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Abstract: The paper aims at expanding the TPB model to examine the relationship among attitude, subjective norms, perceived behavioural  

control, motivation, and behavioural intention as well as the extent to which satisfaction mediates the relationship in the link between TPB 

predictive constructs along with motivation and behavioural intention. A questionnaire survey technique was administered on d omestic tourists 

and subsequently, structural equation modeling using SmartPLS 3.0 was subjected to test the synthesized relationship among va riables. The study 

findings support that attitude, subjective norms, and motivation significantly influence customer satisfaction  and behavioural intention whereas 

perceived behavioural control does not. In addition, the study indicates that customer satisfaction mediates in the link betw een attitude, subjective 

norms, and motivation, and behavioural intention. However, despite the availability of international tourists, the study selected only domestic 

tourists that are liable for future research. Moreover, the findings of the study will enhance the understanding of hospitali ty researchers and 

managers what will significantly influence customer satisfaction and behavioural intention. 
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*  *  *  *  *  *  

 

INTRODUCTION 

Although behavioural intentions have been considering the most important study area in tourism literature for the last decades, 

motivation including other factors is considered as dominant predictors to it as well (Doane et al., 2014). Understanding factors influencing 

tourist behavioural intentions of selecting a tourist destination signifies on the travel industry promoting and advancement. The tourist 

decision-making process of selecting a tourist spot is a perplexing procedure (Kautonen et al., 2015). With the end goal of exploring this 

procedure, the theory of planned behaviour (TPB) model along with motivation and satisfaction as a proposed conceptual framework is 

applied to anticipate behavioural intention of selecting a tourist spot.  

Furthermore, TPB has been used as a strong predictor for measuring a variety of social behaviours since its development (Ajzen, 1991; 

Alam and Sayuti, 2011). Lam and Hsu (2004) argued that the predictive power of TPB might be enhanced by using additional constructs 

with it. To investigate it, the study applied motivation as a predictive construct and satisfaction as a mediator to identify tourist behavioural 

intentions. Although motivation influences an individual tourist, satisfaction had found as both direct and indirect effects on behavioural 

intentions of an individual in previous literature (Chen and Chen, 2010; Eusébio and Vieira, 2011; Wu et al., 2014). But very few studies 

have found satisfaction as the mediator to measure behavioural intention adopting the TPB model. Hence, satisfaction was proposed as a 

mediator in the research framework to predict behavioural intentions of choosing a travel destination.  

  
LITERATURE REVIEW 

Theory of planned model 

 Many studies identified that the TPB model is the extension of the theory of reasoned action or the TRA model (Paul et al., 2016; 

Armitage and Christian, 2017; Sheeran and Abraham, 2017). Martin Fishbein and Ice Ajzen developed the TRA model that has been used as 

a tool to investigate human behaviour in marketing and psychological disciplines (Doane et al., 2014; Mishra et al., 2014). However, though 

TRA was developed to explicitly explain volitional behaviours, the TPB was proposed to predict behaviours that are not under completely 

volitional control (Cheon et al., 2012; Kautonen et al., 2015). The TPB model includes additionally perceived behavioural control (Armitage 

and Christian, 2017). TPB postulates that behavioural intention is the consequence of attitudes, subjective norms, and perceived behavioural 

control (Ajzen, 2015). For anticipating behavioural intentions and behaviours, this theory is utilized. Li and Cai (2012); Jin et al. (2015) 

                                                           
* Corresponding author 

https://doi.org/10.30892/gtg.31313-536
https://en.wikipedia.org/wiki/Icek_Ajzen


Abdulla Al-Towfiq HASAN, Chhanda BISWAS, Moumita ROY, Sonia AKTER, Bapon Chandra KURI 

 

 1020 

indicated that it has strong predictive utility applied to situations that do not fall within the boundary conditions. The theory centralizes the 

concept of intention (Sheeran and Abraham, 2017). Intention regards motivations engaged in a specific behaviour (Chen and Tung, 2014). 

An individual's intention to perform a specific act represents behavioural intention (Ifinedo, 2012).  

 
Behavioural intention 

Behaviour immediately determines and predicts behavioural intention (Cham et al., 2016). It is widely accepted that anticipated or 

planned future behaviour of an individual defines behavioural intention with expectations of a particular form of behaviour given and 

operationalized as the likelihood to act (Huang et al., 2015). Besides, if tourists get opportunities, they act according to their intention which 

provides the best predictor of behaviour (Cheng and Lu, 2015). As per the tourism literature, tourist behavioural intention toward a specific 

tourist spot is mainly the outcome of the two factors (Prayag and Ryan, 2012). First, push factors, which represent socio-physiological 

motivations and cognitive processes originated from the intangible desires of human beings (Abubakar and Ilkan, 2016). These factors 

include desires rest, relaxation, physical and mental fitness, adventure, novelty, prestige, and socialization (Abubakar and Ilkan, 2016). 

Second, pull factors, which represent tangible and intangible cues of a tourist spot’s attractiveness originated after decisions are made to visit 

(Bodycott and Lai, 2012). These factors include recreation facilities, natural attractions, historic attractions, food quality and variety, image 

and transport facilities (Cohen et al., 2014). In line with the above discussion, an individual tourist behavioural intention results from 

experiences after services encounter (Jin et al., 2015). When an individual tourist has positive experiences, then he/she has positive 

behavioural intentions. Conversely, if an individual tourist has negative experiences, then he/she has negative behavioural intentions towards 

a particular tourist spot (Dolnicar, 2010). Hence, previous studies show that an individual tourist's experience is not merely enough to predict 

behavioural intention towards tourist spot in Bangladesh (Wu et al., 2014). Rather, tourist attitude is the most valid predictor that effectively 

predisposes to behavioural intention towards tourist spot in Bangladesh (Ghosh et al., 2018).  

 

Attitudes 

It is widely accepted that the tourist attitude comprises cognitive, affective, and behavioural components (Page et al., 2014). However, an 

individual tourist's attitude is estimated by multiplying an individual’s behavioural beliefs with salient attributes of each tourist (Paul et al., 

2016). Furthermore, when an individual tourist has a more positive attitude, he/she shows more positive behavioural intentions (Wang, 

2016). Hence, tourist attitude signifies the most valid predictor of tourist future behaviour and additionally, represents internal behaviour that 

can influence an individual's external behaviour (Kim and Stepchenkova, 2015). Conversely, previous studies show that exploring a tourist 

spot in Bangladesh, tourist attitude is not the mere valid predictor to predisposing behavioural intention; rather an individual tourist who has 

the stronger subjective norms the more positive behavioural intention towards the tourist spot (Hassan and Shahnewaz, 2014).  

 

Subjective norms 

Subjective norm reflects an individual’s normative beliefs (Chan et al., 2015). Besides, subjective norms play an important role in 

influencing individual's decision-making process (Chang et al., 2016). Furthermore, most past researches confirmed that behavioural 

intention is positively affected by individual’s subjective norms when the relationship between the behavioural intention and individual's 

subjective norms is examined (Kumar et al., 2015; Ye, 2017). Thus, the stronger individual’s intention to act depends on, the more positive 

subjective norms he/she has. However, though the subjective norm represents the significant predictor of behavioural intention (Ye, 2017), 

tourist’s perceived behavioural control ultimately controls individual tourist’s behavioural intentions and leads to taking final consumption 

decisions of tourists in Bangladesh (Hossain et al., 2018).  

 

Perceived behavioural control 

According to Jin et al. (2015), tourists ' perceived behavioural control represents the degree of an individual’s perception of 

possibilities/ difficulties of performing a specific behaviour. Besides, it comes from control beliefs and a multiplicative c ombination of 

perceived behavioural control components (Chen and Tung, 2014). Most of the studies concluded that the relationship between tourist's 

perceived behavioural control and behavioural intention is inferred based on two assumptions. Firs t, when an individual tourist's 

perceived behavioural control increases, the result of the likelihood of visiting a particular spot will increase (Lam and Hsu, 2006). 

Second, an individual tourist’s perceived behavioural control will effectively control an individual tourist’s behavioural intention when 

perceived control reflects the actual control (Kim, 2012). However, Hsu and Huang (2012) argued that the factors including chance, 

money, etc. may not be considered as a part of an individual tourist's behavioural control.  Therefore, the more an individual tourist has 

control over resources, opportunities, and time, the more likely to have an individual tourist’s behavioural intention to visit in a specific 

spot (Sahli and Legohérel, 2014). Conversely, previous studies found that examining the behavioural intention of tourists who love 

adventures, education, relaxation, knowledge, and serenity, etc., tourist's motivation is the valid predictor to behavi oural intention 

towards tourist spot in Bangladesh (Hassan and Shahnewaz, 2014; Kamal et al., 2015). 

 

Tourist Motivation 

In tourist behaviour, tourist motivation is considered as a key driver because of the interrelationship bet ween tourist’s needs and 

motivation. Crompton (1979) developed a model of travel motivation. This model is called the push-pull model which identifies push-

pull effects on the selection of a tourist spot. Consequently, push forces (needs, motives, and drives) make sure of leaving from home and 

seeking unspecified tourist spot for vacation and pull forces (advertising, destinations, and services) compel a tourist towa rd a perceived 

attractive destination (Kong and Chang, 2016). In addition, Dann (2012) argued that individual tourist visits a tourist spot for knowledge, 

relaxation, social relationship development, etc. Moreover, Rajesh (2013) found that examining tourist motivation is complex in nature. 

Tourist motivation comprises physical, cultural, interpersonal status, and prestige constructs. Furthermore, knowledge, punis hment 

minimization, ego enhancement, reward maximization, and self-esteem measure tourism motivation. Additionally, tourist motivation is 

categorized into social motivation and spot attraction in Bangladesh (Wu and Pearce, 2014; Hassan and Shahnewaz, 2014). 

 In line with the above discussion, tourist motivation can be classified as education, adventure, and holistic approach of ecotourism 

motivation in a coastal tourist spot in Bangladesh (Hassan and Shahnewaz, 2014). Nature-based tourist studies of Bangladesh suggest 

that tourist motivation comprises physical, social contract, novelty-seeking, mundane every day, to be nature, and ego/status components 

(Xu and Chan, 2016). However, tourist motivation that comes from novelty regression, cultural exploration, gregariousness at festival 

events, and external interaction is not only the sole predictor of behavioural intention but also tourist satisfaction is an effectiv e predictor 

of behavioural intention (Wu and Pearce, 2014). 

 



The Applicability of Theory of Planned Behaviour to Predict Domestic Tourist Behavioural Intention: The Case of Bangladesh 

 

 1021 

Tourist Satisfaction  

Chand and Ashish (2014) identified that an individual tourist becomes satisfied only if the attributes of a tourist spot can make him/her 

positive experiences. Consequently, travel experiences, return travel facilities, time consumption is the valid indicator of tourist satisfaction 

(Biodun, 2014). In addition, most of the studies indicated that an individual tourist’s onsite recreational experiences are positively correlated 

with tourist satisfaction. Moreover, Chi and Qu (2008) discussed that several paradigms are used to explain the tourist satisfactions of which 

two are important approaches to explaining the decision making process. First, the cognitive approach which represents knowledge/beliefs 

comes from an individual tourist's experiences. Second, the emotional approach comprises sensory pleasures, daydreams, and enjoyment 

based on the assumption that creates positive experiences. However, typically tourist satisfaction is measured by a common method that 

applies multi-item scales that comprises service quality, adventure experiences, recreational program, river watching facilities, safety 

equipment, ecology, and landscape constructs (Durie and Kebede, 2017). 

 In line with the above paradigms, most previous studies found that tourist satisfaction is the result of the summation of past positive 

experiences minus negative experiences fulfilling an individual tourist's needs (Huang, 2014). Furthermore, tourist satisfaction represents the 

most influential factor leading to tourist behavioural intention in Bangladesh (Hassan and Shahnewaz, 2014). 
 

 Proposed Research Model 

 The TPB model has attitudes, subjective norms, and perceived behavioural control as correlated exogenous constructs leading to 

intentions and behaviour. As such, the theory does not specify the relationship among these variables and any other variables outside the 

model. Thus, the relationship between the variables of the proposed extended model must be specified.  
 

 
Figure 1. Conceptual framework of customer’s behavioural intentions 

 

HYPOTHESIS DEVELOPMENT 

Several studies have argued that attitudes, subjective norms, and perceived behavioural control have direct correlations with behavioural 

intentions (Ajzen, 1991). To estimate these, Bagozzi (1981) found that attitude has a direct effect on behavioural intentions. Similarly, Liao 

et al. (2007) found that subjective norms and perceived behavioural control positively influence on behavioural intentions. Therefore, it was 

postulated that: 

H1: Attitudes will have a significant effect on tourist behavioural intentions. 

H2: Subjective norms will have a significant effect on tourist behavioural intentions. 

H3: Perceived behavioural control will have a significant effect on tourist behavioural intentions. 

However, motivation which is a strong predictor of behavioural intentions sufficiently presses to seek satisfaction. Kolvereid (1996) 

argued that motivation has a direct influence on a person’s behavioural intentions. Thus, it was hypothesized that: 

H4: Motivations will have a positive impact on a person’s behavioural intentions. 

In line with the previous discussion, few studies found that attitudes, subjective norms, perceived behavioural control, and motivation 

have direct effects on satisfaction. To examine this, Manning (2009) found that subjective norm has a direct relationship with satisfaction, 

and Liu et al., (2006) indicated that perceived behavioural control as a significant factor to satisfaction. As a result, it was hypothesized that: 

H5: Attitudes will have a positive impact on a person's satisfaction. 

H6: Subjective norms will have a positive impact on a person's satisfaction. 

H7: Perceived behavioural control will have a positive impact on a person’s satisfaction. 

H8: Motivations will have a positive impact on a person's satisfaction. 

Previous studies also found that satisfaction has a direct relationship with behavioural intentions (Liao et al., 2007; Biodun, 2014). 

Therefore, it was postulated that:  

H9: Tourist satisfaction will have a positive impact on a person's behavioural intentions. 

No studies have examined the impact of satisfaction as a mediator between TPB constructs (attitudes, subjective norms, and perceived 

behavioural control) along with motivation and behavioural intentions, although the strength of associations between these variables is quite 

high (Manning, 2009). Thus, it was hypothesized that: 

H10: Attitudes will have a positive impact on a person’s satisfaction toward behavioural intentions. 

H11: Subjective norms will have a positive impact on a person's satisfaction toward behavioural intentions. 

H12: Perceived behavioural control will have a positive impact on a person’s satisfaction toward behavioural intentions. 

H13: Motivations will have a positive impact on a person's satisfaction toward behavioural intentions. 

 

 RESEARCH METHODOLOGY 

 Sampling Design and Data Collection 

 Respondents were first asked to recall whether they visited any tourist spot at least once in life in Bangladesh or not. The matter was 

encouraged to remember because the study was conducted to measure the behavioural intentions of domestic tourists in Bangladesh. To carry 
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out the study, 800 questionnaires in Google drive link format were purposively distributed through an email address and Facebook to 

respondents who were undergraduate and graduate students, Government, and private employees, and aged between 18 and 65 over two 

months from 31 October to 31 December. Online survey through sending Google drive link is very much popular among undergraduate and 

graduate students as well as employees because they can fill it up on their convenience time. Of the 800 respondents, 412 filled up the 

questionnaires. Of 412 questionnaires, 303 were valid returns to be analysed but the rest was not. The sample was split into male and female. 

Of the 303 respondents, 154 were male and 149 were female. Of the 303, most of the respondents (113) were aged between 26 and 40. Of the 

303, most of the respondents (224) travelled to the tourist destination independently. In line with these, most of the respondents travel with 

family (135) and friends (135) and most of them (153) stay within 3-4 days. 

Tourism Board of Bangladesh reveals that Bangladesh has more than 100,000 domestic tourists (Bangladesh Tourism Board, 2020). 

According to Krejcie and Morgan's (1970) table, 303 respondents represent populations. In the last decade, citizens aged between 26 and 55 

are the main domestic tourist of Bangladesh (Bangladesh Tourism Board, 2020). Moreover, undergraduate and graduate students are also one 

of the main domestic tourists ('Bangladesh Tourism Board', 2016). Hence it is to say that both students and employees aged between 26 and 

40 have more behavioural intentions toward tourist destinations. 
 

Measures 

The measurement scales used for the studied constructs in this study were validated in previous studies. Intending to conduct the study, 

researchers used questionnaire items from different authors. Carrying out the study, four items were used to measure the attitude of which 

three were adapted by Ziadat (2015) and rest one was adapted by Lam and Hsu (2006); four items were used to measure subjective norms of 

which two were adapted by Ziadat (2015) and the other two were adapted by Phetvaroon (2006); four items were used to measure perceived 

behavioural control of which three were adapted by Ziadat (2015) and the rest was adapted by Phetvaroon (2006); five items were used to 

measure the motivation of which three were adapted by Yao (2013) and the rest was adapted by (Lee, 2009); five items were used to measure 

customer satisfaction adapted by (Yao, 2013); and four items were used to measure customer behavioural intentions adapted by Phetvaroon 

(2006) and slightly modified into the context for predicting behavioural intentions towards the tourist spot in Bangladesh. All studied 

constructs were measured by a five-point Likert scale from ―strongly disagree‖ to ―strongly agree‖.  

 

RESULTS AND DATA ANALYSIS 

Of the 303, most of the respondents (224) travelled to the tourist destination independently. In addition, most of the respondents travel 

with family (135) and friends (135) and most of them (153) stay in tourist destinations within 3-4 days. However, the other demographic 

characteristics are presented in Table 1. 

 
Table 1. Descriptive Statistics of the Demographic Variables 

 

No Characteristics  Variable N % 

1 Gender  
Male 154 50.8 

Female 149 49.2 

2 Age  

25 or below 56 18.5 

26-40 113 37.30 

41-55 86 28.40 

56-65 48 15.80 

3 Type of travelling 
By agency 79 26.10 

Independent/FIT 224 73.90 

4 Travelling with whom 

Alone 17 5.60 

With family 135 44.60 

With friends 135 44.60 

With colleagues 16 5.30 

5 Length of stay 

2 28 9.20 

3-4 153 50.50 

5-7 94 31.00 

Over 7 28 9.20 

 

Measurement Model 

To examine the appropriateness of research constructs, reliability, and construct validity were examined before testing the hypotheses. 

The reliability which represents internal consistency was tested by using composite reliability and Cronbach’s alpha (Cronbach, 1951). The 

table 2 shows that studied constructs have Cronbach’s alpha value is in a range between 0.766 and 0.908 and Fornell’s composite reliability 

scores are greater than .80 indicates adequate internal consistency. To examine the construct validity, convergent and discriminant validity 

were measured. Neither of measures alone is sufficient to measure the construct validity. Convergent validity represents the measure of the 

constructs that theoretically remain related to each other (Bland and Altman, 1997). To examine the convergent validity, the Average 

variance extracted (AVE) scores derived from items loading were measured. Table 2 shows that studied constructs have AVE scores in the 

range between 0.571 and 0.732 which are greater than .50 indicates adequate internal consistency. 

 
Table 2. Result of a measurement model for the study 

 

Latent variables Cronbach’s Alpha Rho_A Composite Reliability Average Variance Extracted (AVE) 

Attitudes 0.870 0.881 0.911 0.720 

Customer Behavioural Intention 0.766 0.767 0.851 0.587 

Customer Satisfaction  0.811 0.815 0.869 0.571 

Motivation  0.908 0.909 0.932 0.732 

Perceived Behavioural Control 0.821 0.830 0.882 0.654 

Subjective Norms 0.814 0.813 0.878 0.644 

 

Conversely, discriminant validity defines the measure of the constructs that do not theoretically remain related to each other. To test the 

discriminant validity, further AVE can be used. That is to achieve discriminant validity in this model, the studied constructs must have a 
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higher square root of AVE than the variance shared between the constructs and other constructs. Table 3 shows that the square root of AVE 

of studied constructs is higher than the correlations. Thus, the proposed model has achieved discriminant validity. 
 

 
Figure 2. Diagram for the measurement model of the study 

 
Table 3. Latent variable correlations, square roots of average variance extracted and AVE 

 

Constructs  ATT CBI CS MOTI PBC SN AVE 

Attitudes 0.848      0.720 

Customer Behavioural Intention 0.458 0.766     0.587 

Customer Satisfaction  0.574 0.843 0.756    0.571 

Motivation  0.349 0.596 0.607 0.856   0.732 

Perceived Behavioural Control 0.041 0.180 0.165 0.316 0.809  0.654 

Subjective Norms 0.394 0.472 0.506 0.351 0.245 0.802 0.644 

  

Structural Model 

Through standardized path coefficients, t-statistics, and p-value, the structural model was examined. To estimate this SMART PLS 3.0 

was used. Table 4 shows that ten hypotheses of thirteen are supported. H1, H2, and H4 predict that attitudes, subjective norms, and 

motivation have a direct positive effect on customer behavioural intention. The results support these hypotheses, because statistically 

significant relationship was found respectively (β= 0.208, t= 3.613, p<0.001; β= 0. 0.240, t= 4.212, p<0.001; β= 0. 0.449, t= 7.918, p<0.001). 

Similarly, H3 predicts that perceived behavioural control has a positive effect on customer behavioural intention, but the result does not 

support the hypothesis. There was found no significant relationship (β= -0.029, t= 0.689, p>0.05).  

 
Table 4. Results of the structural model of the study 

 

SL No. Relationships Direct/Indirect Effect T Statistics P-Value Supported 

1. Attitude -> Customer Behavioural Intention 0.208 3.613 0.000*** Yes  

2. Attitude -> Customer Satisfaction 0.336 6.291 0.000*** Yes  

3. Customer Satisfaction -> Customer Behavioural Intention 0.760 14.680 0.000*** Yes  

4. Motivation -> Customer Behavioural Intention 0.449 7.918 0.000*** Yes  

5. Motivation -> Customer Satisfaction 0.419 7.582 0.000*** Yes 

6. Perceived Behavioural Control -> Customer Behavioural Intention -0.029 0.689 0.491 No  

7. Perceived Behavioural Control -> Customer Satisfaction -0.039 0.936 0.349 No  

8. Subjective Norms -> Customer Behavioural Intention 0.240 4.212 0.000*** Yes  

9. Subjective Norms -> Customer Satisfaction 0.237 4.234 0.000*** Yes  

10. Attitude -> Customer Satisfaction -> Customer Behavioural Intention 0.255 5.529 0.000*** Yes  

11. Motivation -> Customer Satisfaction -> Customer Behavioural Intention 0.319 7.544 0.000*** Yes  

12. Perceived Behavioural Control -> Customer Satisfaction -> Customer Behavioural Intention -0.030 0.943 0.346 No  

13. Subjective Norms -> Customer Satisfaction -> Customer Behavioural Intention 0.180 4.016 0.000*** Yes  

Note: p≤0.01***; p≤0.05**; p≤0.10* 

 

Additionally, H5, H6, H7, and H8 predict that attitude, subjective norms, perceived behavioural control, and motivation have a direct 

positive effect on customer satisfaction. The results support H5, H6, and H8 because, the statistically significant relationship was found 

respectively (β= 0.336, t= 6.291, p<0.001; β= 0.237, t= 4.234, p<0.001; β= 0.419, t= 7.582, p<0.001). Conversely, the result does not support 

H7, because no significant relationship was found (β= -0.039, t= 0.936, p>0.05). Hypothesis H9 predicts that customer satisfaction has a 

direct positive effect on customer behavioural intention. The result supports H9 because there was found a positive and statistically 

significant relationship (β= 0.760, t= 14.680, p<0.001).  

H10, H11, H12, and H13 predict that customer satisfaction has the mediating relationship in the link between attitude, subjective norms, 

perceived behavioural control, and motivation with customer behavioural intention. To investigate the mediation effect, all direct, indirect, 

and total effects between variables were measured. According to Baron and Kenny (1986) classic casual step approach, four conditions must 

be established to test the mediating effect: a direct link between dependent and independent variable; the mediating variable must be related 

with independent variable; when mediator and independent variable predisposed as predictors, the mediator must significantly affect 

dependent variable; and, the relationship between predictors and dependent variable must be significantly reduced when the mediator is 
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added (Hosany and Prayag, 2013). The results of the study support H10, H11, and H13 because, the statistically significant relationship was 

found respectively (β= 0.255, t= 5.529, p<0.001; β= 0.180, t= 4.016, p<0.001; β= 0.319, t= 7.544, p<0.001). Conversely, result does not 

support H12, because no significant relationship was found (β= -0.030, t= 0.943, p>0.05). Hence, the mediation analysis supports the partial 

mediation effect of customer satisfaction on TPB constructs along with motivation and customer behavioural intention. 

 
DISCUSSION AND CONCLUSION 

This research model was primarily developed to examine the relationship between motivation and satisfaction and the theory of planned 

behaviour (TPB) constructs. That is to investigate behavioural intention of choosing a travel destination, the study adopted the TPB model. 

Although the TPB model has been proved with new variables, motivation as a predictive construct is rarely included (Lee, 2009). In addition, 

satisfaction is not examined as a mediator between predictive variables of the TPB model along with motivation and behavioural intentions 

of the TPB model. The study was conducted through the motivation of a better understanding of how attitudes, subjective norms, perceived 

behavioural control, motivation, and satisfaction can lead to influence behavioural intention to choose a travel destination. 

 

Theoretical Implication 

In line with the above discussions, the study demonstrates the positive significant relationship between customer satisfaction and 

behavioural intention which is consistent with the previous literature (Manning, 2009; Liao et al., 2007; Liu et al., 2006). Furthermore, this 

study examined the mediating effect of satisfaction in the link between predictive constructs of the TPB model along with motivation and 

behavioural intentions. None of the previous studies examined this mediating relationship. Instead, satisfaction is investigated as a mediator 

between other variables such as satisfaction is investigated as a mediator in the link between service quality and loyalty (Águila-Obra et al., 

2013), and satisfaction was found to mediate this relationship. Similarly, Albaity and Melhem (2017) examined the mediating relationship of 

satisfaction in the link between destination image along with novelty seeking and destination loyalty and found that satisfaction adequately 

mediates these relationships. Hence, this study adds a new contribution to the existing model, the TPB model. 

 

Managerial Implication 

The results of the study endow significant managerial implications. Tourist's attitude, subjective norms, and perceived behavioural 

control of choosing a travel destination are not enough for destination managers and planners who try to improve positive behavioural 

intentions. First, destination managers should enhance tourists’ attitudes such as positive predisposition, positive feelings, positive positions 

in mind, etc. and subjective norms such as perceived influence from friends and family members. According to the statistical results, the 

present study shows that tourists' attitudes and subjective norms have a positive significant effect on behavioural intentions. Hence, the 

higher the positive attitudes and subjective norms indicate the higher their positive behavioural intentions of tourists toward destinations. 

Second, a travel destination must improve tourist motivation by adding motivating features involving safety, comfortable transportations, 

healthy foods, and comfortable accommodations (Pearce, 2014; Byrd et al., 2016). The statistical results of this study demonstrate that 

motivation can significantly influence on tourists’ behavioural intentions. Therefore, it implies that the tourist who has a higher level of 

motivation has the higher positive behavioural intentions toward travel destination. Third, the destination marketers or managers must 

enhance tourists’ satisfaction by providing some features including attractions, accessibility, dinging, environment, shopping, events, and 

activities (Rajesh, 2013). The statistical results shown in this study indicates the strong positive relationship between motivation and 

behavioural intentions. Hence, this study implies that satisfaction makes positive behavioural intentions towards tourist destinations.  

Finally, the study assumes that satisfaction mediates in the link between attitudes, subjective norms, perceived behavioural control, and 

motivation with behavioural intention. Destination managers/marketers should improve the physical environment, food quality, image, and 

services, which dispose of positive perception to be satisfied leading to positive behavioural intention (Ryu et al., 2008). The statistical results of 

the study exert that satisfaction mediates between attitudes, subjective norms, and motivation, and behavioural intention. It can be consequently 

said that positive customers’ attitudes, subjective norms, and motivation influence customer satisfaction leading positive behavioural intention. 

Apart from these, this paper will be helpful to tourism authorities because destination marketing can be successfully conducted by understanding 

tourists’ attitude, satisfaction, and behavioural intentions about Bangladesh (Matlovičová and Husárová, 2017). 

 

Limitation and Suggestions 

Although the study has been carried out quantitatively, it has some limitations. The purposive sampling method and small sample size do 

not permit generalisation. In addition, motivation and satisfaction should be examined with more details in further research. Different 

interpretations and conceptualisations of motivation concepts are found in the marketing literature (Arifin, 2015). To investigate motivation, 

Lee (2009) added motivation as a new construct to predict satisfaction and motivation is highlighted in measuring behavioural intention as 

well. However, this study examined satisfaction as a mediator which is consistent with the previous study of Lee (2009) whereas satisfaction 

can bead as a moderator in future research. Furthermore, longitudinal field study can be conducted with an interval whereas the study was 

empirical study within two months. Additionally, this study was based on domestic tourists, which may not be a proper scientific approach 

whereas international tourists can be added to the study in future research.  
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