.2 92.0 99.5 
5.00 1 5 5 100.0 
Total 200 98.0 100.0  

Missing System 4 2.0   

Total 204 100.0   

 

Table 7. Marital status  of respondents  
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Single 165 80.9 82.5 82.5 
Married 32 15.7 16.0 98.5 
Others 1 0.5 0.5 99.0 
5.00 1 0.5 0.5 99.5 

21.00 1 0.5 0.5 100.0 
Total 200 98.0 100.0  

Missing System 4 2.0   
Total 204 100.0   

Table 7. Marital status of respondents
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Fig. 3: Resident of respondents

Attractions: Attraction is such a factor which is very much effective to retain the tourists. This factor is 
very significant in case of building positive attitudes of tourist. It is the highest constitute by four attributes 
which are closely related to each other as per factor loading value. These are: sightseeing (0.755), serve 
when visiting office (0.680), opportunity of sunbathing (0.651), and opportunity of photo-shoot (0.586). 
The average of overall belief of respondents and average of overall evaluation represents positive attitude 
of visitors regarding attractions. 

Benefits: Travel agency is very much benefited for the tourist and they get sufficient help by the travel 
agency when they needed. The beneficial factors construct of  six factors such as- Create favourable attractions 
(0.720), Create  employment opportunity (0.665), needed new traveller (0.567), helpful for traveller 
(0.504), helps to enjoy sightseeing (0.491), and helpful for traveller (0.402). The above factors are helpful and 
beneficial for the new travellers.

Informative for the Tourists: This factor actually represents the information that is needed for new travellers. 
Travel agency provides necessary information for the tourist. This factor construct of three factors such 
as-travel information (0.756), represent tourist spot (0.725), and Provide necessary information (0.667).The 
overall perception of travel agency is optimistic and positive.

Long-term Relationship: This factor represents the long term relationship with tourist and travel agency. 
This factor consists of three elements, such as-promote global community (0.788), encourage sustainable 
tourism (0.646), broaden educational and cultural (0.613).The above factors build long term relationship 
and the overall perception of tourist is optimistic.

Overall perception of Visitors: So overall perception of travel agency is the summation of the above 
factors. There are six (6) factors which are the result of the total perception of students/tourist on the tourism 
services of travel agency. The highest attitudinal factor of the travel agency is attractions and overall 
perception of visitors is 9.0417. The second most attitudinal factor at the security and guidelines and 
visitors overall perception is 8.1602.  



The perception of visitors toward the factor promotion is 6.0081 and toward beneficial is 4.0752 which are 
moderately high attitudinal factor at the travel agency. But the perception of visitors toward the factor informative 
is 3.2969 and for the factor long term relationship is 2.4176, which are the lowest factors of the visitors at 
the travel agency. Hossain and Nazmin [13] commented that being tourism services are quite complex and 
heterogeneous in nature, the marketing of these services is quite challenging. Besides, heterogeneous business 
group supplies a variety of services to the divergent tourist groups, which is required for the highest possible 
co-ordination and integrated efforts among different tourism firms in their service strategies. They opined that 
tourism marketers in Bangladesh should try to bring tourist dreams in reality and close the gaps between 
tourists’ needs and their achievements through proper marketing mix. Rita and Moutinho [14] noted that 
National Tourism Organization (NTO) in any country is responsible for expanding a countries incoming 
tourism. It has been well described by different authors that tourism marketing is essential for economic 
development of a country. Nath [15] observed that level of satisfaction with the overall tourism facilities and 
services at a level of 51% .The tourists judged very poorly the level of night entertainment, tour information, 
advertisement, and traveling agency service. Service quality helps customer to form perception of current 
marketing mix of travel agency. The overall visitors’ perception (Ao) in these studies toward the travel 
agency is 32.9996 (33%). So Students’ perception of current marketing mix of travel agency is optimistic.

Conclusions: From the whole analysis, we can say that tourists’ perception of current marketing mix of 
travel agency in Bangladesh is not up to the mark. Actually, tourists now-a-days are more habituated and 
dependent on the marketing mix towards tourism product. The result that is found helps to identify students’ 
perception of current marketing mix (tourism services, price, promotion, people, process, physical evidence 
etc) of travel agency. So, these variables have significant influence on tourists’ perception towards current 
marketing mix of tourism services. With proper marketing analysis, marketing mix and marketing strategy, 
a tour operator would be able to increase its dominance in the whole country and travel agency can contribute 
to the developing tourism industry by providing necessary tourism services.
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