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This research examined tourists’ intention to adopt responsible behavior (RB). Toward this, two constructs of
determinants (attitude and self-efficacy belief) of intention to adopt RB were identified through literature surveys.
Also, three constructs of RB alternatives, namely, economically RB (ECNRB), environmentally RB (ENVRB), and
socio-culturally RB (SCLRB), were identified through a focus group discussion. A self-administrated questionnaire
was surveyed among 351 professionals in Bangladesh. Confirmatory factor analysis of both the independent and
dependent variables was done prior to employing them in the structured equation model to validate the model and test
the hypotheses. The research found that in Bangladesh, the self-efficacy belief influences tourists’ intention to choose
RB more than the attitude does, but their influences on tourists’ intention to adopt ECNRB, ENVRB, or SCLRB are
varied. Moreover, tourists were found to have less intention to adopt ECNRB than ENVRB and SCLRB. For the
policy makers or promoters of responsible tourism (RT), those who want to promote any kind of RB in Bangladesh
need to increase self-efficacy belief among tourists. The policy makers need to develop themes around tourists’
positive experience, emotional and physiological states along with verbal persuasion in their communication messages

(Bandura, 1997) and in any kind of interpretations at the destination whilst targeting a particular market segment.
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Introduction

“Responsible tourism is not a tourism product or a brand” (Husbands & Harrison, 1996, p. 1) rather than it
is a behavioral trait that applies to all the stakeholders in tourism (Leslie, 2012a). It is about taking
responsibility for the consequences of one’s own actions whilst engaging with tourism (Goodwin, 2011).
As tourists stay in the center of the tourism phenomenon (Burns, 2000), they have serious accountability or
responsibility in tourism, including travelling in a better way and minimizing the impacts of their actions on a
destination community (Goodwin & Pender, 2005). More specifically, responsible tourists “actively seek out
holidays that allow them to show respect for local communities, enable them to share the economic benefits of
tourism directly with local people, and want to mitigate any environmental impact” (Weeden, 2014, p. 43).
To understand responsible tourist behavior (RTB) properly, two key things need to be understood clearly. First,
tourists’ behavioral intention, because intention directs actual behavior (Mathur, 1998). Tourists’ own thought
for being more responsible (attitude) and the belief that their own behavior can make a difference (self-efficacy)

affect their behavioral intention (Doran, Hanss, & Larsen, 2015).
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The second thing is the dimensions of tourists’ responsibility, because responsibility has its
environmental, economic, and social-cultural dimensions (Cape Town Conference, 2002). Tourists’
environmentally responsible behavior (ENVRB) refers to contributing to protecting and conserving wildlife,
marine habitats, and built environment (Hudson & Ritchie, 2001; Ballantyne, Packer, & Hughes, 2009). Their
economically responsible behavior (ECNRB) includes searching for in where and on what they should spend
(Atkins, 2010) to benefit the local economy (Tearfund, 2000a). Moreover, tourists’ socio-culturally
responsible behavior (SCLRB) includes appreciating and protecting local history, traditions, and cultural
uniqueness (Tixier, 2010), and respecting community values as well as a local identity (O’Sullivan & Jackson,
2002).

There are more responsible tourists in developed countries (e.g., EU, USA, and Australia) than in
developing countries (SNV, 2011), who are willing to pay more and are concerned about social, economic,
environmental, and cultural responsibilities (Chafe, 2005; Budeanu, 2007). The tourists in developing countries
think their responsibilities differently than in developed countries (Cater, 1993) and influence negatively the
destinations’ total environment (Som, Marzuki, Yousefi, & AbuKhalifeh, 2012). However, the host population
cannot afford the protection costs of the cultural and natural environment in those destinations in developing
countries (Cater, 1993). So, in developing countries, a paradigm shift in tourist behavior is badly needed
(Sharpley, 2010) to encourage a domestic tourist to be a catalyst for local protection (Jarvis, 2013). Considering
the above circumstances, to generate insights into tourists’ intention to choose RB, this study was undertaken in
a developing country. The domestic tourists of Bangladesh were selected as a study case. In this country, no
mentionable research on RTB was conducted before (Zahra, 2013).

This research first aimed at defining tourists’ RB from contemporary literature, then identified a set of
attitude and self-efficacy belief related determinants through a literature survey. It also aimed at identifying a
set of ECNRB, ENVRB, and SCLRB practices in Bangladesh. Finally, the researcher wanted to explain which
one of the two determinants influences tourists’ intention more than another to adopt a particular RB through a
relevant statistical analysis of the surveyed data.

Literature Review
Responsible Tourism (RT) and the RTB

Although tourist is the primary actor in a range of tourism-related actors (Grimwood, Yudina, Muldoon, &
Qiu, 2015) to date, a limited research has been conducted on the responsibilities and obligations of tourists
(Moscardo, Konovalov, Murphy, & McGehee, 2013). At the Cape Town Conference (2002), RT was introduced
as a tool to minimize negative impacts on destination community, generate economic benefits for the locals,
involve stakeholders in decision-making, conserve local natural and cultural heritage, and provide meaningful
connections between the hosts and guests. Tourists’ underlying drivers formulate how they consume and
constitute RT (Caruana, Glozer, Crane, & McCabe, 2014). For example, responsible tourists themselves define
responsibility as to be morally concerned for individual, community, social, and environmental well-being
(Leslie, 2012b) or to become responsible for “not leaving a trace” or to make a low impact travel or to take care
of the places to visit (Grimwood et al., 2015), or to reduce risk for and respect the local people (Simon &
Alagona, 2009). Table 1 presents a summary of the characteristics of RTB found in the contemporary
literatures.
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Table 1
A Summary of the Characteristics of RTB as Found in the Contemporary Literatures
Source Characteristic
1. Find out about the destination
2. Learn basics of the local language
3. Buy locally made goods and use locally provided services
4. Avoid conspicuous displays of wealth
Tearfund 5. Minimize environmental impact
(2000a; 2000b) 6. Slow down to enjoy the differences (Tearfund, 2000a)
7. Ask permission before taking photographs of people
8. Learn about and honor local customs (Tearfund, 2000b)
9. Pay a fair price for the goods or services

10. Be sensitive to the locals

Lea (1993)

1. Understand the local culture
2. Tread softly on the hosts’ environment
3. Respect and be sensitive to the hosts

Mann (2000, p. 201)

Treat local people as people — not as beggars, nuisances, con men, thieves, or exotic photo opportunities

CREST (2009, p. 36)

A. Interactive:

(1) Interact with and learn about the natural, social, and cultural environment
(2) Meet and interact with locals

(3) Participate in the lifestyles and experience it, rather than observe it

(4) Develop relationships with other tourists and locals

B. Experimental:
(1) Explore authentic personal experiences, self-discovery, and growth
(2) Expose to unique and compelling experiences

C. Social and environmental consciousness:

(1) Minimize impact on the destination

(2) Support environmental conservation

(3) Conserve energy and water, and minimize waste

(4) Patronize local economy (businesses owned by locals or that employ local people)
(5) Behave and dress appropriately

(6) Be less materialistic

(7) Stay longer and spend more

Chafe (2005)

1. Take some education and collect information on the destination

. Be conscious of social and cultural aspects and environmental impact
. Explore authenticity and pristineness

. Pay more if possible

Weeden
(2014, pp. 71-72).

. Prefer to travel independently

. Like to buy locally made souvenirs and patronize locally owned shops and restaurants

. Make an effort to learn local language

. Use public transports

. Like outdoors, enjoy nature

. Walk around the countryside

. Want to meet new people

. Observe cultural norms relating to dress and behavior

. Prefer to stay in a locally owned accommodation, family run hotel, eco-cabin, guesthouse, or camping
on an organic farm

O 001N U WK~k WK

Caruana et al. (2014)

1 Instrumental opportunism: Show a low level of involvement and an extrinsic goal direction for
responsible tourism
2 Mindful minimizing: Show a high level of involvement and an extrinsic goal direction

3. Educational empathy: Show a low level of involvement and an intrinsic goal direction
4. Conscious advocating: Show a high level of involvement and an intrinsic goal direction

Reviewing all the above characteristics of RTB, it can be broadly defined that:

Responsible tourists meet and interact with local people, local culture, and fellow tourists; explore authenticity by
employing mental and physical efforts, keep no negative trace on local natural and cultural environment, patronize local
economy, learn local language, treat local people as normal and pay fair prices of their hospitality.
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Context

In Bangladesh, from a recent study, it was found that in the most attractive and visited destination
(Cox’s Bazar - the world’s longest sea beach), the destination community is being severely affected by the
negative socio-economic and environmental impacts, including excessive crowds, littering, security, and social
problems that are mainly caused by the domestic tourists (Zahra, 2013). Bangladesh mainly offers nature and
cultural based tourism (Hassan & Shahnewaz, 2014). An increasing number of domestic holiday makers from
the big domestic market are traveling in groups and seeking rest or relax (Parveen, 2013) and entertainment,
new experience, natural beauty, and landscape (Honeck & Akhtar, 2014; Ferdaush & Faisal, 2014) that is

creating excessive pressure on the destination communities.

Attitude and Self-efficacy Belief in Adopting Responsible Behavior

In a recent study, attitude was found to have a positive influence on tourists’ intention to adopt RB (Untaru,
Epuran, & Ispas, 2014). Attitude is an individual evaluation of the possibilities to perform a task (Wurzinger, 2003)
or in other words, it is a modifier of behavioral intentions (Schultz & Oskamp, 1996). Attitude has a high
correlation with intentions or estimates when the choice of alternatives is given (Sheppard, Hartwick, & Warshaw,
1988). For example, it was found as a major predictor of intention to stay at a green hotel (Han, Hsu, & Sheu, 2010)
and a better predictor of future behavior of tourists (Lee, 2009). So, one hypothesis for the research was proposed:

H1: Tourists’ attitude is the most influential determinant of their intention to adopt RB.

In addition to attitude, self-efficacy belief is a major determinant of intention to choose any behavior that
is new or difficult to perform (Ben-Ami, Hornik, Eden, & Kaplan, 2014). Self-efficacy is a kind of belief of
how well one can execute a course of action using his/her capacity (Bandura, 1997), which is sometimes
perceived as an internal resource (Fishbein & Ajzen, 2010). This resource may include “ability, talent,
knowledge, skill, endurance and willpower” (Ben-Ami et al., 2014, p. 1915). As it determines the feeling of
ease or difficulty in a given situation (Bay & Daniel, 2003), it can predict the intention to adopt behavior in that
given circumstance. So, another hypothesis for this research was proposed:

H2: Tourists’ self-efficacy belief is the most influential determinant of their intention to adopt RB.

Moreover, some contemporary behavioral researchers in tourism found that one of the antecedents
(determinants) might have more influence on intention than others (Bagozzi & Warshaw, 1990; Xie, Bagozzi, &
Troye, 2008; Sandve, Marnburg, & @gaard, 2014). So, the researcher wanted to test one more hypothesis:

H3: The influence of attitude and self-efficacy belief is varied in predicting ECNRB, ENVRB, and SCLRB.

Economically
responsible behavior
(ECNRB)

Attitude (ATT)

Environmentally
responsible behavior
(ENVRB)

Self-efficacy belief
(SEB)

Socio-culturally
responsible behavior
(SCLRB)

Figure 1. The initial conceptual model explaining the relationships among ATT, SEB, ECNRB, ENVRB, and SCLRB.
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Methodology

Survey Design and Measurement

Survey method is one of the commonly used transparent methods in leisure and tourism research (Veal,
20006) that explores standardized, quantifiable, and empirical data and facilitates a positivist stance (O’Leary,
2010). A self-administered questionnaire was employed in the survey. The questionnaire formulated the
questions on two constructs of independent variables, namely: (1) attitude; and (2) self-efficacy through
literature survey. In order to ensure the reliability, the constructs for independent variables were adapted from
previous similar studies with some modifications in the wordings in individual item to fit into the context of the
research as seen in Han et al. (2010) as well as in Song, You, Reisinger, C. Lee, and S. Lee (2014).

In the case of identifying dependent variables (RB practices), this research adapted a focus group approach
as seen in Barr, Shaw, and Coles (2011) as well as in Liu and Tsaur (2014). The focus group was conducted at
Begum Rokeya University, Rangpur, Bangladesh in August 2015 amongst professional MBA students with at
least one holiday experience in the last two years. Following a 45-minute discussion, the group categorized nine
kinds of responsible tourist behaviors into three groups, namely, ECNRB, ENVRB, and SCLRB that are
noticed in Bangladesh.

Table 2
Questionnaire Constructs With Reference

Determinants of intentions (independent variables) Source

ATT 1: I would like to pay more for sustainable tourism products and services
ATT 2: As a tourist, | feel jointly responsible with others to protect the local natural

and cultural environment Han and Kim (2010); Ibtissem (2010);
ATT 3: 1 obey local customs and laws whilst on my holiday Song et al. (2014); Doran et al. (2015);
ATT 4: I would like to work for fellow tourists even when it becomes an expensive Lee, Jan, and Yang (2013)

decision

ATT 5: I would like to patronize smaller tourism service providers

SEB 1: I study about a destination before visiting it

SEB 2: I am confident that I can personally make a difference in environmental
protection through my behavior Song et al. (2014); Doran et al. (2015);
SEB 3: I know how to spend my money to truly benefit the local economy that I visit |Lee et al. (2013); Bandura (1997)

SEB 4: I can easily accept the customs of the local people in a destination

SEB 5: I know how to patronize the local art and culture of a destination that I visit
Responsible behavior (dependent variables) Source
ECN 1: I donate for the sanitation development of the destination I visit

ECN 2: I eat only local meals

ECN 3: I use local tourist guides

ENV 1: I mostly use public transport for traveling to tourist attractions

ENV 2: I stay off the usual tourist trail

ENV 3: I do not buy souvenir made from any elements of local flora and fauna
SCL 1: I wear local dress whilst visiting a destination

SCL 2: I volunteer for a destination’s economic, environmental, and socio-cultural
development

SCL 3: I learn the local language

Note. ATT = Attitude; SEB = Self-efficacy belief; ECN = Economic; ENV = Environmental; SCL = Socio-cultural.

Focus group discussion

In the initial questionnaire (see Table 2 above for the questionnaire constructs), both the constructs of
independent variables (attitude and self-efficacy belief) were composed of five items and all the three
constructs of dependent variables (ECNRB, ENVRB, and SCLRB) were composed of three items as suggested
by Kline (2011) to use multiple items. Both the independent and dependent variables were measured on a
7-point Likert scale ranging from strongly disagree (1) to strongly agree (7). The questionnaire was written in
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both Bengali (the native language of Bangladesh) and English. After the pretest, which was conducted among
40 professionals with at least one holiday experience in the last two years, the variables that were not found
significant at the 0.05 level in the correlation matrix (ATT 4 and SEB 4, ECN 1, ENV 1 and SCL 3, see Table 2)
were removed from the final questionnaire as suggested by Field (2005). In addition to the above, one-sample
T-test, Cronbach’s Alpha, ANOVA with Tukey’s test for nonadditivity, Hotelling’s T-squared test, and KMO
and Bartlett’s test are measured and found significant at the 0.000 level (see Table 3 for the reliability statistics).

Table 3
Reliability Statistics of the Surveyed Data

Cronbach’s Alpha based on

Cronbach’s Alpha Alpha standardized items No. of items
0.865 0.868 14
Test Sig.
T value =0 df (2-tailed)
ATT 1: 59.611, ATT 2: 48.637, ATT 3:
One-sample test 58.880, ATT 5: 61.586, SEB 1: 66.193,
P SEB 2: 68.558, SEB 3: 54.103, SEB 5: 304 0.000
63.733, ECN 2: 48.602, ECN 3: 52.940, ’
ENV 2: 57.860, ENV 3: 57.715, SCL 1:
55.610, SCL 2: 51.124
Sum of £ Mean = Sig.
squares square
ANOVA with Tukey’s test  wihin Between items 297.966 13 22.920 10.516 0.000
for nonadditivity people ~ Residual 85.020° 1 85.020 39.388 0.000
nonadditivity
Grand mean = 5.7590
. Hotelling’s T-squared F dfl df2 Sig.
Hotelling’s T-squared test
112.480 8.311 13 292 0.000
KMO and Bartlett’s test KMO measure of sampling 0.840 Rotation sums of squared loadings (Five factors)
adequacy Total % of variance
Approx. chi-square 1,579.315 1.853 13.236
df 91 1.817 12.981
Bartlett’s test of sphericity ~ Sig. 0.000 1.526 10.898
1.524 10.885
1.455 10.392

Note. ®. Tukey’s estimate of power to which observations must be raised to achieve additivity = -1.865.
Sampling Frame and Data Collection

In Bangladesh, the professional groups of both public and private sector employees as well as businessmen
represent the majority of the domestic tourists, who enjoy a 2-10 days’ holiday (Dey, Uddin, & Hasan, 2013;
Prince & Khaleq, 2013). So, this segment of the domestic tourists was chosen for the survey. Although the
elements of such sub-population are found in all the eight Divisional cities in Bangladesh for convenience, the
Rangpur Divisional city was chosen as a cluster. Initially, the streets of the city were randomly selected; then, all
households, businesses, and offices were also randomly selected. For this study, 400 questionnaires were
distributed, after two days of the distribution, the distribute questionnaires were collected, but 305 questionnaires
were received from the respondents with complete answers with a 76.25% return rate. Seven current MBA
students of Begum Rokeya University, Rangpur, with some experience in conducting surveys and with good
familiarity of the local roads in the city along with the researcher himself distributed the questionnaires in
September 2015. After collecting the data, for analysis, IBM SPSS Version 22 and AMOS Version 21 were used.
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Results and Discussion

According to the results, the model is found a very good fit on some fit indices and excellent fit on some
other fit indices in line with the contemporary researchers. It is found that both the independent variables and
the dependent variables are very well set in their respective constructs (see Figure 2 to understand the impacts
of independent variables on the dependent variables and also see Table 4 for the details). All the variables have
squared multiple correlation well above of the usual norm (> 0.20) (Byrne, 2010). Probability (P) is significant
at < 0.01 and the probability of the final model is > 0.05 as suggested by Hooper, Coughlan, and Mullen
(2008). In the case of the fit indices, the GFI is found => 0.95 (as suggested by Miles & Shevlin, 2007); AGFI
is =>0.90 (Byrne, 2010); TLI, IFI, and CFI => 0.95 (Hu & Bentler, 1999) and NFI => 0.90 (Bentler & Bonett,
1980). The root mean square error of approximation (RMSEA) in the model is < 0.07 as suggested by Steiger
(2007) and the critical ratio (CR) is > 3.0 according to Albright and Park (2009).

ATT 0.624
: 0.822
0.567 0.291 @ ECN 2
ATT 2
| ATT2 | ATT 0503
ATT 3 0.745 0.383 ECN 3
ATT 5 0.646
0.237
0.870
0.505 @ ENV 2
0.852 ENV 3
0,585 0316
SEB 1
4 0.810
0.727 SCL 1
SEB 2 SFR
0.535 0.426
pr— 0.841 SCL3

0.779

Figure 2. Final model with the standardized regression weights telling about the impacts of
ATT and SEB on ECNRB, ENVRB, and SCLRB.

Although attitude to RB is being treated as a critical factor that influences the behavioral intention to
behave responsibly (Schultz & Oskamp, 1996), its influence varies between the intention to behave at home
and on a holiday (Untaru et al., 2014). Relevant findings are found in the research of Diekmann and
Preisendorfer (2003). They found that if a person perceives a particular behavior as low-cost and little
inconvenience, then his or her positive attitude correlates significantly with the intention, but if it costs more
and causes inconvenience, then the opposite scenario could be found. As in this research, tourists’ attitude was
found less effective than self-efficacy belief in predicting RB. So H1 (Hypothesis 1) initially assuming that

attitude is the most influential determinant of intention to adopt RB is not true.
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Table 4
Details of the Confirmatory Factor Analysis and Path Model Statistics
NFI IFI TLI
Factors P GFI AGFL [ Deltad  thed CFI RMSEA
CFA for ATT 0.169 0994 0972 098 0994  0.981 0.994  0.051
independents  SEB 0.047 0.990 0.951 0.979 0.986 0.957 0.986
ECN,
CFA for ENV, 0441 0.993 0978  0.991 1.000 1.000 1.000  0.000
dependents
SCL
Fln?l model fit ATT,
indices:
combined SEB,
; ECN, 0.122 0962 0944 0947  0.991 0.988  0.991 0.026
factors in the ENV
structural path ’
SCL
model
The minimum was achieved; Chi-square = 85.087; Degrees of freedom = 71
Factors Factors Direct CR P Variables Factors Direct CR P
effect effect
SEB <--- ATT 0.505 5.523 AT 1 <--- ATT 0.624
ENV < SEB 0510 5868 AT 2 <--- ATT 0.567 7.733 ™
ECN < SEB 0383 4469 77 SE 1 <nn SEB 0.585
SCL <mmn SEB 0426 4797 77 SE 2 <= SEB 0.727 8841
ECN <mmn ATT 0.291 3439 7 ECN2 < ECN 0.822
ENV <oen ATT 0237  3.012 0003 ENV2 < ENV 0.870
SCL <--- ATT 0316  3.755 SCL1 < SCL 0.810
AT 3 <--- ATT 0.745 8.839
AT 5 <--- ATT 0.646 8361
SE 3 <--- SEB 0.535 7418 ™
SE 5 <nn SEB 0.779 9.095
SCL3 < SCL 0.841 10.746
ENV3 < ENV 0.858 12905
ECN3 < ECN 0.863 16.101 ™

Notes. CFA = Confirmatory factor analysis; == p significant at 0.01; = p significant at < 0.000; P = Probility;
GFI = Goodness-of-fit index; AGFI = Adjusted goodness of fit index; TLI = Tucker-Lewis index; IFI = Incremental fit indices;
CFI = Comparative fit index; NFI = Normed-fit index; RMSEA = Root mean square error of approximation; CR = Critical ratio.

Self-efficacy was found very important in the intention to choose alternatives as “high self-efficacious
persons explore new things and choose to perform more challenging tasks than those with low self-efficacy”
(Schwarzer & Fuchs, 1995, p. 1). So, only a high self-efficacious person takes the challenges to consume
certain environmentally and socially responsible goods and services (Ben-Ami et al., 2014). As this research
found that self-efficacy belief is more effective in predicting RB than attitude, H2 (Hypothesis 2) initially
assuming that self-efficacy belief is the most influential determinant of intention to adopt RB is true.

It is also found that among the three types of behavior, attitude influences intention more for choosing
SCLRB than ECNRB and ENVRB. On the other hand, self-efficacy belief influences intention more for
choosing ENVRB than SCLRB and ECNRB. So, H3 (Hypothesis 3) initially assuming that the influence of
attitude and self-efficacy belief is varied while predicting ECNRB, ENVRB, and SCLRB is found true. One
more finding from the research is that the ECNRB is less predicted by both the attitude and self-efficacy belief
compared to ENVRB and SCLRB. This means that tourists have less intention to adopt ECNRB than ENVRB
and SCLRB.
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Between the two ECNRB (“eating local meals” and “using local tourist guides”), tourists choose “using
local tour guides” as the most responsible behavior than “eating local meals”. Use of local tourist guide not
only supports locals’ life economically, but also helps them achieve sustainability in many aspects of tourism
(Hu, 2007). The role of a local tour guide is very important in the case of ecotourism and nature-based tourism
for building long-term environmental relationships between tourists and destinations (Tetik, 2016). Local
tourist guides or on-site guides or special guides tell tourists about the authentic source of local foods,
traditional events due to their in-depth local knowledge and thus they have multiple effects on a destination’s
promotion and development (Chilembwe & Mweiwa, 2014). The use of a local tour guide is still less popular in
Bangladesh, so for the sustainable tourism development, the use of local tour guides should be promoted by the
tourism sector policy makers. Also, eating local meals by tourists contributes to local economic development,
but finding out “local” meal requires time and effort for the tourists (Sims, 2009). Actually, the term “local” is
very specific and includes meals that are produced using local ingredients and manufactured within the defined
territory. Moreover, it is produced with tradition and naturalness and is not fake and transmits some authentic
meanings about the place, people, and culture (Sims, 2009). So, the sustainable tourism promoter should help
the tourists to find out local meal and having it to spread out the local destination’s positive image.

In the case of ENVRB, between the two kinds of RB, tourists take “staying off the beaten track” more
seriously than “not buying souvenirs made from the endangered species”, for example, if tourists stay on an
organic farm, eco cabin, or campsite, it takes them closer to the nature, home lifestyles, and simple living and
helps to share the economic benefits of tourism with the local community and enjoy authentic experience, but
keeping people and their culture as they are (Weeden, 2014, p. 83). It also facilitates tourists in learning local
language and teaches their native language to the local people, makes true connections with the locals and
experiences pure locality, for example, an English man while staying with a homestay family can do so (Reid,
2015). So for the sustainable development of tourism, tourists’ intention to stay off the beaten track is of course
an important issue. Tourists’ intention to avoid buying souvenirs made from the endangered species is also a
remarkable RB for tourists visiting many destinations. This kind of behavior has broad economic, environmental,
and legal implications (Woronuk, 2008). In many cases, however, tourists who unwittingly buy souvenirs made
from Ivory, tortoiseshell, reptile skins, furs and some corals and seashells, etc., while coming back home with
such products in their luggage, are risking hefty fines or even jail sentences (Responsible Travel, n.d.). So both
for the tourists and the destination community, this is also an important RB to be practiced by the tourists.

In the case of SCLRB, “volunteering for a destination’s development” is chosen first, then “wearing local
dress” by the tourists in Bangladesh. Voluntourists transfer needed skills, provide necessary funds, develop and
feel human connection, add value to and provide benefit to others, bond the community for the volunteer and
the wider world (Scott, 2016). The work of volunteer tourists has a great economic value (Solberg, 2003). Their
work included but not limited to teaching language, developing community, organizing cultural and sports
events, working on conservation, and working with children (Cousins, 2007). In developing countries like
Bangladesh, this kind of volunteering activities is very much essential for the sustainable development of a
tourism destination. Moreover, local dress promotes the originality of a destination. Local handmade woolen
traditional dress has a great economic value (Carnaffan, 2014). This product benefits the locals more than the
tourists by promoting local culture and tradition elsewhere and creates opportunity for local employment,
reduces the conflict between the local tourism businesses and traditional community people, and keeps the
culture and local tradition (Campbell, 2010).
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Among the nine RB alternatives identified in the focus group, “using public transport” and “learning the
local language” insignificantly correlated with other RB alternatives in the pretest results. Public transport is
already popular in Bangladesh and is the cheapest among all the different modes of transportation, so tourists
found that this one is not a serious behavioral issue right now. Also in Bangladesh, seven regional languages
(Faquire, 2012) and 16 tribal languages are spoken (Chowdhury, 2012) in addition to the national language, but
the tourists less interact with these languages because the local people have a good access to the national
language and therefore tourists do not consider this one a major RB. Donating to sanitation development is
although an important issue in many destinations, for Bangladesh, it is not so severe right now. For example,
Karmakar (2015) noted that Bangladesh achieved amazing success in sanitation in 15 years and now only 1%
people used to defecate in the open, and the country is supposed to declare as a free from open defecation.
Although these behaviors were not found important among the Bangladeshi tourists, they could be important in
different countries, because tourists’ RB varied significantly between countries and contexts (Stanford, 2008).

Conclusions

The aim of this empirical study was to generate insights into domestic tourists’ intention to adopt RB. This
research found that in Bangladesh, self-efficacy belief was found more important than attitude in predicting RB,
but attitude can impact on the formation of self-efficacy belief that ultimately leads their intention to adopt RB.
Also, the influence of attitude and self-efficacy belief on tourists’ intention to adopt ECNRB, ENVRB, and
SCLRB is varied. Finally, tourists are found to have less intention to adopt ECNRB than ENVRB and SCLRB.

These findings will help the policy makers to understand which determinants motivate tourists to adopt a
certain type of behavior. So, if policy makers or promoters of RT want to promote any kind of behavior, they
would be needed to address relevant motivators in their communication messages whilst targeting a particular
tourist segment. For example, in the case of increasing self-efficacy belief, the promoter can highlight the
contemporary tourists’ positive experience in overcoming obstacles, their success, capabilities and confidence,
the deep feeling of responsibility (Bandura, 1997), and “imaginable experiences” (showing that tourists behave
properly in a given situation) (Maddux, 2005) in designing communications for different media.

However, besides the contribution of this study, it has some limitations that suggest future research in this
regard. In this study, the respondents were professionals and graduates. Although this group represents the
majority of holiday makers (2-10 days) in Bangladesh (Dey et al., 2013), there are other groups of people
outside of this study who may affect tourism. This research used only attitude and self-efficacy belief as the
determinant, however, many other determinants, for example, demographic factors, external factors, and
internal factors, also affect the intention to adopt RB (Kollmuss & Agyeman, 2002). So a broader research
project could generate more insights into the future.
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