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Barriers to local community participation 
in tourism development: Evidence from 
mountainous state Uttarakhand, India

Abstract
Local community involvement, particularly in emerging and remote tourism destinations, is justifi ed 
to accomplish sustainable tourism development eff orts. Despite the benefi ts that tourism develop-
ment off er, participation of community in geographically disadvantaged mountainous destinations 
is accompanied with many challenges. Th is qualitative investigation has understood and given voice 
to local residents of two emerging destinations of Uttarakhand, India. Data were gathered through 
interviews and were thematically examined. Findings reveal four key barriers that aff ect community 
participation in tourism development: practical, socio-cultural, apprehension and institutional. Th e 
study emphasizes the need for both greater advocacy of community participation, better synchroni-
zation among concerned government authorities, education and training for locals, and the need to 
design particular strategies which can encourage local participation that are customized to emerging 
destination context. 
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Introduction
Mountainous and remote rural areas of developing nations, usually attributed by subsistence econo-
mies, poor status of traditional agriculture, dependence on pastoralism, poverty, poor governance, 
fragile natural environments and susceptibility to natural disasters, pose unique challenges in tourism 
development (Sood, Lynch & Anastasiadou, 2017). Besides diversifying to other non-agricultural em-
ployment, tourism is considered as a possible solution to the challenges. However, it has been observed 
that economic, social, political and environmental aspects may impact the extent of participation in 
tourism by mountain communities (Nyaupane, Morais & Dowler, 2006). Tourism authorities have 
failed to recognize the spatial and societal distinctiveness of mountainous areas and to involve locals, 
which made the eff orts of sustainable tourism development futile (Nepal & Chipeniuk, 2005). Tourism 
development in mountainous and remote rural areas is a challenge for planners, as they must balance 
development with ecology. Tourism literature highlights that the success of sustainable tourism develop-
ment in geographically disadvantaged areas largely governs by the active participation of local people. 
Since the growth of tourism aff ects the locals directly and has the emotional impact on their lives, 
community participation is considered of immense signifi cance. Th e locals must be involved as they 
are more familiar to tourism products associated with their socio, cultural background. Th e knowledge 
of local tourism off erings and appropriateness to local situations signify host communities' involve-
ment in tourism development (Tosun, 2006). In view of this community-based tourism helps locals 
to control the tourism development, operate tourism facilities and infrastructures, manage indigenous 
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resources, implement tourism-developing strategies, minimize economic leakages and increase tourism 
acceptance (Tosun, 2000; Tosun & Timothy, 2003). 

Interestingly, community-based tourism, homestay tourism, rural tourism and sometime ecotourism are 
used synonymously in the Himalayan regions. Such forms of tourism are at the infant stage as tourists 
visiting rural areas take shelter in villages for food and accommodation. Miserably, the concept of 
community-based tourism is almost lopsided and tourists rarely get the feeling of community tourism 
except seeing some of the tourist places. In the present form of tourism development, only large business 
organizations including tour-operators, camp-owners and hotels are enjoying benefi ts whereas local 
people have been neglected and ignored signifi cantly due to their uneducated, uncultured, ignorant and 
less articulated characteristics. Local communities have limited or sometimes marginalized contribution 
in decision-making and thus, deprived of fi nancial benefi ts of tourism particularly in remote areas. 

Th is paper explores the reasons why local communities of mountainous destinations are not participat-
ing in tourism development. Th e objectives of this study are: a) to identify major barriers that inhibit 
local community participation in tourism development in Uttarakhand; b) to examine the impact of 
identifi ed barriers on the local communities' willingness to opt tourism industry as a profession and; c) 
to suggest ways of improving their participation in tourism business in future. Th is article contributes 
to barriers to community participation specifi cally in India, particularly on mountainous destinations. 
Only a few pertinent works focusing particularly to Uttarakhand have only been published, as will be 
presented in the literature review. Th e outcomes of this study will be of immense value to policymakers 
in designing an appropriate framework for enhancing community participation and developing the 
capacity of locals to play an active role in the tourism business.

Literature review
Community participation and tourism development
Community participation is believed as a method of grassroots democracy, where individuals have a 
right to participate in decision-making on matters that directly aff ect their lives. It is seen as a correc-
tive style especially where local residents are poor or geographically disadvantaged (Burns, 2004). 
Stylidis, Biran, Sit and Szivas (2014) and Bello, Lovelock and Carr (2016) advocated that the objec-
tive of sustainable tourism development can be attained through the voluntary involvement of local 
communities. Murphy (1985) recognized there would be proper consensus, less chance of delays and 
more harmonious development, only if more individuals are motivated to involve in tourism develop-
ment at an early stage. Snyman (2012) supported that tourism should be community driven, where 
community members are responsible to control tourism infrastructures and facilities available in their 
surroundings. Either directly or indirectly, the local community comes across both favourable and 
unfavourable outcomes of tourism, and thus their participation is essential to better handle the impacts 
and to gain the benefi ts generated through tourism activities (Cole, 2006). 

Participation is capable of transforming the passive attitude of community into responsible and favour-
able outlook, inspiring entrepreneurial ventures, building partnership and collaboration, promoting a 
spirit of cohesiveness and rejuvenating relationship between people, tourism destination and external 
stakeholders (Moscardo, 2011; Pongponrat, 2011; Idziak, Majewski & Zmyślony, 2015) and conse-
quently, can increase the prospects of  more successful and sustainable development (Dyer, Gursoy, 
Sharma & Carter, 2007). However, researchers deliberate that participatory tourism development 
may vary from locality to locality and region to region. Th ey opine that not every form of community 
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participation could produce standard expected benefi ts to locals since it can take many forms rang-
ing from manipulative participation to citizen power (Tosun, 1999). Kayat (2002), Mbaiwa (2005), 
Wang, Yang, Chen, Yang and Li (2010), Pongponrat (2011), Dogra and Gupta (2012), Khani (2012) 
reveal that host communities of developing countries such as India, China, Malaysia, Botswana, Th ai-
land, and Iran, seldom participated in tourism-related decision-making. Th e active participation of 
the community in many destinations is not apparent due to highly centralized decision-making and 
underestimating the role of locals in decision-making processes.

Barriers to community participation in tourism development
In order to achieve voluntarily participation of local communities, factors that aff ect the level of their 
participation should be well identifi ed and managed. In his three-dimensional framework, Tosun (2000) 
classifi ed cultural, operational and structural limitations to community participation. He accepted 
that prevailing socio-economic and political conditions are the main reasons for these limitations in 
developing countries. Tosun  and Timothy (2003) found that a low level of education, unawareness 
and limited means of collecting information are reasons for community non-participation in tourism 
development. Cole (2006), Manyara and Jones (2007) and Marzuki, Hay and James (2012) revealed 
that poor educational level, inadequate capabilities, unawareness, apprehensive and reluctant nature 
of community to take part in the decision-making process are major limitations in remote areas of 
Indonesia, Kenya and Malaysia respectively. Breugel (2013) found that unawareness, inability, insuf-
fi cient infrastructures, poor coordination, remoteness and smaller size of destinations prevent residents 
to participate actively in tourism in Th ailand.

Stone and Stone (2011) identifi ed the absence of ownership sense, insuffi  cient employment generation, 
defi ciency of information, loss of advantages, and a disparity in tourism board structure restrict locals' 
participation in Khama Rhino Sanctuary Trust, a community-based tourism enterprise in Botswana. 
Kim, Park and Phandanouvong (2014) identifi ed low education & understanding about tourism, poor 
socio-economic conditions, lack of time for tourism, seasonality, power disparities and locals' distrust in 
authorities as key hindering factors in Houay-Kaeng Village, Laos. Saufi , O'Brien and Wilkins (2014) 
identifi ed lack of tourism information, education and fi nancial resources, perceived negative impacts 
and imbalance in tourism agencies' priorities in developing local tourism inhibit local participation in 
Lombok, Indonesia. Th ey highlighted the signifi cant role of the private sector, improvement in entre-
preneurial skills in collaboration with educational and fi nancial institutions, and role of government 
agencies as a catalyst in enhancing community participation. 

Mustapha, Azman and Ibrahim (2013) identify the reluctance of stakeholders towards power-sharing, 
centralization of authorities, elite domination, unawareness, insuffi  cient economic resources, poor 
professional attitude and limited capability of the local community to participate in tourism at Tekek 
Village, Malaysia. Kunjuraman and Hussin (2017) examined the diffi  culties of community-based 
homestay program in Dagat village, Malaysia and revealed internal challenges (amateur individuals, 
leadership issues, poor monetary resources) and external challenges (absence of fundamental infrastruc-
ture, absence of monitoring framework, lack of formal organisational structure, absence of marketing 
and promotional eff orts) confi ne the community participation. Aref (2011) indicated that fi nancial 
constraint is a major reason for community non-participation in Shiraz, Iran. Tourism authorities 
generally consider community participation as an unnecessary and costly process in terms of time, 
eff orts, fi nancial resources and abilities required to coordinate the entire procedure (Tosun, 2000). 

It can be apparent from the literature that these limitations are closely interconnected to each other 
and consequently it is relevant to comprehend the structures and mechanism through which they 
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inhibit host communities from active participation in tourism development. Despite all the eff orts, 
local communities barely ever participate in tourism development activities and commonly experience 
a low participation in or a complete exclusion from decision-making (Mustapha, Azman & Ibrahim, 
2013). Th is condition is predominantly acknowledged mainly in emerging remote tourism destination 
and generally in developing countries.

Barriers to local community participation in Himalayan destinations
Th e fi rst planned ecotourism destination of India - Th enmala has set the example of extending ben-
efi ts of community-based ecotourism to locals. Community participation ensured through Th enmala 
Ecotourism Promotion Society, Eco-Development Committees and Vana Samrakshana Samithies 
contributed positively towards economic empowerment, environmental sustainability, cultural perse-
verance, employment opportunities and standard of living of locals. Sirubari, the fi rst model village of 
Nepal and winner of PATA Gold award (2001), has set the example on how to extend tourism ben-
efi ts to poor villagers. Villagers developed tourism products from the elementary level through active 
community involvement. Tourism eff orts of villagers helped in alleviating poverty, preserving culture, 
traditions, and environment and have made improvement in professional abilities, revenue-generating 
ventures, family incomes and quality of life (Th apa, 2005). In Bhutan, Gurung and Seeland (2008) 
highlighted the necessity of ecotourism in achieving equitable economic development, environmental 
protection and cultural promotion, which contributes to Gross National Happiness. Th ey suggested 
the supportive role of government and tourism policymakers in fi nancial assistance, improving skills 
of locals and establishing small tourism and hospitality enterprises. 

Community-based homestays in Ladakh have been instrumental in conserving the rapidly worsening 
Himalayan natural and cultural resources, empowering women and providing sustainable livelihoods 
to local communities (Anand, Chandan & Singh, 2012). Initiated by Snow Leopard Conservancy 
in association with UNESCO, Ladakh Himalayan Homestay program, supplemented the earnings 
of households, preserved wildlife and increased ownership by host communities (Lama, Jackson & 
Wangchuk, 2012). Chaudhary & Lama (2014) appraised the eff orts of NGOs, Ecotourism promo-
tion committees and local communities in community-based tourism development in Sikkim, India. 
In Great Himalayan National Park, of Himachal Pradesh state, Bansal and Kumar (2013) reviewed 
the ecotourism for community development and concluded that unawareness, incapability, lack of 
constant support and consultation from government authorities are limiting factors. Dogra and Gupta 
(2012) revealed that attitude of tourism development authorities, limited fi nancial resources, poor 
capacity of people and unavailability of time inhibit community participation in a rural destination 
of Jammu & Kashmir, India. Sood et al. (2017) studied the community non-participation factors in 
homestay scheme in Kullu and identifi ed daily workload of women, lack of awareness/information, 
lack of fi nance, lack of institutional mechanisms, lack of skills and confi dence, fear of loss of cultural 
values and safety concerns as key barriers.

In Uttarakhand, Gupta and Bhatt (2009) found that unawareness, perceived negative aspects of tourism, 
seasonality, lack of proper training and entrepreneurial skills hinder local community participation in 
tourism in Sari eco-village, near Tungnath. Bagri (2010) identifi ed unawareness about governmental 
schemes, poor institutionalized mechanism, low education, poor entrepreneurial skills and poor infra-
structural facilities limit residents' participation in tourism in two off beat destinations of Uttarakhand. 
Th us, in the context of geographical remotes destinations, it is warranted to document the various 
barriers and their likely impact on host community participation in tourism development.
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Geographic scope of the study
Situated in the northern part of India, Uttarakhand state shares the international border with Nepal and 
Tibet (China), and the national border with Himachal Pradesh and Uttar Pradesh. Th e state is com-
monly known as 'Land of Gods' (Devbhoomi) because of having its association with Hindu Gods and 
Goddesses. Th is multi-destination state off ers a variety of tourism products including religious Hindu 
pilgrimage shrines Badrinath and Kedarnath, Nanda Devi Biosphere Reserve - the world heritage site, 
Jim Corbett National Park - the fi rst national park of India, historic temples, heritage, nature, wildlife, 
yoga, meditation, peaks, forests, valleys, glaciers, rivers, fl ora and fauna. Both domestic and foreign 
tourists visit Uttarakhand and tourist infl ow is steadily growing in the region. Agriculture, horticulture, 
tourism and power are the major sectors for generating revenue for the state. Since the majority of 
people resides in geographically disadvantaged areas, Uttarakhand has concentrated in tourism with a 
huge importance for the development of rural areas and improving the living standard of people. For 
the present research work, two emerging rural tourism destinations of Uttarakhand were identifi ed. A 
brief description of these two destinations are given below:

Trijuginarayan 
Located at an altitude of 1,980 meters, Trijuginarayan has been declared as a tourist village by Uttara-
khand State Government considering its religious signifi cance and natural surroundings. According to 
mythological books, it is believed that the marriage of Lord Shiva (one of the trinities of Hindu Gods) 
and Goddess Parvati (one of the forms of mother Goddess Durga) is solemnized here in Treta-Yug (it is 
believed that this period belongs to millions of years back when Lord Rama ruled India) in the presence 
of Lord Vishnu (one of the trinities of Hindu Gods). Because of this, Lord Vishnu is being worshipped 
here constantly throughout three yugs (eons), thus it is named Trijuginarayan. Pahri-Partihar architec-
ture style of temples indicates the rich constructed heritage of Garhwal region. Th is destination off ers 
a variety of tourism products including historical temple, architectural aspects, lakes and caves, 360° 
view of Himalayan peaks, dense forests with rich diversity of fl ora & fauna, purifi ed water rivulets & 
springs, Mandakini river valley, trekking trail, rock-climbing, rappelling, paragliding, bird-watching, 
nature photography and cycle safari (Bagri & Kala, 2015). 

Table 1
Distance from major places (in Kms)

Places Trijuginarayan
Koti-Kanasar, Indroli, 

Pattyur tourism circuit

New Delhi (national capital) 481 366
Dehradun (state capital) 259 112
Nearest airport (Dehradun) 233 140
Nearest railway station 216 (Rishikesh) 112 (Dehradun)

Table 2
Number of tourist arrivals

Year Uttarakhand Trijuginarayan
Koti-Kanasar, Indroli, 

Pattyur circuit

2011 26,070,907 7,940 49,338
2012 26,963,679 8,557 52,037
2013* 20,038,811 7,584 21,574
2014 22,093,281 8,912 36,672
2015 29,602,820 9,411 48,590
2016 30,622,469 NA NA

Source: Annual Reports (20110-2016) Ministry of Tourism, 
Govt. of India & Uttarakhand Tourism Development Board.
*Kedarnath natural disaster in Uttarakhand.
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Figure 1
Map of India, Uttarakhand and survey destinations

Source: Google Maps.

Koti Kanasar, Indroli, Pattyur tourism circuit 
Considering the enormous potential for rural tourism, Koti Kanasar, Indroli, Pattyur tourism circuit 
has been identifi ed by Ministry of Tourism, Government of India as an emerging destination for eco-
tourism promotion. Koti-Kanasar is known for the oldest and thickest deodar (Cedrus deodara) trees of 
the Asian subcontinent. Indroli village has two famous Hindu temples: Mahakali (dedicated to Hindu 
Goddess Durga) and Mahasu (dedicated to a Hindu deity Lord Shiva). Located at an altitude of 2100 
meters, Pattyur is the most distant located village. Jaunsaris - a local tribe of this region - claim to be 
the descendants of Pandavas of the Mahabharat period i.e. 1200BC to 1000BC as suggested by archae-
ologists. Historical temples, old architectural aspects, lush green mountain meadows, dense forests, 
rich diversity of fl ora & fauna, snow-skiing, trekking and camping, adventure sports and nature-based 
recreational activities, eco walks, bird-watching, rock climbing, nature photography, organic farms, 
apple orchards, medicinal plant conservation area and simple villages maintaining an traditional way 
of life make this tourism circuit the continuous source of motivation for inquisitive globetrotters in 
the quest of enlightening experiences (Bagri & Kala, 2016).
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Gauging the tourism potential, these destinations are growing gradually and people from neighbour-
ing places and adjacent states have started to visit these unexplored sites (Table 2). Th ese destinations 
are matchless in their natural backgrounds, possess all the merits to entice tourists and potential to 
compete with other mountainous destinations successfully. Present tourism destinations require the 
involvement of locals and mutually acceptable policies in order to consolidate their apathy or involve-
ment stage of the destination life cycle. 

Methodology
A qualitative research method was employed as researchers focused more on explanation than measure-
ment of phenomena or quantitative generalisations. Qualitative methods are helpful when utilizing 
numerous sources of evidence to investigate the contextual dimensions of complex issues in real-life 
circumstances and when the target group can be reached easily in their abode. Several trips to research 
sites were made and held some meetings with local community members which helped researchers to 
realize the factors of community non-participation in tourism development. Th us, a list of questions 
was prepared around the study theme for the interview script. Th e study employed in-depth inter-
views, qualitative questionnaires and observations for collecting primary data. Data were gathered in 
two phases: the fi rst slot of data was collected in March-June 2013 (For Koti-Kanasar, Indroli, Pattyur 
circuit) and the second slot in March-June 2015 (for Trijuginarayan). Th e research team was included 
four researchers to ensure two members were at each interview. All researchers were qualifi ed and ex-
perienced in conducting interviews and analysing qualitative data. Participants selected for the study 
were identifi ed using purposive and snowball sampling method. First, the chief villager (Pradhan) 
recommended prospective participants. Th en, the fi rst participant suggested the next participant and 
so on. In total, 36 in-depth interviews were completed. During sample selection, an eff ort was made 
to incorporate observations of a cross-section of the community i.e. members of diff erent age, sexual 
category, professions, and income to assess diverse viewpoints, understanding, and importance regard-
ing tourism development.

Each interview was 30-45 minutes in length. Some interviews were recorded with the consent and later 
transcribed, whereas other interviews were limited to researcher notes. Interviewees preferred to speak 
in Hindi/Garhwali as it is a local dialect used in their daily lives. Collecting responses in the native 
language encouraged participants to express themselves more responsively and ensured the richness 
and authenticity of data. Team also listened for additional local residents during in-depth interviews. 
For internal consistency, interview responses were translated into the English language and verifi ed by 
the language educators. Th emes, sub-themes, and quotes were analysed to accomplish research objec-
tives of the study. Some statements were presented directly from interviews while others were gathered 
from researcher notes using a best eff ort to get the exact wording correct. For the validity, multiple 
researchers present during an interview and discussion jotted down their notes independently, then 
deliberated and combined the data. Th is was often done hours after interviews or by the end of the 
day. Th ese data were also shared with study participants for achieving construct validity. Reliability 
was attained using an interview script and data with fi eld notes.

Findings
Th e fi ndings indicate that only a handful elite community members are invited by tourism development 
authorities to participate in decision-making. Th e majority of local people are simply left out of the 
consultation and decision-making process. However, residents expressed that they should be included 
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in this process for the welfare of their communities. One respondent of Koti-Kanasar village stated, "I 
want to safeguard nature water springs and forest in my locality as these resources off er us products and food 
to sell and consume…I am enthusiastic to take part in tourism as it empowers me to look after the natural 
resources in my village and lets me familiarize about environmental conservation." Despite the awareness 
and readiness, community members in these destinations do not enthusiastically contribute to tour-
ism activities. Based on interviews, researchers identifi ed four categories of barriers for explaining the 
community non-participation in tourism development in the study areas. 

Category one: practical barriers

Tourism by chance, not by choice
A variety of tourism products, favourable tourist infl ows, positive perception and tourists' willingness 
to enjoy tourism off ers entice locals to involve in the tourism business. Local people are not in the 
business of tourism by choice, but by chance. Th is involuntary involvement in tourism made locals 
participate less in tourism development. According to a resident from Koti village, "to get the local 
people here to participate in any form of tourism is very hard. Th is is mostly because we didn't choose tour-
ism, tourism chose us, and it has been a challenge for us to adapt to this rapid transformation since tourism 
is an irresponsibly unorganised sector. Moreover, there is hardly any presence of formal organizations for 
involving locals in tourism. Tourism planners do not really exist here and the government authorities sup-
port local participation only to the minimal extent." One resident of Trijuginarayan shared that they are 
inadvertently involved in tourism. Th ey have limited requirements and tourism is fulfi lling all. Th ey 
never thought of earning more from tourism.

Lack of knowledge
Communities located in remote locations are often unaware of tourism benefi ts. Th is lack of tourism 
awareness arguably prevents the eff ectiveness of community participation in development processes 
but also host communities' capacity to fulfi ll the expectations of visitors. A local of Trijuginarayan said 
that the community still looks at tourism from a tourist's perspective rather than on being the custo-
dian of nature and ecosystem. Opportunities are available to us to operate accommodation, transport 
services, tour guiding, eateries and restaurants, entertainment, and souvenir emporiums, which are 
not optimally exploited because no one from us is even aware of their economic importance. Another 
member added, "…the level of tourism awareness is very low. Th e only thing we know about tourism is 
that tourists will come to the destination and leave the money behind. Out of 100%, I would say only 2% 
of local people have a clear knowledge of what tourism is all about; we do not understand that tourism is 
more than just tourists and money." In distant villages like Pattyur, interviewees who already involved 
in tourism business by operating eateries were also unaware of the concept of tourism. Locals shared 
their willingness to participate in tourism development but said they are unaware of the concept. Th ey 
expressed that a low level of awareness about tourism is the major contributor to the apparent lack of 
interest from the community. Th ey also felt that local authorities should organize awareness sessions 
in villages. 

Low education
Participants expressed that poor education background of local community makes them incapable to 
take tourism profession related-decisions on their own and even make them incompetent to understand 
the objectives of tourism-related training programs. Some of the participants believe that decisions made 
by authorities are imposed on local community due to the poor educational background. Participants 

249-356 Tourism 2018 03ENG.indd   325249-356 Tourism 2018 03ENG.indd   325 27.9.2018.   14:44:2327.9.2018.   14:44:23



326TOURISM Original scientifi c paper
Devkant Kala / S. C. Bagri
Vol. 66/ No. 3/ 2018/ 318 - 333

deliberated that even a mere discussion with residents is by itself suffi  cient and appropriate. One par-
ticipant stated, "…decision-makers always abstain us because they think we cannot contribute. We all know 
the reason for this behaviour. It's all about our poor educational background."  Low education makes them 
unwilling to contribute to and takes responsibility for any facets of tourism development. A respondent 
of Indroli village added, "…I want to be a tour guide. Sadly, I have poor communication skills and do not 
know how to speak the English language. So I am not confi dent whether I can take this as my profession."

Th e local people in Uttarakhand are not professionally qualifi ed enough to contribute to the decision-
making process. Th ey raised this issue due to the lack of tourism and hospitality-related professional 
courses in educational institutions. "…Although many educational institutions are available in the re-
gion, these institutions are primarily off ering traditional courses. Considering the potential of tourism and 
hospitality sector in the state, these institutions should off er short duration professional courses in hotel and 
restaurant operations management, business communication…" added by a resident of Trijuginarayan.

Category two: socio-cultural barriers

Poor living conditions
Th e majority of inhabitants in both the destinations have been deprived of living requirements. Most 
of the residents involved in agri-business and pastoralism for their livelihood. Some male members 
migrate to nearby towns for low-level jobs. Th ough they wish to invest and involve in tourism-related 
activities such as accommodation, homestay services, eateries, tour guiding or tour escorting, it is a 
little diffi  cult for residents to start without the fi nancial help of concerned authorities. Th e limited 
fi nancial capacity of locals discourages them to commence entrepreneurial ventures. One participant 
commented, "You know our tough daily lives and poor fi nancial situation. In this harsh living conditions, 
it is nearly impossible for us to become entrepreneurs. If I had money and pleasant living conditions, I would 
have owned a small tourism venture instead." Another participant added that he wants to manufacture 
and sell souvenirs to visitors, but he doesn't have adequate economic resources to materialize this idea. 
"As you know, capital is needed to establish an income-generating tourism venture. Th is is why the majority of 
us are incapable to start tourism business, it's not that we don't prefer!" added by a local of Trijugnarayan.

Busy daily routine
Many participants appraised of their busy routine for agriculture, pastoralism, childcare and household 
cleanliness, it deprived of their participation in prescribed training of skill development courses. People 
do not have time to rush to tourism business and even participate in similar kinds of activities. Th ey 
cannot leave their primary and traditional sources of income. Cornwall (2008) pointed out that self-
elimination may be a logical option when individuals observe that participation in such initiatives is 
time-consuming. One respondent said, "I realized it tough to arrange my time to participate in tourism-
related activities. Every day, I have to wake up early for agricultural work in my fi elds. I also give some 
time to look after my cattle. When I return home, it seems too late … I have to perform my household tasks 
too…I wish I had extra time for tourism development initiatives. In the same line, another interviewee 
commented, "Everybody imagines about tourism business, he or she wastes his or her available time and 
eff orts doing tourism activities. Th ey don't go to their agricultural fi elds. So who will perform these impor-
tant life-sustaining activities? I think that the whole aspect of tourism planning and development should 
be in the hands of our government offi  cials." Consistent with the fi ndings of Kayat (2002) and Dogra 
and Gupta (2012), local people and full-time employed individuals of these destinations are reluctant 
to involve in tourism showing their apprehension about the adverse impact of involvement on their 
primary livelihoods.
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Passive role of women
Women are the backbone of this mountainous state. Women generally perform all kinds of activities from 
agriculture to household, from small business to pastoralism. Th ese are diffi  cult and time-consuming 
activities. Comparatively, women in the hilly regions are much stronger and very much associated with 
natural resources, as they visit the mountains regularly to gather timber and fodder. Th us, they play 
a strong role, especially in protest. Community members expressed that the involvement of women 
is still poor in the decision-making. Acknowledging this statement, a respondent stated, "Tradition-
ally, only the men are decision-makers in a family and in society. Women participation in decision-making 
is very poor and usually unacceptable. It will take time to overcome this traditionally inherent element of 
this society. Th e strong male-dominating culture prevailing in developing societies has been the main 
problem to involve women in the decision-making. Poor educational background of the community 
and particularly of women is the main reason behind their non-participation. Women are often dis-
qualifi ed from meetings. A female participant stated, "Th ere was a meeting in our village, but only male 
members of the village were called. We were not asked to attend the meeting…" However, few participants 
also illustrated that education and entrepreneurial prospects are some of the motivating elements for 
changing the outdated patriarchal mindset. A male respondent expressed, "Government is promoting 
women education and providing employment opportunities to them. Th ese initiatives will make women 
educated and self-employed. Th is will also develop the ability to stand on her own and take decisions herself. 
Society is in a transition phase and has realized the signifi cance of women in a society."

Category three: apprehension barriers
Perceiving tourism seasonality

Seasonality of tourist visitation and limited income generation are other important factors that aff ect 
locals' participation. Community members expressed their dissatisfaction with the extent of earnings 
generated particularly in rainy and winter seasons in which visitors hardly travel. A local resident of 
Trijuginarayan shared, "I used to run a small eatery in the village. My customers were tourists only. Th ey 
were coming here only for 4-5 months and the numbers were not encouraging, even in the peak season. 
How could I survive and look after my family with this seasonal business? Th e experiences of local people 
exhibited a negative appreciation of tourism as a means of monetary activities in these rural destina-
tions. A local resident of Indroli village added, "I could earn only a little money by selling souvenir for 
travellers, mainly in the summer season which is insuffi  cient for my household expenditures… Th erefore, I 
discontinue my involvement in tourism-related activities… I put my eff orts in performing other activities 
that produce more money for me and my family." Interestingly, one respondent shared that the fear of 
commonness is his apprehension of being involved in the tourism development. He added, "...tourism 
business is not profi table anymore as more individuals will employ in the similar business." 

Lack of expertise
Th ere is a common saying that the rural people are not benefi ted from tourism-related schemes due to 
lack of industry awareness and business expertise. Since seasonality is a major drawback of the tourism 
business, rural people have no choice except to abandon the plan of joining the tourism industry due 
to lack of other means for their livelihood. One participant pointed out, "We have poor educational 
qualifi cations and no distinctive abilities, so how can we take the advantage of tourism?" Another respondent 
expressed, "We want to generate more income from tourism-related occupations but we have no knowledge 
what is the suitable method to do it. We do not possess any professional skills; we can only contribute our 
labour...We, people without adequate skills, just do not matter in the participation in tourism initiatives." 
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Th ese comments reveal that poor professional attitudes and lack of expertise of community members 
are enough for non-participatory tourism development in this mountainous state. People are hesitant 
about their abilities as prospective tourism entrepreneurs and they are not confi dent if they would be 
able to meet the requirements of tourists from urban areas. Although tourism business has low entry 
barriers in terms of monetary resources and required skills, respondents' apparent lack of expertise, 
confi dence and exposure act as high entry barriers. 

Perceived negative impacts
Community perceives that tourism brings social, cultural, economic and environmental impacts in both 
favourable and unfavourable directions. However, a majority of residents have serious apprehensions 
about its adverse aspects. A participant of Koti-Kanasar circuit raised his concerned about the erosion of 
socio-cultural values once tourism development will take place. Local traditions and cultural milieu of 
the ancestral villages may worsen. Participants also have the reservation on the increased fl ow of visitors 
would increase the cost of living. A few participants were afraid of reduction of agricultural outputs 
and increase the cost of living if tourism infrastructure facilities would be constructed on the fertile 
agricultural land. Matured community members also opine that the young generation may lose their 
customs and traditions by observing tourists' behaviour. Participants pointed out other concerns such 
as traffi  c congestion, overcrowding, pollution, increasing waste, construction of concrete structures, 
changing the rural landscape, disturbance and devastation of wellconserved vegetation and wildlife. Th e 
perceived negative impacts also discourage locals to promote and participate in tourism development.

Category four: institutional barriers
Power disparities

Th e local community believed that tourism development authorities have the capacity to propose and 
develop tourism-related activities without their active participation and support. Conversely, some 
participants expressed that they are not given the equal chances to make decisions on tourism-related 
initiatives because of the poor background and limited abilities. Although they are encouraged to 
share their views and opinions, only a few selected members are invited to attend the programs and 
meetings. Locals perceive power disparities is one of the reasons for the poor participation in tourism 
development. One participant stated, "I never got an opportunity to share my ideas and opinions regarding 
tourism development initiatives in my locality... I used to present my views when I participated the com-
munity meetings, but I sensed that offi  cials didn't listen to me…." Locals are only asked to monitor and 
update concerned authorities about ongoing tourism activities. Th ey also felt debarred and uncertain 
that any of their opinions would be deliberated in forthcoming development policies in their villages. 
A disheartened participant shared, "…tourism offi  cials have a better understanding of tourism planning 
and development … I am not willing to involve, mainly in the community meetings or discussion forum…
well…actually, I am not a strong or infl uential community member so I am not asked at all… my views and 
suggestions will hardly be given any weight in the designing action plan for tourism development anyway. 
Why should I worry?" Th is indicates that the community felt skeptical to contribute to the consulta-
tion activities. Participants expressed that there exists a communication gap between community and 
tourism planners responsible to increase the level of distrust among them. In addition, poor tourism 
infrastructure, the clash of harvest and tourism seasons, poor networking skills and inadequate coor-
dination between private tourism providers and locals were also highlighted by participants, which 
inhibit residents to involve in tourism development.
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Discussion
Th is qualitative investigation examined and debated the barriers of community participation in the 
tourism planning and development in two emerging destinations. Th e four main broad constraints 
that emerged in the present study, as perceived by the community members, relate to practical, socio-
cultural, apprehensions and institutional. Remarkably, these barriers are not specifi c to participatory 
tourism development strategy, but related to and/or an extension of the prevalent economic, socio-
cultural and political framework in developing regions, which have impeded them from achieving 
a sophisticated level of progress. Mirroring the fi ndings of Tosun (2000), this study advocates that 
abolition of these obstacles to participatory tourism development approach essentially depends upon 
diminishing usual diffi  culties of emerging destinations. Since there are no mandatory guidelines to 
operationalise community-based participatory tourism development, the active participation can be 
attained with specifi c and deliberate strategies framed at the village and local level considering the 
barriers identifi ed in the study. 

Most participants considered tourism as a relatively unwelcome sector. Th ey expressed that although des-
tinations have tourism potential they can't take the advantage of the industry due to lack of operational 
skills as well as the poor educational background. Th e communication gap between tourism-planners 
and community make local people less knowledgeable about tourism and related entrepreneurial op-
portunities it might off er. Similar to Cole (2006), Manyara and Jones (2007), Marzuki et al. (2012), 
Kim et al. (2014) and Saufi  et al. (2014), authors believe that the lack of information not only restricts 
community responsiveness about tourism but also lessens their empowerment. Considering their poor 
educational and social background, local shared that they are not capable enough to share prompt 
decision and hence never invited into a discussion. Th is mirrors the fi ndings of Aref (2011), Dogra 
and Gupta (2012), Kim et al. (2014). Saufi  et al. (2014) and Sood et al. (2017). With agriculture and 
pastoralism as principal revenue sources, interviewees sensed that tourism might not be well-matched 
with their prevailing work pattern. Th e opportunity cost of tourism over agriculture is higher, this 
makes tourism less attractive to local residents. Th e current busy routine also discourages local involve-
ment as harvest season coincides with peak tourist season. Th e present study admits that women in 
mountainous destinations already undertake the majority of the work, consequently insuffi  cient time 
for tourism activities. Regardless of the diff erent data collection locations, the involvement of female 
in tourism found insignifi cant.

Lack of skills and the poor professional attitudes adversely aff ect individual capabilities and business 
confi dence echoing the outcomes of Kim et al. (2014), Saufi  et al. (2014) and Sood et al. (2017). 
Many participants perceive that tourism business is seasonal in nature and having limited income op-
portunities. Th ey have apprehensions for competition due to engagement in similar nature of tourism 
activities and thus low-income generation. Th e study proposes that choices to involve in tourism are 
contextual, and are aff ected by factors beyond simple fi nancial benefi ts. In Uttarakhand, community 
decisions to take part in tourism are greatly aff ected by observed adverse outcomes of tourism on 
community traditions and values. Power structures among government departments and indiff erent 
attitudes of government authorities are perceived as negatively infl uencing community participation 
supporting the fi ndings of Jamal and Camargo's (2014) in Mexico, Saufi  et al. (2014) in Indonesia 
and Bagri (2010) in India. Th e poor institutional framework further prevents social harmony among 
concerned departments and consequently promotes ambiguous and uneven tourism planning, inad-
equate attention to locals' involvement, implementation failure of tourism programs, and weak tour-
ism guidelines. Government's emphasis on mass tourism apparently overlooks the opinions of local 
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individuals. Survey of tourist destinations and interaction with communities make it evident that very 
less work has been taken place for the improvement of tourism infrastructure, creating awareness and 
capacity building. Th us, residents have developed unconvinced perception that tourism is a vulnerable 
sector for future investment.

While considering emerging tourist destinations promotion only skill-based education can encourage 
locals to participate actively in tourism-related activities and minimise economic leakages. Capacity-
building initiatives can develop the favourable attitude and increase the level of expertise. Tourism plan-
ners can organise skill development workshops, training sessions and seminars in order to develop and 
improve the business skills of the host community. Th e content of these programs should be professio-
nal, concentrating on specifi c job-related capabilities. Private tourism providers can also stimulate locals' 
participation in tourism by providing more access to them in their tourism activities. For instance, 
the communication between local people and tourists can take place, when more community-based 
activities in tour packages are off ered by private tour operators. In such situations, residents can learn 
and understand the benefi ts of tourism activities such as homestay, tour guides, transport providers, etc. 
Th e establishment of tourist information centres in appropriate locations would assist communication 
with community members as well as with tourists.

Encouragement and engagement can be the appropriate ways to solve problems for prospective rural 
entrepreneurs. Collaboration with educational and fi nancial organizations can help in motivating the 
tourism entrepreneurial initiatives from local residents. As UNWTO (2011) has acknowledged that 
tourism has the potential for women empowerment and promoting gender equality, women must 
be given priority in terms of education, training and engagement. Tosun (2000) observed that in 
developing countries like India, which are divided by class, political and gender issues, NGOs help is 
of immense signifi cance in creating awareness, training, and providing fi nance/marketing support. In 
addition, tourism planners can employ techniques of community participation as suggested by Marien 
and Pizam (1997). In addition, six strategies for ensuring community participation as suggested by 
Bello et al. (2016) in the context of Malawi can also be employed. Th e present study also fi nds that 
government authorities neglect the role of the host community in tourism activities and this fosters the 
attitude that tourism is developed to benefi t "outsiders" only. An institutional mechanism with greater 
stakeholder participation and above all, operationalization at the village level is defi nitely needed. Th is 
overall debate confi rms that a complete transformation in the social, political, regulatory and economic 
structure of this mountainous state is required for participatory community-based tourism development.

Conclusion
Barriers to community participation aff ect not only residents' engagement but discourage them to 
involve in tourism-related decision-making even in the future. Local communities must be considered 
as the integral element of the tourism product. Tourism policymakers must avoid discrimination in the 
participatory approach and make sure the contribution of various stakeholders, including minorities 
and underprivileged sections, rather than just community leaders, elite and dominant interest groups. 
Participation in tourism develops a feeling of ownership among them, thereby making the implemen-
tation of policies more eff ective. It will empower local people and form a connection between tourism 
benefi ts and preservation. Government initiatives in terms of off ering vocational training, workshops, 
capacity-building programs, information centres and fi nancial support can transform community at-
titude favourably towards tourism development. Eliminating socio-cultural and apprehension barriers 
require a long educational process and fl exibility. Th is orientation cannot be an overnight phenomenon; 
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it must be developed. Researchers suggest that the transformation in attitude and behaviour of and 
genuine collaboration from all stakeholders including state government, local tourism authorities, 
privates tours operators, NGOs, and local communities are essential for sustainable and successful 
community-based tourism development.
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Abstract: Satisfaction of local residents is one of the key factors in responsible and sustainable tourism
development. It helps tourism planners and policymakers in effective and strategic utilization of
tourism resources. The present study investigates local residents’ satisfaction level toward sustainable
tourism development through economic, socio-cultural, and environmental development. In order
to achieve the goal of the study, one-sample t-test, regression analysis, and Structural Equation
Modeling (SEM) were performed. The findings of the study have suggested that local residents
have a different level of satisfaction towards overall sustainable development and economic, socio-
cultural, and environmental development in the study area. It was also observed that there is a high
positive correlation among economic, socio-cultural, and environmental developments, and these
developments significantly impact sustainable tourism development.

Keywords: sustainable tourism development; satisfaction; economic development; environmental
impact; Pushkar; structural equation modeling (SEM)

1. Introduction

Tourism has been recognized as one of the largest and fastest-growing industries
globally, generating 10.4% of Gross Domestic Product (GDP) in 2019 and decreasing to 5.5%
in the year 2020 due to ongoing travel restrictions caused by the COVID-19 pandemic [1].
Tourism development transforms a destination in several ways, and it results in many
negative and positive outcomes. All the components of tourism, such as attractions, ac-
cessibility, accommodation, amenities, and activities at destination, impact and alter each
aspect of a destination, such as its physical, social, cultural, economic, and environmental
aspects, in both positive and negative ways [2]. Natural and cultural environments are
essential pull-factor components for a destination to work as a tourism destination. The
growth and development of a tourism destination are elucidated by [3], with the help of
the Destination Life Cycle or Tourism Area Life Cycle (TALC) model with stages such as:
exploration, involvement, development, consolidation, stagnation, and decline or rejuvena-
tion. According to the destination life cycle, a destination needs to pass through various
stages of growth and development, as the volume and number of tourists keep increasing.
Once a destination reaches its stagnation stage, it faces several cumulative impacts on the
local economy, culture, society, and the environment [4,5]. Mass tourism increases the con-
sumption of tourism products and resources, creating an imbalance between demand and
supply and causing negative impacts on tourism destinations [6,7]. The carrying capacity
of a destination and its impacts on a destination, local residents, tourists, and stakeholders,
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is another important component for determining and measuring tourism impacts [2]. In
the case of natural tourism products and resources, these impacts are more intense due
to more fragility and limitations of natural resources [8]. The fundamental reason for
environmental problems is the personal gains of local residents and other stakeholders [9].
However, the relationship between residents, tourists, other stakeholders, and the environ-
ment would also alter because of transformations in tourism destinations [10]. Economic
benefits of tourism are well known to tourists, local residents, and other associated stake-
holders [11]. However, these benefits are associated with cultural and environmental costs
that are caused due to personal interests and irresponsible and unsustainable practices
followed by tourists, local residents, and stakeholders [12]. Local residents are the most
important and legitimate stakeholders over the destinations, and their participation is
essential for responsible and sustainable tourism development [13]. Residents have the
feeling of annoyance and antagonism toward mass tourism development, as they face
problems such as cultural clashes, economic leakages, congestion, noise, demonstration
effects, crime, high competition, and environmental dereliction, which further decrease
satisfaction level of local residents toward tourism development [14,15]. There is a need
for resources, such as land, electricity, energy, water, land, infrastructure, and natural and
man-made attractions for developing tourism, but local communities use these resources. It
is essential to seek active participation of local communities while planning, designing, and
developing tourism [4]. In addition to local communities, these resources are also for the
use of tourists in the form of tourism amenities and activities [16,17]. Therefore, a friendly
relationship between tourists and local residents must be encouraged and ensured [18,19].
Tourism cannot be developed sustainably without the active support of local residents [20].

The present study provides a comprehensive framework and plays an important
role in developing tourism destinations in responsible and sustainable ways. Thus, the
aim of the present study is to investigate sustainable tourism development in the study
area from the residents’ point of view, via socio-cultural, economic, and environmental
developments. Furthermore, for achieving the aim of the study, the following three
objectives have been formulated:

1. To measure the satisfaction level of local residents toward sustainable tourism
development.

2. To measure the impact of socio-cultural, economic, and environmental develop-
ments on sustainable tourism development.

3. To understand the relationship among socio-cultural, environmental, economic,
and sustainable tourism developments.

This article contributes to the literature by comparing different types of tourism devel-
opment and their impact on sustainable development. Concerning the above-mentioned
objectives, the following hypotheses were formulated:

Hypothesis 1 (H1). Local residents have a high level of satisfaction toward sustainable tourism
development in the Pushkar region of Rajasthan.

Hypothesis 2 (H2). Socio-cultural, economic, and environmental developments have no significant
impact on sustainable tourism development and.

Hypothesis 3 (H3). Socio-cultural, economic, environmental, and sustainable tourism develop-
ments have a positive relationship.

This study contributes to tourism literature by developing a coherent, comprehensive,
and comparative understanding of the role of local residents’ satisfaction and the impact of
tourism on economic, socio-cultural, and environmental changes.

The structure of the article is as follows: Section 2 discusses the peculiarities of the
research area; the next Section deals with study design and the individual steps taken
during the research; Section 4 presents the results of the research, and the final section is
dedicated to discussions, recommendations, and limitations.
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2. Study Area—Pushkar, India

Pushkar is located in the Ajmer district of the Rajasthan province of India, about 10 km
northwest and 150 km southwest from Ajmer and Jaipur, respectively, on the western side
of the Aravalli Mountains. It lies between north latitude 26◦29′23′′ and east longitude
74◦33′3′′ (Figure 1). It is an important pilgrimage destination for Hindus and Sikhs, with
more than 400 magnificent temples, including the only Lord Brahma temple in the entire
world, along with the Pushkar Lake, bathing Ghats, and the famous Gurdwaras for Guru
Nanak and Guru Gobind Singh. It is a lively tourist destination that always resounds with
the chanting of prayers, religious songs, drums, and gongs, and thousands of tourists keep
flocking around the city throughout the year.
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Pushkar is a well-known tourist destination across India and the world, and tourism
has been an essential part of its social, cultural, economic, and environmental development
for several decades. Around 1.2 million domestic and international tourists visit Pushkar
for its world-renowned and only Lord Brahma (Creator of Universe) temple in the world,
the Ghats, Pushkar Lake, mythology, religious significance, spirituality, culture, cuisine,
artefacts and handicraft, and the most popular annual international Camel Fair, which
is one of the largest cattle festivals in the world. As shown in Table 1, the number of
domestic and international tourist arrivals has increased substantially from 2010 to 2019
during the fair and regular days of the year. The Pushkar Fair (celebrated over a week
in October or November during the time of Kartika Purnima, according to the Hindu
calendar) contributes around 35% of total tourist arrivals to Pushkar.

The increasing number of tourist arrivals reflects the popularity and demand of
Pushkar as a tourist destination. Over time, the natural environment of Pushkar has been
completely changed and gave way to infrastructure development to meet the demand of a
large number of tourists. The carrying capacity of the destination is challenging, especially
during fair time. Due to tourism, the price of land, water, energy, accommodation, and
tourism products and services have been increasing, and several adverse impacts, such
as pollution, loss of natural vegetation and landscape, degradation of the natural environ-

https://ecologicalprocesses.springeropen.com/articles/10.1186/s13717-019-0193-5/figures/10
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ment, the worsening condition of Ghats and temples, congestion, and cultural dilution
and commodification have been observed. These adverse impacts are due to irresponsible
and unsustainable tourism practices being followed by tourists, local residents, and stake-
holders for their personal gains and vested interests. This study measures local residents’
satisfaction toward sustainable tourism development in Pushkar in order to understand
existing problems more keenly and specifically.

Table 1. Tourist arrivals in Pushkar (2010–2019).

Tourist Arrivals at Non-Fair Days Tourist Arrivals during Fair
Total Tourist Arrivals

Year Domestic
Tourists Foreigners Total Domestic

Tourists Foreigners Total % of Total
Tourists

Fair and
Non-Fair

2010 736,566 4803 741,369 211,133 2101 213,234 28.76% 954,603

2011 807,334 5003 812,337 241,007 2229 243,236 29.94% 1,055,573

2012 836,298 6023 842,321 239,833 3406 243,239 28.87% 1,085,560

2013 866,047 6301 872,348 257,053 6208 263,261 30.17% 1,335,609

2014 955,730 6623 962,353 291,027 11,209 302,236 31.40% 1,264,589

2015 987,542 6806 994,348 311,307 11,905 323,212 32.50% 1,317,560

2016 1,035,383 7013 1,042,396 313,710 19,213 332,923 31.93% 1,375,309

2017 1,085,440 7102 1,092,542 373,135 23,102 393,135 35.98% 1,485,677

2018 1,135,037 7304 1,142,341 386,025 27,211 413,236 36.17% 1,555,577

2019 1,184,802 7543 1,192,345 391,041 32,193 423,234 35.49% 1,615,579

Source; Rajasthan Tourism Development Corporation (RTDC).

3. Literature Review

Sustainable tourism development (STD) is the long-term approach toward tourism
growth and development without harming any aspect of the destination, local residents,
tourists, and stakeholders, while simultaneously ensuring equal and fair distribution of
tourism products, resources, costs, and benefits [21]. To ensure responsible and sustainable
tourism development at any destination, tourists, local residents, and stakeholders need to
work together, take collective decisions about tourism development, and strictly follow
sustainable tourism practices [22]. STD creates a balance between physical and cultural
environments of the destination [23]. The cooperation of local communities is necessary
for responsible and sustainable tourism development; otherwise, it will benefit only a few
stakeholders [10]. Indigenous culture, cuisine, community, and the environment must be
protected and promoted to keep local residents satisfied with tourism development across
destinations [24,25]. With the help of collective efforts of all the public and private stake-
holders, the objective of sustainability could be achieved [13]. It is the responsibility of the
government to develop tourism infrastructures, such as hotels, roads, airports, theme parks,
amenities, tourist centers, etc., and create equal opportunities for all stakeholders [26]. Over
time, several studies have been conducted on locals’ satisfaction as a tool for sustainable
tourism development [27–32].

Due to tourism development, local residents benefit from employment opportunities
and economic benefits, and they can protect and promote indigenous culture, cuisine, and
heritage [32,33]. Residents who experience better economic benefits are more supportive
of and cooperative with tourism development at destinations [34]. The tourism develop-
ment process could be controlled through the perception and satisfaction of local residents
toward tourism. Local residents with a voice in tourism planning and development at desti-
nations have a more positive perception and satisfaction toward tourism development [35].
When residents perceive the impact and benefits of tourism negatively, they have a low
level of satisfaction toward tourism development [36]. There are several ways to develop
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tourism responsibly and sustainably, but a few specific indicators, tools, and guidelines are
required to assess, evaluate, and test tourism development under the sustainability frame-
work [37]. Audit and valuation of tourism resources are effective sustainability tools for
evaluating costs and benefits of tourism development at tourism destinations [25]. Setting
parameters for tourism growth and development, such as carrying capacity and acceptable
change, could also make a huge contribution toward sustainable development [2,5,38].
The conceptual model of [39] is also quite popular and useful for sustainable tourism
development, as this model designed some specific indicators to measure the physical,
social, cultural, economic, and environmental impacts of tourism at the destination. In
all such approaches, strong cooperation and coordination among governments, tourists,
and local residents should be required at each level [40], and tourism needs to develop
according to the needs and wants of local communities [41–45].

Several studies were conducted on various aspects of Pushkar connected to tourism:
culture, cuisine, Pushkar Fair, cultural heritage [46,47]. The perception of tourists and
satisfaction toward tourism development in Pushkar were studied by [48], stakeholders’
satisfaction toward sustainable tourism development was studied by [49], and the foreign
tourist satisfaction in Pushkar was studied by [50]. The impact of tourism development
on natural resources was presented by [51]. There are also surveys connected to tourist
satisfaction with hotels, festivals, and the condition of cultural heritage in Pushkar [52–54].

Moreover, several studies have been conducted on designing and developing methods,
models, and scales for the measurement of perception, attitudes, and satisfaction of local
residents toward different aspects of tourism, such as community development, economic
development, socio-cultural development, environmental development, community at-
tributes, and support for tourism, employment generation, regional and infrastructure
development, and various other components of tourism in relation to local communi-
ties [55–58]. No previous study has been designed on any such scale for the investigation of
local residents’ satisfaction toward tourism development through socio-cultural, economic,
and environmental development as core indicators of responsible and sustainable tourism
development. This makes the present study innovative through the use of a constructed
scale; locals’ satisfaction measure scale (LSMS) is specific, unique, and uncommon com-
pared to previous scales used, and it has wider significance and usage while developing
responsible and sustainable tourism.

It was found that there is a dearth of literature regarding sustainable tourism develop-
ment in Pushkar, India, concerning locals’ satisfaction toward economic, socio-cultural and
environmental development in the region. Based on this research gap, research objectives,
hypotheses, studied variables, and a research framework were designed for the present
research work.

4. Research Design and Methodology

The present study is empirical and exploratory in nature, conducted through norma-
tive survey method and qualitative and quantitative research methods under three phases:

Step 1. In the first phase of the study, a standardized tool was constructed—the
locals’ satisfaction measure scale (LSMS) measures the satisfaction level of local residents
toward sustainable tourism development in the study area under socio-cultural, economic,
and environmental parameters of sustainability. It comprises a total of 22 items under
3 categories, i.e., economic impact (7 items: jobs for local community, prices of goods
and services, residents’ income, quality of services, new markets, local entrepreneurship,
infrastructure and public services improvement), socio-cultural impact (8 items: cultural
activities, awareness of local heritage, preservation of local art, culture, and heritage,
acculturation, living standards, changes in traditions and social norms, insecurity, social
abuse), and environmental impact (7 items: urbanization, traffic congestion, environmental
conservation, protection of natural habitats, destruction of natural environment, irritation
due to tourism facilities, pollution). The statements assigned to each category are included
in Appendix A of the questionnaire.
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Step 2. Under the second phase, a self-constructed standardized tool (LSMS) was
administered to local residents of Pushkar, Rajasthan, from January 2019 to July 2019 and 5
to 12 November (during the Pushkar international festival).

Step 3. In the last phase of the study, data collected from local residents were em-
pirically and qualitatively analyzed, and based on research findings, conclusions and
recommendations were made (Figure 2).
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Figure 2. Literature search and tool construction.

According to the 2011 census conducted by the government of India, the population
of Pushkar was 21,621. Out of this number, 200 were considered a sample that was an
appropriate representation of the population and significant at 0.01 level of critical value
and confidence interval under (n = N×X/(X + N− 1), where, X = Zα/22*p*(1 − p)/MOE2)
formula [35].The required sample was collected through a simple random sampling tech-
nique. The selection process and selected sample of 200 respondents were in accordance
with the recommendation given by [59] for performing advanced multivariate statistics,
such as regression analysis and structural equation modeling (SEM).

Regression analysis (H2 and O2) is a way of predicting future events between a
dependent (socio-cultural, economic, and environmental development) and one or more
independent variables (also known as predictors), i.e., sustainable tourism development.
The main uses of regression analysis are forecasting, time series modeling, and finding the
cause–effect relationship between variables.

Multivariate correlation coefficient and SEM (H3 and O3) were used to investigate
the relationship among socio-cultural, environmental, economic, and sustainable tourism
development, and these relationships are explained by the SEM model in view of the consol-
idated effect on socio-cultural, environmental, and economic development on sustainable
tourism development (Figure 3).

For constructing the Local Satisfaction Measure Scale (LSMS), similar previously
constructed tools, such as Tourism Impact Attitude Scale (TIAS) by [60] and Sustainable
Tourism Attitude Scale (SUS-TAS) by [61] were referred to. Present-scale LSMS has three
elements: socio-cultural, economic, and environmental. As suggested by UNWTO, these
are important, complete, and comprehensive elements when considering sustainable
tourism development.
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While constructing the LSMS for creating a standardized tool, the steps followed
included the construction of the tool and testing reliability, as well as the validation and
normalization of the data [62]. A total of 22 items under 3 categories, i.e., economic
impact (7 items), socio-cultural impact (8 items) and environmental impact (7 items) were
considered (Appendix A).

First, content analysis, primary tryout (for the sample of 50 respondents), and expert
opinions were taken. After making all the corrections based on the result of the primary
tryout, a secondary tryout of LSMS was conducted on a sample of 100 respondents to
perform item analysis and check the validity and reliability of the tool. For conducting the
item analysis, two different methods were used: Method of Summated Ratings [57] was
used for checking the differentiation power of each item in relation to others under overall
tool testing, and each category went through a z-score and independent sample t-test.
One sample t-test (H1 and O1) was a univariate and parametric test used to determine
satisfaction level of local residents about tourism development in the study area.

For measuring the relationship of each item with total items of the tool and individual
items under each category, a correlation coefficient test was performed. After conducting
both tests, it was found that all the selected items (22 in LSMS, 7 in economic impacts, 8 in
socio-cultural impacts and 7 in environmental impacts) were specific and distinct from each
other, and at the same time, all items were highly correlated with each other. For testing
the validity of the LSMS tool, face validity, and content validity, the Kaiser–Meyer–Olkin
(KMO) and Bartlett tests [63] were conducted. The values of the KMO test were 0.839,
0.782, 0.811, and 0.756 for overall tool, economic impacts, socio-cultural impacts, and
environmental impacts, respectively, and these values were quite significant at 0.001 level
of significance. Furthermore, the reliability of the Local Satisfaction Measurement Scale
(LSMS) in each category and in the event of item deletion was tested through Cronbach’s
Alpha test; the values found were in the range of 0.737 to 0.882 and significant at 0.001 level
of significance. After performing the required tests, such as item analysis, category analysis,
validity, and reliability, it became clear that the constructed LSMS tool was a standardized
form of the questionnaire and most appropriate for conducting the present study and
achieving and testing its proposed objectives and hypotheses. After tool construction, more
than 220 samples were collected from local residents who were 18+ years of age. While
editing, encoding, and scoring, it was found that few samples were incomplete; therefore,
200 samples were taken up for final analysis.

The data collected from 200 local residents were analyzed empirically and with the
help of Statistical Package for Social Sciences (SPSS) 23.0 and Structural Equation Modeling
Software (EQS) 6.1 software packages. All responses were recorded over a five-point Likert
scale and a nominal scale manually and analyzed through the following tools: descriptive
statistics, inferential statistics, confirmatory category analysis, regression analysis, and
structural equation modeling (SEM). Before proceeding to the data analysis, the normality
of data was also checked to decide whether to use parametric inferential statistics (if data
were normally distributed over NPC) or non-parametric inferential statistics (if data were
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not normally distributed over NPC). For the present study, data collected were normally
distributed, as the values of Skewness and Kurtosis were −0.217 and −0.130, respectively,
and these values fell within acceptable ranges of ±2 [64].

5. Residents’ Satisfaction toward Tourism Development in Pushkar—Survey Results

The demographic information of local residents was recorded over nominal scale
under the following variables: age, gender, marital status, education qualification, occupa-
tion, and income per month. After the analysis of demographic profiles of respondents,
it was found that the highest number of respondents were from the 31 to 40 age group
(52%), male (94.5%), married (88%), private employees (42%), and with an income between
25,001 Indian rupee (INR) to 50,000 INR (46%). Demographic profiles of local residents
show that most of them were young, less educated and mainly depended on tourism for
their survival (Table 2).

Table 2. Demographic profile of local residents.

Demographic Variable Frequency Percentage

Age

Below 20 Years 1 0.5

21–30 58 29

31–40 104 52

Above 40 Years 37 18.5

Gender

Male 189 94.5

Female 11 5.5

Marital Status

Married 176 88

Unmarried 24 12

Any Other 0 0

Education

Up to Secondary 39 19.5

Higher Secondary 87 43.5

Graduate 64 32

Post Graduate 10 05

Any Other 0 0

Occupation

Student 2 01

Government Employees 32 16

Private Employees 84 42

Businessmen 68 34

Any Other 14 07

Income per Month (INR)

Below 25,000 37 18.5

25,001–50,000 92 46

50,001–75,000 61 32

75,001–100,000 7 3.5

More Than 100,001 0 0
Source: own elaboration, primary data.

Residents of any destination play an essential role in developing tourism in responsible
and sustainable ways [64]. To measure the satisfaction level of residents of Pushkar toward
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sustainable tourism development and its core parameters (economic, socio-cultural, and
environmental development), one-sample t-test was conducted, and the results were
computed in Table 3. To perform a one-sample t-test, a hypothesized mean or test value
is required; in the case of perception and satisfaction, the highest mean value for positive
items and the lowest mean value for negative items are considered as test values/expected
values [65–67], as each tourism personnel member has the highest level of perception and
wants to have the fullest satisfaction [68–72]. Thus, for overall satisfaction, the test value
was 110 (22 × 5 = 110), for environmental and economic satisfaction it was 35 (7 × 5 = 35),
and for socio-cultural satisfaction it was 40 (8 × 5 = 40).

Table 3. Satisfaction level of local residents toward overall, economic, socio-cultural, and environmental development in
Pushkar, India.

Variable N Hypothesize
Mean Mean S.D Mean

Difference t-Ratio p-Value

Overall satisfaction of locals 200 110 76.01 3.364 33.990 142.893 0.000 **

Economic satisfaction of locals 200 35 27.71 1.671 7.295 61.743 0.000 **

Socio–cultural satisfaction of locals 200 40 29.18 2.088 10.820 73.287 0.000 **

Environmental satisfaction of locals 200 35 19.13 2.277 15.875 98.592 0.000 **

** Significant at 0.01 level; Source: own study.

Table 3 shows residents’ satisfaction level toward overall economic, socio-cultural,
and environmental development due to tourism. Overall tourism development values of
the sample mean, hypothesized mean (test value), and standard deviation were 76.01, 110
and 03.364, respectively, and a mean difference of 33.990 was calculated between the mean
score of locals’ satisfaction and the hypothesized mean of overall tourism development
in Pushkar, India. Furthermore, with the help of t-value (142.893) and p-value (0.000 **),
it was confirmed that the existing difference of 33.990 between the hypothesized mean
(test value) of overall tourism development in the study area and residents’ satisfaction
toward overall tourism development was significant at 0.01 level of significance, as the
value of p was 0.000 (p = 0.000 < 0.01), which was less than 0.01. However, in the case
of responsible and sustainable tourism development, there should be an insignificant
difference between the test value of overall tourism development and a sample mean of
local residents’ satisfaction [73], whereas tourism development in Pushkar, India, and local
residents’ satisfaction toward it had a significant gap.

For local residents’ satisfaction toward economic impacts of tourism development
in the Pushkar region of Rajasthan, the values of sample mean, hypothesized mean (test
value), and standard deviation were 27.71, 35, and 1.671, respectively. This shows the mean
difference of 7.295 between the hypothesized mean of economic impacts of tourism and
the sample mean of local residents’ satisfaction toward it. Whether this difference was
significant or not has been confirmed through values of t –ratio and p, which were 61.743
and 0.000 **. As the value of p was 0.000 (p = 0.000 < 0.01), which was less than 0.01, there
was a significant difference between the economic impacts of tourism and the satisfaction
level of local residents about it. However, each tourism activity has economic impacts on a
destination, and it benefits the local residents directly or indirectly [74]. Collectively, local
residents were satisfied about the economic development of the region due to tourism,
but they were not fully satisfied with each parameter of sustainability. While analyzing
the data, it was found that local residents were satisfied with test items, such as job
creation, increased prices of goods, services, land, and other amenities, infrastructure, etc.,
whereas they showed their dissent about test items related to personal income, equal
distribution of money, market for indigenous Rajasthani products, economic support from
the government and NGOs, and overall economic development of the region and local
communities. A complete and comprehensive economic development for local residents
without any negative impact is most important in sustainable tourism development [75].
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Satisfaction level of local residents toward socio-cultural impacts of tourism devel-
opment in Pushkar was measured through one-sample t-test, where the values of the
sample mean, hypothesized mean (test value), and standard deviation were 29.18, 40, and
2.088, respectively, and the mean difference of 10.820 was found between socio-cultural
impacts of tourism and local residents’ satisfaction toward this. Values of the t-ratio and
p were also calculated in order to check whether existing difference was significant or
not. The values of t-ratio and p were 73.287 and 0.000 **. Here, the value of p was 0.000
(p = 0.000 < 0.01), which was less than 0.01; therefore, the existing difference of 10.820
was significant at 0.01 level of significance between socio-cultural impacts of tourism and
satisfaction level of local residents about it. The socio-cultural aspect of any community is
a very sensitive phenomenon and can easily have a negative impact if it is not taken care of
through responsibility and sustainability [76].

While conducting the interviews with local residents, it emerged that they were
mainly facing socio-cultural problems, such as cultural clashes, demonstration effects, drug
abuse, ethnocentrism, rape, alcoholism, devastation of indigenous culture, cuisine, heritage,
art, artefacts, products, and services. Because of these negative socio-cultural impacts of
tourism, local residents were not satisfied with present tourism development in the region
and not sure about the future either. Positive socio-cultural impacts of tourism are crucial
and vital for rejuvenating and developing responsible and sustainable tourism, and this
has been well documented by several authors [77–81].

The environmental impacts of tourism were also measured through satisfaction level
of local residents in the study area, where the value of the sample mean, hypothesized
mean, and standard deviation were 19.13, 35, and 2.277, respectively, and a mean differ-
ence of 15.875 was found between environmental impacts of tourism and local residents’
satisfaction toward it. Furthermore, with the help of t–ratio (98.592) and p-value (0.000 **),
it was confirmed that the existing difference between local satisfaction and environmental
impacts of tourism was significant at 0.01 level of significance, as the value of p was 0.000
(p = 0.000 < 0.01), which was less than 0.01. From the residents’ viewpoint, Pushkar has
been facing several environmental issues, such as pollution, loss of natural vegetation and
landscape, degradation of the natural environment, Ghats, lake, and temples, congestion,
and noise. Local residents believe that all of these have been a result of irresponsible and
unsustainable tourism practices followed by the tourists, local residents, and stakehold-
ers and that no strategic and comprehensive planning and guidelines as such have been
followed by the local and state governments. Local residents’ level of satisfaction toward
environmental impacts of tourism is important for sustainable tourism development at any
destination [27].

Figure 4 shows that local residents had high satisfaction with overall, economic, and
socio-cultural tourism development in Pushkar, whereas they had average satisfaction
with environmental development.

5.1. Impacts of Socio-Cultural, Economic, and Environmental Development on Sustainable
Tourism Development

The socio-cultural, economic, and environmental development collectively impacts
and leads to responsible and sustainable tourism development [82]. In order to measure
the impacts of socio-cultural, economic, and environmental development in Pushkar, India
on sustainable tourism development, a test H2, multiple regression analyses among socio-
cultural development (IV), economic development (IV), environmental development (IV),
and sustainable tourism development (DV) were performed.
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Table 4 measured the impacts of socio-cultural, environmental, and economic de-
velopment on sustainable tourism development individually and collectively through
regression analysis, taking sustainable tourism development as a dependent variable (DV),
and socio-cultural, environmental, and economic development as independent variables
(IV). The values of correlation coefficient “R” and p-ratio between sustainable tourism
development (DV) and socio-cultural development (IV) of 0.998 and 0.000 ** (0.000 < 0.01),
respectively, show that there was a high positive correlation between sustainable tourism
development and socio-cultural development. Furthermore, the extent of variability in sus-
tainable tourism development due to socio-cultural development was confirmed through
the coefficient of determination R2 that was 0.996 and the share of independent variable
(socio-cultural development) which was 99%. It means that socio-cultural development
accounts for 99% in total sustainable and responsible tourism development. Positive socio-
cultural development is an important parameter for sustainable tourism development at
any destination, and it is also associated with other indicators of sustainability [83].

Table 4. Socio-cultural, economic, and environmental development (independent variable) and sustainable tourism
development (dependent variable) in Pushkar.

Variable R R2 Share of Independent
Variable (%)

Dispersion of
Regression Line p-Value

Sustainable Tourism Development (DV) Constant
0.996 99% 0.529 0.000 **

Socio-Cultural Development (IV) 0.998

Sustainable Tourism Development (DV) Constant

1.00 100% 0.101 0.000 **Socio-Cultural Development (IV) 0.835

Environmental Development (IV) 0.175

Sustainable Tourism Development (DV) Constant

1.00 100% 0.046 0.000 **
Socio-Cultural Development (IV) 0.316

Environmental Development (IV) 0.250

Economic Development (IV) 0.450

** Significant at 0.01 level; Source: own elaboration.
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For measuring the impacts of socio-cultural (IV) and environmental development (IV)
collectively on sustainable tourism development (DV), the values of correlation coefficient
R were 0.835 and 0.175 with socio-cultural and environmental development, respectively.
The value of p-ratio was 0.000 ** (0.000 < 0.01) for both. Furthermore, the value of the
coefficient of determination R2 was 1.00 (0.835 + 0.175), which shows the extent of variabil-
ity in the dependent variable (sustainable tourism development) because of independent
variables (socio-cultural development and environmental development). With the help
of obtained values of the correlation coefficient “R” and the coefficient of determination
R2, it is concluded that there was a positive correlation between sustainable tourism de-
velopment (DV) and socio-cultural development (IV) and environmental development
(IV), and the share of both socio-cultural development and environmental development in
development of sustainable tourism was 100% at the Pushkar region of Rajasthan, India
(Table 5). Understanding local residents’ satisfaction toward socio-cultural and environ-
mental development can minimize their negative impacts and contribute to sustainable
tourism development [84].

Table 5. Regression model for socio-cultural, environmental, and economic development and
sustainable tourism development.

Model Standardized Coefficient
(Beta) p-Value

Constant (DV) 73.203 0.000 **

Socio-Cultural Development (IV) 0.998 0.000 **

Constant (DV) 72.867 0.000 **

Socio-Cultural Development (IV) 0.835 0.000 **

Environmental Development (IV) 0.175 0.000 **

Constant (DV) 71.485 0.000 **

Socio-Cultural Development (IV) 0.316 0.000 **

Environmental Development (IV) 0.250 0.000 **

Economic Development (IV) 0.450 0.000 **
** Significant at 0.01 level; Source: own elaboration.

With regard to the impact of all three parameters of sustainability, i.e., socio-cultural
(IV), environmental (IV), and economic development (IV) on sustainable tourism devel-
opment (DV), the values of the correlation coefficient R were 0.316, 0.250, and 0.450 for
socio-cultural (IV), environmental (IV), and economic development (IV), respectively. The
value of p-ratio was 0.000 ** (0.000 < 0.01) for all three indicators of sustainability. Fur-
thermore, the value of the coefficient of determination R2, i.e., 1.00 (0.316 + 0.250 + 0.450),
showed the extent of variability in a dependent variable (sustainable tourism development)
because of independent variables (socio-cultural development, environmental develop-
ment, and economic development). With the help of obtained values of the correlation
coefficient R (0.316, 0.250 and 0.450 for socio-cultural, environmental, and economic de-
velopment) and the coefficient of determination R2 1.00 (0.316 + 0.250 + 0.450), it can be
concluded that there was positive correlation between sustainable tourism development
(DV) and socio-cultural development (IV), environmental development (IV), and economic
development (IV), and the share of all three in the overall development of responsible
and sustainable tourism development in Pushkar was 100%. It is quite clear from the
results above that socio-cultural, environmental, and economic developments are related
to core components of sustainable tourism development, as also suggested in the study
conducted [85].

Moreover, whether socio-cultural, environmental, and economic developments indi-
vidually and collectively have a significant impact on sustainable tourism development
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or not was checked with the help of regression equations, and the results are presented in
Table 5.

With the help of the above-computed regression analysis in Table 5, the following re-
gression equations were formulated concerning the impacts of socio-cultural development
(IV), environmental development (IV), and economic development (IV) on sustainable
tourism development (DV) in Pushkar.

Y = α0 + α1 (X1)

Sustainable Tourism Development = α0 + α1 (Socio-Cultural Development)

Sustainable Tourism Development = 73.203 + 0.998 (Socio-Cultural Development)

Y = α0 + α1 (X1) + α2 (X2)

Sustainable Tourism Development = α0 + α1 (Socio-Cultural Development) + α2 (Environmental Development)

Sustainable Tourism Development = 72.867 + 0.835 (Socio-Cultural development) + 0.175 (Environmental Development)

Y = α0 + α1 (X1) + α2 (X2) + α3 (X3)

Sustainable Tourism Development = α0 + α1 (Socio-Cultural Development) + α2 (Environmental Development) + α3
(Economic Development)

Sustainable Tourism Development = 71.485 + 0.316 (Socio-Cultural Development) + 0.250 (Environmental Development)
+ 0.450 (Economic Development)

As per Table 5 and the above equations, dependent variables (sustainable tourism de-
velopment) of 73.203, 72.876, and 71.485 were found with the scores of independent variables
(socio-cultural development, socio-cultural and environmental development, socio-cultural,
environmental, and economic development) 0.998, 0.835 + 0.175 and 0.316 + 0.250 + 0.450,
respectively. It means that if the values of independent variables (socio-cultural develop-
ment, socio-cultural and environmental development, socio-cultural, environmental, and
economic development) are increased by one, then scores (73.203, 72.876, and 71.485) of the
dependent variable (sustainable tourism development) are enhanced by 0.998, 0.835 + 0.175,
and 0.316 + 0.250 + 0.450, respectively. Moreover, for all three cases above, the value of
p-ratio was 0.000 (0.000 < 0.01), which was significant at 0.01 level of significance.

5.2. Relationship among Socio-Cultural, Environmental, Economic, and Sustainable
Tourism Development

The effective and positive relationship among socio-cultural, environmental, and
economic development strongly impacts responsible and sustainable tourism develop-
ment [86]. As seen before, each one of them (socio-cultural, environmental and economic
development) is equally and significantly important for sustainable tourism development,
and each one of them individually and collectively must also have positive and effec-
tive relationship. To measure this relationship among socio-cultural, environmental, and
economic development and test H3, structural equation modeling (SEM) was performed
through the EQS 6.1 application, and the results were computed in Table 6.

Table 6. Relationship among socio-cultural, environmental, economic, and sustainable tourism development.

Variable Socio-Cultural
Development

Environmental
Development

Economic
Development

Sustainable Tourism
Development

Socio-Cultural Development 1.00 0.998 ** 0.930 ** 0.998 **

Environmental Development 1.00 0.906 ** 0.992 **

Economic Development 1.00 0.952 **

Sustainable Tourism
Development 1.00

** Significant at 0.01 level.



Sustainability 2021, 13, 13468 14 of 20

Table 6 shows the relationships among socio-cultural, environmental, economic, and
sustainable tourism developments with the help of structural equation modeling (SEM) in
which the Pearson correlation coefficient r was calculated among socio-cultural, environ-
mental, economic, and sustainable tourism developments.

The values of the correlation coefficient between socio-cultural development and envi-
ronmental development, economic development and sustainable tourism development
was 0.998, 0.930 and 0.998, respectively. This means that socio-cultural development had
a high positive relationship with environmental development, economic development,
and sustainable tourism development (±0.9–±1.0 = very high correlation). Similarly, the
values of the correlation coefficient between environmental development and economic
development and sustainable tourism development was 0.906 and 0.992, respectively,
which indicates that environmental development had a high positive relationship with
economic development and sustainable tourism development (±0.9–±1.0 = very high cor-
relation). Furthermore, the correlation coefficient values between economic development
and sustainable tourism development were 0.952, indicating that economic development
had a high positive relationship with sustainable tourism development (±0.9–±1.0 = very
high correlation).

The regression and structural equation modeling (SEM) analysis results conclude
that socio-cultural, environmental, and economic development had perfect positive rela-
tionships among themselves, and that they impacted responsible and sustainable tourism
development in the study area. It is also well established that socio-cultural, environmental,
and economic developments are core parameters of responsible and sustainable tourism
development, as suggested by various studies conducted [86,87].

The SEM model in Figure 5 clearly shows the positive relationship of various parame-
ters of sustainable tourism development, such as socio-cultural, economic, and environmen-
tal development among each other and with sustainable tourism development. Whenever
socio-cultural development takes place at the destination, environmental, economic, and
sustainable tourism automatically accelerates by 99%, 93%, and 99%, respectively, and
vice versa. Similarly, when environmental development occurs, economic and sustainable
development increases by 90% and 99%, respectively, and vice versa. If economic develop-
ment takes place, then sustainable tourism development increases by 95%. Moreover, it
is clear from the model that sustainable tourism development depends on socio-cultural
and environmental development, followed by economic development, as explained [87].
A simple allocation of funds ensures economic development cannot lead to sustainable
tourism development.
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6. Conclusions and Recommendations

The research results present a complex picture of the relationships between sustainable
tourism development and socio-cultural, economic, and environmental development. The
latter plays the greatest role in the satisfaction of local residents. In order to achieve the
set objectives of the study, hypotheses were formulated and verified: H1: “Local resi-
dents will have high level of satisfaction toward sustainable tourism development in the
Pushkar region of Rajasthan.” This has been rejected, with 0.01 level of significance and
its corresponding objective “to measure the satisfaction level of local residents toward
sustainable tourism development in the Pushkar region of Rajasthan” has been explained.
Local residents of Pushkar are not satisfied with the overall tourism development in the
area in terms of sustainability. There could be multiple reasons for local residents’ dissat-
isfaction toward overall tourism development in Pushkar, such as existing government
policies, infrastructure development, employment opportunities for local people, preser-
vation and conversation of local culture, cuisine, and dance forms, heritage, Ghats, and
temples, protection of ecology and environment, and many more. Policies and planning
pertaining to tourism development at any destination should be based on the interests of
local communities [88].

Individually and collectively, socio-cultural, environmental, and economic develop-
ments will determine the level of sustainable tourism development. Thus, the proposed
null hypothesis H2—“socio-cultural, economic, and environmental developments have no
significant impact on sustainable tourism”—is rejected, and its corresponding objective
"to measure the impact of socio-cultural, economic, and environmental development on
sustainable tourism development” has been explained. Socio-cultural, economic, and
environmental developments have a significant impact on sustainable tourism develop-
ment. Without positive socio-cultural, environmental, and economic development over the
destinations, responsible and sustainable tourism cannot be developed [89–91]. There was
a positive correlation between sustainable tourism development (DV) and socio-cultural de-
velopment (IV), environmental development (IV), and economic development (IV), and the
share of all three (socio-cultural development, environmental development, and economic
development) was 100% in the overall development of responsible and sustainable tourism
development in Pushkar. The proposed hypothesis H3—“socio-cultural, economic, environ-
mental, and sustainable tourism developments have positive relationships”—is accepted,
and its corresponding objective "to understand the relationships among socio-cultural,
environmental, economic, and sustainable tourism developments” has been explained.

The results of the present study reveal that local residents of Pushkar have different
level of satisfaction toward socio-cultural development, environmental development, eco-
nomic development, and overall sustainable tourism development. They have higher level
of satisfaction with economic development, followed by socio-cultural and environmental
development. There is a significant gap between local residents’ satisfaction and socio-
cultural, environmental, economic, and overall tourism development in the study area. It is
not a good sign for sustainable tourism development in the region [92,93]. Furthermore, the
findings of the study suggest that sustainable tourism development is significantly impacted
through socio-cultural, environmental, and economic developments, as the beta values
of regression equations for socio-cultural development, socio-cultural and environmental
development and socio-cultural development, environmental development and economic
development were 0.998, 1.00 (0.835 + 0.175) and 1.00 (0.316 + 0.250 + 0.450), respectively.

In order to develop tourism in sustainable ways, there should be an equal and appro-
priate development of socio-cultural, environmental, and economic aspects of a destina-
tion [90,94]. From the output of structural equation modeling (SEM), it is concluded that
there is a perfect positive correlation among socio-cultural, environmental, economic, and
sustainable tourism developments, as the value of the correlation coefficient “R” was above
0.9 in all cases. If development of any parameter of sustainability, such as socio-cultural,
environmental, and economic, is increased, it also ensures development of other parameters
of sustainability and vice versa.
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On the basis of the findings of the present study, various recommendations are made
to the state government, Rajasthan Tourism Development Cooperation, tourism stakehold-
ers, local residents, and tourism planners of Pushkar tourism. It is important to reduce
the negative socio-cultural impacts, such as cultural clashes, demonstration effect, drug
abuse, racism, crime, robberies, prostitution, cheating on tourists, and rapes; negative envi-
ronmental impacts, such as congestion, pollution, noise, degradation of natural resources,
temple, Ghats, lake, waste and sewage problems, carrying capacity problems, shortage
of drinking water, and ecological disturbances; and negative economic impacts, such as
overdependency on tourism, lack of employment for local people, and the import of foreign
tourism products, especially during the time of the Pushkar Fair. Over the years, these
negative impacts have been quite visible, causing serious problems for sustainable tourism
development. In order to minimize all the negative impacts, local residents, stakeholders,
RTDC, and the Pushkar tourism board need to work collectively toward development and
promotion of responsible and sustainable tourism.

Tourism organizations working in Pushkar, such as RTDC (Rajasthan Tourism Devel-
opment Corporation), RSHCL (Rajasthan State Hotel Corporation Limited), DoT (Depart-
ment of Tourism), TIBs (Tourist Information Bureaus), and RITTMAN (Rajasthan Institute
of Tourism and Travel Management) must play an active role in planning and managing
tourism development sustainably. It is also equally important to ensure active participation
and support of local bodies, such as RAJSICO (Rajasthan Small Industries Corporation),
DRDA (District Rural Development Agency), AVS (Avas Vikas Sansthan), DC (District
Collectorates), Municipal Councils, Municipal Corporations, and Gram Panchayats, as
these are legitimate stakeholders at the destination and can play an important role toward
management and development of sustainable tourism. All the stakeholders of tourism at
Pushkar must work toward a common vision and direction, maintain carrying capacity,
especially at the time of the Pushkar Fair, promote indigenous products, culture, heritage,
and handicraft of Rajasthan, as well as strategic and scientific planning for sustainable
tourism development and increasing the number of cattle during the festival (mainly
camels, as their numbers keep decreasing year by year). Due to the COVID-19 pandemic, it
is also a big challenge to revive the tourism and Camel Fair in the region and ensure and
develop tourism responsibly and sustainably.

There are some limitations in this study. First, the study focused on a relatively small
sample of residents. Second, most of the completed questionnaires were collected during
the fair, which could have influenced the respondents’ answers. Other dimensions on
scales could also have been used.

This study contributes to tourism literature by developing a coherent, comprehensive,
and comparative understanding of the role of residents’ satisfaction in the impact of tourism
on economic, socio-cultural, and environmental changes. Researchers are discussing the
development of coherent tools to study the effect of tourism on the local population [95–98].
Over a period of time, expectations of tourists and local residents about tourism develop-
ment has been changing from general to specific, in accordance with their needs, wants,
and derides [99]; therefore, it is important to ensure active participation of local residents
and tourist feedback while designing and developing tourism policies and guidelines for
the destinations [100].

The presented locals satisfaction measure scale can be used to measure residents’
satisfaction toward tourism development in other places. Local satisfaction measurement
scale (LSMS) and structural equation modeling (SEM) used in the present study could
also be applicable in future research related to perception and satisfaction of residents
toward tourism development under core indicator of sustainability. Depending on the
conditions, the developed LSMS tool may be modified to adapt it to the specific needs
of research on the satisfaction of the local community. However, present research work
is limited to residents’ satisfaction toward socio-cultural, economic, and environmental
development of Pushkar as a sustainable tourism destination and does not include tourists,
service providers, and stakeholders.
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Appendix A

Table 1. Economic Impact.

S.No. Statements SD D N A SA

1. Tourism has provided jobs for your local community 1 2 3 4 5

2. Prices of goods and services have increased due to tourism development 5 4 3 2 1

3. The personal income of local residents has increased due to tourism development 1 2 3 4 5

4. Tourism development improves the quality of local services 1 2 3 4 5

5. Tourism creates new markets for the local products and services 1 2 3 4 5

6. Tourism development has increased the number of local entrepreneurs 1 2 3 4 5

7. There is an improvement of roads and other public services due to tourism development 1 2 3 4 5

Table 2. Socio-Cultural Impacts.

S.No. Statements SD D N A SA

1. Tourism encourages varieties of socio-cultural activities performed by locals, e.g., arts,
music, prayers, fair and festival etc. 1 2 3 4 5

2. Tourism has increased local awareness and recognition of the local culture and heritage 1 2 3 4 5

3. Tourism has provided opportunities to conserve and preserve local art, culture and heritage 1 2 3 4 5

4. Provides opportunities for acculturation 1 2 3 4 5

5. Living standard of locals has increased because of tourism development 1 2 3 4 5

6. Tourism has changed the traditional culture and social norms 5 4 3 2 1

7. Tourism makes you feel insecure about your future 5 4 3 2 1

8. Do you think tourists exaggerate problem of social abuse like drugs, prostitution, alcoholism 5 4 3 2 1

Table 3. Environmental Impact.

S.No. Statements SD D N A SA

1. Tourism development leads to urbanization 1 2 3 4 5

2. Tourism development has resulted traffic congestion and crowd in the town 5 4 3 2 1

3. Tourism developments strengthen efforts for environmental conservation 1 2 3 4 5

4. Proper tourism development is required that Ghats, lake and natural habitats be protected
at all times 1 2 3 4 5

5. Construction of hotels & tourist facilities has destroyed the natural environment 5 4 3 2 1

6. Tourism facilities, amenities and ancillary service is cause irritation to the local communities 5 4 3 2 1

7. Tourism has a negative impact on the environment through disproportionate pollution and
damage to natural resources 5 4 3 2 1
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Abstract: Over the period of time, developmental priorities of tourism has been changed from 

mass tourism to responsible and sustainable tourism. Tourism and Hospitality industry has 

impact on society, culture, economy and environment of the destination which affect millions of 

lives directly and indirectly. In order to develop tourism in sustainable ways active participation 

of local communities, tourism planners, visitors and other stakeholders is essential in well- 

coordinated and responsible manner. Tourists are the core component and legitimate 

stakeholders of tourism system at any destination. Therefore it is important to develop the 

facilities and amenities in the destination that satisfy the tourists as per their expectations, needs 

and wants. This research paper has measured perception and satisfaction level of tourists on five 

point Likert Scale towards tourism development in the Pushkar region of Rajasthan, India. It is 

both quantitative as well as qualitative assessment based on survey research design. Sample of 

200 respondents which include 100 domestic and 100 international tourists, has been collected 

through self-administered questionnaire namely “Tourist Perception and Satisfaction 

Measurement Scale” (TPSS) and analyzed with the help of Descriptive (Frequencies, Mean and 

Standard Deviations) and inferential (Paired sample t-test) statistics. 
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INTRODUCTION 

Tourism is one of the largest service industries and keep growing with greater pace along with 

benefiting millions of people across the World such as creating employment, generating foreign 
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exchange and leading physical, social, economic and environmental development. As per the 

2019 tourism statistics published by United Nations World Tourism Organization (UNWTO) 

there were 1401 million tourists visited across the World and generated total 1448 USD billion. 

In the same year India had visited by 10.89 million tourists and received 29.62 USD billion. In 

order to increase tourists’ inflow, Indian Government has provided e-visa facilities to 169 

countries as on December 2019. Both perception and satisfaction of tourists are very important to 

measure in order to develop sustainable tourism. If a destination could measure the perception 

and provide highest level of satisfaction to tourists then these tourists would make repeat visits 

and spread positive word of mouth publicity, which is most required and important for 

sustainable tourism development. 

Pushkar is one of the well-known tourist destination located in Indian state of Rajasthan and 

visited by thousands of tourists very year especially during the time of International Camel 

festival. As per Rajasthan Tourism Board in the year 2019, there were total 1192345 tourists 

visited the destination and out of them 423234 visited during the period of Pushkar fair. It has 

uncountable tourism resources to provide lively touristic experiences and satisfy needs and wants 

of the tourists who are coming from across the India and World throughout the year. 

REVIEW OF LITERATURE 

In the growing light of tourism development, perceptions, satisfactions, motives and attitudes of 

tourists are also changing from general to specific and greatly influencing the development of 

tourism products, services and practices (Lamb et al. 2014). Solomon, 2001 explains tourist 

perception as a process of selection, organizing and interpreting the own travel experiences 

which he or she perceived as a form of basic stimuli such as sights, sounds, smells, taste, and 

feelings. After consuming travel products and services these perceptions converted into the 

satisfactions (Robbins & Coulter, 2005). Eraqi, 2006 has the view that quality and delivery of 

suitable tourism products and services significantly affect the perception and satisfaction level of 

tourists. Tourist perception and satisfaction keep changing from product to product and 

destination to destination (Kotler et al., 2010). Various methods and instruments have developed 

to measure tourist’s perception and satisfaction such as Importance Performance Analysis IPA 

(Fishbein, 1963), SERVQUAL - Service Quality (Parasuraman et al., 1988), SERVPERF - 

Service Perception (Cronin and Taylor, 1992) and HOLSAT - Holiday Satisfaction (Alegre & 

Garau, 2010) etc. 
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RESEARCH METHODOLOGY 

Based on the extensive review of literature related to tourists’ perception, satisfaction and 

sustainable tourism development, a standardized tool namely “Tourist Perception and 

Satisfaction Measurement Scale” (TPSS) was developed in order to measure perception and 

satisfaction of tourists towards tourism development in the Pushkar region on 15 items i.e. 

Availability of information as a tourists destination, Accessibility of the destination (Air, Rail / 

Road), Over all cleanliness of the destination, Availability & Quality of accommodation units, 

Quality and varieties of food & beverages, Opportunities of Rest and Relaxation, Friendliness 

of local people, Availability of local handicraft and souvenir shops, ATM & Forex facilities, 

First aid medical facilities, Natural Beauty and climate, Availability and Quality of local 

cuisines, Availability Tourist attraction (Temples, Ghats, Arti, Lake etc.), Safety and security of 

visitors and Fair and festivals. The sample of 200 tourists (100 domestic and 100 international) 

has been collected through normative survey method and analyzed with the help of descriptive 

(Frequencies, Means and S.D.) and inferential (Paired sample t-test) statistics. 

RESULT AND DISCUSSION 

In order to measure the perception and satisfaction level of tourists towards tourism development 

in Pushkar region of Rajasthan, following objective and hypothesis has been formulated; 

 To measure the perception and satisfaction level of tourists towards tourism development 

in the Pushkar region of Rajasthan. 

 H01 There is no significant difference between perception and satisfaction of tourists 

before and after the trip. 

 H1 There is a significant difference between perception and satisfaction of tourists before 

and after the trip. 

For testing the Null hypothesis H01 There is no significant difference between perception 

and satisfaction of tourists before and after the trip and achieving its corresponding objective 

“To measure the perception and satisfaction level of tourists towards tourism development in 

the Pushkar region of Rajasthan”. Paired sample t- test and Gap analysis was conducted to 

measure the significant mean difference between overall tourists perception and satisfaction 

(N=200) and results are computed in table 1.1 and 1.2. 
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Table 1.1 Paired sample t-test results of overall perception and satisfaction of tourists 

before and after the trip 

Variable N Mean S.D. 
Mean 

Difference 
t- ratio p-value 

Tourists’ 

Perception 

 

200 
 

65.74 
 

5.095 
 

 

 
5.80 

 

 

 
14.241 

 

 

 
0.000** Tourists’ 

Satisfaction 

 

200 
 

59.94 
 

4.415 

** Significant at 0.01 level                                                                       Source: primary data 

*significant at 0.05 level 

 

Table 1.2 Results of Perception and Satisfaction of Tourists towards Tourism 

Development 

Item 

No. 

Items for Perception and Satisfaction of Tourists Perception Satisfaction 

1. Availability of information as a tourists destination  

 

 

 

 

 

 

 

 
N= 200 

Mean =65.74 

S.D.= 5.095 

 

 

 

 

 

 

 

 

 
N= 200 

Mean =59.94 

S.D.= 4.415 

2. Accessibility of the destination ( Air, Rail / Road ) 

3. Over all cleanliness of the destination 

4. Availability & Quality of accommodation units 

5. Quality and varieties of food & beverages 

6. Opportunities of Rest and Relaxation 

7. Friendliness of local people 

8. Availability of local handicraft and souvenir shops 

9. ATM & Forex facilities 

10. First aid medical facilities 

11. Natural Beauty and climate 
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12. Availability and Quality of local cuisines   

13. Availability Tourist attraction (Temples, Ghats, Arti, 

Lake etc.) 

14. Safety and security of visitors 

15. Fair and festivals 

 

For total tourists (N=200), table 1.1 and 1.2 shows the means of tourists’ perception and satisfaction 

which are 65.74, 59.94 respectively and mean difference is 5.80 between them. Values of S.D. for 

tourists perception and satisfaction are 5.095, 4.415 respectively, ‘t’ -ratio with value 14.241 

indicates whether mean difference is significant or not with the help of degree of freedom and p 

value. Here with 0.000 p- value (p=0.000<0.01) which is less than 0.01 indicates a significant mean 

difference between perception and satisfaction of tourists before and after their trip at 0.01 level of 

significance. Thus null hypothesis H01“There is no significant difference between perception and 

satisfaction of tourists before and after the trip” is rejected and alternative hypothesis H1 “There is 

significant difference between perception and satisfaction of tourists before and after the trip” is 

accepted and its corresponding objective “To assess and evaluate the perception and satisfaction of 

tourists about tourism development” has also been achieved. 

 

 
Figure 1.1 Comparative Mean score of overall perception & satisfaction of tourists before 

and after the trip. 
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Graphical presentation of mean scores in Figure 1.1 shows that; mean score of overall tourists’ 

perception is greater than overall tourists’ satisfaction before and after the trip. 

FINDINGS AND CONCLUSION 

1. It was found that mean score of total tourists’ perception was greater than mean score of 

their total satisfaction towards tourism development in the study area and Mean difference 

was significant. It explains that tourist’s had high perception level as compare to their 

satisfaction towards tourism development. 

2. Findings revealed that tourist’s had high Perception level as compare to their satisfaction 

towards tourism development in Pushkar, Rajasthan. As per their expectations, destination 

was unable to fulfill their requirements, needs and wants which has created service quality 

Gap. 

3. In order to minimize the Gap between service and quality and perception and satisfaction 

of tourists’, it is recommended that tourism products and services at the destination must be 

designed as per tourists’ requirements and would ensure highest level satisfaction to them. 

4. There is need to develop a proper feedback methods for visitors so that they can share their 

expectations prior to visit the destinations and it would also help the service providers to 

cater travel requirements of visitors in most appropriate and productive way. 

5. Develop the tourism in responsible and sustainable manners under core indicators of 

sustainability. 

6. Need to maintain the carrying capacity, cleanliness at temples, Ghats, roads, public places 

and ecological balance. 

7. Strengthen local communities and promote indigenous culture, cuisines, products, services 

and heritage as these are the prime attractions for tourists. 

8. Ensure active participation of locals, stakeholders and visitors and follow Triple Bottom 

Line model. 

CONCLUSION 

The present study has measured the perception and satisfaction level of tourists’ towards tourism 

development in the Pushkar region of Rajasthan, India. The Paired sample t-test and Gap analysis 

model is used to measure tourists’ perception and satisfaction over 15 independent variables which 

are related to sustainable tourism development. It is clear from the findings of the study that 

tourists have high perception level as compare to their satisfaction towards tourism development 
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in region and there is significant difference between their perception and satisfaction. Thus, it is 

concluded that there is need to pay more attention on requirements of tourists and provide them 

better services, facilities, amenities and activities as per their expectations so that they would get 

to have higher satisfaction towards tourism development at the destination which will make them 

to revisit the destination. 

REFERENCES 

1. Alegre, J., & Garau, J. (2010). Tourist Satisfaction and Dissatisfaction. Annals of 

Tourism Research, Vol. 37, No. 1, pp. 52-73. 

2. Cronin, J. J. & Taylor, S. A. (1992). Measuring Service Quality: A Reexamination 

and Extension. Journal of Marketing, Vol. 56, pp. 55-68. 

3. Eraqi, M. I. (2006). Tourism Services Quality (TourServQual) in Egypt: The 

Viewpoints of External and Internal Customers. Benchmarking: An International 

Journal, Vol. 13, No. 4, pp. 469-492. 

4. Fishbein, M. (1963). An Investigation of the Relationships between Beliefs about an 

Object and the Attitude toward that Object. Human Relationships, Vol. 16, No. 3, pp. 

233-240. 

5. Kotler, P. Bowen, J. T. &Makens, J. C. (2010). Marketing for Hospitality and 

Tourism (5th edition). New Jersey: Pearson Education. 

6. Lamb, C., Hair, J. & McDaniel, C. (2014). Principles of Marketing. Boston: Cengage 

Learning. 

7. Parasuraman, A., Zeithaml, V.A., & Berry, L. L. (1988). SERVQUAL: A Multiple 

Item Scale for Measuring Customer Perceptions of Service Quality. Journal of 

Retailing, Vol. 64, No. 1, pp. 12-43. 

8. Robbins, S.P. & Coulter, M. (2005). Management. New Delhi: Prentice Hall. 

9. Soloman, M.R. (2001). Consumer Behaviour: Buying, Having, Being (5th edition). 

New Jersy: Prentice Hall. 

10. https://www.unwto.org/ 

https://www.unwto.org/


See discussions, stats, and author profiles for this publication at: https://www.researchgate.net/publication/343335307

USER ACCEPTANCE BEHAVIOUR OF ONLINE TRAVELERS: AN ANALYTICAL

STUDY

Article · July 2020

CITATIONS

0
READS

37

2 authors, including:

Some of the authors of this publication are also working on these related projects:

Community Based Tourism Development Amid Complex Mountain Issues: A Strategic Analysis of Chakrata Region of Uttarakhand View project

ICSSR funded major research project on “Planning for Community Based Ecotourism through Integrated Value Chain Development in Jaunsar Region of Uttarakhand: An

Analytical and Strategic Framework”. View project

Shiv KUMAR Gupta

Hemwati Nandan Bahuguna Garhwal University

20 PUBLICATIONS   64 CITATIONS   

SEE PROFILE

All content following this page was uploaded by Shiv KUMAR Gupta on 31 July 2020.

The user has requested enhancement of the downloaded file.

https://www.researchgate.net/publication/343335307_USER_ACCEPTANCE_BEHAVIOUR_OF_ONLINE_TRAVELERS_AN_ANALYTICAL_STUDY?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/343335307_USER_ACCEPTANCE_BEHAVIOUR_OF_ONLINE_TRAVELERS_AN_ANALYTICAL_STUDY?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_3&_esc=publicationCoverPdf
https://www.researchgate.net/project/Community-Based-Tourism-Development-Amid-Complex-Mountain-Issues-A-Strategic-Analysis-of-Chakrata-Region-of-Uttarakhand?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/project/ICSSR-funded-major-research-project-on-Planning-for-Community-Based-Ecotourism-through-Integrated-Value-Chain-Development-in-Jaunsar-Region-of-Uttarakhand-An-Analytical-and-Strategic-Framework?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_1&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Shiv-Gupta-15?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Shiv-Gupta-15?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/Hemwati_Nandan_Bahuguna_Garhwal_University?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Shiv-Gupta-15?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Shiv-Gupta-15?enrichId=rgreq-89c9139c3405dc8a7bb438e0035021ac-XXX&enrichSource=Y292ZXJQYWdlOzM0MzMzNTMwNztBUzo5MTkyNzI0NDAyMDk0MDhAMTU5NjE4MzAzNzYwNg%3D%3D&el=1_x_10&_esc=publicationCoverPdf


PACIFIC HOSPITALITY REVIEW -24- Vol. 5 Issue 10 July - December, 2017

USER ACCEPTANCE BEHAVIOUR OF ONLINE TRAVELERS: 
AN ANALYTICAL STUDY

Dr. S. K. Gupta*, Mr. Abhishek Vaishnava**

Abstract

The current decade has witnessed an unprecedented growth in the online retail sector, especially, in the 
area of travel and hospitality. More and more people and entrepreneurs like to use this mode of sales 
and purchase because of the great deal of offers, ease of comparison, time saving and convenience. 
Various researches and organizations project this sector to replace significantly the traditional ways of 
retailing by 2050. The present study emphasize on the study of general patterns of user acceptance 
behavior towards online retail sector in general and that of Online Travel Agencies (OTA) in particular. 
The study further focuses on identifying the factor influencing the user acceptance towards OTA's and 
their modus operandi.The respondents are randomly selected from a pool of email id's and structured 
questionnaire based on 5 point Likert scale are used as survey instruments. The respondents include 
travel industry professionals, tourists and other acquaintances using online travel portals from time to 
time. The outcome of the study certainly play an important platform for the assimilation of the 
information regarding user acceptance toward OTA's and will enable the industry players to formulate 
the strategies towards retaining more satisfied users turning in repeated customers.

Key words: -User acceptance behavior, online retail, Online Travel Agency.

Introduction

“As our lives become more fractured and 
cluttered, it isn’t surprising that consumers turn 
to the unrivalled convenience of the Internet 
when it comes to researching and buying 
products”(Jonathan Carson, President, 
International, Nielsen Online).

With the dawn of twenty first century, internet is 
progressively growing, which has paved the way 
for rapid growth of digital/electronic business 
phenomenon across the world. Internet has 
created a vigorous competitive revolution in the 
way consumer shops or buys today. With the 
advent of internet, e- commerce became 
widespread and the most preferred way of 
business transactions.  So, online shopping or 
on-line retail is an arrangement of goods and 
services available online through electronic 
commerce medias mainly internet, intranet and 
worldwide web, which empowers the consumer 
to purchase directly from online shops at any 

time without stepping away from their 
home/work place. 

Tourism has influenced the world economy to a 
huge extent. Travel and tourism’s contribution to 
world GDP grew for the sixth consecutive year in 
2015, rising to a total of 9.8% of world GDP 
(US$7.2 trillion). This sector now supports 284 
million people in employment – i.e. 1 in 11 jobs 
(directly or indirectly),(WTTC Annual report, 
2016).Internet has created revolution in the 
tourism industry. Online purchase of travel 
products has a substantial share in progressively 
increasing revenue generation from tourism 
industry.  Online travel booking is the business- 
to-customer (B2C) transaction which contains 
online booking of airlines, hotel, travel 
packages, car rental and much more. Detailed 
product information, improved quality of 
services as well as the time saving convenience 
has made a call for buyers to choose more on-line 
travel services instead of traditional travel 
agencies. On-line travel booking provides earlier 
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purchasing of tourism products through internet 
and consumed them in the offline environment 
which differentiates it from the traditional way of 
purchasing tourism product. So, it becomes vital 
for the online travel entrepreneur to understand 
the emergence of service efficiency to gain 
competitive advantages. Online travel agents 
mainly focus on developing a healthy 
competitive customer friendly market for 
tourism. Online travel agents (OTAs) such as 
Expedia, Make my trip, Yatra.com, Go Ibibo, 
Clear Trip, Travel Guru, have gained extensive 
attention since the beginning of electronic 
business development.

Userbehavioris understood as thorough study of 
individuals, groups, or organizations and the 
processes,used to select, secure, and dispose of 
products, services, experiences, or ideas to 
satisfy needs and the impacts, these processes 
have on the consumer and society. (Kuester, 
2012).Analyzing consumer buying behaviour is 
not a new marvel for scholars, but it becomes 
essential to study on-line user buying behaviour 
in the highly competitive market and ever 
changing scenario of online travel business.The 
modern internet user in the twenty first century is 
young, professional, and affluent with higher 
levels of income and education. (Palumbo 
&Herbig, 1998).The academic researchers and 
the business world emphasize on the consumer 
behaviour of the electronic business, especially 
towards online shopping. In addition to this, 
parallel studies on the other hand focus on the 
consumer satisfaction about their online travel 
purchase. The study of consumer behaviour 
focuses on how individuals make decisions to 
spend their available resources (time, money, 
and effort) on consumption-related items 
(Schiffman&Kanuk, 1997).In developing 
countries like India, online travel business has a 
huge potential.Online travel business is the 
upcoming trend in India asit portrays a new way 
of selling the travel product without making a 
physical presence of customer. India has second 
largest internet population after China with 330-
370 million users and it is expected to grow by at 
least 50 million yearly till 2020. India’s Internet 
economy will grow to almost Rs.10 trillion by 
2018, accounting for 5% of the country’s gross 
domestic product as reported by the Boston 

Consulting Group (BCG) and Internet and 
Mobile Association of India (IAMAI). (Juman, 
2012) in his study reveals the rapid growth of 
India's travel marketplace and the middle class of 
the country.Moreover the young middle classis 
tech-savvy and complemented with strong 
hunger for travel. Today companies have entered 
this online space to tap its enormous potential. 
These players are professional and strategically 
very sound in attracting young population by 
offering convenience, choice, better bargain and 
speed of buying (Upasna, 2012).

Review of Literature

A number of research articles have been 
published to understand the buying behaviour 
along with the factors that influence attitudes and 
behavioursof online consumers in general and 
those of online travel product and services in 
particular. According to a report of Internet 
Retailer, (2011), the e-commerce/online retail 
sector has witnessed an unprecedented growth in 
the last decade and its growth is going to be 
continued in the years ahead. E- Commerce is 
covering the bigger slice of the overall retail 
sales pie and is growing far faster than retail sales 
(Beldona, 2005). The increasing growth of the 
internet has certainly had a significant impact on 
the way in which travel products and services are 
being marketed, distributed and sold(Gretzel, 
Fesenmaier, Formica & O’Leary, 2006). Similar 
to the traditional businesses, e-commerce can 
also be divided into four categories considering 
the characteristics of the buying and selling 
parties. These categories are: business to 
business (B2B), business to consumer (B2C) or 
consumer to consumer (C2C) or consumer to 
business (C2B) (Korper&Ellis, 2001; Kotler & 
Armstrong, 2012).The rise of the new 
information and communication technologies 
has created a new marketing reality and it 
changed the relations between the players 
(Xavier & Pereira, 2006). Marketers have 
realized and seen the rapidly growing status of 
the internet and most companies have seen it as a 
complement (Shaw, 2006). The competitive 
power and superiority has come to foreground 
and organizations’ understanding of competition 
has changed dramatically. In today's world 
businesses use electronic commerce channels to 
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interact with consumer and to increase the 
current competitive advantage(Santos, 2003; 
Zhu, Wymer, & Chen, 2002; Lee & Lin, 2005). 
The tremendous growinggraph of the internet 
usage creates a hub of potential consumers to e-
marketers, sothat marketers can convert their 
potential customers into loyal ones and retain 
them depending upon the service they offer and 
the perceived customer satisfaction of 
consumers (Luarn& Lin, 2003).

Some of studies uncovered the reality of today’s 
busy consumer that consumer lives in a 
whirlwind of information and having a little 
patience for intricate purchase path (Sheridon 
Orr, 2013). Due to the information-intensive 
nature of online travel business, travel products 
are supposed to be very suitable for sale on the 
internet. The rapid growth of travel-related 
business houses, such as Expedia and 
Travelocity, along with the increasing 
percentage of online sale, has supported this 
insightful view.(Jun Vogt, & MacKay, 2007; 
Kah, Vogt, & MacKay., 2008; O’Connor, 1999). 
The e-commerce provides the consumers more 
and more choices, more information and more 
trends to buy, adding that e-commerce will 
remain as a medium to sell products, services and 
content over the internet(Korper& Ellis, 2001). 
Moreover individuals can buy or sell anything at 
any time, from anywhere through online 
shopping(Ko, et al, 2004).  The suitability of 
one-stop shopping provided by online travel 
intermediaries is identified by their motivation to 
purchase travel products online. (Beldona et 
al.2005; Kay et al., 2000; Weber and Roehl, 
1999).

A significant number of authors have defined 
consumer behaviour differently. Consumer 
behaviour is the study of individuals, groups, or 
organizations and the methods they use to select, 
secure, and dispose of products, services, 
experiences, or ideas to satisfy needs (Kuester, 
2012). The study of online consumer behaviour 
must focus on to know the current trend of 
purchasing as well as its importance for 
marketers to make a solid position in the current 
competitive market. Understanding the buying 
behaviour of consumers plays the key role in the 
fulfilment of main goals of a company. The 
research shows that the buyer behaviour is 

influenced by many external and internal factors, 
but the company can also influence the final 
process of buyer decision-making significantly 
by its efforts (Svatosova Veronika, 2013). 
Consumer behaviour of every individual is 
different from the other, depending on buying 
choices which is influenced by buying habits and 
choices that are in turn tampered by 
psychological and social drivers that affect 
purchase decision process (Brassington&Pettitt, 
2000). The intention to purchase online heavily 
depends on factors like time saving, delivery 
time, less travel of distance,delivery terms, 
service offered, risk involved, privacy, security, 
personalization, search time,convenience, 
navigations, easy payment and customization of 
products etc.(Nysveen& Pedersen, 2004; Sherry, 
2007;Wu, 2003;Childers et al., 2001;Tonita et 
al., 2004). The demographical factors like age, 
gender, education, income etc. also support the 
purchase intention positively (Bellman et al., 
1999). Further, these demographic factors have 
the quality to influence customer trust as the 
primary factor for customer commitment and 
loyalty in addition to customer satisfaction. A 
few studies are done in the Indian context 
towards the user acceptance behaviour for online 
travel agency. In this paper the attempt has been 
made to study the user behaviour of Indian 
consumers and its impact on their purchase 
decision. 

Statement of Problem

Online shopping is not very new medium in 
India. The demands and behaviour of 
customersare ever-changing in the new era of 
internet shopping and highly influenced by 
numerous factorsuch as culture, social class; 
references group relation, family, salary level 
and salary independency, age, gender etc.in spite 
of no face to face interaction. So it is important to 
analyze and identify factors influencingon-line 
consumers to shop travel online. These factors 
become success points for retailers to compete in 
the market and to make their product more 
compatible.  Since customers are the 
determinants of marketing, identifying the 
factors that are essentially influencing the 
purchasing decision is important. Analyzing the 
process of shopping activities; how consumer 
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reach final purchasing decision over the internet 
and what they buy, need to be recognized by 
online providers in order to satisfy and succeed 
in the competitive business environment. Thus, 
this research is intended to understand the online 
buying behaviour in developing countries like 
India and factors affecting online purchases. 

Objective

The primary objective of the study is to analyze 
the user buying behaviour of online travel 
shoppers in India and to provide useful 
information to marketing professionals to 
develop a better marketing strategy to boost on-
line travel.

Methodology

The present study is based on the survey of the 
online travel consumer focused on to understand 
various factors influencing the user acceptance 
behaviour towards the online travel agencies in 
India. The study is descriptive in nature and the 
respondents were selected randomly from a pool 

of e-mail addresses. Only 50 respondents have 
recorded their responses using online 
questionnaire. The data were collected using 
structure questionnaires seeking information 
regarding the demographic profile, motivation to 
use online travel shopping portals and factors 
influencing user acceptance behaviour through 
questions/statement based on a 5 point Likert 
scale.  The data collected were then 
systematically encoded and analyzed using 
SPSS software. Principal component analysis 
with varimax rotation was used as a tool to 
reduce the underlying dimension user 
acceptance behaviour along with inferences 
made using frequency distribution.

Research Findings

In order to record the factors influencing user 
buying behavior towards the online travel 
agencies. A total 50 respondents were surveyed 
through structured questionnaire. The 
demographic profile of the respondents is 
provided in table no-1.

Table  no-  1  
Demographic Profile (N=50)

 
Variables  Descriptions  Number Percent (%)

Gender  
Male  
Female  

41
9

82
18

Age  

18-25  
26-33  
34-41  
42-49  
50-57  
 

5
30
11
2
2

10
60
22
4
4

Education Level
 

Higher secondary  
Graduate

 
Post Graduate

 
Other

 

4
6
33
7

8
12
66
14

Occupation

Student 
Government Service
Private Service
Business

16
11
17
6

32
22
34
12

Average Monthly 
Income

Up to Rs. 40,000/-
Rs. 40,001/- to Rs. 70,000/-
Rs. 70,001/- to Rs.1,00,000/-
Rs. 1,00,001/- to 1,30,000/-
Rs. 1,30,001/- to Rs. 1,60,000/-
Above Rs. 1,60,00/-

37
9
1
1
1
1

74
18
2
2
2
2

Source: Primary data.

It is evident from the above table that out of total 
50 respondent surveyed 41(82%) were male 
while 9 (18%) were female. In case of age 
majority 60% of the tourists belonged to the age 

group 26-33 years followed by 22% of the age 
group 34- 41 years, 10% of the age group of 18-
25 years and 4% of sample belongedto the age 
group of 42-49 years and 50-57 years each. In 
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case of educational level, the sample was 
categorized into 'Higher Secondary', 'Graduate', 
'Post Graduate' and 'Other' with 8%, 12%, 66% 
and 14% respondents respectively.As far as the 
occupation of the respondent is concerned, 32% 
were students, 22% were government employee, 
34% were private employee and 12% involved in 
business. Disposable income is one of the 
important determinant to opt for travel. Majority 
of the respondent (74%) were having their 
monthly income up to Rs. 40,000/-, followed by 
18% having monthly income between Rs. 
40,001/- to Rs. 70,000/-, and 2% each of 
respondents were equally having average 

monthly income ranging between Rs. 70,001/- to 
Rs.1, 00,000/-, 1,00,001/- to 1,30,000/-, Rs. 1, 
30,001/- to Rs. 1, 60,000/- and above Rs. 
1,60,000/-respectively

It is important to understand the motivation of 
customers for availing online travel products in 
order to find out the user acceptance behavior of 
the people purchasing products and services 
from various online travel agencies. The 
responses of respondents were sought on the 
various aspects of online travel business that can 
motivate them to avail their products and 
services and  are presented in the  Table no- 2. 

Table no- 2
Motivationto avail online travel products and services

Motivating Factors  Strongly 
Agree

 

Agree

 

Neutral Disagree Strongly 
Disagree

Mean S. D.

Travel Deals
 

14
 (28)
 

20
(40)

11
(22)

3
(6)

2
(4)

2.18 1.04

Purpose of Visit
 

26
 (52)
 

22
(44)

2
(4)

0
(0)

0
(0)

1.52 .57

Place Description

 
19

 (38)

 

23
(46)

7
(14)

1
(2)

0
(0)

1.80 .75

Facility
20

(40)
24

(48)
6

(12)
0

(0)
0

(0)
1.72 .67

Experience Review 20
(40)

23
(46)

5
(10)

2
(4)

0
(0)

1.78 .78

Customer Data Management 7
(14)

17
(34)

18
(36)

5
(10)

3
(6)

2.60 1.04

Insurance Coverage 10
(20)

10
(20)

12
(24)

12
(24)

6
(12)

2.88 1.31

Authenticated Travel related 
Info

16
(32)

26
(52)

5
(10)

2
(4)

1
(2)

1.92 .87

Customer Care services 18
(36)

21
(42)

7
(14)

2
(4)

2
(4)

1.98 1.02

Source: Primary Data. Figures shown in the brackets are the percentage of row total.

The responses were collected on the basis of a 5 
point Likert scale and the results are interpreted 
using mean score following the thumb rule where 
mean score < 1.5 denotes strongly agree, means 
between  1.5 to 2.5 < agree >, 2.5 to 3.5 < 
neutral>, 3.5 to 4.5 < disagree> and > 4.5 is for 
strongly disagree. The table reveals that majority 
of the respondents were agreed that all the factors 
shown in the table have motivated them to buy 
travel related products and services from online 
travel agencies (mean value ranging between 1.5 
and 2.5) except two factors including customer 
data management and insurance coverage about 
which most of the respondents were neutral 
(mean value ranging between 2.5 and 3.5).

In order to evaluate the underlying dimensions of 
user acceptance behavior of OTAs based on the 
views of respondents, principal component 
analysis with varimax rotation was conducted 
using all the 17 independent variables pertaining 
to the user acceptance behavior towards OTAs. 
The Kaiser-Meyer-Olkin statistics of 0.702 and 
Bartlett’s test of Sphericity statistics of 407.95 
indicated that the data were suitable for 
conducting factor analysis. A four factor solution 
was obtained on the basis of minimum Eigen 
value of one. These factors cumulatively 
explained 65.29% of the variance in the data set. 
The table no-3 depicts the results of factor 
analysis.
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Source: Primary Data. Extraction Method: Principal Component Analysis with Varimax rotation.

Factor one was labeled as ‘Better offers’ which 
consists of six items measuring convenience, 
information generation, better offers, degree of 
accessibility, choices and trade-offs and  money 
saving. With an Eigen Value of 5.17, the factor 
accounted for 30.41per cent of total variance. 
The relatively large proportion of variance 
explained by this factor suggests that items under 
the factor ‘Better offers’ are influential 
dimension for shaping the online shopping 
behavior towards the OTAs. Factor two, focusing 
on the ‘provision of information’ by the OTAs to 
their users contained four items including the 
information regarding travel offer is very 
complex, information provided is not trust 
worthy and  is accurate and updated along with 
the concern about disclosing personal 
information to OTAs. The Eigen value for this 
factor is 3.02 and it shares 17.77% of total 
variance that denotes that this factor moderately 
influences the user acceptance bahaviour. The 
third factor, labeled as ‘purchase decision’ with 

the eigen value of 1.57 shares 9.29% of the total 
variance also comprises of four items related to 
planning and buying travel online, consulting the 
online travel portal, likelihood  to purchase travel 
products only from the familiar websites and  
convenience to search travel products offline. 
This factor also shows a moderate but significant 
influence on the user acceptance behavior. The 
fourth factor,  labeled as ‘orientation 
&appropriateness’ included three items having 
an eigen value of 1.32 with a shared variance of 
7.81% is also significant in determining the user 
acceptance behavior though at a moderate extent.

Further, these four factors obtained from 
principal component analysis were tested for 
reliability through Cronbach’s Alphacoeffi-
cients. The coefficients ranged from a high (0.86) 
to a low (0.50) which indicate that the variables 
displayed a moderate correlation with their factor 
groupings and may be regarded as internally 
consistent and stable.

Table no-3
Factor Analysisof Attributes related to User Acceptance Behavior

S. 
No.

 

Attributes related to User Acceptance 
Behaviour

 

Valid Factors Alpha
F1 F2 F3 F4

1

 

It is more convenient to book on-line. .694 -.272 -.202 .220

.862

2

 

I collect information exclusively from the On-
line travel Agency.

 

.580 .065 .292 .177

6

 

OTA provides better offers than traditional 
travel agencies.

 

.878 -.098 .068 .086

7

 

The degree of accessibility is higher in OTAs 
relatively to traditional travel agencies.

.811 -.091 .044 .228

8

 

Travel Web sites clearly

 

present my choices 
and trade-offs.

 

.750 -.058 .339 -.101

9

 

On line Travel Web sites help me save money. .726 -.014 .379 -.062
14

 

The information regarding travel offer found 
on OTA is very complex.

-.078 .773 .257 .160

.664

15 I am concerned about disclosing personal 
information to OTA.

.031 .772 -.116 .156

16 I do not find the information provided by OTA 
as trust Worthy.

-.070 .878 .054 -.053

17 Information provided by OTA is accurate and 
updated.

.193 .712 .049 .116

3 I enjoy planning and buying travel online. .412 .042 .660 -.081

.689
4 Consulting the online travel portal is sufficient. .162 -.095 .779 .345
12 I am likely to purchase travel products only 

from the websites I am familiar with.
.244 -.008 .549 .424

13 It´s more convenient to search travel offline. -.068 .357 .683 -.098
5 The possibility into getting in touch with 

online travel agency is higher relative to 
traditional travel agency.

.352 -.179 .001 .706

.503
10 It is hard to get orientation from OTA. .167 .351 .273 .552
11 I hardly find the appropriate product for me 

through OTA.
-.088 .370 .023 .771

Eigen Values 5.17 3.02 1.57 1.32
% of Variance 30.41 17.77 9.29 7.81

Cumulative % of Variance 30.41 48.19 57.48 65.29
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Conclusion

Online selling of travel product is gaining 
substantial popularity in modern day world. The 
results of present research support the statement 
that the 'modern online consumer is young, 
educated and tech- savvy professionals'. It is 
evident from the results that majority of the 
respondents were from the age group 26-33 years 
with educational qualification post graduate. 
Despite having a moderate level of income this 
segment likes to purchase products and services 
from online shopping portals. Plethora of travel 
deals, place description, varieties of facilities and 
services, experience reviews by users, 
authenticated travel related information and 
customer care services are the prime motivators 
for online travel consumers. However, the online 
travel consumers were a bit hesitant about the 
provision of customer data management and 
insurance coverage services provided by these 
portals.Better offers, provision of information, 
purchase decision and orientation and 
appropriateness were found as major 
determinants for the acceptance of online mode 
of travel purchasing.The study further identifies 
minor factors like higher degree of accessibility, 
clear presentation of choices and trade-offs, 
money saving, provision of accurate and updated 
information and ease and joy of planning and 
buying travel online also influences the 
acceptance of online travel portals which has to 
emphasized by OTAs in order to increase the 
number of online users (customers)
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Pro-Poor Tourism as an Antecedent of Poverty 
Alleviation: An Assessment of the Local 

Community Perception
Zubair Ahmad Dada*, Ashaq Hussain Najar**, S. K. Gupta***

Abstract Tourism is a creative instrument for poverty reduction. Pro-Poor Tourism (PPT) provides economic, socio-cultural and even 
environmental benefits to the globally impoverished community.  The main goal of this study is to demystify the constructs of Pro-Poor 
Tourism and investigate the local community perception regarding the role of tourism in poverty alleviation. The present study attempts to 
understand the development of pro-poor tourism from social, cultural and economic dimensions by delving into the perceptions of the locally 
disadvantageous community providing tourism services in the Kashmir region of India. Primary and secondary data have been collected 
from the targeted respondents through a structured questionnaire for conducting this research. The study areas that have been selected 
for conducting the present study are Gulmarg (Study Area A) and Pahalgam (Study Area B) from the Kashmir region. The data collected 
were analysed through descriptive statistics, factor analysis and regression analysis to draw reliable and representative interpretations. The 
findings of this study may help the strategy makers and other community groups develop effective policy interventions for developing creative 
tourism practices as an anti-poverty programme that has local and global implications for promoting tourism for Poverty alleviation, ensuring 
sustainability. 

Keywords: Pro-Poor Tourism, Tourism Development, Poverty Alleviation, Local Community

INTRODUCTION 
Poverty alleviation has become one of the foremost issues for 
many countries, including India. To eradicate it is one of 
the most significant global challenges. In many countries, 
tourism is an essential contributor to economic development 
and accomplishing the Millennium Development Goal 
(UNWTO, 2011).  It is one of the foremost economic sectors, 
contributing to the development of world trade and boosting 
prosperity. When poverty reduction became a significant 
challenge for the world, the United Nations came up with 
Millennium Development Goals in the 1990s to reduce the 
world’s extreme poverty level to half by 2015 (Zhao, 2016). 
In the Millennium Development Goals, several targets are 
set for some of the significant dimensions of poverty like 
hunger, access to drinking water, daily income, maternal 

mortality, education and a range of other priorities (UN GA, 
2000; World Bank, 2005).  Poverty means a lack of essential 
capacity to participate effectively in society. It means not 
having enough to feed and clothe a family, not having a 
clinic or school to go to, not having the land to grow one’s 
food or a job to earn one’s living, not having access to 
credit. It means insecurity, powerlessness and exclusion 
of individuals, households and communities (IMF & IDA, 
1999).  

PRO-POOR TOURISM: MEANINGS
Pro-Poor Tourism argues that tourism has a broad range of 
impacts on the poor (Winters et al., 2013). Amongst those, 
financial, livelihood, access to human, physical, social 
and natural capital, cultural values, optimism, pride and 
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participation and vulnerability to risk and exploitation are 
some of the aspects which need to be considered. (Ashley et 
al., 2001).  Pro-Poor Tourism is broadly defined as “tourism 
that generates net benefits for the poor (Manwa & Manwa 
(2014)). This encompasses economic, environmental, social, 
and cultural dimensions” (Ashley et al., 1999; WTO, 2002). 
It is neither a product nor a sector. Any form of tourism 
can be pro-poor. DFID (1999) report argues that PPT is 
not necessarily an appropriate intervention for poverty 
alleviation in all countries. This indicates that developing 
countries with high potential for tourism development can 
apply tourism as a poverty alleviation tool; however, it will 
be feasible only when there is a high level of community 
participation in the tourism process. 

Local Community involvement plays a pivotal role in 
tourism development, as it has a symbiotic impact on the 
community towards employability and revenue generation 
(Kishnani, 2019). This helps alleviate the poverty of other 
stakeholders involved in the tourism process, either directly 
or indirectly. In this study, the main emphasis is laid on 
tourism managed and controlled by the community. With the 
active participation of both the community and the industry, 
there is a high impact on the community’s livelihood and 
local ways of life. These local people boost their economy 
and generate employment (Bansal, Kansal & Walia, 2018).

Attempts have been made to link tourism with poverty 
reduction efforts in many countries like Africa, South 
America and the Caribbean, as observed from the studies 
of  Folarin and Adeniyi (2019), Mthembu and Mutambara 
(2018) and Zhao et al. (2019). Nevertheless, there is a dearth 
of studies in the context of Jammu and Kashmir. As per the 
findings of the Tendulkar Committee, there was a decrease 
of 2.8% in the population living below the poverty line in 
Jammu and Kashmir from 13.2% in 2004-05 to 10.4% in 
2011-12 (Jyoti, 2013). Due to the contribution of the service 
sector, especially the tourism industry, poverty has mitigated 
to some extent in Jammu and Kashmir.  Based on this, the 
study investigates the host community perception regarding 
the role of tourism in poverty alleviation in Jammu and 
Kashmir. Very few studies have reported local community 
participation in poverty alleviation.

REVIEW OF LITERATURE AND 
THEORETICAL INSIGHTS 
Tourism is considered an influential supporter of socio-
economic development, particularly in developing countries 
(Senate Economic Planning Office, 2006; Honey & Gilpin, 
2009). Although tourism has been adopted as a universal 
developmental option, still it is a subject of intense debate, 
the extent to which economic and social benefits inevitably 
follow the introduction and promotion of the tourism sector 
(Hall, 2007).

The most compelling reason for adopting tourism as a 
developmental strategy is its potential contribution to the 
local or national economy, as well as to the balance of 
payments (Stabler, Papatheodorou & Sinclair, 2010). Pro-
poor tourism refers to the development of tourism so that it 
contributes to the cause of poverty alleviation. It has been 
defined as “tourism that results in increased benefits for 
poor people (Pro-Poor Tourism Partnership, 2004). Further, 
it explains pro-poor tourism in terms of the type of local 
benefits achieved like economic, other livelihood benefits 
(such as physical, social or cultural), and less tangible 
benefits (Gans, 1971). Zhao and Ritchie (2007) propose 
an integrative framework for Pro-Poor Tourism, which 
states that any effort for development to be effective should 
consider three factors, i.e., opportunity, empowerment and 
security. Pro-Poor Tourism is not a specific product or sector 
of tourism, rather an overall approach that aims to unlock 
opportunities for economic gain, other livelihood benefits 
or engagement of the poor in the decision-making process 
(Ashley, Roe & Goodwin, 2001). Pro-Poor Tourism tries to 
provide a chance to the poor for their involvement in the 
tourism market by investing in it through human resource 
involvement or skill (Telfer & Sharpley, 2008; Zhao et al., 
2019). Therefore, Pro-Poor Tourism aims to open up access 
for the poor to the tourism sector, thereby providing them 
with a vital source of income (Ashley et al., 2001).

Tourism is also widely considered a labour-intensive  
industry and hence an effective source of employment in 
destination areas, whether as direct employment in hotels, 
restaurants, or through indirect and informal employment 
(Scheyvens, 2002). For tourism to provide more jobs, 
entrepreneurship, and income generation, collaboration is 
required between the local businesses and policymakers to 
ensure faster tourism development (Mthembu & Mutambara, 
2018). In some cases, poor people are not the beneficiaries of 
tourism. Instead, those already in a tourism system position 
take advantage of PPT-related opportunities (Truong, 2013). 
Besides economic development and employment, tourism 
also brings infrastructural development to destinations 
(Gupta & Vijay, 2013). The growth of tourism creates a 
need for improved infrastructure in developing economies. 
In African countries, tourism development has a high-level 
impact on poverty alleviation and has been considered a 
potential poverty reduction tool for the future (Folarin & 
Adeniyi, 2019). Modernised transportation systems, water 
supplies and improvement in sanitation arrangements; better 
access to roads, airports, telephone systems, and other public 
utilities may have to be extended to realise the benefits of  
PPT in these countries (WTO, 2002b).

More often than not, the government and community 
representatives operate in asymmetric organisational 
structures. For community actors to acquire some leverage 
in their negotiations with the administration, they have to 
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organise themselves into larger collectives to bridge the 
local and regional or national interests (Garg, 2017). It could 
be argued that all negotiation processes reflect prevailing 
power relations, and a community-based management model 
could mitigate such conflict, facilitate participation between 
communities and authorities at all levels and, eventually, 
benefit enterprise creation (Boonzaaier, 2012). Public-
Private Partnerships are essential tools to ensure stakeholder 
engagement in a burgeoning economy, especially between 
government, large enterprises, and the local community 
(Panday & Joshi, 2016). 

SOCIAL EXCHANGE THEORY (SET) 
AND INTERACTIONIST THEORY
Social Exchange Theory holds that people or communities 
tend to trade their support for projects in exchange for the 
benefits they stand to get from those initiatives. In other 
words, the residents’ support for tourism will depend mainly 
on the benefits that they get or are likely to get from tourism. 
Hence, by weighing the economic, social, cultural, and 
environmental concerns, residents of a community decide 
whether to support tourism ventures. This is cited in the 
study by Panday and Joshi (2016).

Interactionist Theory focuses on meaning, identity, social 
relationships, and sub-cultures at a destination. It is based 
on the idea that human beings interact with one another, give 
meaning to themselves, others, and the world around them 
based on earnings to make decisions and take action in their 
everyday lives. According to Interactionist Theory, humans 
do not passively respond to the world around them. There 
should be a collaboration between the different tourism 
stakeholders to better the local community and the poverty 
alleviation of the community (Gore, 2019). 

STUDY AREA: NATURE AND SCALE 
OF POVERTY
According to the 2011 Census, Jammu and Kashmir rank 
19th in population with 12541302 souls, i.e. 1.25 crore. Its 
area is 222236 Sq. Km. The state is agrarian and backward 
in the industrial sector (Sofi, 2014). The share of agriculture 
and allied sector has also decreased from 51.05% in 1980-81 
to 31.51% in 1999-2000,  27.11% in 2005-2006 and 22.89% 
in 2010-2011 (Digest of Statistics, 2013). 

As per the findings of the Tendulkar Committee, 10.4% of 
the population were living below the poverty line in Jammu 
in 2011-2012.  The eastern part of the state accounts for a 
large part of its impoverished population. The three districts 
of Gulmarg, Kupwara and Pahalgam together account for 
one-third of the total poor (Bhandari & Chakraborty, 2016). 
Tendulkar Committee report reflected the impoverished 
conditions of J&K both in rural and urban settings along 

with other Indian states based on NSSO 61st round 2004-
2005. Jammu and Kashmir have 13.2% of the population 
living below the poverty line. Against this backdrop, this 
study tries to locate the role of Pro-Poor Tourism in the 
poverty alleviation of the local community.

 

Source:www.travelinkashmir.com 

Fig. 1: Study Area Map 
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OBJECTIVES OF THE STUDY
• To explore the theoretical understandings of pro-poor 

tourism as a sustainable tourism practice.
• To measure the underlying dimensions of pro-poor 

tourism.
• To study the perception of the local community about 

the role of pro-poor tourism as an intervention to 
alleviate poverty.

RESEARCH DESIGN
The current study combines exploratory, qualitative, 
quantitative and descriptive methods and examines  
qualitative and quantitative data collected by adopting a mixed 
approach research design. This study aims to understand 
Pro-Poor Tourism as a creative touristic practice and gain 
support for the theoretical underpinnings by conducting an 
empirical investigation into the areas identified for carrying 
out the study and empirically check the impact of PPT on 
poverty alleviation.

SURVEY DESIGN
The study was carried out in Gulmarg (Study Area A) and 
Pahalgam (Study Area B) of the Kashmir region in India. 
Both the areas are known for their tourism resources and 
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offer rich tourism products to tourists like pilgrimage 
tourism, adventure tourism, eco-tourism, leisure tourism, 
wellness tourism, and sports tourism. These destinations 
are simultaneously inhabited by poor communities, whose 
livelihood directly or indirectly depend on touristic activities 
and tourism income (Gupta & Raina, 2009; Najar, 2018).

Tourist arrivals to Kashmir were 611354, 316424 and 
43059 in 2017, 2018 and 2019, respectively, during August 
to December. In 2019 from August to December, tourist 
arrivals in Kashmir were reduced by 86% due to political 
instability (Bhat & Choudhury, 2019; The WIRE, 2020). 
These destinations possess tremendous tourism potential, 
but they fail to attract high tourist arrivals (Najar & Saini, 
2018).

Table 1: Tourist Arrivals in Kashmir

Year (During August -December) Tourist Arrivals
2017 611354
2018 316424
2019 43059

Source: Bhat and Choudhury (2019).

SURVEY INSTRUMENTATION 
Besides conducting interviews, 170 self-structured questio-
nnaires based on a 5-point Likert scale were used to 
analyse the respondents’ perceptions (local villagers, tea 
stall owners, food outlet retailers, provisional stores, pony 
operators, roadside vendors, and guides. These sample units 
were selected based on their main contribution towards the 
various tourism services at these destinations. These service 
providers belong to the local community of Pahalgam and 
Gulmarg. The sample size was based on the Krejcie, and 
Morgan (1970) sample size calculation formula, by which 
the sample size calculated was 170 respondents to appraise 
the effect of tourism on poverty alleviation. Since the 
respondents were spread across the length and breadth of the 
destinations and give an equal representation, the random 
sampling method was used to select the respondents. Out of 
170 responses, only 100 responses were found useful for the 
analysis. 

The self-structured questionnaire was developed based 
on the interactions with the local community and other 
stakeholders and some other similar studies undertaken by  
Wang (2006); Panday and Joshi (2016). The instrument 
comprises two sections. Section A consists of demographic 
information, and Section B consists of the statements to 
evaluate the effect of tourism on poverty alleviation. The 
scale is ranged from 1 to 5 (where 1 =  strongly disagree, 2 

= disagree, 3 = neutral, 4 =  agree and 5 = strongly agree). 
The validity of the developed scale was checked after cross-
checking it with tourism industry stakeholders and tourism 
academicians.

For the qualitative assessment, in-depth interviews were 
conducted to understand the grass-root level perception. 
The objective of conducting open-ended interviews with 
six categories of the local community regarding tourism’s 
contribution to poverty alleviation and employment 
opportunities was to enrich the current study and strengthen 
the investigation of the community perception regarding 
the role of tourism in poverty mitigation. The interview 
checklist was prepared after thorough literature scanning and 
review of the study of Yin (2011) to reach the ground level 
inferences. The idea of conducting a qualitative investigation 
was to support the quantitative assessment conducted in the 
study’s first phase.

RESULTS AND DISCUSSION
Data analysis and interpretation estimate the significance 
of the results concerning the research problem. It is the 
organisation of raw data to extract useful information. The 
analysis of the data has been done by using SPSS version 
17.0. The statistical tools used in the study to measure the 
various constructs are the mean score, standard deviation 
and percentages. The dimension evaluation is done to 
identify the most critical areas where the intervention is 
indispensable. To identify the underlying dimensions of 
Pro-Poor Tourism, Factor Analysis has been performed. 
Regression Analysis has been used to achieve the research 
objectives and understand the relationship between the 
predictor variable and the criterion variable.

In Study area A, Male and females constitute 82.4%  and  
17.6%, respectively; 3.5% are aged up to 18 years, 50% aged 
between 18-30 years, 39.4% respondents aged between 30 to 
50 years and 7.1% respondents aged above 50 years. About 
28.2% of the respondents have a monthly income of less than 
Rs 10,000, 40% have an income of Rs 10,000 - Rs 20,000 
and 26.5% have an income of Rs 20,000 to Rs 30,000, and 
5.29% of the respondents had a monthly income of above 
Rs 30,000. In Study Area B, Male and females constitute 
79.4%  and  20.6%, respectively; 5% are aged up to 18 years, 
40% are aged between 18 to 30 years, 35% respondents aged 
between 30 to 50 years and 20% respondents aged above 50 
years. About 40% of the respondents have a monthly income 
of less than Rs 8,000, 30% have an income of Rs 10,000 - Rs 
20,000 and 25% have an income of Rs 20,000 to Rs 30,000, 
and 5% of the respondents had a monthly income of above 
Rs 30,000.
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Table 2: Descriptive Statistics

Factors Mean Std. 
Deviation

Rank

Economic Interventions as 
pro-poverty measures

4.4512 .24331 1

Socio-Cultural interventions 
as pro-poverty measures

4.0221 .27979 3

Environmental interventions 
as pro-poverty measures

4.0647 .35492 2

TOTAL 4.1793 .20549

Source: Primary data.

The descriptive statistics in Table 2 include the mean  
values of recognised factors of Pro-Poor Tourism. 
From analysing the data, it can be incidental that 
respondents agree that tourism helps in reducing poverty.  
According to the respondents’ opinion, economic 
interventions are the most significant factors for alleviating 
poverty in the area. Environmental and socio-cultural 
interventions are the second and third significant and 
contributing factors.

RELIABILITY AND NORMALITY 
ANALYSIS 
The Cronbach’s alpha coefficient was 0.793, which is greater 
than 0.50; hence, it is reliable.

Table 3: Reliability Statistics

Cronbach’s Alpha N of Items
.793 16

Source: Primary data.

In addition, the normality test conducted with all variables 
passed the range of -1.96 to +1.96 for both skewness and 
kurtosis. Thus, the data follows the normal distribution.

FACTOR ANALYSIS
The measures of effects of Pro-Poor Tourism were evaluated 
by Factor Analysis. Kaiser-Meyer-Okin (KMO) measure of 
sampling adequacy was used to examine the appropriateness 
of Factor Analysis. High value (.665 > 0.5) indicates factor 
Analysis is appropriate.

Table 4: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .765
Bartlett’s Test of Sphericity Approx. Chi-Square 293.810

Df 120
Sig. .000

Source: Primary data.

Factor analysis of 20 items of pro-poor tourism was done 
to check the grouping of responses into the hypothesised 
quality attributes, and later on, these 20 items were reduced 
down to 15 items 

Table 5: Factor Analysis Results for Pro-Poor Tourism

Name of 
the Factor

Factor Wise Dimension Factor 
Loading 
Values

Communalities Eigen 
Values

%age of 
Variance

1. Economic 
interventions 
as pro-poor 
measures

a. Tourism has increased the purchasing power of local 
people

.749 .721 7.873 27.218

b. Tourism has increased the employment opportunities 
for local people

.651 .611

c. Tourism has increased investment opportunities in 
our area

.712 .571

d. Tourism has led to better infrastructural facilities in 
our area

.767 .661

e. Tourism has improved the level of income of local 
people

.601 .713

2. Socio-
cultural 
interventions 
as pro-poor 
measures

a. Tourism has brought  positive attitudinal change .671 .634 2.249 12.679
b. Tourism has reduced social conflict in the local area .761 .612
c. Tourism has led to the protection of the local heritage .527 .673
d. Tourism has empowered the local women in the area .531 .755
e. Tourism has led to mutual understanding between the 
guests and hosts

.537 .541



42 Pro-Poor Tourism as an Antecedent of Poverty Alleviation: An Assessment of the Local Community Perception

Name of 
the Factor

Factor Wise Dimension Factor 
Loading 
Values

Communalities Eigen 
Values

%age of 
Variance

3. Envi-
ronmetal 
interventions 
as pro-poor 
measures

a. Tourism has increased the awareness about the im-
portance of natural environment in the local area

.891 .876 1.376 8.012

b. Tourism has contributed to the conservation initia-
tives of the natural resources of  area

.918 .868

c. Tourism has reduced the dependence on the forest 
resource in the local area

.909 .871

d. Tourism increased the natural appeal of the local area .581 .521
e. Tourism has led to better waste management facili-
ties in the local area

749 .681

Cumulative %age of  Variance                                                                                                          65.352

It is apparent from the Factor analysis given in Table 4 that 
three (3) major factors have been identified that impact pro-
poor tourism.

Table 6: Regression Model for the effect of Pro-Poor 
Tourism on Community’s Poverty Alleviation (Model 

Summary)

Model R R 
Square

Adjusted R 
Square

Std. Error 
of the 

Estimate
1 .638a .512 .513 .35847

a. Predictors: (Constant), the effect of pro-poor tourism on community’s 
Poverty alleviation.

Table 7: Regression Coefficients

Variable Beta t-value Sig.
Effects of pro-poor tourism on 
community’s poverty alleviation

.0.637 25.568 .0.000

The results revealed in Table 5 and Table 6 suggest that 
poverty alleviation is a function of Pro-Poor Tourism 
development. The dependent variable is poverty alleviation, 
and the independent variable is Pro-Poor Tourism 
development based on the mean values. The results indicate 
that for a 1% increase in Pro-Poor Tourism development 
activity, the poverty alleviation accelerates by 51.2% (R 
Square = 0.512). The results further reveal that for a one-
unit increase in Pro-Poor Tourism development, the poverty 
alleviation accelerates by 0.637 units as indicated by the β 
value (β value = 0.637). The results suggest a positive effect 
of Pro-Poor Tourism development on poverty alleviation. 

In the qualitative assessment of the study, the data was 
collected with the help of a designed interview checklist, 
and the interviews with 06 stakeholders were conducted. 
The views obtained through the interview were transcribed 
in English from Hindi and local languages. The objective 

of conducting open-ended interviews with some of the 
participants was to enrich the presents study and strengthen 
the investigation of the community perception regarding the 
creative role of tourism in poverty mitigation. The idea of 
conducting the qualitative evaluations was to support the 
quantitative results.

QUALITATIVE ASSESSMENT

Perceived Impacts of Tourism as an Anti 
Poverty Intervention

Tourism has positive and negative economic, environmental 
and social implications for the destination. The following 
part of the study reveals the notions of tourism as an anti-
poverty tool as held by some of the participants at the study 
site.

Economic Interventions as Anti Poverty 
Measures

Data received from the local community has revealed that 
the local community appreciates the economic impacts of 
tourism. The respondents believed that tourism benefits 
them in both direct and indirect ways. Residents believed 
that the local community gets more job opportunities due to 
tourism, which has triggered the economic development in 
that region (Isaacs, 2018). Infrastructure development and 
livelihood improvements of local people are the significant 
tourism contributions highlighted by residents.

Akbar, a tea stall owner as well as the resident 
of Gulmarg, stated that 
“Tourism has made good contributions in the development 
of his village. The tourism operations of Gulmarg have 
been framed in such a way that they benefit the locals of the 
destination. All the showrooms here (Gulmarg) are of small 
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scale, just like other shops, so that there may not be any 
unequal distribution of wealth among rich and poor. There 
were only small houses here in the past, but now big buildings 
can be seen due to the tourism industry’s contribution. Even 
some selected houses in villages near Gulmarg have been 
converted into guesthouses with the government providing 
necessary facilities under homestay scheme of Ministry of 
Tourism, Government of India”.

Abdul Aziz, a local driver, shared that 
“We do not allow tourists to visit local places of Gulmarg 
in any non-local transport. They are bound to hire local 
vehicles for the purpose. The non-local transporters drop 
them (tourists) at Tangmarg, and after that, they have to 
hire the local transportation to visit the different places here 
(Gulmarg). Even though the hotels ought to receive the 
guests, they must use 50% of the local transport besides their 
own. We have high hopes and positive outlook of developing 
tourism in our region”.

Socio-Cultural Interventions as Anti 
Poverty Measures

The local community perceives positive effects about the 
socio-cultural impacts of tourism. Locals indicated that 
tourism has contributed to improving their livelihood and 
preserving religious and cultural heritage in their village. 
However, many respondents are very much concerned about 
the negative impacts of tourism, like changes in traditional 
culture and the influence on the younger generations. 
Nevertheless, on the whole, its benefits outweigh losses.

Afaq, a food outlet retailer, stated that 
Tourism has created more positive cultural exchange 
between inbound tourists and we people (residents). Tourists 
love to eat our traditional food items, particularly Wazwan. 
Tourists also purchase dry fruits, walnuts, apples and carry 
them to their countries.

Nazir Ahmad, a local guide, stated that
Tourism in the region has developed a network with people 
from different countries; as a result, local people sometimes 
receive support from these tourists. For example, sometimes 
tourists provide money and clothes to children. Tourists 
love to mix up with we people (locals) and inculcate 
our culture during their stay. They (tourists) are fond of  
Kashmiri handicrafts, Shawls, phirans and purchase them as 
well. We often see tourists dressed up in Kashmiri traditional 
dresses.

Environmental Interventions as Anti 
Poverty Measures

As far as environmental impacts are concerned, the locals 
believe that tourism supports their natural heritage. However, 
traffic congestion and noise were found to be the negative 
aspects of tourism. The tourism operations of Gulmarg 
have a thrust on eco-tourism. For the accommodation of 
the tourists, eco-friendly structures have been developed by 
the local hoteliers. The significant adverse environmental 
impacts reported by the respondents were waste management 
problems. 

View of Jahangir Ahmad, the trekking guide 
from Gulmarg
Waste materials such as mineral water bottles, beer bottles, 
cans and plastic bags left by the tourist groups hurt the 
local environment. However, some local measures are 
taken to minimise these impacts.  Periodic village cleanup 
programmes are taken up, and the rubbish bins have been 
placed at appropriate locations.

The observation of Mr Abdul Karim, a local 
lodge operator 
 Waste materials of the hotels are properly treated through 
Sewage Treatment Plant (STP), and every effort is being 
made to preserve and protect the natural environment. 
Before few months some constructions were being made 
here, which were later demolished to avoid congestion. 
Vehicles causing pollution are not allowed here.

CONCLUSION 
The study is based on examining qualitative and quantitative 
data collected by adopting a mixed research design approach. 
A theoretical framework was developed based on an extensive 
review of published literature and identifying the research 
gap. The study was envisaged to understand the role of Pro-
Poor Tourism as a sustainable approach towards poverty 
alleviation. This was facilitated with underlying three main 
objectives: (a) to explore the theoretical understandings of 
pro-poor tourism as a sustainable tourism practice, (b) to 
measure the underlying dimensions of pro-poor tourism, 
(c) to study the perception of the local community about 
the role of pro-poor tourism as an intervention to alleviate 
poverty. To achieve these objectives, both qualitative and 
quantitative approaches were adopted. Review of published 
literature and interaction with prominent professionals, 
academicians, and industrialists remained instrumental 



44 Pro-Poor Tourism as an Antecedent of Poverty Alleviation: An Assessment of the Local Community Perception

in designing questionnaire and interview checklists. The 
interview checklist was administered among different local 
vendors. 

An empirical investigation is done to study the relationship 
between Pro-Poor Tourism and Poverty Alleviation. A 
survey instrument (self-structured questionnaire) was 
developed based on validated constructs, and qualitative 
analysis was carried out in support of quantitative 
assessment. It was administered among a selected sample of 
local community stakeholders, which include local vendors. 
The survey instrument was deliberated, pre-tested through 
face validity and instrumental validation. The instrument 
items were measured on a 5-point Likert scale. A total of 
100 stakeholders actively participated and responded to 
the survey instrument.  It can be concluded that Pro-Poor 
Tourism positively contributes to poverty alleviation of 
impoverished communities of study areas A and B, and it 
plays a significant role in improving the quality of life of the 
local community.

IMPLICATIONS AND 
RECOMMENDATIONS
Based on the quantitative regression results,  it can be 
concluded that Pro-Poor Tourism has a positive effect 
on poverty alleviation of poor communities, as it is also 
consistent with the Social Exchange Theory, which states 
that the residents’ support for tourism will depend on a 
large extent on the benefits that they get or are likely to 
get from tourism. Therefore, in support of this theory, the 
pro-poor tourism activities are being supported by the local 
community to better their lives, which is verified with the 
regression results. Also, the Interactionist Theory is based 
on the idea that human beings interact with one another, 
give meaning to themselves, others, and the world around 
us based on earnings to make decisions and take action in 
their everyday lives. All the touristic activities and services 
are maximally handled by the involvement of human beings 
or brigades. This interaction only happens when there is 
constant up-gradation, involvement and development of 
all segments of the society. The local community should be 
involved in tourism decision making. Then only there can 
be proper interaction and collaboration between the different 
stakeholders of tourism that can help in poverty alleviation 
and has a win-win situation at the destination for all. 

Destinations across the world are seeking alternative 
solutions to shared challenges in the development of 
tourism. The same is the case with Kashmir. Kashmir is a 
naturally and culturally rich tourist destination. Tourism 
is a vital component of the Kashmiri economy, which is 
embedded with many resources that throw up scope for 
practising creative processes in tourism in the framework of 
pro-poor tourism development. Against the above backdrop, 

this study recommends utilising tourism creatively to build 
it on more pro-poor lines in Kashmir. 

It is quite possible to include marginalised stakeholders 
in delivering tourism services like establishing tea stalls, 
handicrafts kiosks, and marketing of indigenous products. 
To address the proposition of poverty alleviation through 
tourism, it is imperative to create a high-level awareness of 
tourism potential and enhance the knowledge of stakeholders 
across the entire spectrum towards the importance and role 
of PPT practices. The government involvement at every 
level of the tourist cycle is necessary, including the local 
community supporting the tourism development to harness 
its benefits. Without alterations in policymaking, pragmatic 
pro-poor tourism measures will bring only limited benefits 
if there is no practical involvement at the ground level. In 
addition to this, local communities must train and upgrade 
their skills to better their interests. 

SCOPE FOR FUTURE 
INVESTIGATION
Due to the lack of time and resources, the research could 
not cover more destinations or a more significant number 
of research participants and is limited to the perceptions of 
limited respondents only and can be conducted to include the 
perception of other stakeholders like hotels, travel bodies, 
DMOS. The study has been conducted at the Kashmir 
division only and can be explored further in other parts of 
the state or country.
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Abstract 
 
The most valuable asset of any industry is its intellectual capital. For 
tourism and hospitality industry, long term success depends on the ability to 
nurture and develop this asset. Only educated and well-trained personnel in 
hospitality and tourism industry enable the development of new technologies, 
innovative products and services, aiming to increase competitiveness of the 
tourism product, company and country.  It is becoming increasingly clear 
that tourism education must keep pace with a rapidly changing industry. 
That means, it must continue to embrace technology and it must also address 
other challenges such as social development and cultural and environmental 
preservation. The responsibility of developing human resources for Tourism 
and Hospitality management lies within the hospitality organizations and 
within the education system of the country. The current paper is an 
exploratory study and is an attempt to understand and evaluate the status of 
Tourism & Hospitality education in Garhwal region of Uttarakhand in both 
qualitative and quantitative term. This paper also highlights the fundamental 
problems persists in the tourism and hospitality education in the region. 
 
Keywords: Tourism and Hospitality Education, Garhwal Region, 
Uttarakhand, Intellectual Capital 
 

Introduction 
 
Indian tourism and hospitality industry has seen an unprecedented growth in 
last couple of decades. According to the statistics published by India Brand 
Equity Foundation, tourism industry in India accounts for 7.5 percent of the 
GDP and is the third largest foreign exchange earner for the country which is 
expected to grow at 7.2 per cent per annum with the direct, indirect and 
induced economic contribution and is anticipated to reach US$160.2 billion 
by 2026 (http://www.ibef.org). Apart from boosting the infrastructure 
development and improving the living standard of communities at tourist 
destinations, it has been a significant contributor in the economy of the 
nation by providing a large number of jobs requiring highly skilled and semi-
skilled manpower to fulfill the diverse needs of visiting population. The 
tourism products are mixture of goods and services, hence required a set of 
skills to keep the consumers satisfied. In order to produce skilled manpower, 
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it is essential to maintain a quality education system to inculcate the job and 
task specific skills in the students aspiring to join tourism and hospitality 
industry.  
 

Uttarakhand, also known as the “Adobe of the Gods” (Devbhumi) has 
attracted the mankind for its diverse geographic features, pristine natural 
bounty, pilgrimage centers, spirituality and vibrant customs and traditions of 
its inhabitant providing ample opportunities for the development of various 
forms of tourism.  After the creation of Uttarakhand as a separate state of 
India in the year 2000, tourism industry has come in the forefront of the 
development of the state as it does not provide a fertile ground for the 
development of industrial sector due to its mostly mountainous geography. 
With the efforts of the state government, the number of tourists grown 
manifold in the first decade of twenty first century and it has achieved the 
reputation as one among the top ten tourist preferred state of India (India 
Tourism Statistics, 2016) with a significant number of foreign tourists. This 
increase in the tourist arrivals has increased the demand of manpower with 
diverse skills to cater variety of touristic needs which led to the 
mushrooming of tourism and hospitality institutions providing a wide array 
of diploma, graduate and post graduate programs. A variety of colleges 
/institutions have come into existence over the last 2 decades in Uttarakhand, 
particularly in Dehradun and surrounding areas. Furthermore, there has been 
a spurt in creation of private universities. Dehradun district has the highest 
number of centers of higher education.  Now, Uttarakhand (with a meager 10 
million population), boasts of having one Central University, ten State 
Universities, three Deemed Universities, ten Private Universities and four 
Autonomous Institutes along with approximately 300 colleges. Not only the 
number of aspirants of higher education is increasing day by day, but also 
need of the quality education. The major part of the State of Uttarakhand is 
hilly and rural where the presence of institutions imparting higher education 
is very less.  
 
Objectives 
 
Present study focuses on to evaluate the status of tourism and hospitality 
education in terms of the nature of institutions, courses offered by them, 
socio-economic and demographic profile of students and faculty members, 
skills of faculty members and infrastructure adequacy for running tourism 
and hospitality courses. Following are the broad objectives of the study. 
1. To understand the nature of educational institutions imparting tourism 

and hospitality education in the study area. 
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2. To present the socio-economic and demographic profile of students and 
faculty members in these institutions along with evaluating the skills of 
teachers. 

3. To find out the infrastructure gap in the tourism and hospitality 
institutions in the study area. 
 

Background 
 
The success of any organization is greatly dependent on the knowledge and 
skills of its manpower and empowering these skills sets is the responsibility 
of the educational institutes and training centers of both public and private 
domain (Burkart & Medlik, 1974; Allen & van der Velden, 2009; Dhima n, 
2012). In spite of tremendous potential of the tourism and hospitality 
industry to produce considerable employment opportunities, the growth of 
this industry is rigorously limited due to the lack of adequately trained 
personnel which ultimately dilutes the positive economic benefits to the 
country’s economy (Liu, 2002; Liu & Wall, 2006).  The idea of establishing 
a core body of knowledge for tourism has been deliberated since tourism has 
been studied as an academic discipline (Airey & Johnson, 1999; Dhiman, 
2012). Institutes offering higher education and vocational studies have 
sensed the need for skilled manpower and researches were instigated in 
finding out the most acquirable skill set required by tourism and hospitality 
professionals during the last quarter of 20th century (Selvadurai, Choy & 
Maros, 2012). As the tourism industry is a combination of multiple sectors 
(Burkart & Medlik, 1974), the skill required are specific to different jobs and 
tasks (Allen & van der Velden, 2009). The core body of kno wledge for 
tourism identifies the key subject areas that are considered significant. 
According to Riley, Ladkin and Szivas (2002)  this has been modified and 
developed over the years by a number of bodies, but most importantly by 
Burkart and Medlik (1974), The Tourism Society (1981), the CNAA (1993) 
and the National Liaison Group for Tourism (NLG) (1995).  Five broad areas 
in which the skills of people working in tourism and hospitality might need 
up gradation such as: business, hospitality, management, language and 
culture, and sales and service (Graetz & Beeton, 2001). Nowadays 
“graduates are expected to be competent in a broad range of areas, 
comprising both field-specific and generic skills” (Allen & van der Velden, 
2009; Cervera-Taulet & Ruiz-Molina, 2009). They need to upgrade 
occupation-specific skills and transversal skills such as communication, 
team- working, self-management, creativity, and innovation (Learning while 
Working, 2011).  
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Tourism Education Future Initiative, where senior tourism educators 
and industry expert are united, have identified four categories of skills that 
would be important for industry-: skills related to destination stewardship; 
politics and ethics; enhanced human resources and dynamic business skills 
(Sheldon, Fesenmaier, Woeber, Cooper, & Antonioli, 2007). Other scholars 
have discovered that skills like foreign language proficiency, 
communication, decision-making abilities, and others can be singled out as 
the most important ones for the needs of tourism and hospitality industry 
(Luka & Donina, 2012; Zehrer & Mossenlechner, 2009). Equal attention 
should be paid to problem-solving, maintaining professional and ethical 
standards, and recognizing operational problems (Christou & Sigala, 2001; 
Cervera-Taulet, & Ruiz-Molina, 2009; Weber, Crawford, Lee & Dennison, 
2013). Raybould and Wilkins (2005) determined that the most valuable skills 
considered by the industry are: skills to deal effectively with customers’ 
problems, operate effectively and calmly in crisis situations and maintain 
professional and ethical standards in the work environment. 

 
However, very less research attempt has been done on tourism and 

hospitality education in India. Hospitality and tourism education is always 
viewed as a factor for tourism development of any region (Bagri & Babu, 
2009). Hospitality and tourism education is significant in developing right 
kind of manpower which in turn can make better planning and bring required 
professionalism to industry (Bhardwaj, 2002; Gupta, 2003). The issues 
around hospitality education such as the lack of uniformity and 
standardization of courses contributes dilemma among students and 
employer (Amoah & Baum, 1997). The variableness in terms of syllabi and 
resultant products restrict the healthy way for employment prospects (Bagri 
& Babu, 2009) and they fail to meet the expectation of the employer (Baum, 
1995). Quality of students in India is not up to the international standards.  
Umbreit (1992) argues that educators must take the lead in providing their 
student with a relevant curriculum for the next century. He believed that 
changing the curriculum is imperative so that the graduate can be successful 
in industry. The interrelationship between education and training plays an 
important role in the human resource development in hospitality and tourism 
sector (Doswell, 1994) and if tourism education is to provide a valuable 
starting point for the development of human capital, then greater dialogue 
between industry and education would be useful (Ladkin, 2005). 
 
Methodology 
 
Present research work has adopted both descriptive and exploratory research 
designs by using both qualitative and quantitative techniques to achieve the 
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aims and objectives of the study by collecting and analyzing both primary as 
well as secondary data. Structured questionnaire was used as a tool for 
gathering primary data. Unstructured interviews, discussion and primary 
observation methods were also used to accumulate the relevant information 
on the issues otherwise not revealed clearly. The universe of the  proposed 
research was the four major districts of the Garhwal region of   Uttarakhand 
(Pauri, Haridwar,Dehradun and TehriGarhwal)wheremajorityof 
educational/training institutes are located. Primary data were gathered from 
100 faculty members and 250 students of institutions running Tourism and 
Hospitality courses during February to May 2017. The data were analyzed 
using statistical tools including descriptive statistics and inferences were 
drawn to support the current study. 
 
Findings and Discussion 
 
With the growing demand of skilled professionals in tourism and hospitality 
industry worldwide, a large number of the universities and institutions both 
public and private have shown their interest in offering various Degree, 
Diploma and Certificate courses at both undergraduate and post-graduate 
level in tourism and hospitality domain. Following this trend, a number of 
institutions providing such courses also has come up in the study area. 
Present study attempts to evaluate the nature of institutions, courses offered, 
demographic profile of the students and faculty members and the 
infrastructure gap in tourism and hospitality institutions in Garhwal region of 
Uttarakhand.  
 
Nature of Tourism and Hospitality Institutes  
 
In Garhwal region, Hemvati Nandan Bahuguna Garhwal University has a 
notable contribution towards the development and promotion of tourism and 
hospitality education and producing tourism professionals since many years. 
Private institutes are making their presence strongly felt, but without doubt it 
can be said that there is a shortage of institutions imparting quality education 
as per the requirement of trade and industry. The self -financed 
institutions/colleges offering Tourism and Hospitality education are located 
mostly in plains- Dehradun, Haridwar, Rishikesh and Roorkee in Garhwal 
region. These institutions/colleges are getting affiliations mainly from three 
Universities viz. H. N. B. Garhwal University, Sri Dev Suman University 
and Uttarakhand Technical University. Further, Uttarakhand Open 
University is also offering several courses in Tourism and Hotel 
Management at Under Graduate and Post Graduate level under distance 
mode of education through its study centers. The details of prime institutions 
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Table – 1: Information about Universities/Institutions in Garhwal  

 
Sl. 
No. 

Name of the 
Organization 

Total No. of Affiliated 
Institutes  

No.  of Students  
Enrolled  

1 HNB Garhwal Central 
University Srinagar, Garhwal 

08  
01(University Campus)  

 
741  
140  

2 Sri Dev Suman (State) 
University 

04  41  

3 Uttrakhand Technical 
University 

06  1227  

4 Uttrakhand State Open 
University and Study Centre 

32  576  

5 Three Private University --  290  
6 Institute of Hotel 

Management (IHM) 
--  260  

offering tourism and hospitality education in the study area along with the 
number of affiliated institutions and students enrolled in year 2017 is 
presented below. 

Source: Compiled by researchers from different sources  
 

As per the figures shown in above table, it is evident that HNB 
Garhwal Central University, Sri Dev Suman (State) University, Uttarakhand 
Technical University and Uttarakhand State Open University apart from 
three Private Universities are offering tourism and hospitality education 
through their campuses and around 20 affiliated institutions. Uttarakhand 
State Open University is also offering such courses through its study centers 
in Garhwal region of Uttarakhand. At present around 3500 students are being 
enrolled by these institutions in Tourism and Hospitality Programs.  
 
Courses Offered 
 
As far as the courses offered by these institutions are concerned, Bachelor of 
Hotel Management (BHM) is being offered by most of these institutes at 
graduate level. However, the bachelor course at Institute of Hotel 
Management (IHM), Catering Technology & Applied Nutrition is titled as B. 
Sc. Hospitality and Hotel Administration. Apart from BHM, Uttarakhand 
Open University also provides Bachelor’s Degree in Tourism Studies (BTS) 
whereas HNB Garhwal Central University Campus Srinagar, Garhwal, 
Uttarakhand Open University, Haldwani along with 3 Private Universities 
offer Master degree in Tourism with nomenclature MBA (TTM), MTTM. 
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Master of Hotel Management (MHM) is being offered by Uttarakhand 
Technical University and Uttarakhand State Open University through their 
study centers/affiliated institutes.   
 

Diploma courses offered by these institutions include Diploma in 
Food Production and Diploma in Food & Beverage services. Diploma in 
Tourism Studies is being offered at undergraduate level while PG Diploma 
in Accommodation Operation and PG diploma in Tourism and Elementary 
Hoteliering are offered at post graduate level. Institute wise Course 
Distribution and Current Enrollment (during 2016-17) of the students in 
these organizations are presented in the table below: 
 

Table – 2: Institute wise Course Distribution and Current Enrollment 
 

Sl. 
No. 

Institution Course Offered Duration 
(Years)  

No. 
of 
Seats 

Total 
Enrollment 

1 Central 
University 
Campus 
Srinagar, 
Garhwal 

BHM 
MBA (TTM) 
PGDTH 

04 
02 
01 

60 
40 
20 

100/30 
32/16 
08/08 

2 Eight Private 
Institution 
Affiliated to  
Central 
University 

BHM 04/03 605 741/250 

3 Four Affiliating 
Institutes and 
Colleges under 
Shri Dev Suman 
(State) 
University 

BHM 03 240 41/41 

4 Six Affiliating 
Institutes under 
Uttarakhand 
Technical 

BHM 
MHM 

04/03 
02 

632 
30 

1227/400 
20 

5 
Private 
Universities 

BHM 
Graduation in 
Tourism 

04 
03 
02 

140 
45 
15 

255/115 
20/15 
15/7 

6 Institute of Hotel 
Management 

B. Sc. 
Hospitality &  

03 
 

120 
 

260/90 
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(IHM), Catering 
Technology & 
Applied 
Nutrition 

Hotel 
administration 
Diploma in 
Cookery 
Diploma in 
bakery& 
Confectionary 
Diploma in food 
& 
beverage service 

 
1.5 
1.5 
1.5 

 
60 
35 
30 

 
58 
27 
14 

7 
Uttarakhand 
State 
Open University 
and its Study 
Centers 

BHM 
MHM 
Master in 
Tourism 
BTS 
DTS 

03 
02 
02 
03 
01 

-- 
-- 
-- 
-- 
-- 

494 
42 
24 
07 
09 

Source: Compiled by researchers  from different sources  
 

In addition, there are certain other institutions, not affiliated to any of 
the affiliating institutions mentioned in above table but recognized by some 
other agencies or NGOs, offering certificate courses ranging from 3 to 6 
months or one-year duration. The focus of these institutions is generally the 
youth from lower middle-class families aspiring to get employment in budget 
class hotels, restaurants etc. 
 
Student Intake, Pass out and Dropout 
 
Course wise intake capacity of tourism and hospitality courses offered in the 
study area in regular mode is presented in the following table. The figures in 
table suggest that Graduation in Hotel Management (BHM, B. Sc. HM, 
BBAHM etc.) is the most sought after course with an annual intake capacity 
of around 1800 students however the filled seats are only around 950 for the 
year 2016-17. 
 
The intake for Bachelor in Hotel Management course is 53%., for 
Graduation in Tourism is 33.5%, for Master in Hotel Management is 66%,for 
Master in Tourism is  42% while intake for PG Diploma in Tourism & 
Hoteliering is only 40 % during year 2016-17. 
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Table – 3: Course wise Total Number of Seats/Students in Regular 

Mode 
 

Graduation 
in Hotel 

Management 

Master in 
Hotel 

Management 

Under 
Graduate in 

Tourism 

Diploma in 
Hotel 

Management 

PG Diploma 
in Tourism 

Master in 
Tourism 

S
ea

ts
 

In
ta

ke
 

S
ea

ts
 

In
ta

ke
 

S
ea

ts
 

In
ta

ke
 

S
ea

ts
 

In
ta

ke
 

S
ea

ts
 

In
ta

ke
 

S
ea

ts
 

In
ta

ke
 

1812 950 30 20 45 15 125 99 20 08 55 22 

Source: Compiled by researchers from different sources  
 
Similarly, the number of students admitted in correspondence mode in the 
study centers of Uttarakhand Open University in Garhwal region is displayed 
in the following table. Out of total 576 enrolled students 494 were in 
Bachelor in Hotel Management  (BHM), 42 were in Master in Hotel 
Management (MHM), 24 were in Master in Tourism (MBA in Tourism), 
07were in Bachelor in Tourism Studies (BTS) and 09 were in Diploma in 
Tourism Studies (DTS). 
 

Table - 4: Course wise Total Number of Seats/Students in 
Correspondence Mode 

 

Bachelor in 
Hotel 

Management 

Master in 
Hotel 

Management 

Master in 
Tourism 

Bachelor in 
Tourism 
Studies 

Diploma in 
Tourism Studies 

Total 

494 42 24 07 09 576 

Source: Compiled by researchers from different sources  
 
In case of the pass-out ratio in these courses, it has been observed that 
majority of the students pass the course within stipulated time duration. 
However, those couldn’t get through the exam still have chances to get it 
cleared through the facility of back papers and improvement exams.  
 

Further, it has been observed that around 2% students leave the 
course and that is in the first year hence the dropout ratio of tourism and 
hospitality courses alike other professional courses in quite low. 
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The demographic background suggests that 91.6% of the students were male 
and a majority of them belonged to age group of 19 to 22 years. Further, 
most of the students hailed from Garhwal region followed by those from 
Kumaon, Delhi and NCR, North eastern states of India, Nepal and Bhutan. 
 
 
 
 

 
 

Table - 5: Demographic Profile of the Students 
Demographic Characteristics
 

Category/Class
 

Frequency(N=250)
 

Percentage
 

Gender Male 
Female

 

229 
21

 

91.6 
8.4

 

Age Groups 

15 to 18 Years  
19 to 22 Years  
23-26 Years  
27 Years and 
Above 

58 
156 
35 
1 

23.2 
62.4 
14.0 
0.4 

State of Domicile 

Garhwal 119 47.6 
Kumaon 66 26.4 
Outside Uttarakhand

 
50 20.0 

North eastern states of India
 

7 2.8 
Nepal 3 1.2 
Bhutan 5 2.0 

Source: Primary Data 
 
In case of the per month income of the parents it is evident from following 
table that 76% of the parents were having per month income up to Rs. 
20000/-   followed by 16.8% respondents with their parents’ income between 
Rs. 20001/- to Rs. 40000/- per month and 4.4% have mentioned their 
parents’ income between Rs. 40001/- Rs. 60000/- . A very rare percentage of 
students have revealed their parents’ income in the upper slabs than Rs. 
60000/- per month as mentioned in the table. Hence, it can be inferred that 
majority of the students are from lower middle class income families. 
Further, the state government also reimburses the fee of scheduled 
caste/scheduled tribe students to the concerned institutions. 
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Income of Parents (per month)

 
Frequency Percent 

Upto Rs. 20000/- 190 76.0 
Rs. 20001 to Rs. 40000/- 42 16.8 
Rs. 40001/- Rs. 60000/- 11 4.4 

Rs. 60001/- Rs. 80000/- 1 .4 

Rs. 80001/- to Rs. 100000/- 3 1.2 

Above Rs. 100000/- 3 1.2 

Total 250 100.0 

Source: Primary Data 
 
Profile of Faculty Members 
 
A total 100 faculty members were interviewed and their demographic profile 
is displayed in the following table. According to data shown in table, the 
sample of faculty members comprised of 87% male and 13% female. The 
age-wise composition of the sample suggests that majority of the respondents 
belonged to the age group ‘31-35 Years’ (31%) followed by ‘26 -30 Years’ 
(24%),  ‘above 40 Years’ (19%), ‘36 -40 Years’ (16%) and ‘20 -25 Years’ 
(10%). 82% of total 100 respondents were married while remaining 18% 
were single.in case of the state of domicile, 81% respondent faculty members 
belonged to Uttarakhand, U.P., Delhi and NCR whereas the rest 18% were 
from other parts of the country. Taking a look on the highest education 
obtained by the respondents, majority of them were post graduate (65%) 
followed by graduates (22%), Ph. D. (10%) and PG Diploma holders (3%). 
 

Table - 7: Demographic Profile of the Faculty 
 

Demographic 
Characteristics 

Category/Class Frequency(N=100) Percentage 

Gender 
Male 
Female 

87 
13 

87.0 
13.0 

Age Groups 

20-25 Years  
26-30 Years  
31-35 Years  
36-40 Years  
>40 Years  

10 
24 
31 
16 
19 

10.0 
24.0 
31.0 
16.0 
19.0 

Marital Status 
Married 
Unmarried 

82 
18 

82.0 
18.0 

State of Domicile 
Within the State, 
U.P., Delhi NCR 

81 
18 

81.0 
18.0 
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Other 

Highest Level of 
education 

Ph.D. 
Post-Graduation 
PG Diploma 
Graduation 

10 
65 
3 
22 

10.0 
65.0 
3.0 
22.0 

Source: Primary Data 
 

In consideration of the educational qualifications prescribed to teach 
the diploma, under graduate and post graduate students, an attempt was made 
to know the qualification of the faculty members teaching in the tourism and 
hospitality institutions in the study area. Results of the study shows that 63% 
of faculty members were having Diploma in HM, 2% were having 
Graduation in Tourism, 23% were having Graduation in HM, 13% were 
having Graduation in HM with 1st Division, 34% having PG in Tourism, 
21% PG in Tourism with 1st Division, 26% were having PG in HM and 
14%were having PG in HM with 1st Division. It is important to note that as 
per norm the qualification for assistant professor in hotel management 
discipline,a candidate must have a first division either in UG or in PG. 
 

Hospitality and tourism institutes in the study area are lacking in the 
adequate number of professors and associate professors as most of the 
faculty members employed in these institutes are assistant professors as 
shown in the following table. Again it is interested to note here that most of 
private institutes do not have associate professors and professors however 
universities have them. The reason can be attributed to the higher salaries 
demanded by the associate professors and professors and by those having 
requisite qualification. 
 

Table - 8: Designation of Faculty Members 
 

Designation Frequency Percent 
Assistant Professor 91 91.0 
Associate Professor 3 3.0 
Professor 6 6.0 
Total 100 100.0 
Source: Primary Data 
 
Primary survey revealed that a single largest group of faculty members 
employed in hospitality and tourism institutes in the study area have a salary 
between Rs. 15000 to 25000 per month which is quite low in comparison to 
those faculty in government sector. 
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Table - 9: Salary per month (INR) 
 
Salary per month (INR) Frequency Percent 

Rs. 15000/- to Rs. 25000/- 65 65.0 

Rs. 25001/- to Rs. 35000/- 21 21.0 

Rs. 35001/- to Rs. 45000/- 4 4.0 

Rs. 45001/- to Rs. 55000/- 4 4.0 

Above Rs. 55000/- 6 6.0 

Total 100 100.0 

Source: Primary Data. 
 
Existing Infrastructure and Infrastructure Gap 
 
Adequate infrastructure is as essential as the quality of faculty members for 
imparting quality hospitality education. The affiliating institutions must 
ensure that the institute being affiliated should fulfill all the norms in terms 
of infrastructure requirement. As discussed above, most of the private 
institutes offering tourism and hospitality courses are affiliated to HNB 
Garhwal University, Sridev Suman University and Uttarakhand Technical 
University. However, Uttarakhand Open University conducts such courses 
under distant education through its study centers while Institute of Hotel 
Management and State Institute of Hotel Management are the autonomous 
institutions and follow the guidelines of Ministry of Tourism of Central 
Government and State Government respectively in collaboration with 
National Council for Hotel Management and Catering Technology 
(NCHMCT). 
 

Besides these individual entities, All India Council for Technical 
Education, New Delhi formulates the guidelines for infrastructure in terms of 
land requirement, intake of students, qualification of faculty and staff, 
equipment/gadgets to be installed in classrooms/labs, size of library, hostel 
facilities and other relevant infrastructure/facilities. Training kitchen with 
modern equipment/gadgets, training restaurants with automated Point of Sale 
(POS) and other related software/hardware, housekeeping lab, computer lab 
with internet facility and library with printed and online resources are 
prerequisites for running degrees/diploma related to hotel and hospitality 
management courses. On the one hand, the Tourism related courses require 
less infrastructure as the courses require more excursions than classroom 
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education. However, apart from modern classrooms and library facilities 
these courses require software related to ticketing, itinerary planning and 
costing as prerequisites.  
 

Present study has observed a significant gap in the infrastructure 
available in the hospitality institutions required by the industry and the 
facilities available at the institutes in the study area. It has been observed 
that, apart from a few institutes, most of the institutes develop these 
infrastructure facilities just as a formality to obtain affiliation from 
university. Further, the affiliating organizationmust strictly formulate the 
guidelines for required infrastructure and amend them from time to time in 
order to update the latest development in the industrial arena and also strictly 
enforce the guidelines while granting affiliation. 
 
Rating of Institutes and Teachers by Students  
 
Tourism and hospitality institutes were rated by the students regarding the 
reputation of the institute, recognition of students’ problem by institute, 
choices  of specialized courses, institutional collaboration, quality of faculty 
members, fee structure/value for money, availability of placement programs, 
recognition of qualification in international arena, quality of lecture rooms, 
efficiency and competence of teachers, infrastructure, provision of 
information technology i.e. internet connectivity, wi-fi, library facility and 
green practices in the campus on a five point scale ranging from very poor to 
very good. Surprisingly, students rated their respective institutes as good on 
all aspects except for ‘Recognition of qualification in international arena’ 
which was rated as fair/average indicating that there is a high need of 
improvement regarding the recognition of qualification in international 
arena.  However, researcher’s personal observation rates majority of the 
institutes as below average in facilities like institutional collaboration, 
availability of placement programs, faculty, infrastructure and provision of 
information technology. 
 

Further, the feedback from students were recorded about the 
competencies of faculty members in their respective institutes and teachers 
were rated very good but need to improve teachers focus on syllabi. It is 
apparent from the results of the study that students are well aware of the 
qualities a teacher should possess. Again, it has been learned from informal 
discussions that many of the private institutes don’t follow the guidelines for 
recruiting the teachers as they are not in position to pay expected 
remuneration to the qualified and efficient teachers. 
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The results of study also suggest that following factors are important for the 
effective and efficient teachers and these qualities she/he must possess: 
 

Factor 1: Realization of Career Goals and Concern for Students 
Factor 2: Teaching Techniques  
Factor 3: Updated Knowledge and Innovation  
Factor 4: Understandability and Punctuality  
Factor 5: Focus on syllabi 
Factor 6: Feedback 
Factor 7: Regularity in Classes 

 
Table – 10: Rating of institute by Students 

 
Attributes Very 

Poor 
Poor Fair Good 

Very 
good 

Mean SD 

Reputation of the 
institute 

0 
(0.0) 

8 
(3.2) 

84 
(33.6) 

134 
(53.6) 

24 
(9.6) 

3.69 .68 

Recognition of the 
problem 

0 
(0.0) 

10 
(4.0) 

81 
(32.4) 

119 
(47.6) 

40 
(16.0) 

3.75 .76 

Choices of specialized 
courses 

0 
(0.0) 

17 
(6.8) 

83 
(33.2) 

110 
(44.0) 

40 
(16.0) 

3.69 .81 

Institutional 
collaboration 

0 
(0.0) 

27 
(10.8) 

82 
(32.8) 

93 
(37.2) 

48 
(19.2) 

3.64 .91 

Quality of faculty 
members 

1 
(0.4) 

16 
(6.4) 

75 
(30.0) 

114 
(45.6) 

44 
(17.6) 

3.73 .83 

Fee structure/value for 
money 

0 
(0.0) 

19 
(7.6) 

83 
(33.2) 

117 
(46.8) 

31 
(12.4) 

3.64 .79 

Availability of 
placement 
programmes 

2 
(0.8) 

30 
(12.0) 

77 
(30.8) 

100 
(40.0) 

41 
(16.4) 

3.59 .92 

Recognition of 
qualification in 
international arena 

2 
(0.8) 

21 
(8.4) 

97 
(38.8) 

96 
(38.4) 

34 
(13.6) 

3.55 .85 

Quality of lecture 
rooms 

1 
(0.4) 

11 
(4.4) 

77 
(30.8) 

115 
(46.0) 

46 
(18.4) 

3.77 .81 

Efficiency and 
competence of 
teachers 

0 
(0.0) 

13 
(5.2) 

88 
(35.2) 

105 
(42.0) 

44 
(17.6) 

3.72 .81 

Infrastructure 
0 

(0.0) 
13 

(5.2) 
88 

(35.2) 
105 

(42.0) 
44 

(17.6) 
3.58 .85 

 4 25 74 92 55 3.67 .97 

Tourism Development Journal, Vol. 16, No. 1, 2018 

86                             Status of Tourism and Hospitality Education in Garhwal Region of Uttarakhand   



Provision of 
information 
technology i.e. 
internet connectivity, 
Wi-Fi 

(1.6) (10.0) (29.6) (36.8) (22.0) 

Library facility 
1 

(0.4) 
17 

(6.8) 
81 

(32.4) 
105 

(42.0) 

46 
 

(18.4) 
3.71 .85 

Green practices in the 
campus 

2 
(0.8) 

29 
(11.6) 

77 
(30.8) 

100 
(40.0) 

42 
(16.8) 

3.60 .92 

Source: Primary Data. Figures in brackets are the percentage of row total.  
 
Conclusion and Implications 
 
The results of the study reports that the academic institutions imparting 
higher education in the study area have sensed the growing demand of 
skilled manpower in travel trade and responded positively by introducing a 
variety of tourism and hospitality related programs of different durations at 
various levels. Programs related to the hotel and hospitality management and 
administration are dominating. It has also been observed that despite a large 
number of institutes of tourism and hospitality studies in the study area only 
a few are having requisite infrastructure. Some of them are very professional, 
some are up to the mark and  a few of them are also below the mark in terms 
of infrastructure, quantity and quality of teaching staff, number of students 
enrolled and overall in terms of the focus on quality professional education 
despite satisfactory ratings by the students. Similarly, the teachers have 
shown their satisfaction in terms of the working conditions, salary and 
opportunities for career development provided by these institutions but 
informally they did not hesitate to criticize the same. Especially, the 
dissatisfaction is more among the teachers in private institutions due to 
comparatively low salaries than government teachers at same level, longer 
working hours and variety of the tasks undertaken from them. It has been 
revealed by some teachers that job security is based on the number of 
admissions provided by them. “If someone fails to bring-in the students he 
has to lose his job” stated by the few respondents when asked informally. 
Hence, the affiliating institutions must consider such adversities and remove 
the affiliation of the institutions with inappropriate infrastructure and must 
also fix the minimum number of students to be enrolled for running a 
particular course.  
 

There must be some industry professionals in the board of studies to 
finalize the curriculum and the curriculum should be revised from time to 
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time. On the question on the quality of students joining the hotel 
management institutions, it is found that it is still considered as a last choice 
or low priority program by majority of the students as the bright students 
prefer to opt medical, engineering, IT, business management and other 
programs. However, the situation is now improving because of increased job 
opportunities for hotel management graduates in many other sectors like call 
centers, airlines, banks, shopping malls, cruise ships, multiplexes and others. 
A large number of them are also able to find jobs abroad. But, for better 
placements of the students it is quite essentials for the hospitality institutions 
to collaborate with hotel chains/properties for training and placement, both 
on and off campus, of the students. 
The focus of management of these institutions is to produce quantity but nor 
the quality of manpower as a significant number of the faculty members are 
not competent enough and lacking in updated knowledge and skills required 
in the rapidly advancing travel and hospitality industry. A discrepancy in the 
salary and fee structure among public and private institutions were also 
noted.  
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ABSTRACT: 

This article aims at assessing satisfaction of different stakeholders (Hoteliers, Restaurants, Handicrafts 

Shopkeepers and Transporters) in Pushkar. Their satisfaction level is assessed with core indicators of 

sustainability. It is a quantitative as well as qualitative assessment based on survey research design in 

study area. Data was collected through 250 self-administered questionnaires which includes (40 Travel 

agents, 50 hoteliers, 50 Restaurants, 50 Handicrafts and Souvenir, 30 Foreign exchange agents and 30 

transporters) and were analyzed by quantitative methods. Descriptive statistics (Frequencies, 

Percentages, Means, and Standard Deviations) and inferential statistics (t-test) was performed to assess 

and analyze stakeholders’ satisfaction with reference to 11 core indicators of sustainability such as:  

Site protection, Stress, Use Intensity, Social Impact, Developing Control, Waste Management, 

Planning process, Critical ecosystems, Consumer satisfaction, Local Satisfaction, Tourism 

Contribution to Local Economy. The results of study suggest that stakeholders have different level of 

satisfaction with different core indicators but on core indicators like Developmental stress, Use 

intensity, Developing control, Waste Management and critical ecosystem, stakeholders have low level 

of satisfaction. In order to develop a destination in a responsible and sustainable manner, stakeholders 

must have very high level of satisfaction on each core indicator of sustainability.  

 
 

Key-words: Stakeholders Satisfaction, Sustainable tourism, Responsible tourism, Core Indicators. 

1. INTRODUCTION 

Sustainable development is the center of focus since the Brutland report (WCED 1987), followed 

by the Earth summit in 1991 and United Nations World Tourism Organization set agenda for the 21st 

century for the sustainable growth and development of Tourism. Most important mile stone in the 

history of sustainable tourism development was year 2015 when seventeen Sustainable Development 

Goals (SDGs) were adopted by the United Nations. Now Tourism is an important global socio-

economic activity which has an impact on economy, ecology and environment, on societies and 

culture both positive and negative in many ways. Sustainable tourism is an attempt to develop tourism 

in such a way that has positive impact on the environment, society, economy, local culture, local 

people and whatever related to tourism directly or indirectly. Pushkar, bordered by Nag Pahar (Snake 

Mountain), known as the rose garden of Rajasthan state of India represent a famous tourist destination 

for pilgrimage It has a unique cultural heritage which is valorized at the international Pushkar Fair. 

Tourism and Hospitality industry is very much affected through the perception and satisfaction of the 

various stakeholders who are directly and indirectly involve in the entire process of tourism at any 

destination. Stakeholders’ perceptions are always considered in relation to expectations and compare 

with their satisfaction to ensure growth and development of sustainable tourism (Hardy 2005; 

Alazaizeh et al. 2019).  

Sustainability includes all essentials that constitute a complete tourism experience. According to 

the majority of contributors (Voda et al. 2019;  Sharpley 2000;  Butler 1991;  Vellas  and Becherel 

 
1HNBG University, Srinagar Garhwal, Uttarakhand, India, sk_gupta21@yahoo.com, 

tiwari.sunil10@outlook.com     
2Dimitrie Cantemir University, Targu Mures, Romania, mihaivoda@cantemir.ro  

http://dx.doi.org/10.21163/GT_2021.161.08
mailto:sk_gupta21@yahoo.com
mailto:tiwari.sunil10@outlook.com
mailto:mihaivoda@cantemir.ro
https://orcid.org/0000-0002-6639-0561


88 

 

1999; WCED 1987) ‘sustainable tourism development’ aims at economic, social and environmental 

tourism development that concerns to the continuous improvement of tourists’ experiences. The 

tourism industry has great potential to achieve sustainable development goals. The determination of 

sustainable tourism is to create a balance between environment protection, preserving cultural 

integrity, creating social justice and promoting economic benefits, meeting the needs of the local 

community in terms of improved living standards both in the short and long term in both developed 

and emerging nations (Swarbrooke and Horner 2004; Mitchell and Hall 2005). 

Sustainable development has been discussed extensively in tourism sector as it can meet up needs 

of tourists, service providers, locals and whosoever being associated with this sector (Eagles et al. 

2002). Thus, it has become important to develop a destination under core indicators of sustainability 

(Sebele 2010; Taylor 1995). Various studies have been conducted on different aspects of 

sustainability such as cultural, social and environmental impacts, perceived economy and perceived 

benefits (Choi and Murray 2010; Dyer et al. 2007; Ko and Stewart 2002; Nunkoo and Ramkissoon 

2011; Oviedo-García et al. 2008; Yoon et al. 2001). Studies have also found that stakeholders’ 

satisfaction level play a significant role in view of sustainable tourism development at any destination 

(Gursoy et al. 2002; Gursoy and Kendall 2006; Gursoy and Rutherford 2004; Kaltenborn et al. 2008; 

Nicholas et al. 2009). A wide variety of factors, including social, cultural and economic considerations 

at each level of the tourism system, affects the implementation of sustainable tourism practices. A 

few studies on sustainable tourism and ecotourism related to the Garhwal region have been undertaken 

by Gupta and Bhatt, (2009, 2012); Gupta and Rout (2016, 2017 and 2019). However, a few studies 

have been conducted on stakeholders’ satisfaction towards sustainable tourism development at 

Pushkar region of Rajasthan India. In order to fill this research gap, this study aims to measure the 

satisfaction of different stakeholders towards tourism development under core indicators of 

sustainability. 

2. STUDY AREA  

Pushkar is located northwesty from Ajmer in central east part of Indian state of Rajasthan on 

western side of Aravalli Mountains. Bordered by Nag Pahar range, it lies between North latitude 

26°29'23" and East longitude 74°33'3" and sprawl around 10 kilometers (see Fig. 1).  

 

 

Fig. 1. Location of Pushkar study area of Rajasthan, India. 
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It is an important Centre of pilgrimage for Hindus. The place has a magnetic appeal with 400 

temples that are blue white and a number of Bathing Ghats. The town resounds with chanting of 

prayers and religious songs, along with drums and gongs. Pushkar is a lively tourist attraction where 

tourists are flocking from the world over. There is a dash of commercialism but the town retains its 

mystique and traditional charm. Pushkar is the well-known tourist destination across the India and 

Globe as it hosting international fair every year. In the year 2019 out of total 1192345 number of 

tourists, 423234 tourists visited during Pushkar fair only. 

3. DATA AND METHODS 

In view of assessment and evaluation various stakeholders’ satisfaction towards core indicators 

of sustainability, following research objectives and hypotheses are formulated;  

1. To assess and evaluate satisfaction level of stakeholders’ towards tourism development in 

the Pushkar region under all the core indicators of sustainability.  

2. To measure the satisfaction level of stakeholders’ towards tourism development in the 

Pushkar region under each core indicator of sustainability.  

H01: There is no significant difference between stakeholders’ satisfaction and tourism 

development in the study area under all core indicators of sustainability. 

H2: There is significant difference between stakeholders’ satisfaction and tourism development 

in the study area under each core indicator of sustainability.  

On the basis of review of literature pertaining to sustainable tourism development, a survey 

questionnaire was developed on Stakeholders’ satisfaction measurement scale (SSMS). Eleven core 

indicators of sustainability i.e. Site protection, Stress, Use Intensity, Social Impact, Developing 

Control, Waste Management, Planning process, Critical ecosystems, Consumer satisfaction, Local 

Satisfaction and Tourism Contribution to Local Economy were included in this questionnaire.  

Data was collected from 250 stakeholders which includes (40 Travel agents, 50 hoteliers, 50 

Restaurants, 50 Handicrafts and Souvenir, 30 Foreign exchange agents and 30 transporters) self-

administered questionnaires by using stratified random sampling technique and five point Likert 

Scale. Reliability, normality and validity of the data and tool was also checked by examining the 

Cronbach’s alpha, percentage of missing data, mean, standard deviation, item discrimination, 

skewness and kurtosis. Furthermore, collected data has been analyzed with the help of descriptive 

statistics; Central tendency (Mean), Z-score, frequency distribution, percentile, Norms, Standard 

deviation (SD), whereas in Inferential statistics; One sample t-test was computed.  

4. RESULTS  

To assess and evaluate satisfaction level of stakeholders towards tourism development in the 

Pushkar region under all the core indicators of sustainability, one sample t- test and Gap analysis was 

conducted to know the mean difference between stakeholders’ overall satisfaction and tourism 

development in the study area and results are computed in Table 1. 

Table 1 shows that the sample mean of stakeholders’ satisfaction towards tourism development 

is 34.42, value of hypothesize mean is 55 (test value) and mean difference between them is 20.576, 

Values of S.D. and t-ratio are 2.144 and 151.711 respectively.   Whether mean difference is significant 

or not with the help of degree of freedom (248) is further confirmed by the p value. Here p value is 

0.000 (p=0.000<0.01) which is less than 0.01.  There is a significant mean difference between sample 

and hypothesize mean of stakeholder satisfaction towards tourism development, therefore null 

hypothesis H01 is rejected at 0.01 level of significance and there is significant difference between 

stakeholders’ satisfaction and tourism development in the study area under all core indicators of 

sustainability.   

Further, with the help of graphical presentation it is understood that sample mean of total 

stakeholders’ satisfaction is lying below the level of satisfaction on tourism development under core 

indicators of sustainability as per the Table 2. 
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Table 1. 

Results of One Sample t – test for Satisfaction of all Stakeholders on Tourism Development under 

Core Indicators of Sustainability 

Variable N 

H
y

p
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th
es
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e 
M

ea
n

 

Mean S.D 

M
ea

n
 

D
if

fe
re

n
ce

 

t-ratio p-value 

Total Stakeholders’ 

Overall Satisfaction 
250 55 34.42 2.144 20.576 151.711 0.000** 

** Significant at 0.01 level                                                                                                                           Source: Primary Data 

 

 

Table 2. 

Level of Satisfaction on Tourism Development under Core Indicators of Sustainability 

      Mean Scores Level of Satisfaction on tourism development under core indicators of 

sustainability 

1-11 Very Low 

11-22 Low 

22-33 Average 

33-44 High 

44-55 Very High 

 

 

 

Fig. 2. Area graph of level of total stakeholders’ satisfaction on Tourism Development under Core 

Indicators of Sustainability. 

Figure 2 shows that Total stakeholders collectively have high level of satisfaction towards 

Tourism development under all core indicators of sustainability as sample mean (34.42) falls under 

high level of satisfaction category (33-44). To measure the satisfaction level of stakeholders towards 

tourism development in the Pushkar region under each  core indicator of sustainability, One sample 

t- test and Gap analysis was conducted to know the mean difference between stakeholders’ 

satisfaction towards each core indicator of sustainability such as Site protection, Stress, Use Intensity, 

Social Impact, Developing Control, Waste Management, Planning process, Critical ecosystems, 

Consumer satisfaction, Local Satisfaction and Tourism Contribution to Local Economy. It is observed 

that Stakeholders have different level of satisfaction with different core indicators and results are 

computed in Table 3.  
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Table 3. 

Results of One sample t – test for Satisfaction of all stakeholders on Tourism Development under 

each Core Indicator of Sustainability 

Core Indicators 

of Sustainability 
N 

H
y

p
o

th
es

iz
e 

M
ea

n
 

Mean S.D 

M
ea

n
 

D
if

fe
re

n
ce

 

t-ratio p-value 

CI-1 250 5 4.48 0.582 0.520 14.122 0.000** 

CI -2 250 5 1.67 0.572 3.332 92.118 0.000** 

CI-3 250 5 1.58 0.494 3.416 109.361 0.000** 

CI-4 250 5 4.02 0.909 0.976 16.972 0.000** 

CI-5 250 5 1.62 0.617 3.380 86.567 0.000** 

CI-6 250 5 1.80 0.766 3.200 66.076 0.000** 

CI-7 250 5 4.20 0.739 0.800 17.116 0.000** 

CI-8 250 5 1.76 0.621 3.244 82.557 0.000** 

CI-9 250 5 4.39 0.626 0.608 15.356 0.000** 

CI-10 250 5 4.43 0.592 0.568 15.164 0.000** 

CI-11 250 5 4.48 0.589 0.524 14.069 0.000** 
** Significant at 0.01 level                                                                                                                          Source: Primary Data 

 

For First Core indicator of Sustainability (CI-1 Site protection) Table 3 shows the sample mean 

of total stakeholders’ satisfaction is 4.48 and value of hypothesize mean is 5 (test value) and mean 

difference of 0.520 between them and values of S.D., t-ratio, and p value are 0.582, 14.122   and 0.000 

respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 indicates significant mean 

difference between sample and hypothesize mean of total stakeholders’ satisfaction towards first Core 

indicator of sustainability (CI-1 Site protection).  

For second Core indicator of Sustainability (CI-2 Stress) Table 3 shows the sample mean of 

total stakeholders satisfaction is 1.67 and value of hypothesize mean is 5 (test value) and mean 

difference of 3.332  between them and values of S.D., t-ratio, and p value are 0.572, 92.118 and 0.000 

respectively. Hence, p value  0.000 (p=0.000 < 0.01) which is less than 0.01 shows significant mean 

difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 2nd Core 

indicator of sustainability (CI-2 Stress).  

For third Core indicator of Sustainability  (CI-3 Use Intensity) Table 3 shows the sample mean 

of total stakeholders satisfaction is  1.58   and value of hypothesize mean is 5 (test value) and mean 

difference of 3.416  between them and values of S.D., t-ratio, and p value are 0.494, 109.361 and 

0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 specifies significant 

mean difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 3rd 

Core indicator of sustainability (CI-3 Use Intensity.  

For forth Core indicator of Sustainability (CI-4 Social Impact) Table 3 shows the sample mean 

of total stakeholders satisfaction is 4.02   and value of hypothesize mean is 5 (test value) and mean 

difference of 0.976  between them and values of S.D., t-ratio, and p value are 0.909, 16.972 and 0.000 

respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 indicates significant mean 

difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 4th Core 

indicator of sustainability (CI-4 Social Impact).  

For fifth Core indicator of sustainability (CI-5 Developing Control) Table 3 shows the sample 

mean of total stakeholders’ satisfaction is 1.62 and value of hypothesize mean is 5 (test value) and 

mean difference of 3.380 between them and values of S.D., t-ratio, and p value are 0.617, 86.567 and 

0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 shows significant 

mean difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 5th 

Core indicator of sustainability (CI-5 Developing Control).  

For sixth Core indicator of sustainability (CI-6 Waste Management) Table 3 shows the sample 

mean of total stake holders’ satisfaction is 1.80   and value of hypothesize mean is 5 (test value) and 
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mean difference of 3.200 between them and values of S.D., t-ratio, and p value are   0.766, 66.076 

and 0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 indicates 

significant mean difference between sample and hypothesize mean of total stakeholders’ satisfaction 

towards 6th Core indicator of sustainability (CI-6 Waste Management).  

For seventh Core indicator of tourism development (CI-7 Planning process) Table 3 shows the 

sample mean of total stakeholders satisfaction is 4.20 and value of hypothesize mean is 5 (test value) 

and mean difference of 0.800 between them and values of S.D., t-ratio, and p value are 0.739, 17.116 

and 0.000 respectively. Hence, p value  0.000 (p=0.000 < 0.01) which is less than 0.01 shows 

significant mean difference between sample and hypothesize mean of total stakeholders’ satisfaction 

towards 7th Core indicator of sustainability (CI-7 Planning process).  

For eighth Core indicator of sustainability (CI-8 Critical ecosystems) Table 3 shows the sample 

mean of total stakeholders’ satisfaction is 1.76 and value of hypothesize mean is 5 (test value) and 

mean difference of 3.244 between them and values of S.D., t-ratio, and p value are 0.621, 82.557 and 

0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 shows a significant 

mean difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 8th 

Core indicator of sustainability (CI-8 Critical ecosystems).  

For ninth Core indicator of sustainability (CI-9 Consumer satisfaction) Table 3 shows the 

sample mean of total stakeholders’ satisfaction is 4.39 and value of hypothesize mean is 5 (test value) 

and mean difference of 0.608 between them and values of S.D., t-ratio, and p value are 0.626, 15.356 

and 0.000 respectively. Hence, p value  0.000 (p=0.000 < 0.01) which is less than 0.01 shows a 

significant mean difference between sample and hypothesize mean of total stakeholders’ satisfaction 

towards 9th Core indicator of sustainability (CI-9 Consumer satisfaction).  

For tenth Core indicator of sustainability (CI-10 Local Satisfaction) Table 3 shows the sample 

mean of total stakeholders’ satisfaction is 4.43 and value of hypothesize mean is 5 (test value) and 

mean difference of 0.568 between them and values of S.D., t-ratio, and p value are 0.592, 15.164 and 

0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less than 0.01 shows a significant 

mean difference between sample and hypothesize mean of total stakeholders’ satisfaction towards 

10th core indicator of sustainability (CI-10 Local Satisfaction).  

For eleventh Core indicator of sustainability (CI-11 Tourism Contribution to Local Economy) 

Table 3 shows the sample mean of total stakeholders’ satisfaction is 4.48  and value of hypothesize 

mean is 5 (test value) and mean difference of 0.524 between them and values of S.D., t-ratio, and p 

value are 0.589, 14.069  and 0.000 respectively. Hence, p value 0.000 (p=0.000 < 0.01) which is less 

than 0.01 shows a significant mean difference between sample and hypothesize mean of total 

stakeholders’ satisfaction towards 11th   Core indicator of sustainability (CI-11 Tourism 

Contribution to Local Economy).  

5. DISCUSSION  

Based on the above findings it is concluded that hypothesis H2 “There is significant difference 

between stakeholders’ satisfaction and tourism development in the study area under each core 

indicator of sustainability has been Accepted and its corresponding objective “To measure the 

satisfaction level of stakeholders’ towards tourism development in the Pushkar region under each core 

indicator of sustainability was achieved. Further, with the help of graphical presentation it is 

understood that sample mean of total stakeholders’ satisfaction is lying below the level of satisfaction 

on tourism development under each core indicator of sustainability as per Table 4. 
                                                                                                                                                           Table 4.  

Mean score and Level of Satisfaction under each core indicator of sustainability. 

Mean scores Level of Satisfaction 

1 to 2 Low satisfaction 

2 to 3 Moderate Satisfaction 

3 to 4 High Satisfaction 

4 to 5 Very high satisfaction 
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Fig. 3. Area graph of level of total stakeholders’ satisfaction category on tourism development under each core 

indicator of sustainability. 
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From the Figure 3 it is clear that stakeholders have very high satisfaction on core indicators.  

As hypothesize mean is more than sample mean in reference to satisfaction of total stakeholders 

towards tourism development in the Pushkar under core indicators of sustainability and mean 

difference is significant, it is concluded that total stakeholders had high level satisfaction towards 

tourism development. Total stakeholders altogether have very high level of satisfaction with core 

indicator 1 (site protection), CI-4 (Social Impacts), CI-7 (Planning process), CI-9 (Consumer 

satisfaction), CI-10 (Local satisfaction), CI-11(Tourism contribution to local economy) whereas they 

have low level of satisfaction with CI-2 (Stress), CI-3 (Use intensity), CI-5 (Developing control), CI-

6 (Waste management) and CI-8 (critical ecosystem). But transporters have highest level of 

satisfaction followed by foreign exchange units, hoteliers, handicrafts units, travel agents and 

Restaurants units towards tourism development in the study area in term of sustainability. 

Findings suggest that stakeholders have reasonably satisfied towards tourism development in the 

Pushkar under core indicators of sustainability. But it is recommended that tourism must be developed 

in more sustainable way under core indicators of sustainability and should ensure very high level of 

satisfaction of the stakeholders. Tourism planners and policy makers should focus on minimizing 

development Stress, maximize the uses of local products and services, ensure carrying capacity, 

Developmental control, proper waste management and healthy and peaceful ecosystem. On these core 

indicators stakeholders have low satisfaction. Further efforts should be taken to minimize the leakage 

and allow equitable distribution of tourism products and resources among the various stakeholders 

i.e. Foreign exchange agents, Hoteliers, handicrafts units, travel agents, foreign exchange units and 

Restaurants. 

6. CONCLUSIONS 

Pushkar is one of the most visited and well-known tourist destinations across India and World, 

where tourists keep flocking throughout the year. It also hosts International Cattle festival annually 

which itself attracts lakhs of tourists. Due to sudden outbreak of COVID-19 pandemic the entire 

tourism business of the region got affected severely. Pushkar has complete shut down since March 

2020 and no tourist was allowed inside the city. All the hotels, home stays, restaurants, travel agent 

units, foreign exchange units, handicraft and souvenir shops, transport units, meditation Centre’s and 

other travel related outlets was closed till July and further restricted movements of Domestic and local 

tourists were initiated. Lots of Local residents of Pushkar are dependent on the tourism sector. The 

COVID -19 pandemic has caused massive disruptions in economy, health, developmental activity, 

employment, sustainability and foreign exchange of the region. This pandemic has some positive 

impacts on Pushkar as destination such as natural cleaning of Holi Pushkar lake, control of air 

pollution, better waste management, speedy completion of the construction work of Ghats, sewage 

treatment, temples and roads, up gradation of environment and ecological balance. Big challenges lie 

before the local administration, tourism board, different stakeholders, visitors and local communities 

to organize International Pushkar Fair which is scheduled from 22nd to 30th November 2020. Amidst 

of COVID-19 pandemic Rajasthan and Pushkar Tourism Boards are working hard and ensuring 

utmost preparedness towards Sustainable Tourism Development and successfully organization of the 

Pushkar fair.     

For sustainable development the negative impacts of tourism at the study area like demonstration 

effects, cultural conflicts, spiritual frauds, ethnocentrism, westernization and uncivil practices are to 

be reduced. Pushkar is well known tourist destination across the world because of its magnificent 

international camel festival but unfortunately over the years loss of its traditional character and  undue 

commercialization is a great sense of concern .Hence the all organizers like Rajasthan Tourism Board; 

Ministry of Tourism, Government of India, Pushkar Tourism Board and Various other Local 

Authorities and Destination Management Organizations have play a pivotal role to maintain the 

traditional ethnicity of  the fair. It is observed that the participation of cattle owners is gradually 

decreasing year by year. Simultaneously carrying capacity of the destination would also be maintained 

especially at the time of Pushkar fair. 
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Abstract

Asset based community development has been discussed a length for the last decade. It is considered to 
be a novel approach and has become instrumental for many communities to improve their socio-economic 
status. Communities subsist in the Himalayan uplands and are generally in search of innovate livelihood 
opportunities given their existing exceptional natural and heritage assets. Tourism development on a local 
scale can benefit the communities in the region if opportunities to do so are vigorously pursued. This 
research briefly explores the different dimensions of asset based community development by taking the
notion of the local community as its core. Community based tourism has intersected with an asset based 
community development approach and now represent the potential benefits that can be gained by the entire 
region of Jaunsar-Bawar. A qualitative research paradigm based upon conceptual analysis was used in the 
paper  and discusses the diverse phenomenon of Asset Based Community Development (ABCD) through 
inceptive and conceptual paradigms. The research suggests a way forward to support the development of 
mountain communities which possess a wide range of existing natural and cultural assets in the Himalayan 
landscape of Jaunsar-Bawar.

Keywords: Asset based community development, community based tourism, tourism development,
community development, India.

Introduction

Lately, Asset-Based Community Development (ABCD) has grabbed the attention of community 
development practitioners around the world as an innovative strategy for community-driven 
development in urban and rural neighborhoods (Mathie & Cunningham, 2003). Over many 
decades, top-down development approaches have not been able to deliver real and sustainable 
development outcomes for the masses in the context of developing countries, thus providing an 
impetus and a need to search for alternative development approaches. The Asset-Based 
Community Development (ABCD) approach is one of the approaches that is 

one, - one (Fuimaono, 2012). The approach of Asset-Based 
Community Development was propounded by John L. McKnight and John P. Kretzmann as a 
challenge to traditional solutions to urban problems, which focus on the needs and deficiencies 
of neighborhoods (The ABCD Institute, 2008). The needs-based approach defines poverty as the 
absence or lack of the basic elements required for human survival (Booy, Sena & Arusha, 2000). 
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ABSTRACT: 

The Indian Himalayan ranges with towering snowclad peaks and deep valley river rapids 

present a variety of common geographical features. The high mountain environments 

gained social values due to the influence of the human ancient cultures. The spiritual 

dimension of the geographical space generated its unique attributes. This research 

investigates some of the most intriguing mountain locus which are defined by a cumulus of 

special characteristics. We identified the uniqueness generating factors using the geomedia 

techniques. Furthermore, this study analyses the interconnection between Hemkund Sahib 

and Valley of Flowers Geosystems` different components. Our research findings present the 

functionality of two selected dynamic Himalayan geosystems in a significant equilibrium 

state. This result of this paper will contribute to the preservation of Hemkund Sahib and 

Valley of Flowers’ unique features and future promotion using the new technical 

Geography advances.   
 

Key-words: Himalayas, attributes, Hemkund Sahib, geo-apps, Valley of Flowers. 

1. INTRODUCTION 

The Indian Himalaya’s unique attributes based on the Geosystems grounded theory 

approach, using the modern technical Geography tools in an attempt to provide innovative 

solutions for the increasingly visited mountain sites (Voda et al, 2014). This paper has 

analyzed geographical spaces that are characterized by special features, generated from the 

interaction between the environmental components and the central element of any 

geosystem: the human being.  

The Valley of Flowers National Park lies in the main valleys of Alaknanda and Dhauli 

Ganga in the Garhwal Himalayas in Chamoli district of Uttarakhand State in India. Valley 

of flowers also known in Hindu mythology as Nandan Kanan meaning “Garden of Indra in 

Paradise” has been declared as a National Park (VOFNP)as per Notification No. 4278/XIV-

3-66-80 with effect from September 6, 1982, the intention having been declared under 

Notification No. 5795/XIV-3-66-80 of 1 January 1981. After notification of the Park, 

grazing and camping are not permitted.  

Given the status of World Heritage site in 2005 VOFNP is one amongst the nine zones 

or part of the Nanda Devi Biosphere Reserve (NDBR) which is spread across an area of 

5860.69 sq km. Located between the Latitude 30° 41’ – 30° 48’N and Longitude 79° 33’ – 

79° 46’E VONP covers an area of 87.5 sq. km. The altitude of the valley ranges from 3200 

m to 6700 m.  

River Pushpawati flows through this valley which has its source in the Tipra Glacier 

which extends up to Ghori Parbat peak. It is a flat valley 5 km long and 2 km wide. The 
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main valley portion of the Park runs in the east west direction along the banks of river 

Pushpawati (Gupta, 2002).  

The park is surrounded by Gauri Parbat (6590m) and Rataban (6126 m) in the east, 

Kuntkhal (4430 m) in the west, Saptsring, in the south and Nilgiri Mountain (6479 m) in 

the north. The credit for the discovery of the Valley of Flowers generally goes to the British 

mountaineer Frank S. Smythe and R.L. Holds Worth who accidentally reached the valley 

after a successful expedition of Mount Kamet in 1931. Fascinated by its beauty and 

grandeur Frank S. Smythe revisited this area in 1937 and published book “The Valley of 

Flowers” (Smythe, 1938) which made it world famous.  

The valley offers a rich plethora of unique floral wealth out of which 31 rare and 

endangered plant species including 11 species listed in the Red Data Book (RDB) of the 

Indian plants recorded within the Valley of Flowers National Park. The surrounding areas 

also have some beautiful Himalayan grassland and other valleys which bears many 

exquisite Himalayan flowers like the Himalayan lotus. 

 
  Fig. 1. Valley of Flowers and Hemkund Sahib in Google Earth geo-app (Google Earth, 2018). 

Near the Valley of Flowers is the sacred place of Sikhs the Hemkund Sahib (Fig.1). It 

is situated at an altitude of 4329 m, and sacred to both Sikhs and Hindus. Hemkund Shrines 

are one of the highest temples in India (Fonia, 1998; Kuniyal et al, 1998).  

The Sikhs revere this place because their tenth Guru described its location in his holy 

writings, in the Dasam Sahib (the books of the Tenth Guru). Considered the Geosystem`s 

unique cultural attribute, Hemkund Sahib location was discovered in 1934 by Sant Sohan 

Singh in remembrance and prayer to see the place where their tenth guru, Guru Govind 

Singh meditated and realized his oneness with God along the banks of Lokpal Lake. A 

small Gurdwara was developed in 1935-36 (including enlarging the ancient Hindu 

“Lokpal” temple) and later in 1968 the construction for the present Gurdwara began which 

got completed in 1993. For the Hindu the lake known as Lokpal constitute the unique 

attribute of this geographical location from the Himalayas. Here, Lakshman, the younger 

brother of Lord Rama, had meditated. A small temple is dedicated to Lakshman and it 

stands next to the Gurudwara. Lakshman / Hem Ganga stream originates from the Lokpal 

Lake, which later meets river Pushpawati near Ghangharia and further flows as Bhyundar 

Ganga to join the river Alaknanda at Govindghat (Kaur, 1985).  
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The Sikh pilgrims have been the biggest draw for tourism in this area.  Every year near 

about 400000 pilgrims visit Hemkund and Laxman temple before 2013 but only few 

thousands visits the valley. Tourism plays a very important role in the sustainable 

development of the area as about 95% of the indigenous population depends on it. The 

main influx of tourists consists of Sikhs.  

There is no significant difference between the common functional attributes of the 

Valley of Flowers and Hemkund Sahib Geosystems. Climate is moist temperate and alpine 

type, with short cool summers and long severe winters influenced by southwest monsoon in 

the summer, and western disturbances in winter. During the snow period (7 months early 

October to late April) the vegetation survives under snow with the help of tubers and 

rhizomes. 

2. STUDY AREA ACCESSIBILITY 

The nearest airport is Jolly Grant, which is 306 km away from the research area. The 

nearest broad-gauge railhead is Rishikesh (about 271 km), while Haridwar railhead is at a 

distance of about 295 km by road from Govindghat which is about 25 kilometres before 

Badrinath. It is located on Rishikesh --Srinagar - Joshimath- - Govindyhat-Badrinath route. 

The Valley of Flowers is a trek of about 13 km from Pulna village which is 3 km from 

Govindghat. Govindghat is the base of the route to the Ghangharia base settlement (14km 

from Govindghat) and from Ghangharia subsequently one trail goes towards Valley of 

Flowers (3-4km) and another steep trail to Hemkund Sahib (6km). Four-wheel drive 

services are available to drop tourists from Govindghat to Pulna. Pony and palanquins are 

available on fixed prices by Eco Development Committee (EDC) for Ghagharia /Hemkund 

Sahib from Pulna. Helicopter service is also available from Govindghat to Ghangharia. The 

trek route for Valley of Flowers is relatively easy compared to trek stretches like from 

Bhyundar to Ghangharia, or that for Hemkund Sahib, which are much steeper.  

 

 
 

Fig. 2. The access route from Rishikesh to Valley of Flowers and Hemkund Sahib  

(Google Earth, 2018). 
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This trek route from Govindghat is maintained by the PWD. The Eco Development 

committees of Ghangharia and Govindghat are looking after the cleaning of the trek route 

(Gupta, 2010). 

There is no settlement within the National Park (Fig. 2). Four settlements exist 

between the Park fringe and the motor road such as the tourist settlement of Ghangharia, 

villages Bhyundar, Pulna and the tourist settlement of Govindghat. The local population is 

about 80 families/households (about 375 persons) in Pulna, the winter settlement. Except 

the school going children and few elderly people, these villagers migrate to Bhyundar and 

Ghangharia, the summer settlements from May to early October. While women stay back at 

Bhyundar with small children, the men folk move further 3.75 km to Ghangharia, which is 

the central place/base in upper valley for tourist activities for 4 months from June – 

September every year.  
Small commercial establishments have been registered and regularized by a local NGO 

body known as Eco-Development Committee (EDC), Bhyundar under the aegis of the 

Department of Forest. Around 60 shops from Govindghat to Ghangharia and 15 shops from 

Ghangharia to Hemkund Sahib, while at Ghangharia itself some 40 private establishments 

of lodges/restaurants/photo studios/souvenir shops, etc. are registered. These establishments 

erected on Private/Nap land are called “Chak” and those on Forestland are called “Chatti” 

and these are either run by the villagers themselves or given on rent. 

3. METHODOLOGY 

This paper research based on the Geosystem grounded theory, has focused on the 

technical geography advances role in the unique attributes’ identification and assessment 

from the Indian Himalayas. Being the most famous and intriguing, the Valley of Flowers 

and Hemkund Sahib Geosystems, situated in the Himalaya Mountains near the China 

border, has been selected for this study.  

Data was gathered from different geomedia sources, non-structured interviews and 

field observations were carried on site in between May-June 2013 and September 2018. 

The collected data were analyzed using geomedia techniques that imply geo-coding 

procedures and theoretical sampling for the Geosystem`s carrying capacity assessment 

(Haidu, 2016; Voda et al, 2017).  

Our theory consistency derives from the dynamic balance of the Hemkund Sahib and 

Valley of Flowers Geosystems, which are continuously developing in a self-sustainable 

way. There is a powerful connection between the environmental components and the 

human factors that generates the geosystems` functionality.  

The theoretical elaboration is based on the reproducibility capacity of our defined 

geographical spaces. Their systemic characteristics and elements properties, inductively 

derived from gathered geo-data were identified and judged with respect to a number of 

evaluative criteria such as consistency, integration and predictiveness.  

The Geosystem grounded theory explanatory power facilitates its application in 

different world`s regions as long as the defined geographical spaces fit to data. Constructed 

as a problem orientated endeavor, our geosystemic theory was created from solid data 

patterns, produced through the elaboration of Hemkund Sahib and Valley of Flowers 

plausible models. 

Our research problems have been structured in accordance to the scientific inquiry task 

focused on the protection, conservation and self-sustainable development of identified 
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geosystems. Once identified, the problems were selected for consideration, developed and 

modified.  

Our geomedia techniques has also used Geosearch and Geocoding services from 

ArcGIS World to validate locations coordinates and Pic2Map geo-application to analyze 

EXIF data embedded in the photos taken on site with Xiaomi Redmi 3S and MI A2 

smartphones (Ernawati et al, 2018). 

4. RESULTS AND DISCUSSIONS 

Domestic tourists form a major portion of the total tourists visiting the Himalayas. A 

key factor for this high domestic tourist inflow in the area is the presence of holy 

pilgrimages like Badrinath, and Hemkund Sahib. The shrines remain closed for six months 

during winters.  Badrinath, by virtue of being one of the four Hindu sacred places (Dhams) 

of the country had been and continue to be the biggest pilgrim puller evidently, witnessing 

10755883 tourist arrivals (including foreigners) in 2008 and 941092 arrivals in 2012. 

However, a significant decrease has been noticed in the tourist arrival at both these shrines 

during year 2009 over the previous year (Kandari and Gusain, 2013). The reason for this 

downfall can be attributed to severe road blockage due to early monsoon. The Himalayan 

weather problems caused by torrential rain, cloud bursts and flash floods during mid-June 

2013 in this region of Uttarakhand had resulted in the severe damage to tourism 

infrastructure and badly affected the tourism industry and tourist traffic for the year 

2013,2014 and 2015 (Gupta & Vijay, 2013). 

The pilgrim/tourist traffic is witnessing erratic growth in the Hemkund Sahib and 

Valley of Flower areas. Fig.3 illustrates the pilgrim/tourist traffic trends at these two places 

from 2005-2017. It would also be pertinent to mention here that barring Valley of Flowers, 

Hemkund Sahib is important from the religious/pilgrimage perspective. 

 

  
 

Fig. 3. The dynamic of tourist arrivals in the Valley of Flowers (left) and Hemkund Sahib (right), 

strongly influenced by climatic factors during 2009, 2010, 2013, 2014, 2015 and 2016. 

 

According to Kuniyal et al (1998) the Himalayas were affected by the influence of 

pilgrims and the lack of infrastructural services. They proposed the sustainable reuse and 

recycling of the tourist garbage instead of the openly dumping of the solid waste. After 20 

years the problem is solved, as we observed during our expedition in September 2018.  
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EDC collects non-biodegradable waste into sacks and dump it at Govindghat from where it 

is sent either for recycling or for disposal. 

Pulna (about 3 km from Govindghat) and Bhyundar (about 9 km from Govindghat) are 

the only villages, which can offer shelter (by local residents sharing their dwelling units) in 

an emergency of trek path getting blocked on the way to Ghangharia. Camping in tents is 

provided with the permission of District Forest Office (DFO), Joshimath through EDC 

assistance, on Forest land of the non-core zone area. From Pulna normally the trek starts in 

the morning during onward journey to Ghangharia/Hemkund Sahib and the return treks end 

at Govindghat in the evening. Gurudwara at Govindghat can accommodate up to 6000 

persons comfortably and the one at Ghangharia can accommodate up to 12000 visitors in 

the rush season (June-July). All the visitors have to sleep on floors for which enough 

mattresses and blankets are available, even to meet the needs of rush season. 

Sikh Gurudwaras, managed by the trust that oversees the operation of the pilgrimage 

to Hemkund Sahib, offer food and lodging at Rishikesh, Srinagar, and Joshimath enroute to 

Valley of Flowers-Hemkund Region. Govindghat has one Gurudwara, few private lodges 

and forest rest house for night stay. Ghangharia is the base settlement offering 

accommodation facilities to the tourists for night halt either for onward travel to Valley of 

flowers and Hemkund Sahib or return travel to Govindghat (Fig.4).  

Govind Dham Gurudwara is the largest accommodation at Ghangharia. Due to its high 

accommodation capacity, apart from free food arrangements (Langar), majority of the 

visitors who are mainly on pilgrimage to Hemkund Sahib avail the Gurudwara facility. 

Thus, the economic flow in favor of the local communities is highly affected. The 

government provided accommodation like GMVN Tourist Rest House (TRH) and Forest 

Rest House (FRH) charge relatively high and fixed tariffs. There are around 20 private 

guest houses/lodges providing relatively cheaper accommodation due to fierce competition 

to get high occupancy. Though the accommodation in rest houses/lodges has attached 

bathrooms/toilets with piped water supply, hot water that is must at these cold temperatures 

is unavailable through piped means. But water separately heated on large kerosene/gas 

stoves are provided by these establishments at a reasonable cost. 

 

Fig. 4. The Valley of Flowers and Hemkund Sahib route from Govind Gath to Ghangharia (Pic2Map, 
2018). 
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At Valley of Flowers, being declared the National Park night stay is not permitted. 

Similarly, at Hemkund Sahib Accommodation facilities are only for Gurudwara Staff and 

Lokpal staff in the Gurudwara and small Dharamshala respectively and they do not 

encourage general stay for those who are not acclimatized to stay at such heights due to 

conditions of severe cold and relatively low level of oxygen. Hence, visitors need to return 

back and stay at nights in Govind Dham Gurudwara or other accommodation at Ghangharia 

(Fig.4). 

Facilities for the Holy Bath (Ishnan) were observed at Hemkund Sarovar. The Sarovar 

with considerable cold water can generate real problems for the bold tourists who enter in 

the lake. There are no lifeguards on site. However, the Gurudwara staff (many of them 

young volunteers/sevadars) were expected to take care of pilgrim requirements and the first 

aid center at Hemkund Sahib with a doctor provides emergency services and necessary 

medicines.  

Down in the valley, the Govindghat Gurudwara has dispensary and ambulances. In 

Govind Dham Gurudwara there is a 24 hours facility dispensary room, with one doctor and 

two beds for nursing the patients. Also, a small government dispensary with one doctor 

exists near the Govind Dham Gurudwara.  

Numerous small teashops, snack bars, and temporary sheds have come up between 

Govindghat, Pulna, Bhyundar, Ghangharia, and Hemkund Sahib to cater to the needs of 

tourists during summer. Food is also available at many basic restaurants at Govindghat and 

Ghangharia, while the Gurudwaras at Govindghat and Ghangharia offer free food at the 

Langar facility. Similarly, at Hemkund Sahib free hot khichri & tea and prasad is served to 

all the visitors. For quenching thirst with potable drinking water, one has to mainly depend 

on the packaged mineral water or soft drinks (mostly in plastic bottles, with exception of 

tetra packaging for thicker fluids like fruit drinks/juices).  

Moreover, we observed that the overall spatial development and growth of Ghangharia 

has already happened in a haphazard manner, while structures have poor architectural 

aesthetics/construction quality with no proper water supply or solid waste disposal system 

in place. Currently, EDC collects eco-fee from so called hotels, lodges and restaurants, 

Chatti’s and Chak Stalls for the four-month tourist season for environmental management 

along the trek path. Sewage is mostly disposed through individual septic tanks and soaks 

pits. Other effluents from kitchen/utensil wash flows down through open drains along the 

slopes at Govindghat, Pulna/ Bhyundar, Ghangharia and Hemkund Sahib. EDC has 

installed urinal toilets made up of pre-fabricated board body fixed on thin MS angle frames. 

No proper water supply is available.  

Some of the EDC members from the local villages are trained guides in nature 

interpretation services and hence apart from their businesses they can earn additionally 

through guiding. From Govindghat, the taxi services are available up to Pulna village from 

where trek begins. Donkeys, mules (Fig.5), porters, and palkies-litter vehicles (Fig.6) can 

are hired mainly from Pulna or Ghangharia. 

The pilgrims and tourists can rent mules and donkeys on fixed rate during peak season 

by the EDC by issuing of proper receipt by clearly showing the registration number of the 

Mule and Donkey-Kandi wala for Ghangharia, and Ghangharia to Valley of Flowers, 

Ghangharia- Hemkund or Pulna-Hemkund and back. The mule and donkey service 

constitute one of the local Geosystem`s special characteristics rarely met in other parts of 

the world. 
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Fig. 5. The mules and donkeys from the route to Ghangharia (authors expedition`s photos). 

About 800-1000 mules operate on this trek path in peak season (about 500-600 at 

Pulna and 300-400 are available from Ghangharia). The quadrupeds are well trained and 

always supervised by local guides who permanently communicate between them. 

Telecommunication service is available at Ghangharia connected to a Satellite 

Telephone Exchange of Department of Telecommunications. Our observations pointed out 

that such facilities are not good en route the trek path or at Bhyundar or Pulna. There are no 

good telecommunications facilities at Hemkund Sahib. However, the in case of emergency 

wireless facility can be availed from forest officials. 

 

 

Fig. 6. The open portable litters between Ghangharia and Hemkund Sahib  

(authors expedition`s photos). 

 

The pilgrimage phenomena to Hemkund Sahib generated another unique characteristic 

of the local Geosystems: the smaller litters in the form of open chairs, carried by one or 

four carriers (Fig. 6). During our exploratory research on the mountain trails we tried to 

understand what is driving this type of activity, undertaken by the local communities’ men. 

However, the experience offered is unique and intriguing for any western tourist. 
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Security infrastructure is supposed to be offered by the Police posts that exist at 

Govindghat and Ghangharia, but they do not have jurisdiction in Valley of Flowers and 

Hemkund Sahib area (which basically falls under the jurisdiction of Patwari, Department of 

Revenue based at Pandukeshwar). Any accident happening in Valley of Flowers –Hemkund 

region is to be attended/ recorded by the Patwari and the Police station at Govindghat is 

only informed for any assistance, if required. 

The Valley of Flowers nature information center at Ghangharia is available in the 

Forest Rest House complex. At this nature interpretation center, regular (30 minute) slide 

shows on Valley of Flowers and wild life are held in the evening hours (from 6:00 pm – 

7:30 pm) throughout the 4-5 months of tourist season. Currently this slide show is 

conducted by few nature enthusiasts / interpreters / guides from the EDC members/local 

host community of Bhyundar / Pulna village trained by the office of the DFO & Deputy 

Conservator of Forest, Nanda Devi National Park, Joshimath. 

The Hemkund Sahib Geosystem`s information flux is considerable better developed, 

aligned to the latest technological advances. The smartphone geo-application created by 

Mebonix (Fig. 7) meet the basic needs of the pilgrims in search for general information 

about the geographical location coordinates, accessibility, accommodation, brief historical 

introduction, news and weather conditions (Mebonix, 2017). 

 

 
Fig. 7. The Sri Hemkund Sahib geo-application for Android (Mebonix, 2017). 

 

Apart from the supervision of the smartphone applications development, the Sri 

Hemkund Sahib Management Trust is organizing and providing free accommodation (along 

with mattresses & blankets), langar food, cloak room and toilets at Gurudwaras to visitors 

of all faiths and nationality. They make the arrangements for health care and free medical 

treatment at Gurudwara dispensaries, including ambulances at Govindghat, offer support in 

cases of any deaths along the trek journey and bears the cost voluntarily for the body 

transportation down to Govindghat and then to the place of choice of their relatives within 

India, irrespective of the deceased person belonging to any faith or nationality. 

The Sri Hemkund Sahib Management Trust is also giving funds to EDC for the entire 

trek path maintenance/cleanliness in each tourist season and provides assistance through 
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Gurudwara Sevadars (volunteers) for the trail repairs at higher altitudes after avalanches en 

route to Hemkund Sahib. 

Valley of Flowers and Hemkund Sahib Geosystems coexist harmoniously in the Indian 

Himalayas because of the human factor, who responsibly intervened and established the 

institutional framework for the protection, conservation, planning and development of the 

geographical space. The main institutional stakeholders include the Eco-Development 

Committee (EDC), Gurudwara Sri Hemkund Sahib Management Trust (GSHSMT), Van 

Panchayat/Forest Council, Zila Panchayat (ZP) and the Department of Forests. 

 

Eco-Development Committee (EDC) 

In 2003 Eco-Development Committee (EDC) was set up under the provisions of 

State’s Joint Forest Management Rules, and it took up the task of solid waste collection 

from June 2003 onwards. Their responsibilities are:  

• To keep the trek trail clean and region free from polythene / plastics 

• To provide employment opportunity to rural unemployed 

• To conserve the environment of this valley region 

• To provide facility of prepaid booking of mule/donkey 

• To provide the yatrees /tourists all information and help 

EDC collects the Eco-development fee from Mules and Commercial Establishments, 

utilizing funds from its revenue on training/capacity building of the local community 

members and local service providers with the assistance of Department of Forests. 

The Van Panchayat Responsibilities mainly include Protection and Conservation of 

Forests under its Area as per Forest (Conservation) Act, 1980.The activities are: 

•Patrolling of Forests/Land under its area and control over illegal tree felling pruning 

of tree branches, and fodder grazing 

•Permit the individuals/tour operators to pitch tents on the Van Panchayat land at 

Kanjila for a nominal fee or lease for short-term for tent resorts every season. 

Zilla Panchayat (ZP) has performed the following functions in the Valley of Flowers-

Hemkund region: 

• Maintains the ZP parking at Govindghat, fix the parking rates (large vehicle, small 

vehicle, two-wheelers) and collect the parking charges on contract 

• Provides toilet facilities at Govindghat 

• Provides land for mule sheds at Ghangharia and Govindghat.  

• Fixation of rates for transportation services (mules/porters/palki) on the trek path 

The Valley of Flowers-Hemkund region is a part of the Nanda Devi Biosphere Reserve 

(NDBR), and especially the Valleys of Flowers National Park being one of the two core 

zones (core zone-II) of the NDBR. The region is under active control of the Office of the 

District Forest Officer, Department of Forests, Joshimath. A Forest Range Officer is 

deployed in the region with facilities at Govindghat and Ghangharia. The management of 

the Valley of Flowers National Park has been based on the following objectives and 

considerations: 

•Keeping control on the extent and wide spread growth of the fast growing and 

pioneering flowering herb – the Polygonum polystachyum. 

• Development and upkeep of the trek route within the tourism zone of the park. 

• Maintenance of the park and keeping it free from any kind of polluting material. 

• Providing impetus to the tourism and providing local employment (through EDC, 

etc.). 

• Strict control on illicit removal of herbs and on poaching. 
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5. CONCLUSIONS 

The Valley of Flowers Geosystem common attributes are harmoniously functioning in 

an interdependent relationship with all the environmental components and generate the 

natural dynamic of the perfectly equilibrated geosystem. But our exploratory research goal 

was not limited to the assessment of the common Himalayas` attributes such as those found 

in the Valley of Flowers Geosystem. 

This research also investigated the special attributes presence in the natural Himalayas` 

geosystems where the local communities were perfectly integrated. The findings confirmed 

that Hemkund Sahib Geosystem represents an excellent model of human-nature interaction. 

The results suggest that Hemkund Sahib unique functional attribute is based on the 

indigenous people cultural and historical heritage that helps them in the permanent 

adaptation to changes process. They naturally learn how to constantly adjust to new 

challenges. Interestingly, Hemkund Sahib- the famous Sikh Shrine is steadily emerging as a 

strong religious resort as well as a tourist destination despite the fact that its geographical 

location is not accessible by road. It involves an arduous trekking on a steep slope for the 

last six kilometers. Naturally, there is also dearth of way-side facilities. Despite this, the 

pilgrim arrivals recorded at 340578 in 2002 increased to 557129 in 2007 witnessing an 

overall increase by over 63.5 % and per annum average growth of over 10.5 % during the 

six years under reference. But similar trends followed in the year 2009, 2013, 2014 and 

2015 due to climatic factors. 

Statistics on non-pilgrim tourist destination, i.e., Valley of Flowers gives an idea on 

visitor trends to non-religious destinations located in the higher Himalayan part of India. 

Unfortunately, despite being world class destination for their extra-ordinary resource 

potential, it has largely failed to attract tourists anywhere close to the underlying potential.  

Valley of Flowers, the fabulously flower carpeted rock garden of Frank Smyth, which was 

declared as Biosphere Reserve in 1982, has been able to attract only 6944 tourists in 2007 

as against 557129 pilgrims/tourists to nearby Hemkund Sahib.  Such a poor share of the 

former appears to be all the more dismaying in view of the fact that till Ghangharia, there is 

common trek for the two destination and that Valley of Flowers is only about 4 km from 

there while Hemkund Sahib is located at 6.5 km from there and the trek is considerably 

arduous in case of the latter. True, that entry to the Valley is restricted on account of its 

highly fragile ecosystems, but still the number of visits is too less than the prevailing 

carrying capacity. 

The research findings answer to all the access, security, hygiene, accommodation, 

transport and communication problems. Based on the results, we estimate an increasingly 

higher rate of development due to the technological advances that facilitate information 

sharing and the enhancement of the geographical place virtual illustration. 
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Community Based Tourism Development Amid 
Complex Mountain Issues: A Strategic Analysis 

of Chakrata Region of Uttarakhand
S.K. Gupta*, Prakash Chandra Rout**, Pankaj Tyagi***

Abstract The hope of livelihood enhancement for the mountain dwellers has been a climacteric and novel effort by many international and 

national organizations lately. Community based tourism development in these rural hinterlands is one of those efforts by many organizations 

and agencies. However, these developmental initiatives in the name of tourism remain in black and white. The very work through this piece 

of research has highlighted the ongoing developmental discourse of tourism in Chakrata region of Uttarakhand in India. Issues pertaining 

to infrastructure, policy, and community preparedness are top in the fray.  The research has synthesized the core constraints and challenges 

the Himalayan region has been confronting. In the same time the results have provided some feasible strategies to make tourism development 

ideal in the region.

Keywords: Community Based Tourism, Community Development, Tourism Development, Community Issues, Tourism Policy

INTRODUCTION

The global significance of mountains is increasingly 
recognized with the inclusion of a specific chapter in 
‘Agenda 21’and the declaration of the year 2002 as the 
International Year of Mountains (Nordic Centre for Spatial 
Development (NORDREGIO), 2004).  The individual 
safety and welfare of one sixth of the world’s human 
population, and water supply of almost half of all people 
are directly or indirectly reliant on the functional integrity 
of mountain ecosystems. The two key components which 
make mountains so important and sensitive are (1) altitude 
and (2) slope (Korner, 2003). Mountain areas cover 24% 
of the planet earth’s land surface (UNEP-WCMC, 2002) 
and are dwelling to 12% of the global human population 
(Huddleston & Ataman, 2003), with a further 14% living in 
their immediate vicinity (Mebeck, et. Al. 2001). All major 

rivers of the world have originated in mountains and more 
than half of the world’s mountain areas play a vital role in 
bringing water to downstream regions (Viviroli et al., 2007). 
Mountain regions are repositories of biological and cultural 
diversity and provide vital services with a tangible economic 
value-include water, power, minerals, medicinal plants, and 
fibers-to mountain communities and, even having greater 
significance to often heavily populated downstream areas. 
Mountains also impact the climates of their surrounding 
regions and serve as vital carbon sinks (ICIMOD, 2010). 
Mountains can be found on every continent include 
remarkable ranges such as the Himalayas, the Andes, the 
Alps and the Rockies, and less well-known highlands such 
as the Elburz Mountains in the Islamic Republic of Iran, the 
Cairngorms in Scotland and the Fouta Djallon Highlands 
in West Africa. They are characterized by immense global 
diversity – from tropical rain forests to permanent ice and 
snow, from climates with more than 12 m of annual rainfall 
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to high-altitude deserts, and from sea level to almost 9000 m 
in altitude (Food and Agriculture Organization of the United 
Nations (FAO), 2011). 

Spreading far beyond national borders in many areas, 
mountain systems have become the object of international 
treaties and trans-boundary collaboration initiatives; like 
the Andean Community, the Alpine Convention and the 
Carpathian Convention. Nevertheless, despite mountains’ 
strategic importance, many mainstream national and 
international development efforts have deserted mountains, 
which are often perceived as remote, inaccessible areas 
that are “hard to reach”. A combination of government 
neglect, insufficient private investment and environmental 
fragility has worsened the socio-economic situation of 
many mountain people (Ariza, et al., 2013). Development 
of mountain areas is often designed by decisions taken in 
political and economic hubs in lowland areas. The welfares 
behind these decisions are short-term rather than long-
term, and extraction of resources takes precedence over 
the sustainable development of mountain areas. To give 
a cessation to political and economic marginalization, 
mountain areas need to be recognized as equivalent partners 
in development. Strategies to reach this goal include 
decentralisation, local institution building, recognition of 

local civil rights to natural resources, and establishment of 
platforms and joint networks to give mountain populations a 
“voice” (Mountain Agenda, 2002). 

KEY MOUNTAIN ISSUES

Though mountains signify irreplaceable centres of biological 
and cultural diversity, people living in mountain regions 
are mostly affected by poverty and hunger, and mountain 
ecosystems are highly exposed to environmental risks and 
degradation. Until lately, however, law-makers have not 
taken meaningful interest in the protection and development 
of mountains (Villeneuve, et al., 2002).The ‘water tower 
of the world ‘confronting a growing number of problems 
including floods, landslides, famine, pollution, climate 
change, armed conflicts, population growth, deforestation, 
exploitative agriculture, mining and tourism practices 
(Price et al., 2004). The most widely reported impact in 
the‘greater Himalayan region’, sometimes called the ‘Roof 
of the World’, is the rapid reduction in glaciers, which has 
profound impacts on downstream water resources. The 
impacts of climate change are overlaid on a variety of other 
environmental and social stresses, many already recognised 
as severe (Ives & Messerli, 1989).

Though mountains signify irreplaceable centres of biological and cultural diversity, people living 

in mountain regions are mostly affected by poverty and hunger, and mountain ecosystems are 

highly exposed to environmental risks and degradation. Until lately, however, law-makers have 

not taken meaningful interest in the protection and development of mountains (Villeneuve, et al., 

2002). a growing number of problems including 

floods, landslides, famine, pollution, climate change, armed conflicts, population growth, 

deforestation, exploitative agriculture, mining and tourism practices (Price et al., 2004). 

most widely reported impact in the

, is the rapid reduction in glaciers, which has profound impacts on downstream water 

resources. The impacts of climate change are overlaid on a variety of other environmental and 

social stresses, many already recognised as severe (Ives & Messerli, 1989).
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As accessibility to mountain areas and mountain population 
have increased, mountain capitals and its dwellers have 
moved downhill while environmental degradation and 
social ills have climbed uphill. Landslides, land degradation, 
desertification, deforestation and glacial lake outburst flood 
(GLOF) are key environmental issues in mountain regions, 
which are particularly vulnerable to natural hazards. 
Atmospheric variations are now a key challenge for those 
concerned with mountain environments: evolving issues 
are climate change and emissions of aerosols and acidifying 
substances. These processes result from emissions from the 
industrial, transport, and domestic sectors (Iyngararasan, et 
al., 2004).

While the global mountain and its people are facing the 
aforementioned issues, the Chakrata region of the state 
Uttarakhand, India has no exception from it. The region 
is still struggling with the issues of economic and social 
reformation. Under this circumstances the Himalayan 
region has a plethora of natural, cultural and social assets 
to act as a lifesaver. These assets can be strategically used 
by the mountain community in ‘Community Based Tourism 
Promotion’ where the local members will own and run 
the community based tourism enterprises for their overall 
wellbeing.

REVIEW OF LITERATURE

The global mountain area defined is almost 40 million 
square kilometers, or 27% of Earth’s surface. Assuming a 
lower mountain boundary of 1,000 meters at the equator and 
a linear reduction of this boundary to 300 meters at 67°N and 
55°S reduced the total ‘‘mountain’’ land area by 5.4 million 
square kilometers or 3.7 % of the global land (Spehn, et 
al., 2005).  Major part of the Earth’s terrestrial surface is 
roofed by mountains, which host a larger proportion of the 
Earth’s biodiversity than would be expected by area (Korner, 
2004, Mutke & Barthlott, 2005). Mountain dwellers is 
particularly vulnerable to food insecurity. Slopes with 
steep and differing elevations often make the soil shallow, 
poor in micronutrients, limited and difficult to cultivate 
and unsuitable for mass agricultural production. Distance 
from roads, poor infrastructure and marginalization render 
access to markets more difficult. Further, the occurrence and 
magnitude of extreme climatic events are traditionally higher 
in mountains than in lowlands, a situation that is increasing 
due to climate change (Food and Agriculture Organization 
(FAO), 2015). 

The concept of CBT can be traced back and linked with 
alternative development approaches formulated during 
the 1970s which were concerned with issues beyond strict 
economic reasoning, such as empowerment and self-
reliance (Telfer, 2009). Community development contains 
associations of groups of persons who combined their 
actions not individually (Flora et al., 1992). The life style 

of the communities in many ways enormously influenced 
by tourism development like augmenting rates of crime; 
increased the living cost, generation of water waste, and 
congestion of traffic (Nunkoo & Ramkissoon, 2009). CBT 
considered to be an effective way of implementing policy 
coordination, avoid conflicts between different stakeholders 
in tourism, and obtaining synergies grounded on the exchange 
of knowledge, analysis and ability among all members of the 
community (Kibicho, 2008).

TOURISM IN THE CHAKRATA 

REGION

Chakrata, part of “Jaunsar-Bawar” region, is located in 
Dehradun district of the state Uttarakhand in Garhwal 
Himalayas between 30 º 31’ to 31 º 3’ N latitudes and 77 º 42’ 
to 78 º 5’ E longitudes, covering an area of approximately 
1,999.50 km2in India. Physiographically the highly 
mountainous region is situated between the upper courses of 
river Yamuna and Tons. The climate of Chakrata varies from 
sub- tropical to temperate (Cheema et al., 2014).  

Fig. 2: Map of Chakrata

The Himalayan region of Chakrata has a great potential 
to enthrall globetrotters. The tourism resources in this 
aboriginal land are yet to be explored by many. 

The destination holds a variety of resources in its lap to 
cater all segments of tourists. Tourism development is still 
in its nascent stage due to poor market linkages. The recent 
State Government initiative to identify tourism potential 
villages in the region has created a hope for tourism 
development in the region. The destination suffers from 
poverty, education, hunger, migration and lack of inward 
investment opportunities. At this juncture community based 
tourism promotion in this aboriginal Himalayan land seems 
to be an ideal strategy to strengthen the local economy at 
large. Community based tourism promotion in this region 
can provide value to the local natural and socio-cultural 
resources, in the same time.
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Tourism Resources of Chakrata              Photos: courtesy S.K. Gupta & Prakash Chandra Rout

Fig. 3: Tourism Resources of Chakrata

OBJECTIVES

The study has undertaken with the following objectives: 
• To highlight the issues which are continuously 

obstructing the development of mountain areas?
• To understand the importance of mountains for human 

survival.
• To understand the community preparedness towards 

community based tourism development in the region. 

RESEARCH METHODOLOGY

The present study is based on the survey response of 
community members towards the preparedness to support 
community based tourism in the region. The study is 
descriptive in nature and the respondents were selected 
through random sampling techniques. The data were 
collected using structured questionnaires to seek information 
on the socio-demographic profile of the community members 
and questions pertaining to community preparedness to take 
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part in CBT.    Three hundred and fifty questionnaires were 
filled in the month of May, June and October of the year 
2015 and January, February, April and June of 2016 from 
the community members of the region. Three point ordinal 
scale was used for purpose of the study. Statistical Packages 
for Social Science Research (SPSS) Version-20 was used 
for the purpose of analyzing the data. Statistical analysis 
frequencies are used for the analysis and interpretation the 
data. 

RESULT AND DISCUSSION 

Socio Demographic Characteristics of 
the Community Members  

In Table 1, the socio demographic characteristics of the 
sample respondents from the 18 different villages are 
divided in gender, age, education, occupation and monthly 
income. In terms of gender out of 350 samples 228 (65.1%) 
were males and 122 (34.9%) respondents were female. The 
age distribution of the sample respondents was from 18 -60 
years. Out of which 89 (25.4%) respondents were in the age 
group of 30-40 years, 87 (24.9%) were in the age group of 40-
50, 68 (19.4%) were in the age between 20-30, 55 (15.7%) 
were between the age 50-60 and 51 (14.6%) were in the age 
group of <20 respectively. As the mountain communities 
are far away from the mainstream development, therefore 
sound educational services are yet to reach there. The study 
found the clear disparity in the education qualification 
having a higher illiteracy rate among the respondents 135 
respondents (38.6%) and 127 (36.3%) respondents were just 
able to reach up to the high school. On the other side, only 
54 (15.4 %), 17 (4.9%), 17 (4.9%) of samples participated in 
the research were able to receive Intermediate, Graduate and 
Postgraduate education from within and outside of Jaunsar-
Bawar region. As evident in the mountainous region, the 
major occupation of the respondents was farming. Out of the 
total respondents 156 (44.6%) were farmers, followed by 39 
(11.1%) businessmen, 34 (9.7%) livestock keeper, 17 (4.9%) 
service men (both government or private) respectively. 
However, 36 (10.3%) respondents were unemployed. It put 
more emphasis on the development of Community Based 
Tourism Development to generate employment.

Table 1: Socio-Demographic Profile of the 
Respondents

Characteristics Frequency Percentage

Gender
Male 228 65.1
Female 122 34.9

Characteristics Frequency Percentage

Age

Up to 20 years 51 14.6
Up to 30 years 68 19.4
Up to 40 years 89 25.4
Up to 50 years 87 24.9
Up to 60 years 55 15.7
Education
Up to High school 127 36.3
Intermediate 54 15.4
Graduate 17 4.9
Post Graduate 17 4.9
Illiterate 135 38.6
Occupation 
Farmer 156 44.6
Livestock keeper 34 9.7
Business Man 39 11.1
Day Labor 51 14.6
Service-Govt. or Pvt. 17 4.9
Unemployed 36 10.3
Other 17 4.9
Monthly Income
<15000 267 76.3
15,000-30,000 66 18.9
30,000-40,000 9 2.6
> 40, 000 8 2.3

Source: Primary Data

On the basis of occupation 267 (76.3%) respondents are 
earning less than Rs. 15000/- per month, 66 (18.9%) of 
the respondents are earning an average income between 
Rs.15000-3000 per month, 9 (2.6%) of the community 
respondents are in the bit higher income group between Rs. 
30000-40000 monthly and only 8 (2.3%) respondents of the 
sample population are able to earn a higher income of more 
than Rs.40,000/-. 

COMMUNITY PREPAREDNESS 

TOWARDS COMMUNITY BASED 

TOURISM

In order to promote community based tourism in the rural 
hinterland it was worth appropriate to understand the 
community preparedness towards it.  
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Table 2: Community Preparedness towards the promotion of CBT

Dependent Variables Mean SD Agree Ignorant Disagree

I am optimistic that CBT has bright future 1.5714 .71759 197
56.3%

106
30.3%

47
13.4%

I am willing to support the development of CBT in Chakrata 1.5457 .72761 208
59.4%

93
26.6%

49
14.0%

I am willing to protect local natural, cultural resources and environment in the 
process of development of CBT

1.5657 .73782 204
58.3%

94
26.9%

52
14.9%

 I am willing to participate in making the policies and decisions for CBT 1.4971 .72905 225
64.3%

76
21.7%

49
14.0%

 I am willing to participate in CBT development and planning 1.5486 .75450 214
61.6%

80
22.9%

56
16.0%

I am willing to work in collaboration with other stakeholders 1.6343 .80327 200
57.1%

78
22.3%

72
20.6%

I am willing to engage in independent CBT projects (e.g. running family hotel, 
restaurants, commodity, transportation)

1.5886 .85437 229
65.4%

36
10.3%

85
24.3%

I am willing to work in community based ecotourism enterprises (e.g. green 
hotels, green travel agencies, ecological scenic spots)

1.5171 .71696 215
61.4%

89
25.4%

46
13.1%

 I am willing to accept community based tourism education and training 1.4686 .70030 228
65.1%

80
22.9%

42
12.0

Source: Primary Data

The nine dependent variables that were taken to understand 
the community preparedness to willingly participate in the 
promotion of CBT show a positively significant result. In 
order to understand the existence of CBT for a longer period 
197 (56.3%) respondents were agreed, 47 (13.4%) were 
disagreed and 106 (30.3%) respondents were ignorant with 
a mean and standard deviation of 1.5714 and .71759. 208 
(59.4%) respondents were agreed to willingly to support the 
development of CBT in  Chakrata, 93 (26.6%) were disagreed 
to support CBT in the region and 93 (26.6%) respondents 
were ignorant. In order to understand how local resources 
(natural, cultural and environmental) can be well protected, 
204 (58.3%) respondents were agreed to willing to protect 
the environment, 52 (14.9%) respondents were disagreed to 
protect the environment and 94 (26.9%) respondents were 
ignorant with a mean of 1.5657 and standard deviation of 
.73782. The dependent variables related to the community 
willingness to take part in policy and decision making had 
also shown a positive response with 225 (64.3%) were agreed, 
49 (14%) were disagreed and 76 (21.7%) respondents were 
ignorant. In order to understand the community willingness 
to participate in CBT development and planning 214 
(61.6%) respondents were agreed, 56 (16%) respondents 
were disagreed and 80 (22.9%) were ignorant with mean 
and standard deviation of 1.5486 and .75450. Community 
willingness to work in collaboration with other stake holders 
has also shown a positive response with 200 (57.1%) 
agreed, 72 (20.6%) disagreed and 78 (22.3%) respondents 
were ignorant towards it. Two hundred twenty-nine (229, 
(65.4%)) respondents were agreed to engage in independent 
CBT projects and to answer the same question 85 (24.3%) 

were disagreed and 36 (10.3%) respondents were ignorant. 
Question pertaining to community willingness to work in 
community based ecotourism enterprises, a higher number 
of 215 (61.4%) respondents were agreed, 46 (13.1%) were 
disagreed and 89 (25.4%) respondents were ignorant. 
To answer the last question of dependent variables on 
community willingness to accept tourism education and 
training 228 (65.1%) respondents were agreed, 42 (12.0%) 
were disagreed and 80 (22.9%) of the respondents were 
ignorant with a mean of 1.4686 and standard deviation of 
.70030. The table reveals that majority of the respondents 
were optimistic and willing to support community based 
tourism in the region (mean value ranging between 1.46 and 
1.63).

THE VALUE TOURISM CAN ADD TO 

THE COMMUNITY

Tourism has a great potential to add value to the community. 
According to Gupta & Rout (2016) community participation 
can mobilize community’s natural, cultural and social assets 
to further by adding a value to it. According to their Pre-and 

Post-Tourism Participatory Modelthe active participation 
of community in the centre give a new life to its above 
mentioned three assets, where the community are in the urge 
of awareness, wealth creation, infrastructure development, 
community safety and security and empowerment. The 
participatory model has further delivered that community 
participation make a paradigm shift in the post participation. 
The post participation results show a greater value in all 
three spheres e.g. nature, culture and society.  
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community safety and security and empowerment. The participatory model further delivered 

that community participation make a paradigm shift in the post participation. The post 

participation results show a greater value in all three spheres e.g. nature, culture and society.  

Fig. 4: Pre-and Post-Tourism Participatory Model      Source: adopted from Gupta & Rout (2016).

Fig. 4: Pre-and Post-Tourism Participatory Model

A SUCCESS STORY

The Case of ‘Road less Travel Venture’

The Road Less Travel venture, a Community Based Ecotourism initiative on the foot of Trans-Himalaya laid its foundation 
stone in the year 2012 in the Korwa village of Chakrata tehsil in the district Dehradun of the state Uttarakhand in India. The 
IIM alumni of the region took pain to lead from the front. Though the initiative was a trade-off between a lucrative career 
and the economic wellbeing of the region but they choose the later one and the entrepreneurial venture is a grand success. 
The alumni started this entrepreneurial venture in the name ‘The Blue Canvas Resort’ in the outskirt of the Chakrata 
cantonment. Now the travel venture deals with a wide range of travel activities start with pick from the station to drop at the 
door-step. The resort has 15 lettable tents with other on premises facilities like game room, restaurant-cum-coffee shop and 
a souvenir shop etc. for tourists. The neoliberal approach that blends both modern management and traditional technological 
approach is very much in appliance within the resort.  Most of the furniture’s of the resort are self-made; grains, pulses, 
vegetables used in the resort are locally produced. Even the staffs working in the resort are from the local vicinity and the 
handicraft items sold in the souvenir shop are locally made. The folk cultural shows that performed before the guest are 
by the local crews. It is evident that community based tourism promotion along with a strong local participation is a long 
association of an endless journey to showcase a participatory success story of a Himalayan mountain. The venture deals 
with various adventure activities like camping, trekking, rappelling, caving, nature trails etc. in destinations around the 
local vicinity like Chakrata, Deoban, Mundali, Budher, Kanasar, Chirmiri top and Tiger fall. The allocentric travelers those 
who want to explore the unexplored region of Jaunsar-Bawar can have a glance to the travel portal of the Road Less Travel 
Venture for a better travel treat in the region. The participatory approach has a positive impact on the local economy. The 
entrepreneurial success is currently benefiting the mountainous region through job creation, cultural promotion, corporate 
social responsibility activities and proper waste disposal system by its all endeavor. The attempt of the entrepreneurial 
venture in promoting the local art and craft, culture and strengthen the local economy in a micro scale is worth appreciable. 
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CONCLUSION 

The above discourse based on the socio-economic 
development of mountain communities through tourism as a 
mainstream agenda has brought some significant highlights. 
The thematic approach of community based tourism 
development in the region certainly may mitigate the long-
standing issues related to economic, socio-cultural and 
environment in many ways. Lately the State Government 
has also identified tourism potential villages in the region, 
however not much developmental initiative had taken to 
promote tourism full-fledged in the region.  In order to 
venturing into CBT the state government support through 
various tourism related community centric polices are the key 
for its success. In the same time government’s intervention 
through various long and medium term projects to create 
awareness and empowerment of various stakeholders of 
CBT is also utmost important. The case study of the ‘Road 
less Travel Venture’ is a perfect example of a successful 
community based tourism enterprises in the region. It is 
hoped that tourism policy makers, government, researchers 
and tourism agencies can collaboratively work with result 
based management (RBM) approach to mobilize the local 
assets to create successful CBT development models in 
the region. The outcome of successful CBT will certainly 
contribute to the welfare of these deprived communities of 
Himalaya.
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Abstract  
The interconnection between development of any Nation and socio economic growth of 
people who lives in rural areas is very significant concept of sustainable development. 
Uttarakhand has seen numerous ups and down since establishment and it is difficult to 
develop any state without economic betterment of people lives in rural areas, for which the 
Government need to form strong economic policies and better strategy. Mahatma Gandhi 
National Rural Employment Guarantee Act (MGNREGA) is a 100 days guaranteed 
employment provided to families who are living in rural areas to help them those 
economically.The Act (MGNREGA) was enacted in India with various objectives of 
addressing rural poverty by providing employment in a conceptual framework, checking 
migration, creation of assets and development of rural infrastructure. The sustainable 
development of any st

accomplishment of 17 Global Goal of sustainable development in rural areas of 
Uttarakhand. Also provide some important suggestion have been proposed to prolific 
implementation of this scheme in rural areas. 
 
Keywords: Employment, Sustainable Development, Poverty, Global goals, assets  creation.  

 
___________________________________________________________________________

I. INTRODUCTION 
 
There is a major role of agriculture sector in the process of socio economic development of 
rural India. Besides providing food products, agriculture contribute to market of industrial 
good, provides employment and earns foreign exchange[1]. In India today more than 60 
percent of workforce is depend on agriculture for their livelihood. In Uttarakhand also mostly 
rural poor are directly depend on agriculture for their livelihood because Agriculture sector 



 

 
ISSN: 0374-8588 

Volume 21 Issue 15, December 2019 

__________________________________________________________________________________________ 

752 
 

 

has a paramount importance in Uttarakhand economy but gradually the interest of rural 
people in farming is continuously decreasing due to various factor such as vulnerable to 
climate change, scattered landholding, scarcity of water and antediluvian technology method 
etc[2]. The Government of India has introduced many policies and schemes for the 
development of agriculture sector. MGNREGA is one of the major flagship initiative 
program which enhance the employment opportunity at rural areas by providing 100 days of 
guaranteed wage employment in a financial year to every family whose adult member 
volunteer to try and do unskilled manual work[3]. Ministry has notified works below 
MGNREGA majority of that area unit associated with agriculture and allied activities, beside 
the works can facilitate rural sanitation project in major manner. The act (MGNREGA) have 
important role in work for promoting agriculture productivity by creating durable 
infrastructure required for bio fertilize[4].The concept of sustainable development of any 
rural areas include with the maintenance and sustainable utilization of the function (goods & 
services) provided by natural ecosystem and biosphere process[5]. The 17 United Nation 
sustainable development goals give us a global plan for a sustainable future both 
economically, environmentally and socially [6]. 

 THE GLOBLE GOALS FOR SUSTAINABLE DEVELOPMENT 
1. No Poverty 
2. Zero Hunger 
3. Good Health and well-being 
4. Quality Education 
5. Gender Equality 
6. Clean Water and Sanitation 
7. Affordable and Clean Energy 
8. Decent Work and Economic Growth 
9. Industry, innovation, and infrastructure 
10. Reducing Inequality 
11. Sustainable Cities and Communities 
12. Responsible Consumption and Production 
13. Climate Action 
14. Life Below Water 
15. Life on Land 
16. Peace, justice, and Strong Institutions 
17. Partnership For the Goal 

 
II.REVIEW OF LITERATURE 

The researchers across the globe have attempted to study the aspects related Impact of 
MGNREGA on sustainable development of rural areas. Somasekhar (2014) regarded In all 
these programs MGNREGA as the most ambitious social security program which play 
significant role in generate employment and eliminate poverty. It has achieved terrific results 
in providing stable income household apart from creation of assets in rural areas. Kumar 
(2014) Eliminating of poverty and providing an employment opportunity remain one of the 
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ABSTRACT 
The idea of national lock-down and home quarantine is the key to fighting against the Covid-19 
pandemic is gaining currency among global political leaders. National lock-down has required 
dramatic changes in the India of work  a shift of workplaces into virtual mode, or working from 
home those workforce who are based on monthly based salary and have sufficient resources in 
home but apart from this there is a question of daily wage bases informal human resources . The 
co
impact on reverse migration in Himalayan state of Uttarakhand. Due to the Covid-19 nation-wide 
lock-down has resulted people who employed with the private and informal sector returned to their 
native villages in the state in the past few days during the lockdown. In this paper we study the 
beneficial and detrimental impact of reverse migration during national lockdown on rural areas of 
Uttarakhand. Also provide some important suggestion have been proposed toretain its youth 
permanently through the effective implementation of government plan and policies. 
 

Introduction 
Uttarakhand has seen numerous ups and downs since establishment. It is difficult 
for any state to develop without sustainable development of its human resource. 
The real development of any state deals with the economic amelioration of 
people who live in rural and hills areas of Garhwal division, and migration of 
human resource is major problem for the development of any state. Human 
resource being the live, dynamic & the only resource that gets appreciated over 
a period of time play a vital role in the economic development of any state or a 
country.  Migration of human resource is a process of movement of an individual 
from one region to another to search the employment.  
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Abstract
Purpose – This study aims to examine the collective impact of awareness and knowledge about fake
news, attitudes toward news verification, perceived behavioral control, subjective norms, fear of
missing out (FoMO) and sadism on social media users’ intention to verify news before sharing on social
media.

Design/methodology/approach – The current study’s conceptual framework is developed by a
comprehensive literature review on social networking and the theory of planned behavior. The data for
samples were collected from 400 respondents in India to test the conceptual framework using the partial least
square–structural equation modeling technique.

Findings – The results show that awareness and knowledge, perceived behavioral control, attitudes
toward news verification and FoMO are significant predictors of intention to verify news before
sharing.

Research limitations/implications – The present study concludes implications for managers of social
media companies and policy actors that want to take steps toward arresting the spread of fake news via social
media.

Originality/value – Academic investigation on fake news sharing on social media has recently gained
traction. The current work is unique because it uses the theory of planned behavior as a basis for predicting
social media user’s intention to verify news before sharing on social media.

Keywords Social networking, Theory of planned behavior, General management,
Perceived behavioral control, Fake news, Fear of missing out, Sadism

Paper type Research paper

Introduction
Social media has radically redefined how information is shared and assimilated by the
masses (Talwar et al., 2019). Social media has provided consumers with an outlet to prospect
brands, announce their preferences and act as representatives (Hollenbeck and Kaikati,
2012). Kudeshia and Kumar (2017) have reported that word of mouth on social media
significantly impacts consumer brand attitude and purchase intention. Social media permit
users to interact with their peers by producing and sharing content (Kaplan and Haenlein,
2010; Mills et al., 2019). Online platforms allow their users to engage in journalistic activities
of creating and sharing information online (Robinson, 2011). Social media has given
consumers the power to build or kill a brand (kohli et al., 2015). Brands respond to users by
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paying attention to the users’ feedback; however, in the context of fake news spreading on
social media, they are feeling helpless to handle this situation (Flostrand et al., 2019; Talwar
et al., 2019). “Truthiness” (validity of how it feels) and post-fact (ignoring facts and relying
on emotions) are dominating our society, and this has created a complicated scenario
(Berthon and Pitt, 2018).

Social networking companies have responded by taking steps against fake news by
suspending bots/suspicious accounts, reporting fake news and hiring personnel to deal with
this problem (Akpan, 2016; Fowler, 2018; Talwar et al., 2019). The Indian Government has
also worked with WhatsApp to control fake news sharing (Balkrishna and Shrivastava,
2018).

There is a surge of recent cases where fake news has significantly affected popular
brands (such as Starbucks, Pepsi and New Balance) and damaged their reputation (Mills and
Robson, 2019; Tschiatschek et al., 2018; Chen and Cheng, 2019). Social media platforms such
as Facebook have also come under criticism because of fake news (Wells andWinkler, 2017).
Also, regulations to control fake news that may lead to the removal of user anonymity on
these platforms pose a severe problem for data security and privacy (Economic Times,
2020). Therefore, it is imperative to examine the problem of fake news from a managerial
point of view as fake news hurts brands and harms the image and business model of social
media companies.

Gap identification
However, despite social media companies and policy actors’ efforts to combat fake news, our
understanding of fake news sharing behavior is still minimal. Newhoff (2018) reported that
to understand the phenomenon of fake news sharing, a psychological and sociological
inquiry is urgently required. Recent studies such as the one by Karnowski et al. (2017) use
the theory of reasoned action (TRA) to analyze fake news sharing behavior. Koohikamali
and Sidorova (2017) have considered the user’s attitude and perception toward taking risks,
belief on the information quality and attitude toward social network platforms as predictors
of sharing information on social networking sites. Talwar et al. (2019) have examined social
media fatigue, social comparison and fear of missing out (FoMO) as predictors of fake news
sharing behaviors.

Fake news has negative implications for politics (Freeze et al., 2020), finance (Kogan
et al., 2019), public health such as in the case of COVID-19 (Pennycook et al., 2020),
nutrition information (Rowe and Alexander, 2018) as well as the negative implication
for the social media industry in general. It has been argued that rather than only
exploring technological factors such as suspicious bots, algorithms, text analysis and
partisan strength (e.g. Allcott and Gentzkow, 2017; Potthast et al., 2017; Khan and
Alhazmi, 2020), it is essential to enquire about psychological and cultural factors
behind sharing of fake news (Newhoff, 2018).

Negative behaviors in the context of social networking, namely, FoMO (Przybylski et al.,
2013; Blackwell et al., 2017) and sadism (Ferenczi et al., 2017), have already been explored.
The theory of planned behavior (TPB) and TRA have limited social media research (Osch
and Coursaris; 2015). The most prominent social media research topics using these theories
are self- presentation, privacy/security, consumerism/branding, relationships and
cyberbullying/harassment (Osch and Coursaris, 2015). Therefore, the current work is one of
the first to apply the TPB framework to study fake news sharing behaviors on social media.
Also, most of the recent studies on fake news sharing are conducted in the USA (Choi, 2016),
Pakistan (Talwar et al., 2019), Germany (Karnowski et al., 2017) and Singapore (Lee and Ma,
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2012). Therefore, an Indian perspective is missing. The current study’s result will provide
useful insights for social media companies and policy actors to combat fake news.

The current paper is organized as follows:
� First, the introduction and gap identification sections highlight the need and

importance of the current study.
� Second, the literature review section defines the paper’s key terms, such as fake

news, planned behavior theory and behavioral intentions.
� Third, the conceptual framework section highlights hypothesis development.
� Fourth, the methodology and analysis section sheds light on the measures used, the

study participants and the partial least square–structural equation modeling (PLS-
SEM) analysis to validate the measures and test the hypothesis.

� Fifth, the general discussion section discusses the results of hypothesis testing.
� Six, the implications section highlights the theoretical and managerial implications

of the current study.
� Finally, the limitations and further research section highlight the limitations of the

current work and the scope for further research on the topic of fake news.

Literature review
Fake news
The term “fake news” became popular during the Presidential election of 2016 held in the
USA and captivated researcher and public attention (Tandoc et al., 2017; Lazer et al., 2018).
Articles that could mislead readers by producing intentionally and verifiably untrue
information are defined as fake news (Allcott and Gentzkow, 2017). Further, it is essential to
break fake news into discrete categories such as disinformation (deliberately sharing false
information to mislead) discussed by Mills et al. (2019) and misinformation (false or
inaccurate information sharing accidentally or unintentionally) (Karlova and Fisher, 2013).
Therefore, it is a challenge for online users to identify news’s credibility on social media
(Moravec et al., 2019; Borges-Tiago et al., 2020).

The scholarship has tried to provide a foundation for future research by introducing the
conceptual characterization of fake news based on social and psychological theories and
after that proposed approaches to detect fake news on social media (Burkhardt, 2017; Shu
et al., 2017; Sun et al., 2013; Jin et al., 2016; Khan and Alhazmi, 2020). These studies have
used different methods to detect different types of rumors empirically by analyzing
measures such as link-based analysis, examining text using time-series, content accuracy
measures and linguistic-based measures (e.g. Allcott and Gentzkow, 2017; Ciampaglia et al.,
2015; Kumar et al., 2016; Ruchansky et al., 2017; Volkova et al., 2017; Zhao et al., 2012; Khan
and Alhazmi, 2020). Precisely textual, temporal and network are the features that have been
explored by the studies mentioned above to define and detect fake news. It has been argued
that the efficiency of detecting fake news through text or content analysis is not satisfactory as
fake news mimics as a legitimate source of information (Torres et al., 2018). Many users also
struggle to differentiate fake from real information on social media (Moravec et al., 2019;
Borges-Tiago et al., 2020). Fake news is affecting the user’s trust and perceptions (Balmas,
2012). Pennycook et al. (2018) revealed that repeatedly showing fake news on social media has
been seen to increase in perceived accuracy. Another research states that users who spend
more time on the internet do not verify online information before sharing (McGrew et al., 2018).
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As a result, it is essential to explore information verification behaviors on social media and
develop a behavioral profile of most susceptible to fake news users.

Theory of planned behavior
TPB is a useful theoretical framework to understand and explain an individual’s behavioral
intentions (Ajzen, 1985, 1991). According to TPB, intentions are predicted by attitudes (AT),
which refer to an individual’s positive or negative evaluation of executing a given behavior
(Ajzen, 1991); subjective norms (SN) is defined as one’s belief about people who are
significant to them think that they should or should not perform a target behavior (Fishbein
and Ajzen, 1975). TRA was criticized for having entirely voluntarily perceived behavior
(Liao et al., 2007). Thus, another construct called perceived behavioral control (PBC) was
added to TRA (to form TPB), which is termed as an individual’s perception of control or
confidence over executing a target behavior (Ajzen, 1991, 2002; Conner and Sparks, 2005;
Bonera, 2011).

Previous studies have also used TPB to examine the discontinuance of harmful
behaviors and adopt rational behavior such as discontinuance of social media addiction
(Turel, 2016) and abusive relations (Byrne and Arias, 2004). Therefore, the current research
applies the TPB framework to predict social media users’ intention to verify news before
sharing (INT).

Theory of planned behavior and behavioral intentions
The current study’s dependent variable is the social media user’s INT. INT is the TPB
model’s key component, which predicts volitional behavior (Fishbein and Ajzen, 1975;
Conner and Armitage, 1998; Shih and Fang, 2004; George, 2002). TPB explains that
motivation (intention) and self-efficiency (behavioral control) are the two critical behavioral
attainment drivers. TPB differentiates human behavior into three kinds of beliefs, i.e.
behavioral (attitude toward a behavior), normative (subjective norms) and control (PBC).
Therefore, INT is assumed to be an immediate predictor of behavior (Silverman et al., 2016;
Cronce and Larimer, 2013). Previous empirical studies have extensively applied TPB in
targeting intentions as a means to alter behaviors by designing interventions strategies to
discontinue addictive behaviors (Pelling and White, 2009; Conner, 2015) in a variety of
contexts such as smoking cessation (Ruslan et al., 2018; Zhao et al., 2018; Su et al., 2015),
risky sexual behaviors (Moeini et al., 2016), excessive use of social network sites (Ho et al.,
2017), alcohol consumption (Haydon et al., 2017), abusive relationships (Edwards et al.,
2017), cyberbullying (Heirman and Walrave, 2012), internet gambling (Flack and Morris,
2015), risky sexual behaviors (Moeini et al., 2016) and the discontinuance of social media
addiction (Luqman et al., 2018).

Based on the studies mentioned above, the current research also applies the TPB
framework to predict the INT on social media.

Conceptual framework
Awareness and knowledge
Information searching, sharing and critically verifying are the three vital competencies of
the social media environment (Bawden, 2011; Koltay, 2011). Awareness about fake news can
be defined as the recognition by the online user’s part that fake news exists and may have
been present in their network (Bulgurcu et al., 2010). Past scholarship has reported
continuously a significantly positive relationship between cognition and behavior (Chan,
2008). Shalaby and Soliman (2019) examined preventive strategies for harmful behaviors
such as smoking and drug addiction. They reported that smoking and drug addiction were
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relatively less among those who possessed legitimate knowledge about the health hazards
caused by these practices. Studies exploring preventive health behaviors (focusing on
diseases such as HIV, cancer and diabetes) also report that awareness and knowledge (AK)
plays a vital role in combating such diseases by educating people about preventive
measures (Jeihooni and Rakhshani, 2019; Pharr et al., 2017). Nath et al. (2017) have reported
that AK about environmental issues have a significant positive relationship with engaging
in pro-environmental behaviors. According to Shieber (2015), verifying information on the
recipient part is a response to awareness. It has also been argued by Flanagin and Metzger
(2007) that users adopt many techniques to validate the information in the context of social
media sites. That is why, if online users are unaware of the existence of fake news and
cannot spot inaccurate information, they are less likely to have an INT on social media. It is
reported that online users verify online information’s authenticity based on their knowledge,
intuition and experience (Rosie Jahng et al., 2020). Thus, users who are aware and have the
knowledge to spot fake news are more likely to have an INT. Therefore, it can be
hypothesized that:

H1. AK regarding fake news has a significant effect on INT.

Attitude toward behavior
AT is described as an extent towhich an individual carries either favorable or unfavorable belief on
performing any given behavior (Ajzen, 1991). To perform a given behavior, a person must possess
the belief that the benefit of performing a behavior will counterbalance the disadvantages (Fishbein
and Ajzen, 2010). The technology acceptance model (Davis, 1989) has shown that the use of
technology (such as the use of social media) by an individual is also influenced by the AT, which is
inveigled by the user’s own pre-existing beliefs (Teo et al., 2009; Weeks and Garrett, 2014). AT is a
critical antecedent of intentions as it involves a person’s “personal beliefs” about the outcome
(Turcotte et al., 2015). These beliefs are further associated with specific attributes of behaviors
(Ajzen, 1991). As per TRA, AT is considered voluntary; however, studies have proved that
behavior performed is not always voluntary (Khan and Idris, 2019). For this study, attitude toward
news verification is defined as a user’s overall estimation of the desirability of verifying information
on social networking sites before sharing. Persada et al. (2020) reported that attitude is the strongest
predictor of intentions to adopt hybrid electric vehicles (Wang et al., 2016), the decision to buy non-
counterfeit products (Zaharuddin and Wahab, 2014). Lewandowsky et al. (2012) reported that an
attitude of verifying information on the internet stems from a sense of skepticism, which in turn is
useful in identifying suspicious information and therefore mitigating the negative effect of
spreading fake information. Chen and Cheng (2019) have reported that an increased questioning
attitude among online users and intention to infer manipulative content would prevent fake news
from affecting the subsequent image of the brand. Therefore, based on the above discussion, we
hypothesize that attitudes toward news verification can predict INT.

H2. AT toward news verification has a significant effect on INT.

Subjective norms
SN refers to the belief that an important person or group will support or oppose a behavior, and
SNs are determined by perceived social pressure to engage or not to engage in a behavior
(Devine-Wright et al., 2015). The perception of friends and family has a greater impact on SN
than societal referents (Yanovitzky et al., 2006). The scholarship has reported that there is a
significant effect of SN on the intention to engage with a given behavior (Al-Debei et al., 2013;
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Crespo and Bosque, 2008; Heirman, and Walrave, 2012; Truong, 2009; Logan, 2014; Maurer,
and Wiegmann, 2011). The scholarship has also reported that greater the peer’s influence, the
more an individual will engage in abusive or negative behaviors such as smoking, alcohol and
drugs (Dempsey et al., 2016; Svensson, 2000; Bryant, 2003; Helmer et al., 2014; Pischke et al.,
2015). Hogan and Quan-Haase (2010) have reported that people prefer those news links, which
are suggested by family and friends compared to the ones shared by news professionals.
Recent studies such as the one by Goldberg et al. (2020) reported that social norms motivate
preventive behaviors such as in the case of COVID-19. However, scholars demonstrated that
social norms proved to be a weaker predictor of intentions than attitudes (Leonard et al., 2004;
Khan and Idris, 2019). Based on the above-referred studies, the current study examines the role
of subjective norms on the INT on social media. Therefore, we can posit that:

H3. SNs have a significant effect on INT.

Perceived behavioral control
PBC is referred to as the perception of an individual’s personal ability to perform a target
behavior (Ajzen, 1991). To enhance the TRA, PBC was added to TRA to form the TPB
(Khan and Idris, 2019). PBC emerges from self-efficacy and proposes that people who believe
that they possess the competency to execute a behavior will likely have high self-efficacy
(Bandura, 1977). Different PBC measures have been used by scholars, such as self-efficacy,
ease of use, difficulty in using and basic knowledge required (Dhir et al., 2018). Bandura’s
self-efficacy model has been adopted to examine user’s online skills, the ability to search for
any information online successfully (e.g. Flanagin and Metzger, 2014). Studies from various
domains have claimed self-efficacy as an essential variable in initiating change in behavioral
intention such as health-related behaviors (Zarski et al., 2018), intention to adopt technology
by teachers (Li et al., 2016) and information disclosure (Sundar and Marathe, 2010; Keith
et al., 2015). For example, self-efficacy appeared to be a significant predictor of consuming a
nutritive diet, controlling alcohol consumption, increasing physical exercise and using seat
belts (Schwarzer et al., 2007). PCE can also be conceptualized as an individual’s estimate of the
extent to which their activities contribute to the solution of a problem (Nath et al., 2017). Studies
conducted on pro-environmental behaviors have reported a strong association between PBC
and intention to engage in pro-environmental behaviors (Nath et al., 2017). Past studies have
examined the effect of self-efficacy on persuasion knowledge and brand trust. However, Chen
and Cheng (2019) report no direct link of self-efficacy to actual news verification behavior.
Therefore, the current work extends the earlier work by studying PBC’s effect on tangible
outcomes, such as the intention to verify the information before sharing on social networking
sites. An individual’s self-efficacy to verify news before sharing on social media may relate to
one’s inner ability/knowledge to recognize misinformation and verify suspicious information
(Metzger, 2007). Tying the evidencementioned above together, we hypothesize that:

H4. PBC has a significant effect on INT.

Sadism
Sadism is one of the dark triad traits where an individual possesses a tendency to engage in
antisocial behaviors where they attain pleasure in hurting others intentionally and enjoy the
feeling of making them suffer (Pabian and Vandebosch, 2016). Individuals with sadistic
behavior tendencies have a propensity toward alienated online behaviors (Sest and March,
2017). Sadism has been recognized as an additional factor in dark Tetrad online behaviors
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(Buckels et al., 2014; Van Geel et al., 2017). The scholarship has reported a significant
relationship between undesirable online behaviors and dark tetrad traits (Craker andMarch,
2016; Buckels et al., 2014; March et al., 2017). It has been reported that sadistic tendencies
motivate undesirable online behaviors, such as trolling (Buckels, 2018). Paulhus and Dutton
(2016) have termed trolling as “everyday sadism.”Online users troll to boost their egos, get a
temporary feeling of power and show them look “cool.” Trolls try to provoke people through
comments that include insult or false information. They are ideologically aligned with any
fake news they come across and intentionally support and advocate non-verified stories.
Because the studies mentioned above have reported a significant relationship between
sadism and undesirable internet behaviors, we argue that social media users with sadistic
personality may deliberately share unverified news on social media. Hence, we hypothesize
as follows:

H5. Sadism has a significant effect on INT.

Fear of missing out
FoMO is a form of social apprehension by an individual of not being in contact with their
peer and social group (Baumeister and Tice, 1990). FoMO is the feeling of being left out. A
psychological reaction such as anxiety can be seen in the form of FoMO, where an individual
feels excluded or ignored from their peer/community/group (Baumeister and Tice, 1990).
Three main features characterize FoMO: seeking consideration, seeking acceptance and a
sense of belongingness (Beyens et al., 2016). Previous studies have linked FoMO with
emotional states such as weariness, desolation, and pessimistic or depressed mood (Browne
et al., 2018; Burke et al., 2010; Wortham, 2011). Social media users tend to keep a constant
check on news and status updates on social media pages in the anxiety of being not left out
(Abel et al., 2016). Satisfaction is the leading factor that establishes an association between
FoMO and social media usage (Reyes et al., 2018). FoMO is an inevitable terrifying feeling
that others might be having more gratifying experiences than one who is not in touch
(Przybylski et al., 2013). Baumeister et al. (2005) also revealed that such behaviors might lead
to a decline in self-supervision. Furthermore, the decrease in self-supervision or self-control
may not motivate users to put any attempt to check the authenticity of the information
(Talwar et al., 2019). Hence, we hypothesize as follows:

H6. FoMO has a significant effect on INT.

Methodology and analysis
Measures
All items were anchored on a five-point Likert scale. The items, as well as their source from
where they are adopted, are shown in Table 1 (see Appendix 2 for the questionnaire used).
After finalizing the measures, the survey instrument was pretested with three subject
experts (experts from marketing research, psychology and consumer behavior field from
premier academic institutions such as Central Universities in India and Indian Institute of
Technology) to ensure that measures used have content validity. The experts insisted on
using short and simple sentences in the questionnaire. After implementing the experts’
recommendations, the questionnaire was subjected to a pilot survey in which 50 responses
were obtained. The scales used showed acceptable reliability (Cronbach’s alpha> 0.7).
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Participants
India has a large consumer base of smartphone users, with 500 million active users as of
January 2020 (News18, 2020). Such large numbers are attributed to the availability of
affordable smartphones costing less than US$100 as well as cheap 4G data plans costing
approx. US$3 for one month of high-speed internet usage. Data for the current study were
collected from a self-administered survey. The survey was carried out in New Delhi, India.
New Delhi was chosen as it has a diverse population. It is a center for trade, commerce,
education, essential government departments and tourism. The mall intercept technique
used by Mostafa (2006) was used where people were approached at busy marketplaces to
participate in the survey. The respondents were given a brief explanation of the survey’s
aim. They were told that participation is voluntary, and they can withdraw from the survey
at any time they like. Respondents were assured that the data will be kept confidential and
were also instructed not to mention any identifiable details in the survey. Smartphone users
above the age of 18 years and users fluent in English were only asked to participate in the
survey with the condition that they must have owned a smartphone for at least a month
before the survey. Such criterion for respondent selection has also been used by earlier
studies such as the one by Chung et al. (2019), who investigated social media addiction
among smartphone users. The survey period lasted from the first week of August 2019 to
the mid of September 2019. After data tabulation and cleaning, 400 valid responses were
obtained. The sample of 400 respondents consisted of 227 males and 173 females, and most
of the respondents had a “graduate” level of education (n = 247). Most of the respondents
(n=242) belonged to the 18–30 years age group. The dominant income group is the 200,000
INR–500,000 INR (n = 277) group; the dominant occupation of the respondents was “job/
service professional” (n=305).

Analysis
The current work uses PLS-SEM to carry out the analysis of the primary data. PLS-SEM is a
recommended methodology for prediction and theory building (Han et al., 2017; Raza et al.,
2020), as the primary goal of the current work is to estimate how the independent variables
predict the dependent variable. A two-step analysis was carried out as recommended by
Hair et al. (2013), where first, the outer model (measurement model) was analyzed to
ascertain the validity and reliability of the scales used and the inner model (structural
model) was analyzed to test the hypothesis. The current study deploys the “plspm”
(Sanchez, 2013) package in the R Statistical Language for the analysis (see Appendix for the
R script used). The significance of the parameter estimates was tested using the
bootstrapping method by drawing 5,000 subsamples from the main data (Hair et al., 2013;
Han et al., 2017).

Table 1 shows the factor loadings of each construct, their average variance extracted
(AVE), composite reliability (CR) and Cronbach’s alpha. All constructs exhibit convergent
validity as AVE for all constructs is greater than 0.50, and CR is greater than 0.70;
Cronbach’s alpha for all the constructs is greater than 0.70, indicating a sound reliability
(Hair et al., 2017). All factor loadings were found to be statistically significant (p< 0.05) in
the bootstrapping run.

The Fornell and Larcker (1981) criterion was used to assess the discriminant validity; all
measures exhibited discriminant validity as per this criterion (Table 2).

Table 3 summarizes the results of the analysis of the structural model. Fig. 1 shows the
conceptual framework of the study with path estimates.

Additionally, stepwise regression models were analyzed to control for the effects of
demographics variables. In the first step, all the demographic variables were added. The R2
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of the regression model was 0.01261, with F(12, 387) = 0.4119, p > 0.05. None of the
demographic variables were significantly related to INT. In the next step, the remaining
variables were added. The R2 of the second regression is 0.1706, with F(18, 381) = 4.355,
p< 0.05. In the second model, gender (0.278191, p< 0.05), AK (0.149500, p< 0.05), attitude
(0.131261, p< 0.05), PBC (0.104678, p< 0.05) and FoMO (�0.165687, p< 0.05) are significant
predictors of INT. The R2 change is significant with F=12.099, p< 0.05. Apart from gender,
the rest of the predictors’ direction and magnitude is approximately the same as that of the
PLS-SEM analysis.

However, considering the significant impact of gender on INT, a multi-group PLS-SEM
analysis was performed to separately see the impact of gender on the relationship of INT
and independent variables for both males and females. Table 4 summarizes the results of the
multi-group analysis.

General discussion
The present study has empirically examined the relationship between the constructs of
TPB, AK, sadism and FoMO on social media user’s INT. The latest studies and reports on
fake news on social media and psychology literature were reviewed to arrive at the current
study’s hypothesis. The current study proposed six hypotheses, taking TPB (AT, PBC, SN),
AK, sadism and FoMO as independent variables, and users’ INT as a dependent variable.
The results of the hypothesis testing are discussed as follows.

The results (Table 3) suggest that AK (H1) has a significant positive impact on INT
(estimate: 0.1761, p< 0.05). This result is in line with earlier studies such as the one by
Shalaby and Soliman (2019), who reported that the presence of harmful habits such as
smoking and drug addiction was relatively less among those who possess legitimate

Table 3.
Summary of
structural model
analysis and
hypothesis testing

Independent variables Estimate Std. error* z Sig.** Hypothesis Result

Awareness and knowledge 0.1761 0.0551 3.196 0.001 H1 Accepted
Attitude 0.1398 0.0514 2.719 0.006 H2 Accepted
Subjective norms 0.0127 0.0495 0.256 0.797 H3 Rejected
Perceived behavioral control 0.1285 0.0513 2.504 0.012 H4 Accepted
Sadism 0.0683 0.0522 1.308 0.190 H5 Rejected
FoMO �0.1364 0.0463 �2.946 0.003 H6 Accepted

Notes: *Std. error generated by bootstrapping 5,000 samples from the data; **at 5% significance level

Table 2.
Discriminant validity

Attitude

Awareness
and

knowledge
Subjective
norms

Perceived
behavioral
control Sadism FoMO Intentions

Attitude 0.848
Awareness and
knowledge

0.2377 0.959

Subjective norms 0.1452 0.2537 0.939
Perceived
behavioral control

0.1945 0.1903 0.2429 0.941

Sadism 0.0676 0.0972 0.0725 0.0734 0.894
FoMO �0.1650 �0.1954 �0.1076 �0.1331 0.0322 0.948
Intentions 0.2317 0.2711 0.1262 0.2158 0.0978 �0.2098 0.889
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knowledge about the health hazards caused by these practices. AK about the presence of
fake news and how to cross-check the information through other sources before sharing are
the first steps in handling the spread of fake news (Khan and Idris, 2019; Bode and Vraga,
2017; Rosie Jahng et al., 2020; Bawden, 2011). Our results support Parrott’s (2018) hypothesis
that online users who are aware of things such as the source of information and location are
less likely to share unverified information on social media. Khan and Idris (2019) also
pointed out that informed and aware users who can unravel the real information from the
false can serve as a bastion in reducing the spread of fake news on social media. Therefore,
H1 is accepted.

Concerning the TPB constructs, our results show that AT (estimate: 0.1398, p< 0.05) and
PBC (estimate: 0.1285, p< 0.05) are significant predictors, whereas SN (0.0127, p> 0.05) is
not a significant predictor of INT. Concerning attitudes, our findings are in line with those
reported by Fishbein andAjzen (2010), as it is evident from our results that a favorable belief
of the respondents about verifying news is positively impacting INT. Therefore, H2 is
accepted. Regarding the effect of SN on INT, no significant relationship was observed. The
scholarship has also reported a weak impact of SN on intentions (Kumar, 2012). Thus, H3 is
rejected. The result confirmed the findings of the previous studies where subjective norm is
proved to be insignificant in the context of adopting preventive strategies to combat
addictive behaviors; for example, Ioannou et al. (2013) found that subjective norms turned
out to be statistically insignificant with regard to recycling intentions. Another study by

Figure 1.
Conceptual model

with path estimates

Table 4.
Multi-group analysis

for gender

Independent variables
Global
estimate

Global
p-value

Female
Group
estimate

Male
Group
estimate Difference

p-value
of difference

Awareness and knowledge 0.1761 0.001 0.1764 0.0953 0.0811 0.2163
Attitude 0.1398 0.006 0.3266 �0.0059 0.3325 0.0044
Subjective norms 0.0127 0.797 0.2296 �0.1299 0.3594 0.0001
Perceived behavioral control 0.1285 0.012 0.1425 0.0527 0.0899 0.2013
Sadism 0.0683 0.190 �0.0378 0.1114 0.1492 0.0470
FOMO �0.1364 0.003 �0.1301 �0.1140 0.0161 0.4568
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Jiang and Beaudoin (2016) also reported a weaker effect of subjective norms on the intention
to prevent smoking. The reason could be, first, the dense and strong ties with others might
not be obtained because of the lack of collective self, i.e. common or some sort of symbolic
testimony within a group (Sedikides and Skowronski, 1993; Trafimow and Finlay, 1996;
Cialdini and Trost, 1998). Second, as social networks are diverse and heterogeneous, the
opinion of far-end netizens compared to the people share in-person social contacts may exert
an insignificant impact on the engagement of online audiences (Stoup, 2008; Jiang and
Beaudoin, 2016). Third, the result is in accordance with the point stated by Prud’homme and
Raymond (2013) that young individuals have their own rational opinions. Therefore, in this
context, their behavioral intentions largely depend on their own deliberate thinking.

PBC is significantly affecting INT, which is persistent with the findings of Hocevar et al.
(2014) and Khan and Idris (2019). This suggests that individuals who possess higher
perceived self-efficacy, i.e. individuals who think their efforts can help in fighting fake news,
are more likely to develop verification intention. Thus,H4 is accepted.

Concerning sadism, no significant effect was observed on INT (estimate: 0.0683,
p> 0.05). Thus, H5 is rejected. The result supports the previous studies’ findings where
sadism is a non-supported/insignificant predictor in the context of adaptive performance
intent (e.g. learning new technologies, procedures and tasks; solving problems in a creative
manner) (Ramos-Villagrasa et al., 2020). Buckels et al. (2014) also revealed that sadism is
unrelated to other online activities such as debating and chatting. Ramos-Villagrasa et al.
(2020) also reported that sadism has no influence in predicting the intention to adapt
performance and suggests that the dark triad model (psychopathy, narcissism and
Machiavellianism) is sufficient to predict adaptive behaviors. Therefore, we can comment
that sadistic personality traits have no influence in predicting intentions to self-regulate or
adopt preventive behaviors such as verifying information on social media. Therefore,
sadistic internet behaviors such as trolling have no significant impact on intentions to verify
news before sharing.

FoMO has a negative significant relationship with INT (estimate:�0.1364, p< 0.05). Our
findings are opposite to those of Talwar et al. (2019), who reported that FoMO has no
significant relationship with verifying news. Previous studies have linked FoMO with
various psychological insecurities such as the anxiety of being excluded from the network/
group, sense of belongingness and seeking popularity in the context of social media
(Baumeister et al., 2005; Blackwell et al., 2017). It is reported that FoMO pushes people
toward reckless behaviors on social media, as FoMO generates a sense of perpetual
suspicion and anxiety in people about being excluded from their social groups (Nottingham
Trent University, 2016). Therefore, users share news readily without verification to move in
the general direction of their social group to gain acceptance in the group. Thus, H6 is
accepted.

Regarding the multi-group analysis, the results indicated that females show a more
positive attitude toward verifying information before sharing than males (Table 4). The
result is in line with previous findings of studies such as Halmdienst et al. (2019), where it
was reported that female shows more positive attitude in adopting health-care mobile
applications in comparison to men. Concerning subjective norms, for males, SN is negatively
related to INT. The results are consistent with the majority of previous similar studies such
as computer-technology adoption, health application usage and sustainable consumption
where males’ subjective norms were a negative antecedent of intention to adopt technology
as males do not rely on people’s opinion (Venkatesh et al., 2003). Minton et al. (1971) reported
that men are apt to rebel against others’ orders or request whereas women are likely to get
more compliant. Another study done by Minton and Schneider (1980) also claimed that men
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are likely to be self-confident and more independent in their actions or decisions. In contrast,
women are more people/group oriented. Similar studies (Williams and Best, 1990; Parsons
and Bales, 1956; Garai and Scheinfeld, 1968) have also confirmed the findings of the present
study where they suggest that men tend to attend stimuli such as visual patterns or objects.
In contrast, women are apt to be more attentive to social/subjective intimation. Therefore,
from the above arguments, we can conclude that men in comparison to women are aimed
toward individualistic goals and tasks (Stein and Bailey, 1973; Gill et al., 1987; Carlson,
1971). Gender difference came out to be significant in the case of sadism and INT. This
shows that male’s sadism is significantly positive in relation to INT. The reason for the
significant result could be attributed to the fact that one of the measures of everyday sadism
where men score much higher than women for negative, harmful traits such as watching
people getting into conflicting discussion excites sadistic personalities (Letzter, 2016).
However, this needs further exploration.

Implications
Theoretical implications
The current research tried to examine howTPB constructs, AK, sadism andFoMO impact INT.

The present research hypothesizes that AK about fake news impact users’ INT. The
current study’s significant theoretical implication is that it provided a theoretical framework
(using TPB as a basis) to examine the behavioral antecedents of users’ INT as the
scholarship has also advocated that apart from examining technological factors such as
suspicious bots, algorithms, text analysis and partisan strength (Allcott and Gentzkow,
2017; Potthast et al., 2017; Khan and Alhazmi, 2020), it is essential to enquire about
psychological factors behind sharing of fake news (Newhoff, 2018).

The hypothesis testing results (Table 3) show a significant positive relationship between
AK and INT. This result supports the past findings (such as one by Chan, 2008) that there is
a significant positive relationship between cognition and behavior. In the context of the
current study, this implies that cognition regarding fake news is the first step toward
building a mindset in users to verify news before sharing. These results also confirm the
prior findings of Shalaby and Soliman (2019), Jeihooni and Rakhshani (2019) and Pharr et al.
(2017) that building awareness about problems (in our case, the problem of fake news) is the
first step toward making people adopt preventive strategies. Thus, the implication for
theory is that AK about fake news is a significant predictor of INT.

Regarding TPB constructs, our results also highlight that AT has a significant impact on
INT. The result conveys that respondents’ personal beliefs regarding the benefits of news
verification have a significant bearing on their INT. This finding echoes the previous
conclusion of Ajzen (1991), Davis (1989) and Turcotte et al. (2015) that AT is an essential
predictor of intentions, which in our case implies that inculcating a positive attitude toward
news verification before sharing is critical for pushing users to verify news before sharing. PBC
is also another construct of TPB that has shown a significant positive relationship with INT.
PBC is an individual’s perception about their ability to perform a target behavior (Ajzen, 1991);
our findings lend support to the conclusions of Ajzen (1991), and our results show that a user’s
belief that efforts at their level may help in combating the problem of fake news has a
significant bearing on INT. However, the last construct of TPB, i.e. subjective norms, was not a
significant predictor of INT. This is opposite to what we hypothesized based on the earlier
findings of Al-Debei et al. (2013), Crespo and Bosque (2008), Heirman and Walrave (2012),
Truong (2009), Logan (2014) and Maurer and Wiegmann (2011). Thus, our results show that
perceived social pressure has no bearing on INT from a theory-building perspective. Hence,
subjective norms are not a significant predictor of the user’s INT. FoMO has a significant
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negative relationship with INT (Table 3). Our results cement the conclusion of Talwar et al.
(2019) that the feeling of being left out or excluded may result in a decreased self-supervision
and self-control, leading to less stringent verification of news before sharing. Hence, FoMO is a
significant predictor of the user’s intention to share news before sharing. Besides, we
hypothesized that sadism is a significant predictor of INT based on the earlier findings of Sest
and March (2017), Buckels et al. (2014), Van Geel et al. (2017) and Buckels (2018). However, our
results show that sadism has no impact on INT. Thus, it is not a significant predictor of user’s
intention to share news before sharing. Finally, the current work developed measures to gauge
respondents’AK about fake news, their attitudes toward news verification, perceived behavior
control regarding news verification, attitudes toward news verification and intentions to verify
news before sharing. These measures showed satisfactory validity (convergent and
discriminant validity) and reliability. However, the present work uses PLS-SEM, which is
suited for exploration and theory building (Han et al., 2017; Raza et al., 2020). Therefore, future
research should use confirmatory tools such as CB-SEM to further validate and refine these
measures by takingmore diverse samples from other parts of the world.

Managerial implications
The results of the current study can provide insights into social media companies and policy actors.
First, AK has come out to be a critical variable. Social networking platforms need to organize
awareness programs to spread awareness about fake news and educate their users. For example,
double-checking the information by the available fact-check tools and consider signals introduced
by social networking sites (e.g. blue tick on Twitter) (Rosie Jahng et al., 2020). Indian Government
can also incorporate fake news awareness in cyber literacy campaigns under the Digital India
scheme. Schools and educational institutions can also include similar topics in their computer
literacy programs. Second, social networking sites can use the measures developed in the current
study to conduct user surveys to understand users’ behavioral profiles in terms of fake news
spotting, verifying and sharing on their platforms. Because the current study results highlight that
AK about fake news are positively related to INT, a user with a low awareness score can be served
with targeted fake news awareness campaigns. Brand managers can maintain a history of fake
news about their brands and how they rebuttal such stories (Peterson, 2019).

Similarly, users with high FoMO scores can also be targeted. Such a practice of targeted
campaigns has also been carried out in the case of HIV/AIDS awareness programs (Noar
et al., 2009). Taking cues from such campaigns, social media users should be persuaded to
show restraint and self-control while sharing on social media, as the current study shows
that FoMO has a negative relationship with the INT. However, such efforts should be
evaluated regularly to measure its effectiveness because gender differences are significant
for attitudes, where it was found that females have more positive attitudes toward news
verification than males. Therefore, social media companies can run targeted ads toward
male users to develop a positive attitude toward news verification before sharing.

Limitations and further research
There are some limitations that should be considered when adhering to the current study’s
findings and implications. The current study drew its sample from New Delhi, India, which
is a Tier 1 Indian city. To generalize the findings to other geographical areas of India or the
world, replication studies should be done. Another limitation is that the current study has
used a cross-sectional survey-based method that cannot be used to analyze behavior change
over time. Therefore, future research can explore this issue with a longitudinal design.
Future research can also include demographics and cultural differences as moderator
variables in their models to understand fake news sharing behavior better. The R2 value for
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the current model is 0.144; such values are acceptable in general and consumer behavior
models (Hair et al., 2017). However, we also endorse Talwar et al.’s (2019) recommendations
that future research on fake news sharing behavior should also examine asymmetrical
relationships by considering other methods such as fuzzy set qualitative analysis. Apart
from this, certain future research efforts can further enrich our understanding of fake news
sharing behavior. First, the current results indicate that AK is positively related to INT.
Future studies can introduce confirmation bias as a moderator in this relationship. Jonas
et al. (2001) have pointed out that information received is strongly influenced by
“confirmation bias” (Moravec et al., 2019). In social media users, this bias can stem from their
loyalty to a group, political party, persons or brands. This can further be explored in detail
by using the dissonance theory of selective exposure to information (Festinger, 1957; Frey,
1986), as scholarship has reported that an increased commitment to a position leads to
higher confirmation bias (Jonas et al., 2001). Second, Vafeiadis et al. (2019) reported that
social networking companies are taking steps to curb fake news on their platforms by
applying different responsive strategies. Future studies can examine the impact of the
efforts of social media platforms to curb fake news on user satisfaction and user retention, as
40% of users have started to delete their social media accounts in 2017 as they have lost
trust because of the presence of fake news on these platforms (Ries et al., 2018). Third, social
media fatigue can be added to this model to expand its explanatory power further. It has
been reported by Talwar et al. (2019) that social media fatigue is negatively related to
authenticating news before sharing online. Finally, the role of the dark tetrad variables
needs to be investigated further with regard to fake news sharing on social media. Variables
such as social media addiction, psychopathy, narcissism and Machiavellianism, as studied
by Chung et al. (2019), can also be added to our model in future research endeavors.
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Appendix 1. R script used

library(plspm)

#load the datafile
mydata<-read.csv(file.choose(), header = T)

#descrptive statistics for each item and group
summary(mydata)

# rows of the path matrix
attitude = c(0,0,0,0,0,0,0)
awareness.knowledge = c(0,0,0,0,0,0,0)
subjective.norms = c(0,0,0,0,0,0,0)
pcb = c(0,0,0,0,0,0,0)
sadism = c(0,0,0,0,0,0,0)
fomo = c(0,0,0,0,0,0,0)
intentions = c(1,1,1,1,1,1,0)

barrier = rbind(attitude,awareness.knowledge, subjective.norms,pcb, sadism, fomo, intentions)

# add column names
barrier
colnames(barrier) <- c("attitude","awareness.knowledge","subjective.norms","pcb","sadism","fomo", "intenti
ons")
blocks = list(1:3, 4:8, 9:10, 11:13, 14:16, 17:18, 19:21)
modes = c("A", "A", "A", "A", "A", "A", "A")

#analyze PLS model
modelpls = plspm(mydata, barrier, blocks, modes = modes)
summary(modelpls)

#bootstrap validation
modelpls1 = plspm(mydata, barrier, blocks, modes = modes, boot.val = TRUE, br = 5000)
summary(modelpls1,  what = "loadings")

#stepwise regression for controlling for demophic variables
demomodel<-lm(mydata$INT~ factor(mydata$gender1)+ factor(mydata$age)+ factor(mydata$education)+ factor(myd
ata$occupation)+factor(mydata$income))
summary(demomodel)

model2<-lm(mydata$INT~ factor(mydata$gender1)+ factor(mydata$age)+ factor(mydata$education)+ factor(mydata
$occupation)+factor(mydata$income)+ mydata$AT+mydata$AW+mydata$SN+mydata$PBC+mydata$SAD+mydata$FOMO)
summary(model2)

anova(demomodel,model2)

#multigroup analysis for gender variable
plspm.groups(modelpls, mydata$gender1, Y = NULL, method = "bootstrap",reps = 5000)
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Appendix 2. Survey questionnaire

Dear Sir/ Madam, S.No:
My name is Vartica Pundir. I am a research scholar from Department of Business
Management, Hemwati Nandan Bahuguna Garhwal University, Srinagar, India under .
Dr. Elangbam Binodini Devi. I seek your cooperation in connection with 
my research work, which in turn will help fight fake news. Your frank and  
sincere reply will help us in understanding the topic in detail. 
Participation is voluntary and individual anonymity is completely guaranteed, 
no one other than me (researcher) will ever see any of your individual responses. If 
you need any more information about this research, please send an email to the 
addresses given below.

Thanking 
Contact for further details at: vartikagaur86@gmail.com 

you in anticipation!

INSTRUCTIONS FOR FILLING THE QUESTIONNAIRE
• All questions are of multiple-choice type. 
• Sections A, B,C,D contain rating questions. Please rate these statements according to your 

level of disagreement or agreement with them. The rating is done as 1 = STRONGLY 
DISAGREE, 2 = DISAGREE, 3 = UNDECIDED, 4 = AGREE, 5 = STRONGLY AGREE.  

• Section E requires you to provide your demographic details such as gender, age etc. Please 
choose an appropriate category mentioned under the heads.

• Please fill out the survey questionnaire completely. Do not leave any question unanswered. 
• Do not mention your contact details (name, phone number, email) anywhere in the 

questionnaire.
• Avoid cutting or over writing when choosing an appropriate response.

Section A
1. I am aware of the term 'fake news'.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5
2. I am aware that we can check suspicious news through trusted sources (like BBC, Govt. Sites) before 

sharing.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5
3. I am aware of tips to spot fake news.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5
4. I know what the "blue" tick mark or "verified" tick on a news source means.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5
5. I understand the consequences of sharing non-verified news.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

(continued)
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(continued)

Section B
1. Verifying, before believing news on social networking sites is a (1=bad, 5=excellent) idea.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

2. I have a (1=unfavorable, 5= favorable) attitude towards verifying news before sharing information) 
on social networking sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

3. I think verification before sharing information on social networking sites is (1= not at all beneficial, 
5= beneficial) to others.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

4. Most people who are important to me think I should readily share news on social networking sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

5. Most people who are important to me are readily sharing news on social networking sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

6. I believe I can contribute towards the fight against fake news.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

7. I am confident that efforts (fact-checking and reporting suspicious posts) at my level contribute a 
lot to solving the problem of fake news on social media.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

8. My efforts have no impact on the problem of fake news.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

Section C
1. I use social media sites to amuse myself.

Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

2. I feel awful when I encounter something bad on social networking sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

3. I share posts/ comments just to have fun with others.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5
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4. I fear if my friends are enjoying more rewarding experiences in sharing news on social networking 
sites than me.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

5. I fear others getting much more gratifying experiences (likes, comments, subscribers) using social 
media than me.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

Section D
1. In the future, I intend to check news through fact-checking sites before sharing on social networking 

sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

2. In the future, I intend to follow all tips to spot and report fake news on social networking sites.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

3. I do not intend to browse external links to confirm news before sharing.
Strongly disagree              Disagree Undecided Agree Strongly Agree

1 2 3 4 5

Section E
� Your gender:         Male Female

� Age group you belong to (Please tick)

18-30 years

31-40

41-50

51-60

60 and above

� Your Educational Qualifications (Please tick)
Intermediate (10+2)
Graduate
Post Graduate
Doctorate

� Your annual family income (Please tick)
Below Rs. 200000
200000-500000
500000-1000000
1000000 and above

� Your occupational sector (Please tick)
Job/ Service Professional
Self Employed 
Student
Any other (please specify)

--------------------------Thank you for your kind cooperation-------------------------
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CHALLENGES OF WOMEN ENTREPRENEURS IN RAJASTHAN:
AN EMPIRICAL STUDY 

Dr. Surendra Kumar 
Dr. Anvita Raghuvanshi
Sneha Maindola
Anil Choudhary 

Abstract
Women entrepreneurs have been facing several enduring problems which mostly constitute of Socio-cultural, economic, technical, managerial, 
and financial difficulties. Women entrepreneurship development can be identified by the motivation amongst women,  knowledge and awareness, 
skill enhancement and training, Decision making and Risk taking abilities.A pilot study is conducted to underline the most crucial variables 
impacting women entrepreneurs. The objective of the paper is to identify the major challenges and cultural and economic barriers faced by women 
entrepreneurs in rajasthan that creates a hinderence in the growth and development of Women entrepreneurship. This study identifies that the 
level of literacy among Rajasthan women entrepreneurs  is very low. The study also reveals that a large number of women entrepreneurs lack of 
awareness of technological upgradation and  development and fail to forecast the potential changes in the market trends of their businesses. They 
are also not much aware of the taxation policies and changes affecting their businesses. The study also found that proper selection of their business 
location is also one of the major challenges for the women entrepreneurs of Rajasthan. 
Keywords: Entrepreneurship, Education, cultural, Women Entrepreneurs
INTRODUCTION 

Employment has been an obvious marvel in the development of 
new women entrepreneurs. Men or women are equally endowed 
with psychological and physical abilities along with managerial 
abilities that are essential for being a successful entrepreneur. 
Women are certainly not inferior as many of them are ready to 
undertake the various type of work if opportunities are provided 
(Singh N. P., 1985). Many reasons prevail for women to work 
as an entrepreneur. Some tend to get in to earn money while 
others start their own business for attaining respect and dignity 
in the society. Business creativities require individuals who are 
earnest & are constant business visionary. Quality of Business 
skills and ability is very important for women entrepreneurship 
through which an entrepreneur improves her reputation.

Women entrepreneurs are facing different difficulties including 
technical change, socio-culture, monetary, financial, and 
managerial difficulties. Women entrepreneurship development 
has gained movement by fitting mindfulness preparing 
environment and bolster support. It has improved the social-
economic status, which could be a prerequisite for women 
empowerment and growth. In the recent years, women 
entrepreneurs  have started many new businesses and have also 
been responsible for significantly contributing to employment 
creation and income generation. 

REVIEW OF LITERATURE

Recent studies show that the determinants add up to male & 
female entrepreneurial development is comparable moderately 
than distinctive. However, evidences show that women are 
mostly involved in home-related businesses or women-
dominated traditional innate businesses, (Stevenson & Lois, 

1986). Women are not as likely as compared to men to run 
businesses in the high-technology fragment (Logcock & 
Robinson, 1991; Anna et al., 1999).

The economic construction of previous communalist (or 
transition) countries varies from nonrendition countries. 
Economies entrepreneurial activities were limited when they 
were formulated centrally, where the major emphasis was on 
economies of scale and novelty and entrepreneurship were 
not supported by the business culture (Roman, 1990; Mugler, 
2000). 

In emerging countries, a low rate of a good education is usually 
known as a big barrier to the entrance into the formal labor 
market. This urges women to build their businesses as a way 
farther from unemployment (Minniti and Naudé,2010).Female 
entrepreneurship is frequently higher in creating a nation than 
created once (Kelley et al 2013). It is essential to encourage 
research besides practicing networks across transnational 
borders (Yadav, V. & Unni, J.,  2016). We could infer that the 
determinants of female entrepreneurship are a very complex 
structure across countries and these factors very much influence 
the ‘Push’ and ‘Pull’ issues of female entrepreneurship. From 
the perspective of different cultural frameworks, the findings 
suggest that the cultural factors and societal perception of 
female entrepreneurs create a positive environment for female 
entrepreneurs. Its next process to be the most important factor in 
enhancing female entrepreneurship across countries. Promoting 
and extending the part-time or correspondence education 
for women, work outside the home in addition to family 
responsibilities, focusing on improving women’s capabilities 
by guiding college and university girls for education in the 
related fields based on society needs (S,Kumar, 2017).
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Abstract: Handloom division under material industry is the second-biggest work producing segment for a 

significant provincial populace in India after agribusiness. It gives direct work to a significant populace occupied 

with weaving and partnered exercises. Extraordinary plans and artfulness is the claim to fame of Indian handloom 

industry alongside the masterfulness of weavers, it additionally exhibits the wealth and assorted variety of the 

country. Handlooms contribute a significant part in sends out too. The area has a bit of leeway of being less capital 

escalated, insignificant utilization of intensity which makes it eco-accommodating, adaptability of little production, 

receptiveness to advancements and versatility to showcase necessities. Some significant handloom export Indian 

centres are Varanasi, Panipat and Kannur some more places which involved in the handloom items like Bed clothing 

material, Table material, Linen, Kitchen material, Flooring material, weaved materials, curtains and so forth are 

delivered for export markets. Present research paper has measured the marketing challenges which are faced by the 

traditional textile manufacturers of Garhwal region of Uttarakhand. On the basis of research findings various 

suggestions and recommendations are made to manufacturers, state Government and other associated stakeholders.  

 

Keyword: Textile Industry • Tribal Community • Marketing Challenges • Garhwal Region  

 

Introduction

 

It is a characteristic creative resource and 

convention at cottage level, which has supported 

and developed by move of ability from one age to 

other. Inferable from the sloppy idea of the part 

there are a few issues that the weavers face which 

have aggravated in the ongoing occasions. This 

has prompted conclusion of numerous handloom 

units and hence has brought about gigantic 

joblessness. In this current scenario, the 

organizations are facing various challenges. All 

these issues are challenged by local vendors, 

national and international marketers (Bhagwati & 

Jagdish, 2004). The major challenges are 

generation of solid leads which is considered 

pivotal for marketing success (Kotler, 2003). 

Another challenge is Information overload. 

Subsequently inadequate use of tools and 

technology is also a challenge for all (Singh et al., 

2018). Other significant challenge are 

overwhelming flow of data from various external 

sources (Meredith & Robyn, 2007) and securing 

Enough Resources. The progressions positively 

influencing (or harassing) the both assistance and 

assembling industry are no mystery. The business 

faces broad-based globalization of its business, 

deregulation of ventures and markets, 

privatization of state-claimed resources, and 

progressive mechanical advances (as depicted in 

the former article). Those progressions are 

influencing the business in manners that are just 

currently getting evident. In the upcoming decade, 

marketing is confronted with some irresistible 

complications, changes are all over the place 

(Dharmaraju, 2006). New categories are evolving 

and settling at a speedy rate. Communication is 

progressively divided and heavily influenced by 

the crowd instead of the brand. In this swift 
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Abstract

Brand personality is an important variable, whose understanding could be useful in gauging consumer behaviour towards a particular product. 
This, in turn, helps the marketers in chalking the marketing plans. However, little attention is paid on the issue of how different brand elements, 
attributes or factors play a role in shaping consumers’ perception about a brand’s personality. In this backdrop, the present study aims at identifying 
the brand personality of ‘Ford’ brand in India, using Jennifer Aaker’s scale of brand personality. The study is divided into three sections, with 
the first section dealing with review of studies related to brand personality. While the second section lays down the objective and discusses the 
methodology of the study, the third section is devoted to data analysis and discussion on results, from which a logical conclusion would be drawn. 
The results of the study suggested that the brand personality of Ford in India is ‘trustworthy’ and ‘explorer’ and these are the two factors that are 
contributing to the purchase intention of ford customers in India. It is also found that traits like masculine, western, feminine and spirited are not 
applicable for this study in the Indian context. 
Keywords:  Brand personality, Aaker, Brand personality scale, Ford, India.

1. INTRODUCTION

In the last two and a half decades, the Indian economy witnessed 
a phenomenal shift in the nature and functioning of markets 
in India, thanks to the neo-liberal economic policies that India 
adapted during the late 90s. As a result, monopolistic markets 
gave way to competition, eventually leaving the customers 
with plenty of choices. In this process, a trend has gained 
momentum, where products and brands were humanized and 
given characteristics and qualities of human beings. As a 
result of this process, consumers developed a relationship with 
their brands over a period of time.   In fact, the relationship 
between the consumer’s personality and personality of a brand 
is very much important. Brand personality has a distinctive 
position in the field of consumer behavior. A Consumer makes 
purchase for a variety of reasons, ranging from fulfilling basic 
needs to fulfilling his/her desire for luxury, depending upon 
their respective ability and willingness to buy. At times they 
purchase products to maintain or enhance their image and 
sometimes they do it to fill the gap between ideal self and actual 
self. Given the diverse nature of reasons for purchase, brands 
are not only trying to become different from their competitors 
but also are trying to become the medium for the differentiation 
to consumers. It is this differentiation that drives the consumers 
to choose a specific brand over another. Crucial to this decision 
to purchase, is the image of respective brand in consumer’s 
mind i.e., the brand personality. Marketers cannot afford to 
neglect this fact while chalking out their marketing plans. In 
fact, brand personality has its own importance in marketing. It 
also ensures brand loyalty, forms favorable attitudes towards 
the brand and helps to enlarge brand equity. When brands offer 
specific or special benefits to customers, they will be consumed 
by them and they develop a special association with the brand. 
A person’s personality plays a significant role while selecting 

a product for his/her personal use, which makes the study of 
brand personality very crucial. 

However, very little attention is paid to the issues such as the 
role different brand elements, attributes or factors in shaping 
consumers’ perception about a brand’s personality. In this 
backdrop, the present study aims at identifying the brand 
personality of ‘Ford’ brand in India. It applies Jennifer Aaker’s 
Brand Personality Scale. The study is divided into three 
sections, with the first section dealing with review of studies 
related to brand personality. While the second section lays 
down the objective and discusses the methodology of the study, 
the third section is devoted to data analysis and discussion on 
results, from which a logical conclusion would be drawn.

2. REVIEW OF STUDIES

There is a vast literature available in the area of brand 
personality. This section attempts to review some of the 
important studies related to brand personality, which in turn 
provides deeper insights and eventually helps to understand 
the nuances of the area.  Larger emphasis has been laid upon 
to understand the Brand personality Scale and its applicability 
across the countries in various contexts. Narkhede (2017) offers 
a framework to assess the competitive priorities of business 
industry. This framework helps to identify order winners for 
the business industry, key decision areas and other practices 
for improvements. It is also helpful to measure the role and 
importance of implications of organizational knowledge in the 
manufacturing field. 

Brand personality can be defined as the “set of human 
characteristics or traits that consumers attribute to or associate 
with a brand” (Aaker, 1997). Brands began having personalities 
when customers started getting attached to them. In general, 
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ABSTRACT 

The present study is based both on primary and secondary data. The primary data was collected through 

a sample survey of owners/founder of small business family-owned firms. Family owned or controlled 

businesses accounts for a large-scale employment and revenue generation the family business have dual 

qualities of ownership and policy making, both dominated by people of an emotional kinship group. The 

main purpose of this study is to throw light upon the process of business succession planning in small 

family firms. Consequently, this study addresses succession planning among small family-owned 

businesses. This study suggests that awareness regarding succession planning process and its 

importance/relevance must be increased in small family-owned firms so that the owners/founder can get 

the relevant information.  This will help them to select the successor/new incumbent who will be suitable 

enough to run the business 

Keywords:  • Business System, Succession Planning, small family firms, Family business. 

INTRODUCTION  

 Family business in other words can also be defined as- 

―any business in which a majority of an ownership or 

control lies within a family, and in which two or more 

family members are directly involved. It is a complex, dual 

system consisting of the family and the business; family 

members involved in the business are part of a task system 

and part of a family system (Nancy Bowman-Upton, 

1991)‖. In simple words, family firms include all 

enterprises that are owned, managed or influenced by a 

family or families. 

Small family firms are bedrock of the Indian economy, the 

economy heavily depends on the success of these small 

family firms. Yet only a small proportion of these firms last 

into the second generation, in other words we can say that 

their survival rate is very poor. There are many issues 

involved in the family businesses which decide the family 

firm‘s fate.  One overlooked area in the study of Small 

Family Firms (SFF) is the continuity issue from one 

generation to the next in family owned business, i.e 

Succession Planning. 

(Alesh.k &Ondrej .M12018) “Succession is one of the most 

discussed topics in family business research. However, 

despite the changing professional and family roles of 

women and the growing number of female CEOs 

worldwide‖Be it the Ambanis of Reliance Industries, the 

Bajajs of Bajaj Auto, the Nandas of Escorts, or the Modis 

of Modi Rubber — each family has, in the recent past, 

faced succession and ownership issues and found them 

tough to resolve. The battle that was raging between the 

two Ambani brothers was because of the difference over 

two issues: ownership and management, of the Reliance 

group. And both these issues in turn were centered on 

another: succession. 

Succession refers to the transfer of management or control 

of a business. Ownership succession focuses on who will 

own the business, when and how will that happen. 

Management succession focuses on who will run the 

business. Succession planning can be unsuccessful if these 

two processes (ownership succession and management 

succession) are not coordinated or at least both are 

addressed together. 

Succession planning, for many family firms can certainly 

be a difficult process. Actually, most end up doing it 

poorly. But, when it is done well, with the right kind of 

support and planning, it can mean the difference between a 

comfortable retirement and a struggling retirement, 

between great family ties and strained family ties. Done 

very well, it can dramatically improve the finances and 

subsequent quality of life for all stakeholders in the 

process.  Succession planning is taken to cover the 

identification of successors.  

The major purpose of the research was to show how small 

family firms have recognized the inherent difficulties of 

succession planning and adapted it to be of practical value.  

MEANING AND IMPORTANCE OF SUCCESSION 

PLANNING 

Succession refers to the transfer of the management and/or 

the control of a business. Succession can be: Ownership 

succession, Management succession. The former focuses 

on who will own the business, when and how will that 

happen, whereas the latter focuses on who will run the 

business, what changes will occur, when will they be 

accountable for results and how will results be realized. 
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ABSTRACT  

The handicraft industry in India plays a very vibrant part in the economic progress of rural people. 

Moradabad, Jaipur, Garhwal, Jodhpur, Saharanpur, and Narsapur are the major handicraft places in 

India. Overall, this industry employed more than 1 million people in India. Exporters of Handicrafts 

from the India have a superiority over competitors’ countries like Malaysia, Philippines, China, etc. who 

mostly occupied by machine, whereas handmade products/items of India are widespread all over the 

world, courtesy, their unique designs with the talented workmanship. When it comes to the Garhwal 

region, it has a legendary history in wool. Wool is considered as sacred and people’s life revolves around 

wool. Every year in winter, on the day of closing the “Badrinath shrine kapat” Mana village maidens 

weave a shawl of woolen called "Beena" and "Kamal" on the same day. The shawl is absorbed in ghee 

and after wrapping around the Sri Badrinath, the idol. When Kapat has to be re-open after six months 

two maidens of the village will offer a carpet to Sri Badrinath. Bhotia tribe people practice woollen craft 

in the entire Chamoli district. Bhotiya people are traditionally a trading community. Present research 

paper aims to measure relationship between processing and marketing challenges which are faced by the 

textile manufacturers of Uttarakhand.   
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INTRODUCTION  

The people of this region are dependent on woollen 

clothing to cope up with very cold climate. Bhotiya tribes 

started woollen trade with Tibet since ancient period and 

accepted the industry as an essential part of their livelihood 

in their villages. For many centuries women of the tribes 

have been moving the small “pithachan”. The Ptdu, thulma, 

carpets, blanket, chutka, lava, shawl, asan, gudma, and 

pankhi etc. are crafted very artistically. The bond between 

the Bhotia and Tibetans were very close for centuries 

across the mountains. Every Bhotia of the community went 

through few ceremonies with their Tibetan counterpart 

enjoining exclusive and permanent trade on both ends, a 

pledge that they would be mittars (eternal friends) forever. 

(Chatopadhya-1953) “Gamya" is referred to as the trade 

agreement between two and was formalized at their 

ceremony called “search-mulchhu” (gold and silver). The 

Ceremony was directed by taking water from the 

Mansarower Lake with powdered gold and silver. Both of 

the parties drank this water and after taking an oath to be 

faithful to each other (Chawala, 1996). Bhotias had to 

travel through distant hills and valleys during trade with 

Tibet. After many months of travel on these paths, Bhotiyas 

would reach wholesale markets in Tibet. Probably, this 

difficult and long journey may be the reason behind 

Bhotiyas are courageous, hardworking and mountaineer 

merchant. Hard geographical conditions and limited 

transportation facilities helped them to maintain a 

monopoly in this trade, there was no competition in this 

trade. So they could bring gold, borax, salt, animal skin, 

wool, mules, sheep and goats from Tibet and India. They 

carried food grain, rice, cloth oil, jaggery, tobacco, iron, 

saffron, coarse shawls, pankhis (large woollen shawl), 

ponies, gudma and different types of jari-buties (medicinal 

plants) etc. Their trade was traditionally involved bartering 

system between sellers and buyers. They sold their goods 

through agents and their trade relation continued from 

generation to generation. In 1962 China attacked India and 

after that, the best quality wool has stopped coming from 

the region. That was a great setback to wool industry of 

Bhotiya.  

REVIEW OF LITERATURE  

The Indian fabric producing industry, subsequently, has a 

substantial occurrence in the Indian economy just like the 

external global whole fabric producing industry. Its 

commitment to the Indian economy is showed in rapports 

of its involvement to the level of manufacturing fabrication, 

create occupation and increase foreign exchanges for the 

country (Mohan & Chatterjee 1993). Uchikawa said that 

India is currently a fast-developing business economy 

creeping to reach at a large portion of a billion of middle-



 

Jaiswl R., Medhavi S. (2018), “Human Capital: Is the Balance Sheet Missing Long Term 

Asset?”, Indian Accounting Review, Vol 22, No.1, pp.57-66. 

 

 

 

 

 

 

 

 



Jaiswal R., Medhavi S. (2020),"PRE & POST LAUNCH EFFECT OF NIFTY 100 ESG 

INDEX ON 'HUMAN CAPITAL' DISCLOSURES", Shodh Sanchar Bulletin, Vol 10, No. 

40, pp.197-204. 

 

 

 

 

 

 

 

 

 



Jaiswal R., Medhavi S. (2020),"LANDSCAPE OF HUMAN CAPITAL DISCLOSURES 

OF INDIAN CORPORATES THROUGH THE LENS OF SUSTAINABILITY 

REPORTS",SHODH SARITA, Vol. 7, No. 28, pp.141-148. 

 

 

 

 

 

 

 

 

 



Jaiswal R.(2021),"ADOPTION OF ALTERNATE LEARNING STRATEGIES IN 

RESPONSE TO THE COVID-19 PANDEMIC: A THREAT OR OPPORTUNITY",Shodh 

Sanchar Bulletin, Vol 11, No. 41, pp.187-190. 

 


	Page 1
	Page 2
	Page 1 (1)
	Page 2 (1)
	Page 3
	Page 4
	Page 1 (2)
	Page 2 (2)
	Page 3 (1)
	Page 4 (1)
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 1 (3)
	Page 2 (3)
	Page 3 (2)
	Page 4 (2)
	Page 5 (1)
	Page 6 (1)
	Page 7 (1)
	Page 8 (1)
	Page 9 (1)
	Page 10 (1)
	Page 11 (1)
	Page 12 (1)
	Page 13 (1)
	Page 14 (1)
	Page 1 (4)
	Page 2 (4)
	Page 3 (3)
	Page 4 (3)
	Page 5 (2)
	Page 6 (2)
	Page 7 (2)
	Page 8 (2)
	Page 9 (2)
	Page 10 (2)
	Page 11 (2)
	Page 12 (2)
	Page 1 (5)
	Page 2 (5)
	Page 3 (4)
	Page 4 (4)
	Page 5 (3)
	Page 6 (3)
	Page 7 (3)
	Page 8 (3)
	Page 9 (3)
	Page 10 (3)
	Page 1 (6)
	Page 2 (6)
	Page 3 (5)
	Page 4 (5)
	Page 5 (4)
	Page 6 (4)
	Page 1 (7)
	Page 2 (7)
	Page 1 (8)
	Page 2 (8)
	Page 3 (6)
	Page 4 (6)
	Page 5 (5)
	Page 6 (5)
	Page 7 (4)
	Page 8 (4)
	Page 9 (4)
	Page 10 (4)
	Page 1 (9)
	Introduction 
	Study Area—Pushkar, India 
	Literature Review 
	Research Design and Methodology 
	Residents’ Satisfaction toward Tourism Development in Pushkar—Survey Results 
	Impacts of Socio-Cultural, Economic, and Environmental Development on Sustainable Tourism Development 
	Relationship among Socio-Cultural, Environmental, Economic, and Sustainable Tourism Development 

	Conclusions and Recommendations 
	
	References
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 2
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 21
	Page 22
	Page 23
	Page 24
	Page 85
	Page 86
	Page 87
	Page 88
	Page 89
	Page 90
	Page 91
	Page 92
	Page 93
	Page 94
	Page 95
	Page 96
	Page 97
	Arresting fake news sharing on social media: a theory of planned behavior approach
	Introduction
	Gap identification

	Literature review
	Fake news
	Theory of planned behavior
	Theory of planned behavior and behavioral intentions

	Conceptual framework
	Awareness and knowledge
	Attitude toward behavior
	Subjective norms
	Perceived behavioral control
	Sadism
	Fear of missing out

	Methodology and analysis
	Measures
	Participants
	Analysis

	General discussion
	Implications
	Theoretical implications
	Managerial implications

	Limitations and further research
	References

	June 2021 Journal

