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ABSTRACT 

 

The study aims to find out factors affecting the 

attractiveness of the Cai Rang floating market in 

Can Tho City. The study data were collected 

from 308 visitors by direct interviews. The 

study has pointed out five factors affecting the 

attractiveness of the floating market. They 

include natural landscape, local culture, 

understanding, promotion activities, and 

differentiation. The natural landscape has the 

most influence on the attractiveness of the Cai 

Rang floating market in Can Tho City. Besides, 

the study has proposed several policy 

implications to improve the attractiveness of the 

floating market. 
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1. INTRODUCTION 

Cai Rang floating market has been a 

unique tourist attraction of the Mekong 

Delta region for a long time. The Rough 

Guide Tourism Magazine has voted Cai 

Rang as one of the ten most impressive 

markets in the world. The market locates on 

the Cai Rang River which is about 6km 

from the center of Can Tho City. It takes 30 

minutes to reach the market by boat from 

the Ninh Kieu Quay (in Ninh Kieu District). 

Cai Rang floating market is a convenient 

point for trading activities among provinces 

because of its location on the waterway 

between Hau River and Xa No Canal. This 

is the reason why Cai Rang has the largest 

scale compared to other floating markets in 

the region. In this market, most goods are 

sold wholesale and they are diverse. The 

most sold products are fruits, vegetables, 

and ornamental flowers, followed by 

handicrafts and household appliances (pots, 

saucers, cups, plates, pans, etc.), and food 

(fish sauce, dried fish, monosodium 

glutamate, sugar, milk, etc.). Besides, there 

are small boats selling food and drinks as 

well as products for the daily needs of 

residents. These typical features have 

attracted plenty of domestic and 

international tourists. However, according to 

Nhan and Canh (2011), there exist 

challenges including limited tourism 

services, low traffic safety, and 

environmental pollution. Therefore, this 

study is conducted to determine factors 

influencing the attractiveness of the Cai 

Rang floating market in the city of Can Tho. 

This is a significant basis for building an 

action program to improve the image of the 

floating market in the mind of domestic and 

foreign tourists. 

 

2. THEORETICAL FRAMEWORK 

AND RESEARCH HYPOTHESES 

In the tourism sector, the destination 

image is important to both visitors and 

tourist destinations. The destination image is 

considered the brand of local tourism. A 

positive destination image improves the 

attractiveness and competitiveness of a 

tourist destination (Martín and Ignacio, 

2008). According to Bloch (1986), a 

product’s attractiveness is explained by the 

satisfaction created when the customer uses 

that product. If a product creates a high 

level of satisfaction, its attractiveness is 
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high (O’Cass, 2000). As presented by 

Kapferer and Laurent (1985), four factors 

that influence the attractiveness of a product 

are (1) perceived importance, (2) perceived 

purchasing risk, (3) self-expression value, 

and (4) hedonic value. In the tourism aspect, 

the attractiveness of tourism products is 

influenced by many factors such as local 

culture, natural landscape, promotion, 

differentiation, and understanding level 

(Nghi, 2019). Based on the literature 

review, experts have proven affecting 

elements on the attractiveness of tourist 

destinations. As a result, research 

hypotheses are proposed below. 

Natural landscape: Natural landscape is an 

essential tourism resource. Researches by 

Yang et al. (2011), Ngoc and Trinh (2015) 

showed that natural landscape has a positive 

impact on the attractiveness of tourist 

destinations. The more beautiful and 

attractive the natural landscape is, the more 

visitors desire to explore and experience. 

Thus, the study set out hypothesis H1: 

Natural landscape positively affects the 

attractiveness of Cai Rang floating market. 

Indigenous culture: The Mekong Delta 

possesses the cultural characteristics of the 

water area. This brings the core value in the 

development of cultural tourism. Each 

locality has its history and features which 

help visitors to understand about the 

meaning of tourism types in different areas. 

According to Nghi (2019), local culture 

supports the attractiveness of the tourist 

destination. Therefore, the study proposes 

hypothesis H2: Local culture positively 

impacts the attractiveness of Cai Rang 

floating market. 

Understanding: Product understanding 

reflects the product-related information 

captured in a customer’s memory such as 

brand information, attributes, experiences, 

and situations of product use. Park et al. 

(1994) confirmed that product experience 

helps increase customer knowledge. A great 

understanding enhances the attractiveness of 

the destination to visitors (Nghi, 2019). 

Hence, hypothesis H3 is as follows: 

Understanding beneficially affects the 

attractiveness of Cai Rang floating market. 

Promotion: To attract travellers, marketing 

activities are an important tool. Local 

tourism promotion activities create an 

impressive and attractive destination image 

in the mind of tourists (Nhat, 2010; 

Felsenstein and Fleischer, 2003). Marketing 

has significantly improved the attractiveness 

of the tourist destination (Nghi, 2019). 

Therefore, the study suggests hypothesis H4: 

Promotion activities positively affect the 

attractiveness of Cai Rang floating market. 

Differentiation: Product differentiation is 

the ability of a product to make a difference 

outperform its competitive products (Best, 

2000). Understanding customer needs and 

applying them to a differentiated product 

creates a competitive advantage for the 

product itself (Dalrymple and Parsons, 

2000). The differentiation positions the 

characteristics of a tourist destination, 

thereby creating its attractiveness (Nghi, 

2019). As a result, the study suggests 

hypothesis H3: Understanding positively 

affects the attractiveness of Cai Rang 

floating market. 

Based on the above research 

hypotheses, a qualitative research was 

conducted with eight tourists who have 

visited Cai Rang floating market. The result 

shows that tourists consider five affecting 

factor to the attractiveness of the market. 

They are natural landscape, indigenous 

culture, understanding, promotion, and 

differentiation. The research model on 

factors affecting the attractiveness of Cai 

Rang floating market in Can Tho City is 

proposed. 
 

 
Figure 1: Proposed research model 
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Table 1: Interpretation of observed variables in the research model 

Factor Observed variables Scale Reference resources 

Natural landscape 
(NL) 

NL1. The natural landscape is attractive for traveling and 
experiencing. 

NL2. Rivers impress tourists with the beauty. 

NL3. The landscape of the Cai Rang floating market is 
natural and impressive. 

Likert 
1-5 

Yang et al. (2011), Ngoc and Trinh 
(2015) 

Indigenous culture 

(IC) 

IC1. Cai Rang floating market is bold in the watery culture. 

IC2. Cai Rang floating market reflects the life of the local 
communities on the river. 

IC3. The commercial culture in Cai Rang floating market 

interests tourists. 

Liket 1-

5 

Burkheiser (1969), Turtureanu (2005), 

Nghi (2019) 

Understanding 
(UND) 

UND1. I am knowledgeable about different floating markets. 
UND2. I know about Cai Rang floating market. 

UND3. I know about tourism activities in Cai Rang floating 

market. 

Likert 
1-5 

Park et al. (1994), Brucks (1985), Nghi 
(2019) 

Promotion activities 

(PA) 

PA1. There are plenty of promotion activities of the Cai 

Rang floating market. 

PA2. Marketing programs applied at Cai Rang floating 
market are impressive. 

PA3. The promoting information about Cai Rang floating 

market is reliable. 
PA4. It is easy to access information about Cai Rang floating 

market. 

Liket 1-

5 

Felsenstein and Fleischer (2003), Nhat 

(2010), Nghi (2019), 

Differenciation 

(DIF) 

DIF1. Cai Rang floating market has distinctive features from 

other floating markets. 
DIF2. Tourists experience attractive tourist services at Cai 

Rang floating market. 
DIF3. The local culinary is attractive. 

Likert 

1-5 

Best (2000), Dalrymple and Parsons 

(2000) 

Attractiveness 

(ATT) 

ATT1. The experience at Cai Rang floating market gives a 

high level of relaxation. 

ATT2. I feel the joy of visiting the Cai Rang floating market. 
ATT3. Cai Rang floating market brings an exciting and novel 

feeling. 

ATT4. Cai Rang floating market meets the needs of 
sightseeing, entertainment, and experience. 

Likert 

1-5 

Nghi (2019), Burkheiser (1969) 

 

3. RESEARCH METHODOLOGY 

3.1 Analytical method 

The quantification of factors 

influencing the attractiveness of the Cai 

Rang floating market is conducted in three 

steps. (1) Testing the scale reliability by 

Cronbach's alpha. (2) Using Exploratory 

Factor Analysis (EFA) to group observed 

variables into statistically significant factors 

ensuring the suitability of market data. (3) 

Applying multivariate linear regression to 

determine the factors impacting the 

attractiveness of the Cai Rang Floating 

Market. 

 

3.2 Data collection method 

The study uses non-probability 

sampling, namely the convenient sampling. 

Green (1991) said that the appropriate 

sample size for multivariate regression 

analysis is N = 50 + 8m, where m is the 

number of independent variables. In this 

study, five independent variables need at 

least 90 observations. According to Hair et 

al. (2006), the suitable size for the EFA 

should be N > 5*x (x is the total number of 

observed variables). The number of 

observed variables in this study is 16, so the 

minimum sample size is 80. To ensure 

representation and comprehension, the study 

interviewed two groups of tourists 

(domestic and international) visiting the 

market. The study collects data of 308 

travelers, so the sample size is appropriate. 

 
Table 2: Sample size description 

No Survey object Number of 

observations  

Percentage 

(%) 

1 Domestic tourist 202 65.58 

2 International tourist 106 34.42 

 Total 308 100.00 

 

4. RESEARCH RESULTS AND 

DISCUSSION 

4.1 Scale reliability test 

The study tests the reliability of 

observed variables by the Cronbach's alpha 

coefficient. Table 3 shows that Cronbach's 

alpha values are between 0.662 and 0.795 

which means all scales are accepted 

(Peterson, 1994). Out of 20 observed 

variables, there is no corrected item-total 
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correlation coefficient less than 0.3, this 

proves that these variables can be included 

in the hypothesis test. Therefore, 20 

observed variables can be used in the next 

exploratory factor analysis. 

 

Table 3: Testing the reliability of observed variables 

No. Scale Number of observed variables Cronbach’s Alpha Min corrected item-total correlation 

1 Natural landscape (NL) 3 0.748 0.497 

2 Indigenous culture (IC) 3 0.706 0.527 

3 Understanding (UND) 3 0.662 0.437 

4 Promotion activity (PA) 4 0.791 0.550 

5 Differentiation (DIF) 3 0.778 0.525 

6 Attractiveness (ATT)  4 0.795 0.550 

 

4.2 Exploratory factor analysis (EFA)  

After the scale reliability test, 

exploratory factor analysis (EFA) is used to 

test the convergent and discriminant validity 

of variables. The first EFA with 

independent variables (natural landscape, 

indigenous culture, understanding, 

promotion, and differentiation) gives 

guaranteed values. Significance level (Sig.) 

= 0.00 ≤ 0.05; KMO = 0.802 (0.5 ≤ KMO ≤ 

1), factor loading of variables are greater 

than 0.5. Total variance explained reaches 

65.58% > 50%. These numbers show that 

the research data is consistent (Anderson 

and Gerbing, 1988). The EFA result creates 

five factors F1, F2, F3, F4, and F5. The 

observed variables belong to factors as the 

proposed model, so there is no change in 

factors’ names. The EFA for the dependent 

variable (attractiveness) achieves the 

following results. Sig. = 0.00 ≤ 0.05; KMO 

= 0.720 (in the range of 0.5 ≤ KMO ≤ 1); 

factor loading of variables are higher than 

0.5; total variance explained is 62.11% > 

50%. Hence, the research data is consistent 

(Anderson and Gerbing, 1988). This result 

creates one factor (F6). All factors are 

summarized in the table below. 
 

Table 4: Factors formed from the EFA result 

Sign Observed variables Factor 

F1 3 variables: IC1, IC2, IC3 Indigenous 

culture 

F2 3 variables: NL1, NL2, NL3 Natural landscape 

F3 4 variables: PA1, PA2, PA3, PA4 Promotion 

activity 

F4 3 variables: DIF1, DIF2, DIF3 Differentiation 

F5 3 variables: UND1, UND2, UND3 Understanding 

F6 4 variables: ATT1, ATT2, ATT3, 

ATT4 

Attractiveness 

 

4.3 Multivariate linear regression 

After the EFA step, the multivariate 

linear regression is applied to determine 

factors affecting the attractiveness of the Cai 

Rang floating market. The results are in 

table 5. 
 

Table 5: Multivariate linear regression result 

Factor Estimated 

coefficient 

Sig. Variance 

inflation factor 

(VIF) 

Natural landscape 

(NL) 

0.361 0.000 1.000 

Indigenous culture 

(IC) 

0.290 0.000 1.000 

Promotion activity 
(PA) 

0.291 0.000 1.000 

Differentiation 

(DIF) 

0.236 0.000 1.000 

Understanding 
(UND) 

0.252 0.000 1.000 

Adjusted R2    0.408 

Durbin-Watson 

stat 

  1.967 

Sig.F   0.000 

 

Based on the result in table 5, the 

significance of the model (Sig. = 0.00) is 

smaller than 0.05, so the model is 

statistically significant. The adjusted R
2
 

value achieves 0.408 which means 40.8% in 

the attractiveness of the Cai Rang floating 

market is explained by factors in the model. 

The Durbin-Watson value is 1.967 meaning 

that there is no autocorrelation. Besides, the 

VIF value is less than 4, so the model does 

not have multicollinearity.  

The analysis indicates that the 

attractiveness of the Cai Rang floating 

market depends on the natural landscape, 

indigenous culture, understanding, 

promotion, and differentiation. All of these 

factors positively affect the attractiveness of 

the market. It concludes that if the market is 

invested in terms of indigenous culture, 

natural landscape, unique watery features, 

and marketing activities, the attractiveness 

will be improved. 
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4. CONCLUSION AND POLICY 

IMPLICATIONS 

The study has pointed out five 

factors that positively affect the 

attractiveness of the Cai Rang floating 

market in Can Tho City, including natural 

landscape, indigenous culture, 

understanding, promotion, and 

differentiation. In which, the natural 

landscape has the strongest influence on the 

attractiveness of the market. Based on the 

research results, several policy implications 

are proposed for the city's tourism industry. 

Firstly, improve river vehicles. From the 

experiences of countries with developed 

river tourism, river transport plays an 

essential role and makes a special 

impression on tourists. Therefore, the city 

tourism industry should develop a typical 

kind of river-way vehicle that both 

maintains the river culture and ensures 

safety for visitors. 

Secondly, develop river cultural festivals. 
River festivals are indispensable parts of the 

tourism development strategy of many 

countries. In Can Tho City, plenty of river 

cultural festivals have been held and 

increasingly developed. However, it is 

important to invest in developing regional, 

national, and international river festivals. 

This will be a highlight that attracts 

domestic and foreign tourists to Cai Rang 

floating market. 

Thirdly, experience the commercial life. 
The local authority should focus on 

developing tourism services at Cai Rang 

floating market in the direction of 

diversifying tourism products, especially 

experiencing commercial lives. This can be 

the tool that helps position tourism products 

of the Cai Rang floating market in the 

future. 

Fourthly, protect the water environment. 
With the impact of industry, water resources 

at Cai Rang floating market are being 

strongly affected. In addition to this, the 

waste discharge of riverine communities has 

led to serious pollution of the water 

environment. Therefore, protecting the river 

environment, regenerating rivers and small 

canals are necessary to maintain clear flows 

and the connection between tourist 

destinations. 
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