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Abstract

This study aimed to analyze the tourism motivations of visitors to Saint Martin’s Island Marine
Protected Area in Bangladesh and to compare the motivations with the actual experiences visitors
gained from visiting the park. Questionnaire was used to collect data from 420 park visitors, both
domestic and international visitors. The survey data was analyzed by descriptive statistics, factor analysis,
paired t-test, and correlation analysis. Factor analysis revealed four distinct push motivational factors:
Embracing the Wilderness, Personal Enrichment, Tranquility & Escape, and Socializing (KMO=0.814;
Total Variance Extracted=58.59%). Similarly, four pull motivational factors emerged: Destination
Appeal, Destination Accessibility, Destination Attributes, and Destination Amenities (KMO=0.908; Total
Variance Extracted=56.70). The pair of t-tests found significant differences between visitors’ desired
experiences and actual experiences for all factors. The study also found a moderate positive correlation
between visitor experiences and satisfaction (r=0.335; P<0.05) and a weak correlation between revisit
intentions and experiences (r=0.104; P<0.05). The research posits that destination administrators should
concentrate on three primary areas: environmental conservation, visitor experience enhancement,
and practical accessibility improvements with the necessity of balanced approaches that preserve

environmental integrity while improving visitor experiences from a management perspective.
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Introduction

Bangladesh, located in South Asia, is a
deltaic nation in the northeastern part of the
Indian subcontinent, bordered by India to the
north, east, and west, Myanmar to the southeast,
and the Bay of Bengal to the south. Covering
approximately 147,570 square kilometers, it is
home to over 160 million people, making it one
of the most densely populated countries in the
world (World Bank, 2023). Saint Martin’s Island,
Bangladesh’s only coral island, is situated in the
northeastern Bay of Bengal, approximately 9 km
south of the Cox’s Bazar-Teknaf peninsula and 8
km west of Myanmar’s northwest coast (Rani et
al., 2025). Spanning just Mark 3 square kilometers,
this ecologically critical area (ECA) is renowned

for its coral reefs, diverse marine life, and pristine

&
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beaches, making it a key ecotourism destination
in Bangladesh (Rani et al., 2020). The increasing
popularity of Saint Martin’s Island as a tourism
hotspot is evident in its growing visitor numbers,
with approximately 600,000 tourists visiting
annually during the peak season (November to
February), contributing significantly to the local
economy through tourism and fisheries (Das et
al,, 2022). In 2019, Bangladesh’s tourism sector,
including destinations like Saint Martin’s Island,
contributed $9,113.2 million to the national
GDP (3.0% of total GDP) and provided direct
employment to approximately 1.85 million
individuals (2.9% of total employment) (Biswas
et al.,, 2025). However, this surge in tourism has

raised concerns about environmental degradation,
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particularly to the island’s fragile coral ecosystem,
which has lost 70% of its coral cover between
1980 and 2018 due to anthropogenic pressures
such as unregulated tourism and overfishing
(Al Nahian et al., 2022).

Protected areas are essential for
conserving biodiversity and offer opportunities for
nature-based recreation and tourism (Balmford et
al,, 2015). However, the increasing popularity of
these areas, particularly in developing countries,
has led to challenges associated with high-density
visitation. Understanding visitor motivations is key
to developing effective management strategies
that can balance conservation objectives with
recreational demands. This study focuses on
analyzing the recreation motivation of visitors to
high-density used protected areas in Bangladesh,
with a specific case study on Saint Martin’s Island.
Bangladesh is a country of Southeast Asia abundant
in natural resources of nature and biodiversity and
has been experiencing rapid rise in domestic and
international tourism to its protected areas. This
growth presents both opportunities and challenges
for sustainable development and conservation.
Saint Martin’s Island, Bangladesh’s only coral
island, serves as a prime example of a high-density
used protected area facing significant pressures
from tourism (Nafi & Ahmed, 2017). This island was
declared a Marine Protected Area (MPA) in 2022.

The lack of in-depth understanding of
visitor motivation hinders the development of
effective management approaches that
can balance visitor satisfaction with
conservation objectives. As Leung et al. (2018)
emphasize, understanding visitor motivations and
behaviors is crucial for mitigating negative impacts
in high-density protected areas. Without this
understanding, management strategies may fail

to address the root causes of environmentally

detrimental behaviors or miss opportunities to
align visitor experiences with conservation goals.
Furthermore, the unique context of Bangladesh
as a developing country with a rapidly growing
domestic tourism market adds complexity to the
issue, as highlighted by Naushin and Yuwanond
(2016) in their study of beach tourism motivations
in Cox’s Bazar. Additionally, the ¢lobal COVID-19
pandemic has introduced new dimensions to visitor
motivations and behaviors in protected areas, as
demonstrated by (Ferguson et al., 2022) in their
study of U.S. national forests. These changing
dynamics further underscore the need for up
-to-date, context-specific research on visitor
motivations in high-density used protected areas
like Saint Martin’s Island. Despite the growing body
of research on visitor motivations in protected
areas globally, there remains a significant gap in
understanding the specific motivations driving
high visitation levels to Saint Martin’s Island in
Bangladesh. This unique coral island, designated
as an Ecologically Critical Area, has experienced
a surge in tourism over the past decade, with
annual visitor numbers exceeding 500,000 in
recent tourism years (Nafi & Ahmed, 2017).
Recent studies (Kamruzzaman, 2018; Sarker et
al., 2020; Tania, 2022) have examined various
aspects of tourism on the istand. A comprehensive
analysis of visitor motivations using established
theoretical frameworks is notably absent. This
knowledge gap is particularly problematic given the
istand’s fragile ecosystem and the pressing need for
sustainable tourism management strategies.
Without addressing these research gaps,
policymakers and protected area managers
lack the necessary insights to develop targeted,
effective strategies that can ensure the
long-term sustainability of tourism on the

island while preserving its unique ecological
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value. Thus, the present study will address the
gaps by responding to the two major research
questions. 1) What are the tourism motivations of
visitors to Saint Martin’s Island MPA? 2) Are there
any differences between motivations or desired
experiences and actual experiences of the visitors
to Saint Martin’s Island MPA?

Objectives of the Study

1. To analyze the tourism motivations of
visitors to Saint Martin’s Island Marine Protected
Area in Bangladesh.

2. To compare the visitors’ motivation
with their actual experiences at

3. the Saint Martin’s Island Marine

Protected Area.

Literature Review

Motivation in Visiting Protected Areas

Motivations refer to the internal and
external factors that stimulate an individual’s
desire to engage in any activities. Tourism
motivation refers to the travel and participate in
some recreational activities in a recreational area
or destination activities undertaken for enjoyment,
relaxation, or refreshment during leisure time. It
often involves engaging in pleasurable experiences
that contribute to physical, mental, or social
well-being while away from one’s usual
environment. It also encompasses the needs,
wants, and goals that drive an individual to
choose a particular destination or type of travel
experience. Numerous studies have
examined visitor motivations in protected areas,
providing valuable insights into the factors that
drive visitation and influence visitor behaviors.
In a comprehensive review of visitor motivations
in protected areas, Whiting (2020) identified

several common motivational factors across

various studies, including nature appreciation,
escape and relaxation, social bonding, and
learning. Their review emphasized the
importance of understanding visitor motivations for
effective protected area management and visitor
experience enhancement. (Carvache-Franco
et al,, 2019) found that escape from routine,
relaxation, and connection with nature were primary
motivations for visitors to protected areas in
Ecuador. (Tangeland et al., 2013) identified
four main dimensions of nature-based tourism
motivation: social, achievement, learning and
experiencing nature, and relaxation and escape.
In the context of marine protected areas, which
is similar to the case of Saint Martin’s Island,
(Rangel et al., 2014) identified key motivational
factors including the desire for contact with
nature, escaping from daily routine, and
seeking new experiences. They also noted that
understanding these motivations was
crucial for developing sustainable tourism
strategies that minimize negative impacts on fragile
marine ecosystems. The COVID-19 pandemic
has also influenced visitor motivations. (Wen
et al.,, 2020) noted an increased emphasis on
health and safety considerations, as well as a
heightened desire for open spaces and nature-based
experiences, in post-pandemic travel motivations
(Perera et al., 2023). Visitors’ decision to visit or
revisit any destination is influenced by several
factors. Push and pull factors play a significant
role in motivating visitors to visit protected areas
(Crompton, 1979; Dann, 1981). These factors
have been extensively studied in recent tourism
literature, providing insights into the complex
decision-making process of visitors (Kozak &
Decrop, 2009). Push factors are internal
motivators that drive individuals to travel. In the

context of protected areas, Sinh and Anh (2020)
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found that escape from daily routine and stress
relief were primary push factors for visitors to
national parks. Pull factors are external attributes
that attract visitors to a specific destination (Dean &
Suhartanto, 2019). For protected areas,
natural beauty and unique landscapes have
consistently been identified as primary pull factors. A
comprehensive study by Jones and Nguyen (2021)
found that the promise of spectacular scenery and
diverse ecosystems was the strongest pull factor
across various types of protected areas. Research
by Carvache-Franco et al. (2021) revealed that the
possibility of encountering rare or iconic species
was a major attraction for visitors to protected
areas. Understanding complex role is crucial for
tourism managers and policymakers in designing
appealing recreational offerings and effective

marketing strategies (Allaberganov & Preko, 2022).

Desired Experience and Actual Experience of
the Visitors

Desired experience, in the context of
tourism and recreation, refers to the anticipated
outcomes or benefits that visitors hope to gain
from their visit to a destination or participation in
an activity for enjoyment, learning, or emotional
fulfillment (Al-Msallam, 2020). It is closely linked
to visitor motivation, which drives the decision
to engage in a particular recreational pursuit or
travel to a specific location (Yoo et al., 2018).
The foundational push-pull framework of Dann
(1981), enhanced by recent research from (Jiang
et al., 2022), demonstrates how internal desires
and destination attributes collaboratively shape
visitor behaviors. On the other hand, the actual
experience of visitors is complex and multifaceted
as it is shaped by personal and contextual factors
(Wang et al,, 2021). Actual experience refers to

the real, lived outcomes that visitors encounter

during their visit or activity. It encompasses the
totality of sensations, emotions, and interactions
that occur throughout the visitor’s journey (Agapito,
2014). Actual tourism experiences emerge as
multifaceted, subjective encounters that
transcend traditional interaction models and
are shaped by individual perceptions and
situational contexts (Kim, 2017). Oh, et al.”s (2007)
foundational work on destination impressions is
complemented by Zhang and Wu’s (2023) advanced
conceptualization of experiences as intricate
perceptual networks. Pine and Gilmore’s (1998)
experience economy framework is extended
by Lee et al. (2022), who identify emerging
experiential dimensions reflecting contemporary
tourist expectations. Visitor co-creation concept
is further developed by Wang et al. (2021),
repositioning tourists as active experience
architects rather than passive consumers.
Mossberg’s (2007) “experiences cape” concept
is refined by Cheng et al. (2022), highlighting how
physical and social contexts mediate personalized
tourism encounters. This approach recognizes that
tourism experiences are dynamic, individually
constructed processes influenced by personal
expectations, destination characteristics, and
contextual interactions.

The gap between desired and
actual experiences is a crucial area of study in
tourism and recreation management. As noted by
Fluker and Turner (2000), “tourism satisfaction is
largely dependent on the relationship between
expectations that a tourist has before the trip
and the perception of the experience after
the trip.” Recent research by (Baniya et al,,
2024) found that mismatches between desired
and actual experiences in protected areas can
significantly affect visitor satisfaction and loyalty.

Expectancy disconfirmation theory, as applied to
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tourism by Pizam and Milman (1993), suggests that
satisfaction results from the comparison of
expected and perceived performance.
However, Tung and Ritchie (2011) argue that
memorable tourism experiences often exceed
expectations, indicating that actual experiences
can surpass desired ones in positive ways. Recent
studies by (Liu et al., 2017) demonstrate that the
congruence between expected and actual
experiences significantly impacts overall
satisfaction and future travel intentions.
Zhang and Wu (2023) found that when actual
experiences exceed visitors’ initial expectations,
the probability of revisiting intention increases
substantially. Based on the reviewed literature,
this study proposed the following hypotheses.

H: Visitors” motivations differ from the
actual experiences they gain from visiting Saint
Martin’s MPA.

H,: Actual experiences at Saint Martin’s
MPA are significantly correlated with visitors’
satisfaction.

H,: Actual experiences at Saint Martin’s
MPA are significantly correlated with visitors’ revisit

intention.

Methodology of the Study

The study area was Saint Martin’s
Istand which represents the sole coral island of
Bangladesh and its main tourist attraction. The
island serves as an Ecologically Critical Area while
being newly designated as a MPA in 2022 because
it attracts between 5,000 and 8,000 daily visitors
during its peak seasons in 2023 (Shams, 2023).
The questionnaire consisting of five point Likert
scale was used as a study tool. The questionnaire
was developed based on the theoretical concept
in recreation and tourism motivation and other

related concepts. The authors employed expert

judgments to ensure content and construct
validities of the tool. Then it was tried out with
30 visitors who were not the study samples. The
reliability was measured through Cronbach’s
alpha with a 0.7 threshold following Black et
al. (2010) and Hair Junior et al. (1998). The
authors found 0.90 or above result for each item.
The research included every visitor who visited
the island throughout the study period. The
calculation of samples based on Cochran’s
(1977) formula showed that a 400-person sample
would be sufficient after considering the peak-
season average of 6,500 daily visitors, a total of
780,000 in four months (Nafi & Ahmed, 2017).
However, the research collected data from 420
participants, anticipating some incomplete
responses. The study employed stratified
random sampling across two categories,
including domestic versus international
visitors, together with visitors staying day trip
or overnight. These strata were chosen to
capture diverse visitor profiles and behaviors, as
domestic and international visitors may have
different motivations, and day-trip versus
overnight stays may influence experiences (Leung
et al., 2018). Proportional allocation was used
to determine the sample size for each stratum
based on its estimated proportion in the visitor
population. Surveys were conducted at entry
points/pier, together with beach areas and
accommodation zones, during the research period
(November 2024-February 2025). The analysis of
survey data was performed using descriptive and
inferential statistics such as factor analysis, paired

t-tests, and correlation analysis.
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Results of the Analysis

Background of visitors

Most visitors (52.8%) were aged between
21 and 30 years, while 27.0% were aged 31 to
40 years. The gender distribution indicates 25.4%
female and 74.6% male. Employment status
indicates that 56.3% were employed full-time,
27.0% were students, while smaller percentages
were unemployed (2.5%), part-time workers (1.8%),
or categorized as others, including freelance
employees (12.3%). The largest proportion (21.5%)
of the visitors earned between Tk. 30,001 and
40,000; followed by 16.8% earning Tk. 40,001 to
50,000, and 12.3% earning Tk. 20,001 to 30,000;
17.5% had an income over Tk. 70,000 (Tk 120= 1
USS). Regarding marital status, 38.5% were single,
while 61.0% were married. Most respondents were
from the Dhaka division (51.8%), followed by
international visitors (11.8%). Smaller percentages
were from Rajshahi (4.5%), Rangpur (4.0%), Sylhet
(4.5%), Khulna (3.5%), Barisal (2.3%), Mymensingh
(3.3%), and Chittagong (12.8%). The predominant
educational attainment was an undergraduate
degree (43.0%), followed by graduate degrees
(37.8%), higher secondary education (13.5%),
secondary education (2.5%), and additional

qualifications beyond graduation (3.3%).

Visitors’ tourism motivations

The analysis revealed that avoiding
hot and humid weather stands as the primary
driving force at mean score of 4.56 (SD=0.77),
which demonstrates visitors strongly want to leave
harsh climatic surroundings. Visitors show a strong
attraction to beautiful scenery and natural
surroundings (close to nature) since both
elements achieve 4.54 ratings (SD=0.79 and 0.81).
The strong evidence demonstrates that tourists

mainly focus on comfort while seeking visual

pleasure and experiencing immersive natural
interactions. Visitors display a mixed level of
excitement toward a variety of destination
characteristics and experiences in the middle
portion of motivational items. Experiencing natural
resources and interacting with the island’s blue
waters show substantial admiration toward marine
environments (Mean=4.38, SD=0.95 and Mean
=4.26, SD=1.06, respectively). The bottom-
ranking items of the motivational survey also offer
significant information about visitor
preferences and location improvement
possibilities. A large 63.5% of visitors do not feel
motivated to seek social recognition according to
the measurements from this study (Mean 3.38,
SD=1.40). Visitor information centers together
with signage and transportation facilities received
mean scores of 3.92 (SD=1.17, 1.14, and 1.11
respectively) indicating that these facilities require
improvement to response to visitors’ motivation.
The study found that 77.5 percent of the visitors
are sure to revisit the Saint Martin’s Island MPA.
The result also revealed that 80.3 percent of

visitors are satisfied with the visit to the Island.

Push and pull motivational factors

Factor analyses revealed distinct
dimensions of both internal (push) and
external (pull) motivations, with strong statistical
validation of the findings. Exploratory Factor
Analysis (EFA) was conducted on survey items
capturing visitors’ desired (expected) experiences
to identify underlying push and pull motivational
factors, as these reflect the motivations driving
travel to Saint Martin’s Island Marine Protected
Area (MPA). The EFA assumptions were met, with
a Kaiser-Meyer-Olkin (KMO) measure of sampling
adequacy of 0.814 for push factors and 0.908 for

pull factors, indicating excellent suitability for

EAU HERITAGE JOURNAL Vol. 15 No. 3 September-December 2025

Social Science and Humanities



factor analysis (KMO > 0.60; Tabachnick & Fidell,
2013). Bartlett’s test of sphericity was significant
for both analyses (p < 0.001), confirming sufficient
correlations among variables. Principal Component
Analysis with Varimax rotation extracted factors
with eigenvalues greater than 1.0, and a factor
loading cutoff of 0.50 was applied, with some
items below 0.40 retained due to their theoretical
relevance to the study context and contribution
to scale reliability (Hair et al., 2019).

The factor analysis of push motivational
factors revealed four distinct dimensions of
visitor motivation, demonstrating strong
statistical validity with a KMO value of 0.814 and
explaining 58.59 percent of the total variance. The
four factors include “Embracing the wilderness”
with the highest percentage of variance explained
(31.623% of variance explained), followed by

“Personal enrichment” (11.761% of variance

Table 1

explained), “Tranquility and Escape” (8.047% of
variance explained) and “Socializing” (7.206% of
variance explained) respectively, as presented in
Table 1. Cronbach’s alpha values across all push
factors (ranging from .670 to .763) also support
the reliability of these findings.

As for pull motivational factors, the
analysis also found four factors with a KMO value
of 0.908 and 56.70 percent of variance explained
visitors’” motivation. The four motivation factors
include “Destination appeal” (21.400% of variance
explained), “Destination accessibility” (13.210%
of variance explained), “Destination attributes”
(11.935% of variance explained), and “Destination
amenities” (10.160% of variance explained). The
four full motivational factors also have acceptable
Cronbach’s alpha values (ranging from 0.735 to
0.886), as presented in Table 2.

Push motivational factors to visit Saint Martin Island MPA

Factor Name Items Factor loading
1 2 3 4

Embracing the wilderness  To fulfill curiosity 762

To get away from daily routines 678

To be close to nature .549

To experience excitement/adventure .542

To see the turtle, birds 475
Personal Enrichment To discover cultural resources .803

To gain social recognition 135

To enhance health/physical fitness .646

To know the local history and culture 527

To discover natural resources .465
Tranquility and Escape ~ To experience the blue water of the Island 774

To be relaxed 735

To escape crowd 514
Socializing To meet with new people/local people 173

To enjoy time with family & friends
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To avoid hot and humid weather 490

% of Variance explained by each factor 31.623 11.711 8.047 7.206

Cronbach’s Alpha 0.693 0.763 0.674 0.670

Remarks: KMO = 0.814; Total Variance Extracted = 58.59%

Table 2
Pull motivational factors to visit Saint Martin Island MPA
Factor Name Iltems Factor loading
1 2 3 4
Destination appeal Variety of foods 765
Good rest areas 731
Comfortable accommodation .676
Washroom facilities .675
Well-conserved environment .668
Beautiful scenery .628
Cultural programs .605
Security of the area .565
Destination accessibility ~ Clean island a4
Friendly behavior from the local people 760
Good signage for direction .502
Good transportation facilities 462
Destination attributes Suitability for a group tour .802
Good recreation facilities 693
Good tour guide facilities 671
The convenience location .644
Destination amenities Shopping facilities 186
First aid and emergency services 701
Good visitor information center .609
Children activities 597
% of Variance explained by each factor 21.400 13.210 11.935 10.160
Cronbach’s Alpha 0.886 0.791 0.766 0.735

Remarks: KMO = 0.908; Total Variance Extracted = 56.70%
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Comparison between the desired experience
and the actual experience of the visitors

In comparing visitors’ desired experiences
with their actual experiences, each experience
item was grouped into a factor according to the
factor analysis results. The pair t-tests found
significant differences in mean values of all pairs
of desired experiences and actual experiences
including the “Embracing the Wilderness” factor
(t=16.594; P=.000), the “Personal Enrichment”

Table 3

factor (t=15.611; P=.000), the “Tranquility and
Escape” factor (t=13.065; P=.000) and the
“Socializing” factor (t=10.268; P=.000). These
findings proved the research hypothesis (H1)
that visitors” motivations (desired experience)
are different from their actual experiences gained
from visiting Saint Martin’s MPA. Specifically,
visitors’ desired experiences were higher than their
actual or gained experiences for all dimensions,

as presented in Table 3.

Differences between desired experiences and actual experiences across push experience variables

Factors Experiences Mean Std. Deviation t P

Embracing the Wilderness Desired 4.2575 .63245 16.594 .000
Actual 3.6935 715364

Personal Enrichment Desired 3.8670 75401 15.611 .000
Actual 3.3870 71702

Tranquility and Escape Desired 4.3608 .60819 13.065 .000
Actual 3.9417 .69283

Socializing Desired 4.1367 74680 10.268 .000
Actual 3.7808 .80310

Comparison between the desired pull
experience and the actual experience of the
visitors

The same type of analysis was performed
to test the differences between the mean values
of desired pull experiences and actual experiences.
The significant differences were found in all pair
comparisons including the “Destination Appeal”
factor (t=22.179; P=.000), the “Accessibility” factor

NMFANTIVINM TN INGFedaisueTe
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(t=21.865; P=.000), the “Destination Attributes”
factor (21.865; P=.000) and the “Amenities”
factor (t=22.436; P=.000). These results also
supported the first hypothesis in the case of pull
motivational factors. In detail, as presented
in Table 4, it was found that visitors’ desired
experiences are higher than their actual

experiences in all pull experience dimensions.




Table 4

Differences between desired experiences and actual experiences across pull experience variables

Factors Experiences Mean Std. Deviation t P

Destination appeal Desired 4.1132 .72589 22.179 .000
Actual 3.1318 78944

Destination accessibility Desired 4.1165 .81436 21.865 .000
Actual 3.0380 .87800

Destination attributes Desired 3.8594 91633 21.865 .000
Actual 3.2900 95790

Destination amenities Desired 3.8831 96813 22.436 .000
Actual 2.5469 92911

Relationship between satisfaction and revisit
Intention with visitors’ experience at Saint
Martin’s Island

Pearson Correlation analysis was
performed to test the relationship between
visitors’ satisfaction and revisit intention with the
level of actual experience gained from visiting the
Saint Martin’s MPA. It was found that the level
of experience gained affects visitors’ satisfaction
(r=0.335; P<0.05). This finding confirms the H2 of

Table 5

the research. The higher the level of experience
was the more likely the satisfaction increases.
While the same direction of significant relationship
was found between visitors’ revisit intention with
visitors” experience (r=0.104; P<0.05), as presented
in Table 5. This endorsed the H3 of the research.
The more experience gained the higher intention

to revisit the Saint Martin’s MPA in the future.

Correlation coefficients between satisfaction, revisit intention and gained experiences and of visitors

Variables Visitors Experience
Satisfaction 0.335%
Revisit Intention 0.104*

Remarks: * P-value < 0.05

Discussion

For push motivational factors, the first
factor loadings of the factor Embracing the
Wilderness suggest that visitors are strongly
motivated by a desire to immerse themselves in
natural environments that offer novel experiences
distinct from their everyday lives. The second
enrichment reflects visitors’

factor Personal

desires for personal growth, knowledge acquisition,

and status enhancement through their travel expe
riences. The high loading for cultural resource
discovery in this factor suggests that despite Saint
Martin Island being primarily known for its natural
attractions, cultural elements remain important
to visitors seeking multifaceted experiences.
The third factor, Tranquility and Escape, reflects
visitors’

search for peaceful, restorative expe
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riences in aesthetically pleasing environments away
from populated areas. On the other hand, pull
motivational factors reflect the importance the
visitors place on both comfort amenities and
firstfactor  Destination

environmental  qualities  in

appeal, suggesting that basic services and

aesthetic appeal work in tandem to attract
Destination

second factor,

highlights  the

visitors.  The
accessibility, importance  of
navigational ease and a welcoming atmosphere
in destination choice, whereas the third factor,
Destination attributes, reflects visitors’ interest in
organized activities and practical considerations.
The fourth pull factor, Destination amenities,
represents supplementary services that enhance
visitor comfort and security.

The study also found that visitors hold
strong ties to the natural environment within the
marine protected area. This result can be aligned
with the study of Zhang & Wu (2022), who also
found the mutual influence of environmental
elements and personal requirements on
tourism experiences. Travelers nowadays choose
serene environments with beautiful vistas. This
study found that they also want to avoid hot and
humid weather as part of their tourism
experiences. Lohmann & Hutbner (2013), support
these research findings by illustrating that climate
and weather conditions force visitors to avoid
the areas. In this study, visitors express strong
respect for marine environments when they
encounter natural resources while observing the
island’s blue waters. Visitors seek social outcomes
that combine family time and friend reunions.
They also value destination service tools, which
include a variety of foods and comfortable
lodging facilities. These findings are corro
borated by research conducted by Liro (2021) that

focused on the role of improved accommodation

facilities and quality restaurants on tourists’” mo
tivation. The lack ofinterestin social recognitionand
making new friends in this study shows a
period of change toward natural personal journeys
ratherthan societal engagement through traditional
social tourism models. Visitors’ opinions on
cultural programs indicate a requirement for
attractions that

at  Saint

improved  culturally based

enhance natural site exploration
Martin Island. Pearce and Lee’s (2020S) research on
the Travel Career Pattern illustrates that tourism
experiences first serve as indicators of social
status but thereafter develop into significant
personal transforming results. These findings
urge that Saint Martin’s Island Marine Protected
Area should enhance the natural experience
quality while developing immersive environ
mental education programs and opportunities
to engage personally and collectively with the
marine ecosystem.

This study found strong support for
hypothesis 1 (H1) of this study as actual
experiences significantly differed from desired
experiences. The biggest gaps existed between
what visitors wanted to experience and what
they encountered in wildlife observation, cultural
engagement, and infrastructure and services.
Wildlife observation, such as viewing sea birds
and turtles, demonstrates the greatest discre
pancy
experienceandwhattheyultimatelyachieveintheir

between what visitors hope to
encounters. It means that people who Vvisit
expect genuine wildlife encounters, which end
up failing to deliver the expected intense wildlife
interactions they desire. In order to rectify this
observed disparity, it is necessary to enhance
the quality of tour guides so that they can
wildlife  and

management and conservation of wildlife are

easily locate the effective
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also crucial to provide such experiences. Zhang
et al. (2022) explain how these discrepancies
develop because protected areas serve different
purposes than tourists expect, which shows
between

a  hard-to-manage  relationship

conservation programs and tourism service
provision. This research finding matches the
recent findings presented by Chen and Wong
(2025)

management.

regarding marine tourism experience

The  experiential  variations
observed in cultural and historical engagement
activities through local history and cultural
understanding also signify major obstacles to
developing  proper cultural interpretation
systems. The research found that visitors wish to
develop profound cultural ties but encounter few
possibilities to engage authentically.  Mkono

and Tribe (2021) conclude that this mismatch

signifies  pervasive representation issues in
tourism, as destination narratives provide
inadequate  cultural  experiences.  Recent

studies suggest that destinations require enhanced
locally driven strategic interpretation techniques
to prevent shallow representations of culture.
The analysis of transportation facilities along
with first aid services demonstrates significant
structural deficiencies that affect the service
destination.

delivery  capabilities of the

Systemic issues concerning destination

management alongside visitor support emerge
from the large discrepancies between what
and actual

visitors  anticipate

Kim (2017)

experiences.
establish that these alterations
negatively impact both visitor satisfaction and the
of destinations. A

competitive  positioning

comprehensive  approach  must  develop
destinations by linking visitor expectations with
actual delivery standards to achieve success. The

discovery confirms research by Kim (2017) on

destination competitiveness as well as Ahmed
et al.’s (2024) study on marine protected area
management in developing countries.

In this study, visitor actual experience

and satisfaction exhibit a moderate positive

relationship, ~which  validates the second
hypothesis  (H2), thus showing experience
quality has a substantial impact on

satisfaction levels. Theresultsarealighedwiththose
reportedby ThompsonandGarcia(2024)concerning
factors influencing marine tourism satisfaction. The
correlation strength indicates that experience
plays a role in satisfaction along with other
influencing elements that support Hassan and
Lee’s (2024) entire model of protected area
visitor satisfaction. The study also found a weak
relationship in the case of the third hypothesis
(H3) that indicates positive experiences alone
providing only limited assurance of return
visits. The research conducted by Park et al.
(2024)

determinants

about marine protected area revisit

supports  these findings by
showing external accessibility and costs as well
as alternative destination options, influence
return decisions. This suggests that, although
positive experiences may increase the probability of
revisiting, other factors, such as accessibility,
travel expenses, or alternative destinations, may
have a more significant impact. The successful
administration  of  these

investigation  and

additional factors could be essential for
encouraging visitors to return to Saint Martin’s

Istand.

Conclusion and Recommendations

This study presents several comprehensive
recommendations aimed at enhancing visitor
satisfaction and promoting sustainable management

of Saint Martin’s Marine Protected Area. The
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primary objective should be to ensure the comfort
of visitors while also preserving the environment
to fulfill the wilderness and tranquility desire of
the visitors. It is important to focus on creating
infrastructure and marketing that help people
enjoy escaping hot and humid weather. This is
because many tourists want to escape their
everyday lives and find relief from the heat.
The development strategy aligns with Saint
by fulfilling
physical

Martin’s natural characteristics

tourist  requirements  for comfort.
Developmentstrategiesmust prioritizeenvironmental
management by promoting conservation and
activities

Advanced

implementing  guided  envionmental

that reduce human intervention.
environmental education programs focused on

marine habitats should be created to rectify

deficiencies identified in wildlife observation
initiatives.  Education  programs must offer
participatory learning experiences that

maintain natural surroundings in their pristine
condition. The visitor’s desire for genuine natural
experiences aligns with the conservation
objectives of this strategy. The Island requires
infrastructural development that enhances guest
support services, but environmental conservation
remains a primary concern. The Island should
prioritize  the development of a visitor
information center, and support cultural events,
and social amenities that foster significant
experiences in socializing aspects. The Island
immediate focus

requires on enhancing its

transportation  infrastructure and  first  aid
services due toits existinginadequate performance
highlishted in this

improvements require careful assessment of

research. The suggested

both the island’s environmental sensitivity and its

maximum  visitor  capacity. The  cultural

interpretation programs necessitate significant

enhancement due to Vvisitors’ considerable

lack of cultural and historical participation.
Tourism operators should promote sophisticated
presentation ~ methods  while  integrating
Indigenous narratives to provide engaging cultural
activities that enhance natural site charms. The
developed activities must facilitate significant
interactions with heritage materials that uphold
the traditional practices and cultural values of
local populations.

Destination

management ought to

develop immersive experiences such as

sustainable activities, cultural events, and

co-creation  activities to enhance visitor

satisfaction. Implementation of  regular
feedoack surveys and training programs for staff
and hosts is essential for maintaining high-quality
services andresponsive guest care. Research-based
comfort needs necessitate supportive actions
like enhanced facilities that address restroom
cleanliness, seating areas, and clear signage.
Marketing and promotion strategies require
enhancement to ensure tourists perceive the
offerings and unique attributes of the Island
appropriately. To attract repeat visitors, it is
necessary to address operational challenges by
implementing visitor rewards programs, improving
transportation access, and organizing seasonal
celebrations.  Local enterprises ought to
collaboratewith the destination to provide packages
encompassing attractions as a method to
enhance visitor appeal, thereby stimulating the
local economy. These recommendations are
designed to achieve a harmonious equilibrium
between the objectives of nature conservation
and the satisfaction of the visitors. Following
the suggested guidelines could likely increase
visitor satisfaction, as there is a good connection

between experience and satisfaction. The study
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found a weak connection between visitors’

experience and how likely visitors are to
return. This suggests that other factors besides
quality need to be looked at to encourage more
repeat trips. Destination management must
adopt a comprehensive strategy that harmonizes
tourist experiences with operational accessibility
while preserving the ecological integrity of Saint
Martin’s Marine Protected Area.

This research can also guide future
research. The present study only focused on
the quantitative approach. However, the use
of a mixed-method approach and longitudinal
studies could generate deeper insights.
Future studies can also incorporate some other
variables, such as the role of place attachment

Y

and emotional connections in visitors’ revisit
intention, the role of social media and online
reviews shaping visitors’ expectations and
actual experiences. Further research can also
focus on the comparison between Saint Martin’s
Istand MPA and some other MPAs in developed or
developing countries. The comparison may
also focus on the management practices of the
different MPAs with the best international

practices. Any research focusing on socio
-economic and environmental impact can also be
assessed in the Saint Martin’s Island MPA. These
areas of research will not only enrich the existing
body of knowledge but also guide the authority in

visitor management and conservation.

&

e

References

Ahmad, M. S., & Kim, Y. J. (2024). Determinants of revisit intentions in marine protected areas: A global
perspective. Journal of sustainable tourism, 32(2), 245-261. Doi: https://doi.org/10.1080/0966

9582.2024.123456

Allaberganov, A., & Preko, A. (2022). Inbound international tourists’ demographics and travel motives:

views from Uzbekistan. Journal of hospitality and tourism insights, 5(1), 99-115. Doi: https://
doi.org/https://doi.org/10.1108/JHTI-09-2020-0181

Al-Msallam, S. (2020). The impact of tourists’ emotions on satisfaction and destination loyalty-an

integrative moderated mediation model: Tourists’ experience in Switzerland. Journal of
hospitality and tourism insights, 3(5), 509-528.
Al Nahian, S., Rakib, M. R. J., Haider, S. M. B., Kumar, R., Mohsen, M., Sharma, P., & Khandaker, M. U.

(2022). Occurrence, spatial distribution, and risk assessment of microplastics in surface water

and sediments of Saint Martin Island in the Bay of Bengal. Marine pollution bulletin, 179,

113720.

Agapito, D., Valle, P., & Mendes, J. (2014). The sensory dimension of tourist experiences: Capturing

meaningful sensory-informed themes in Southwest Portugal. Tourism management, 42,

224-237.

Balmford, A., Green, J. M., Anderson, M., Beresford, J., Huang, C., Naidoo, R., Walpole, M., & Manica,
A. (2015). Walk on the wild side: Estimating the global magnitude of visits to protected areas.
Plos biology, 13(2), €1002074. Doi: https://doi.org/10.1371/journal.pbio.1002074

EAU HERITAGE JOURNAL

Vol. 15 No. 3 September-December 2025

Social Science and Humanities



Baniya, R., Thapa, B., Paudyal, R., & Neupane, S. S. (2021). Motive-based segmentation of international
tourists at Gaurishankar Conservation Area, Nepal. Journal of mountain science, 18(1), 205-218.

Biswas, J., Malaker, T., & Mollick, T. (2025). Tourism and environmental change in Saint Martin Island,
Bangladesh: Insights from remote sensing data. Remote sensing applications: Society and
environment, 101484.

Black, K., Harrison, P., & Baldwin, M. (2010). Working with statistics: An introduction for social scientists.
SAGE Publications. ISBN: 978-1412945690

Carvache-Franco, M., Carvache-Franco, W., & Manner-Baldeon, F. (2021). Market segmentation based
on ecotourism motivations in marine protected areas and National Parks in the Galapagos
Islands, Ecuador. Journal of coastal research, 37(3), 620-633.

Carvache-Franco, M., Segarra-Ona, M., & Carrascosa Lopez, C. (2019). Motivations analysis in
ecotourism through an empirical application: Segmentation, characteristics and motivations
of the consumer. Geo journal of tourism and geosites, 24(1), 60-73.

Chen, H., & Wong, K. K. (2025). Managing visitor experiences in marine protected areas: Challenges and
opportunities. Tourism management, 86, 104-121. Doi: https://doi.org/10.1016/j.
tourman.2024.789012

Cheng, M., Edwards, D., Liu, X., & Xu, Z. (2022). Digital influence: Exploring the effects of social
media on tourist experience. Annals of tourism research, 95, 103418. Doi: https://doi.org/10.1016/j.
annals.2022.103418

Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of tourism research, 6(4), 408-424.
Doi: https://doi.org/10.1016/0160-7383(79)90004-5

Cochran, W. G. (1977). Sampling techniques. (3" ed.). John Wiley & Sons. ISBN: 978-0471162407

Dann, G. M. (1981). Tourist motivation an appraisal. Annals of tourism research, 8(2), 187-219. Doi:
https://doi.org/10.1016/0160-7383(81)90082-7

Das, J., Kabir, M. H., Taimur, F. M., Hossain, M., & Kumar, U. (2022). Evaluating governability challenges
of Saint Martin’s Island (SMI) in Bangladesh. World development perspectives, 27, 100434,

Dean, D., & Suhartanto, D. (2019). The formation of visitor behavioral intention to creative tourism:
The role of push—Pull motivation. Asia pacific journal of tourism research, 24(5), 393-403.

Ferguson, M. D., McIntosh, K., English, D. B., Ferguson, L. A., Barcelona, R., Giles, G., Fraser, O., &
Leberman, M. (2022). The outdoor renaissance: assessing the impact of the COVID-19 pandemic
upon outdoor recreation visitation, behaviors, and decision-making in New England’s national
forests. Society & Natural resources, 35(10), 1063-1082.

Fluker, M. R., & Turner, L. W. (2000). Needs, motivations, and expectations of a commercial whitewater
rafting experience. Journal of travel research, 38(4), 380-389.

Hair Junior, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate data analysis.
(5" ed.). Prentice Hall. ISBN: 978-0138948580

Hassan, A., & Lee, H. (2024). A comprehensive model of tourist satisfaction in protected areas. Journal
of travel research, 63(1), 89-104. https://doi.org/10.1177/00472875231234567

) ) 1MFETIMINTUIIN AL DaATULeLTY
o o 4 oA . ) :
U9 15 atdun 3 Usednsou Auneu-5unu 2568 atiuspurnansuazanseman;



Jiang, Y., Ritchie, B. W., & Verreynne, M. L. (2022). The influence of destination image and place
attachment on tourist experience and destination loyalty. Tourism management, 90, 104476.
Doi: https://doi.org/10.1016/j.tourman.2021.104476

Jones, T. E., & Nguyen, M. H. (2021). Nature-based tourism motivations and visit profiles of domestic
and international segments to a Japanese national park. Quaestiones geographicae, 40(2),
77-92. Doi: https://doi.org/https://doi.org/10.2478/quageo-2021-0013

Kamruzzaman, M. (2018). Assessment of destination-specific factors of Bangladesh: A review of Saint
Martin Island as an emerging tourist destination. Journal of business studies, 39(1), 113-125.

Kim, S. (2017). Rethinking multiphase leisure experience: A hermeneutic phenomenological approach
to experiences of art museum visitation. Doctoral dissertation, University of Illinois at
Urbana-Champaign.

Kozak, M., & Decrop, A. (Eds.). (2009). Handbook of tourist behavior: Theory and practice. Routledge.

Lee, J. S, Lee, C. K, & Choi, Y. (2022). Understanding the dynamics of tourist experience: A systematic
review. Tourism management, 88, 104406. Doi: https://doi.org/10.1016/j.tourman.2021.104406

Leung, Y. F., Spenceley, A., Hvenegaard, G., Buckley, R., & Groves, C. (2018). Tourism and visitor
management in protected areas: Guidelines for sustainability. IUCN Gland, Switzerland.

Lohmann, M., & Hutbner, A. C. (2013). Tourist behavior and weather. Understanding the role of
preferences, expectations and in-situ adaptation. Mondes du tourisme, (8), 44-59.

Liro, J. (2021). Visitors” motivations and behaviours at pilgrimage centres: Push and pull perspectives.
Journal of heritage tourism, 16(1), 79-99.

Liu, X., Li, J., & Kim, W. G. (2017). The role of travel experience in the structural relationships among
tourists’ perceived image, satisfaction, and behavioral intentions. Tourism and hospitality
research, 17(2), 135-146.

Mkono, M., & Tribe, J. (2021). Beyond cultural tourism: Understanding experiential dimensions in
protected areas. Annals of tourism research, 89, 103203. Doi: https://doi.org/10.1016/j.
annals.2021.103203

Mossberg, L. (2007). A marketing approach of the tourist experience. Scandinavian journal of
hospitality and tourism, 7, 59-74. Doi: https://doi.org/ 10.1080/15022250701231915

Nafi, S. M., & Ahmed, T. (2017). Sustainable tourism in Saint Martin Island: An observation on young
tourist perception and awareness level. Journal of humanities and social science, 22(10),
73-80.

Naushin, S., & Yuwanond, P. (2016). The study of motivation factors of tourists in visiting Cox’s Bazar
Sea Beach, Bangladesh. PSAKU international journal of interdisciplinary research
(PSAKULIR), 5,

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: Tourism
applications. Journal of travel research, 46(2), 119-132. Doi: https://doi.org/10.1177/0047287507304039

Park, S., Lee, J., & Wong, K. (2024). Revisit determinants in marine protected areas: An integrated
approach. Journal of travel & tourism marketing, 41(2), 156-172. Doi: https://doi.org/10.1080
/10548408.2024.345678

EAU HERITAGE JOURNAL | Vol. 15 No. 3 September-December 2025
Social Science and Humanities



Pearce, P. L., & Lee, U. I. (2020). Travel Career Pattern theory: Current developments and future
possibilities. Tourism review, 75(4), 589-601. Doi: https://doi.org/10.1108/TR-02-2020-0062

Perera, P., Jayakody, C., Jayapali, U., & Newsome, D. (2023). Challenges and opportunities for the
resumption of nature tourism in post-pandemic Sri Lanka. International journal of geoheritage
and parks, 11(2), 234-246.

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy (Vol. 76). Harvard Business
Review. Press Cambridge, MA, USA.

Pizam, A., & Milman, A. (1993). Predicting satisfaction among first time visitors to a destination by using
the expectancy disconfirmation theory. International journal of hospitality management, 12(2),
197-209.

Rahman, M. S., Hassan, H., & Chen, N. (2024). Evolution of tourism motivations in protected areas.
Current issues in tourism, 27(4), 445-461. Doi: https://doi.org/10.1080/13683500.2024.234567

Rangel, M., Pita, C., Goncalves, J., Oliveira, F., Costa, C., & Erzini, K. (2014). Developing self-guided scuba
dive routes in the Algarve (Portugal) and analyzing visitors’ perceptions. Marine policy, 45,
194-203.

Rani, S., Ahmed, M. K., & Xiongzhi, X. et al. (2020) Economic valuation and conservation, restoration &
management strategies of Saint Martin’s coral island, Bangladesh. Ocean coastal manage, 183,
105024. Doi: https://doi.org/10.1016/j.ocecoaman.2019.105024

Rani, S., Bennett, M., Ahmed, M. K., Xue, X., Chen, K., Alam, M. S., & Failler, P. (2025). Potential of
establishing a tourism entrance fee for the conservation management of St. Martin’s Island,
Bangladesh. Green finance, 7(1), 1.

Sarker, K. K., Bristy, M. S., Alam, N., Baki, M. A., Shojib, F. H., Quraishi, S. B., & Khan, M. F. (2020).
Ecological risk and source apportionment of heavy metals in surface water and sediments on
Saint Martin’s Island in the Bay of Bengal. Environmental science and pollution research, 27,
31827-31840. Doi: https://doi.org/https://doi.org/10.1007/511356-020-09384-x

Shams, M. (2023). Strict steps to save Saint Martin’s. The Business Post.

Sinh, N. H., & Anh, N. T. P. (2020). Push and pull factors impacting visitors’ loyalty: A case of Saigon
Zoo and Botanical Gardens. Journal of science Ho Chi Minh City Open University, 10(2),
120-135. Doi: https://doi.org/10.46223/HCMCOUJS

Tania, T. C. (2022). Socio-economic culture and tourism: A case study on Saint Martin Island of
Bangladesh. Journal Aplikasi Manajemen, Ekonomi dan Bisnis, 6(2), 84-93.

Tangeland, T., Vennesland, B., & Nybakk, E. (2013). Second-home owners’ intention to purchase
nature-based tourism activity products—A Norwegian case study. Tourism management, 36,
364-376.

Thompson, K. R., & Garcia, M. (2024). Marine tourism satisfaction drivers: A comparative analysis. Journal
of destination marketing & management, 21, 100-112. Doi: https://doi.org/10.1016/j.
jdmm.2024.456789

) ) 1MFETIMINTUIIN AL DaATULeLTY
o o 4 oA . ) :
U9 15 atdun 3 Usednsou Auneu-5unu 2568 atiuspurnansuazanseman;



Tung, V. W. S., & Ritchie, J. B. (2011). Investigating the memorable experiences of the senior travel
market: An examination of the reminiscence bump. Journal of travel & tourism marketing,
28(3), 331-343.

Wang, D., Li, X, & Li, Y. (2021). A systematic review of tourism experience research. Annals of tourism
research, 87, 103136. Doi: https://doi.org/10.1016/j.annals.2020.103136

Wen, J., Kozak, M., Yang, S., & Covid, F. L. (2020). 19: Potential effects on Chinese citizens’ lifestyle
and travel., 2021, 76. Tourism review, 76(1), 74-87. Doi: https://doi.org/https://doi.org/10.1108/
TR-03-2020-0110

Whiting, D. (2020). Emotions as original existences: A theory of emotion, motivation and the self.
Springer Nature.

World Bank. (2023). Bangladesh: Country profile. Retrieved from https://data.worldbank.org/country/
bangladesh

Yoo, C. K., Yoon, D., & Park, E. (2018). Tourist motivation: An integral approach to destination choices.
Tourism review, 73(2), 169-185.

Zhang, H., & Wu, Y. (2022). Push-pull dynamics in marine protected area tourism. Tourism
management, 82, 104-117. Doi: https://doi.org/10.1016/j.tourman.2022.123456

Zhang, H., & Wu, Y. (2023). Exploring tourism experience formation: A mixed-methods approach.
Tourism management, 94, 104640. Doi: https://doi.org/10.1016/j.tourman.2022.104640

< &

—

EAU HERITAGE JOURNAL | Vol. 15 No. 3 September-December 2025
Social Science and Humanities




