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Foreword

After a successful Inaugural conference in January 2018, followed by a second one in
January 2019 that brought in 86 submissions from 14 countries and an overwhelming vote to
hold the conference again in Kerala, India, the ICSG board is delighted to welcome you to the 3"
International Conference on Sustainable Globalization. This conference is broader in scope and
participation - faculty, administrators, entrepreneurs and students that are participating across
various disciplines of academia and industry will attend. The discussion on sustainable

globalization continues to have even greater immediacy and urgency this year.

Stakeholders from higher education, K-12, industry and Govt can work even closer together,
learn from each other and collaborate to achieve common goals. We thank each of you
again for believing in the idea of the conference and coming together from all over the world.
And we are thrilled with the partnerships that this conference has already generated and will

continue to generate.

While we worked so well as a team over a period of a year with great partners to
support us, we also jointly acknowledge the individual contributions of the team members.

Just like we desired last year, our team has expanded even more:

Abey Kuruvilla

General/Program Chair, Budget, Sponsorships, Speakers

Robinet Jacob

Conference/Organizing Chair, Operations, Logistics, Volunteers, Sessions
Hedda Sander

Review Chair, Editing, Research and Technical Sessions

Mriganko Ghosh

Website Creation and Development

Toney K. Thomas, Anita T. A. & Aju K Asok

Conference proceedings, program scheduling

Arun P

Technology and media

We are thrilled with this year’s lineup of speakers and participants and invite you to partner

with us in advancing the objectives of this conference every year towards a more sustainable

world.
Thank you and welcome to ICSG 2020
ICSG Executive Board

Robinet Jacob Dr. Abey Kuruvilla Hedda Sander
India USA Germany
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Inaugural Keynote Address

Higher Education in the U.S.: Sustainability and Strategic Partnerships

Dr. Rob Ducoffe

Provost & Vice Chancellor
University of Wisconsin-Parkside

Dr. Rob Ducoffe

Dr. Rob Ducoffe has served as the Provost & Vice Chancellor at the University
of Wisconsin- Parkside since April of 2016. Previously, he was Dean and
Professor of marketing in the Judd Leighton School of Business and Economics
at Indiana University South Bend. Rob is the State of Wisconsin lead for
Complete College America, serves on the Steering Committee and is co-chair of
the Health, Education, and Leadership Advisory Council for the Academies of
Racine, and is a board member for Racine Area Manufacturer and Commerce.
His spouse, Dr. Sandy Ducoffe, is an adjunct marketing professor and Sandy
and Rob have five children. Provost Ducoffe will speak about High Impact

Practices and Strategies for Sustainable practices in higher education.
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Plenary Keynote Address

International Conference on Sustainable Globalization - Connecting
Academia, Administration and Industry towards a Sustainable World

Prof. Dr. Thorsten Kliewe

Founder and Chair
Accreditation Council for Entrepreneurial and Engaged Universities

Prof. Dr. Thorsten Kliewe

Prof. Dr. Thorsten Kliewe is an international expert on the topics of entrepreneurial and
engaged universities, collaborative innovation and change management in higher
education institutions. He is passionate about fostering the interaction between

academia and business to create economic and social impact.

Professor Kliewe is the Founder and Chair of the Accreditation Council for
Entrepreneurial and Engaged Universities (ACEEU, www.aceeu.org) which promotes
cultural change and organisational development in higher education institutions by
offering the world’s first accreditation system for entrepreneurship and engagement at

institutional level.

He is a Full Professor for Innovation Management and Business Development at
Munster Business School at Munster University of Applied Sciences (MUAS) in
Germany and the Deputy Director of the Science-to-Business Marketing Research
Centre (S2BMRC, www.science-marketing.com) at MUAS. The S2BMRC is a
worldwide recognised research centre that conducts research and develops new

models and tools for successful science-business engagement.
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Higher Education in the U.S.:
Sustainability and Strategic Partnerships

Robert H. Ducoffe

Provost and Vice Chancellor, Academic and Student Affairs
University of Wisconsin-Parkside
Abstract

This essay touches on the current operating context of higher education in the United
States characterized by slowing or decreasing enroliments of traditional-aged students,
financial pressures on institutions, and, generally, their slow-to-adapt efforts to serve the
needs of today’s growing numbers of life-long learners. A description of how University of
Wisconsin-Parkside is relying on strategic partnerships to flourish is provided. Ten specific

partnerships are discussed.
Keywords :  Higher education, sustainability and strategic partnerships
The Context for Higher Education in the U.S.

Higher education in the United States grew as the population did throughout the 20" century.
Additionally, as waves of (mostly) young men returned home from wars fought across the
globe from the 1940s onward, American universities multiplied across the nation to meet the
demand for individuals with education beyond high school. Hundreds of regional public
universities with missions like the University of Wisconsin-Parkside were formed to offer
students, living mostly within commuting distance of their campuses, access to high quality
undergraduate and master's programs. With the financial support of the U.S. federal
government that covered public university tuition and expenses for returning soldiers, the

higher education sector in the nation expanded rapidly.

As a result, “until just a few years ago, colleges could anticipate classes of high school
graduates each bigger than the last.” (Grawe, 2018) At a macro-level, however, overall
population growth in the U.S. has slowed growing by 0.7 percent in the last year, the
smallest annual expansion in 80 years. (Chokshi, 2016) High school enroliment has slowed
as well. Enroliment in grades 9-12 grew 7 percent from 2002 to 2015 and is projected to
slow to an increase of 3 percent between 2015 and 2027. (U.S. Department of Education,
2019) A similar pattern is evident at the university level. Total enrollment in degree-granting

postsecondary institutions increased 19 percent from 2002 to 2016, a period of 14 years;
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and is projected to increase just 3 percent from 2016 to 2027, a period of 11 years.(U.S.
Department of Education, 2019) Slowing enrollment has led to a decrease in the number of
higher education institutions in the nation from a peak of 7,253 in 2012-2013 to 6,138 in the
2018-2019 academic year, (Lederman, 2019) a decrease of 15 percent!

Some observers of these trends warn of trouble ahead for the higher education sector.
Clayton M. Christensen and Michael B. Horn forecast that 25 to 50 percent of colleges will
close or merge as many are increasingly unable to bring in enough revenue to cover their
costs. (Christensen and Horn, 2019) An article in Forbes predicted that up to 500 private

colleges and universities offering 4-year degrees will close by 2040. (Blount, 2019)

Weise and Christensen contend that, “...(t)he business models of most traditional schools
make them structurally incapable of responding to changes in the markets that they serve....
(S)tudents are inevitably beginning to question the return on their higher education
investments because the costs of a college degree continue to rise and the gulf continues to
widen between degree holders and the jobs available today.” (Weise and Christensen, 2014)
The cost to attend a university increased nearly eight times faster than wages did in the U.S.
between 1989 and 2016. (Moldonado, 2018)

The current system of higher education in the U.S. seems still to fit a former industrial
economy that needed fewer college graduates and focused on educating young people for
their first 18 to 25 years. Today, the global economy, rapidly evolving knowledge, and longer
lifespans with more career transitions suggests that higher education must evolve to serve

learners from before they arrive in college through after they retire. (Lambert, 2019)

The importance of college training, in spite of the increased number of voices critical of its
length, cost, and relevance, is borne out by robust market acceptance of those with college
educations. Workers with at least some college education captured 11.5 million of the 11.6
million net new jobs created in the U.S. during the recovery from the Great Recession that
began in 2008. While jobs are back, they are not the same jobs as those lost during the
recession. The Great Recession decimated low-skill blue-collar and clerical jobs, whereas the
recovery added primarily high-skill managerial and professional jobs. (Carnevale,
Jayasundera, and GulishAmerica, 2016) So, it seems likely that individuals in the future will
need more, rather than less education and the strategic challenge is to adapt to better serve

their needs.

KOCHI 2020




ICSG 2020

University of Wisconsin-Parkside’'s Context

The University of Wisconsin-Parkside, one of 13 universities in the University of Wisconsin
System, is apublic, regional, comprehensive university referring, respectively, to the subsidies
it receives mostly through State government, the geographic footprint from which most of its
students come, and the array of undergraduate and master’s degree programs it offers. UW-
Parkside is 51 years old, has about 4,500 students of which 88 percent are undergraduates
and 12 percent enroll in professional master’s programs. Typically, 80 percent of its students

commute to campus and the remaining reside in campus housing.

UW-Parkside’s region, the southeastern portion of the state and the northern border counties
of lllinois, is subject to the national demographic and educational trends described above
though perhaps even more challenging due to its location. Wisconsin is a Midwestern state,
a region whose overall population growth was less than half the rate for the U.S. from 1958-
2018. (U.S. Department of Commerce, 2019) Further, the percent of high school graduates
that attend college in the University’s region is lower than in other parts of the state.
(WISEDash, 2019)

To add to these challenges, spending by the State of Wisconsin in support of public higher
education decreased by an inflation-adjusted amount of $466 per student from 2008 to 2018,
placing it 45™ of 50 states in the U.S. in the rate increase/decrease in funding in the most
recent 10-year period. (Hess, 2019) From 2009 to 2018, overall enrollment in University of
Wisconsin System campuses decreased from 178,909 to 171,636, a decline of 4.1 percent.

(University of Wisconsin System, 2019)

The pressures to do more with less are leading universities like UW-Parkside to form
partnerships to help accomplish institutional goals. Partnerships are likely to become more
important as universities attempt to adapt and thrive amid economic volatility, political

change, demographic shifts and technological developments. (AASCU, 2018).

Strategic Partnerships to Sustain UW-Parkside’s Bus  iness Model

UW-Parkside is thriving. It increased enrollment by 4.1% in the most recent year, increased its
graduation rates in the last three years to 70 percent above its historic average (with a record
high each year), produced more graduates in last 10 years than during any other period in its
history, significantly increased support for faculty and staff development, and implemented

additional compensation increases for colleagues who are underpaid relative to peers.
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Institutional progress has benefited from continuity and effectiveness in leadership, maturing
strategic planning, a funding model described elsewhere that incentivizes enroliment growth,
(Wood, Ducoffe, and Menke, 2018) and the engagement and commitment of talented and

hardworking faculty and staff.

Our focus here is on the role that strategic partnerships are playing in helping to strengthen
and sustain UW-Parkside’s business model. Given the complexity with which we are
organized, the importance of our work, and the challenges in our environment, we rely on
strategic partners to advance our mission and to achieve our vision and goals. | am using a
definition of strategic partnerships as “collaborations that help achieve greater impact than
any organization can generate on its own ranging from less integrated associations and
coalitions to more highly integrated joint programming, shared services, and legal mergers.”
(Bridgespan Group, 2018)
Table 1
Strategic Partnerships at UW-Parkside

Online collaborative programs

Online program manager

High-impact practice learning opportunities
Regional alliance for talent development
Support for faculty research and innovation
Corporate relationships

College-credit programs for high school students

Shared administrative services

© © N o g bk~ 0w NP

Improving and preserving the natural habitat on campus

10. International partnerships

The nature and benefits of each of these partnerships, how they permit UW-Parkside to

achieve greater impact than would be possible otherwise, are briefly described below.

1. Online collaborative programs

While adult learners comprise 44 percent of U.S. postsecondary students and many millions
more need postsecondary credentialsto succeed economically, practices and policies
continue to favor traditional, financiallydependent, 18- to 21-year-old high school
graduateswho enroll full time. (Kazis et al, 2007). To serve adult students in Wisconsin and
beyond, UW Extended Campus (UWEX), an organizational unit of the UW System,

coordinates online and adult/professional education on behalf of all 13 of the UW System
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campuses. Extended Campus uses a collaborative online program model that individual
campuses voluntarily join to offer programs in high demand fields. All 13 UW System
campuses are partnering on at least one of 24 suchprograms, with three campuses

partnering in 10 or more. UW-Parkside is a partner in 12.

Enroliment in UWEX-managed programs grew 54 percent over the past five years while
enrollments across the UW System shrunk by 2.3 percent overall. Retention rates for these
collaborative programs are nearly twice as high as the national average for comparable
adult-serving online programs, and average months to graduation for comparable programs
is shorter. (Brower, 2019)Collaborating campuses share equally in teaching and in net
revenues and benefit from offering programs together that could likely not be offered with
existing faculty and staff resources on any single campus. At UW-Parkside, this has
permitted launch or planning of 12 new programs at the master’'s and bachelor’s levels in
healthcare, information technology, and business fields. In the past five years, student

enrollment in these offerings has grown from 171 to 317, an increase of 85 percent.

2. Online program management

Online Program Managers(OPMs) are for-profit companies that help universities develop
and manage online programs. They provide services like marketing and recruitment,
enrollment management, curriculum development, online course design, student retention
support, technology infrastructure, and student and faculty call center support. Some
providers offer bundled services in exchange for sharing tuition for the programs they help
manage and others offer their services in unbundled formats. (Hill, 2019) Essentially, they
perform similar functions to those provided by UW Extended Campus described above that

enhance our ability to serve adult students.

UW-Parkside contracted with Academic Partnerships, an OPM firm, to develop a 100
percent online MBA program. Over time, the university’s traditional MBA had continuously
lost enrollment, as has been the case for similar programs nationally, (Gee, 2019) and
faculty and administration concluded jointly that there was a significant interest in
redesigning and offering a revised curriculum online. Thus far, the partnership is exceeding
expectations. Over 300 online MBA students will be enrolled by the beginning of 2020, a
period of 18 months since the program was launched. Two additional online master’s
programs, one in Sport Management and another in Professional Communication, are under

development for launch within 12 months.
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3. High-impact practice learning opportunities

The key insight from George Kuh'’s scholarship on High Impact Practices (HIPs) is that the
more time and energystudents devote to their university experience, the more likely they are
to obtain the desired outcomes ofan undergraduate education. (Kuh, 2009) Engagement-
building

teaching techniques, known as HIPs, include, for example, undergraduate research,
community-based learning, internships, and capstone courses and projects. At UW-
Parkside, the campus’s goal is to ensure all students have at least two HIPs experiences as
undergraduates. Using Kuh’s practices categories, currently, 7-in-10 graduates do. We also
believe major proportions of performance-oriented curricula in Theater and Music rely on an
accepted HIPs category called, “collaborative assignments and projects” and we expect,
therefore, that the percentage of our students that benefit from HIPs experiences is

significantly higher.

HlPsfacilitate learning outside of the classroom (Center for Postsecondary Research, 2019),
UW-Parkside partners with numerous organizations external to the university without whom

such student experiences would not be possible.

e Community-based learning (CBL) permits students to apply their knowledge and
skills to project-based learning experiences while serving their communities.
Professors and community partners collaborate on projects that meet identified
community needs.Projects cover many professional areas, such as research,
marketing plans, strategic plans, graphic design, web design, database design,
security audits, GIS mapping, communication plans, personnel training, conflict
resolution, and more. Each year, about 50 courses are matched to community
organizations and 1,300 students in 25 different majors participate.

e The UW-Parkside App Factory develops mobile apps for community clients
throughout southeastern Wisconsin providing conceptual designing and prototype
mobile app development services for technology challenges. These paid services are
offered by students who are gaining valuable experience and being hired by some of
the world’s leading technology firms. In a typical semester, about 25 students are
employed on client projects in the App Factory.

* UW-Parkside faculty and students have partnered with the Wisconsin Department of
Natural Resources in regular sponsored research to study environmental conditions
in the Root River that passes through the region served by the university. Fish

species studies have been done since the 1970s. Recently, with the decision of
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Foxconn to locate in the region and divert water from Lake Michigan to serve its
operations, faculty and students have engaged in sampling water quality to establish
baselines in advance of planned water usage, filtration, and return by the corporation

to the Root River.

4. Regional Alliance for Talent Development

Southeast Wisconsin, and specifically the cities of Milwaukee and Racine, have earned the
unfortunate designation as the worst cities in the U.S. to be African American based on an
index of eight measures of race-based gaps in socioeconomic outcomes. (Comen, 2019) In
response, an unprecedented collaborative of 18 southeastern Wisconsin public and private,
two- and four-year colleges and universities and a network of partner organizations, formed
the Higher Education Regional Alliance (HERA) in 2018. HERA is dedicated to increasing

college completion, ensuring the collective program array aligns with industry needs, and
making it easier to recruit students for internships and full-time positions. Given the critical
need to increase development of and access to talent, these varied institutions have banded
together to improve educational outcomes, spur economic development, and change the

trajectory of the region.

Collaboration across higher education institutions and other sectors to have collective impact

is a particularly challenging task. There is the mutual understanding, however, that no single

institution can confront these challenges on its own.

5. Support for faculty research and innovation

UW-Parkside is one of 11 regional, comprehensive, “teaching-focused” universities in the
UW System. UW-Madison and UW-Milwaukee, both doctoral, research-intensive institutions,
place greater emphasis on scholarship, have smaller teaching loads, and more significant
infrastructures to support research and innovation. Never the less, all faculty at UW-
Parkside, as is the case for our sister comprehensives, are expected to be active scholars

while typically teaching four-courses per semester.

The UW System established a unique and valuable entity called WiSys, to provide academic
technology transfer, Intellectual Property protection, contract management, and technology
commercializationfor the 11 regional comprehensive campuses. Anyone -- faculty, staff, or
student -- can work with WiSys to develop an idea, protect their intellectual property, or help
bring an innovation to market.WiSys runs or supports various entrepreneurship initiatives

among students, awards research grants, and provides staff support and programming for
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faculty who wish to pursue sponsored research opportunities. The benefits of this
partnership to UW-Parkside and the other UW regional campuses are significant as WiSys
operates at a scale impossible for any individual teaching-focused campus. The 2017 Milken
Report ranked WiSys128"out 0f225 research institutions in the U.S. ahead of institutions
such as Dartmouth, Boston University, Michigan StateUniversity and other renowned
universities.(Milken Institute, 2018) From 2013-2019, UW-Parkside faculty, staff, and
students averaged 5.33 invention disclosures per year and one of our students, Cassie Van
Hoof, won the Innovator of the Year Award in 2019 for her products to combat aggressive
behavior in cats and dogs. (WiSys, 2019)

6. Corporate relationships

In terms of research and innovation, corporations “want a relationship model — a durable,
cooperative model that enables companies to partner with academia in a fashion that allows
them to stay continuously connected to early stage research and to accelerate the
translation of that research into new products that drive economic growth.” (Lutchen,
2018)For corporations, as well as universities, competitive and environmental pressures are
coaxing institutions to collaborate with one another in many other areas including: student
and faculty projects, curriculum development, career services, internships and fieldwork, job-
market needs, donations, board and committee participation, guest lectures, and continuing
education. (Shacklett, 2015)

UW-Parkside maintains relationships with numerous corporations for the reasons above. In
some cases, institutional relationships are multi-layered. The university’s relationship with

CNH Industrial, a global enterprise in agricultural and construction equipment, trucks,

commercial vehicles, buses and specialty vehicles, is a good example.

* CNH classifies UW-Parkside as a “Tier 1" priority university for recruitment and hiring
for internship and full-time positions based on proximity to their corporate locations
and past success.

» CNH is one of the largest employers of UW-Parkside graduates with approximately
130 alumni currently on staff.

* Business and Operations Management classes make periodic site visits to CNH and
host guest lecturers.

* CNH participates in course-based student projects through the Ralph Jaeschke
Solutions for Economic Growth (SEG) Center.

* A new alumni affiliate group at CNH will focus on engaging with current students
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(mentoring, career development) and being ambassadors for other CNH employees
to enroll at UW-Parkside.
* CNH supports scholarships and an Italian exchange program based in Calabria

where CNH has operations.

7. College-credit programs for high school students

Concurrent or dual enrollment programs are partnerships that provide high school students
the opportunity to take college credit-bearing courses that help them successfully transition
to college and reduce the cost of higher education.Processes are in place in accredited
programs to ensure college courses offered by high school teachers are as rigorous as

courses offered on the college campus. (NACEP, 2019)

The Parkside Access to College Credit Program (PACC), is a concurrent enrollment program

allowing eligible high school students to earn college and high school credit by taking
designated courses at their high school at one-third the (university) tuition cost. High school
teachers and UW-Parkside faculty memberscollaborate to develop college-level courses
within high schools in the Southeastern Wisconsin region. The PACC program, launched in
2016 with one course and 29 students, currently has 12 courses serving 396 students in five
high schools. By next year, the number of course offerings is projected to increase by 50

percent.

8. Shared administrative services

Of the countries in the Organisation for Economic Co-operation and Development (OECD),
the U.S. charges more in tuition for higher education per master’'s and per doctoral student
than any other country, and more than every country save one at the bachelor’s level.
(OECD, 2018)While American universities tend to provide more out-of-class services to
students than universities in other countries, the main contributor to higher costs in the U.S.
is attributable to spending on staff and faculty, about $23,000 per student per year, more
than twice what Finland, Sweden, or Germany spend.(Ripley, 2018)InWisconsin, the UW
System has frozen tuition rates for undergraduate students for eight years to help maintain

access to affordable, high-quality undergraduate education for State residents.

Within the UW System, 47.1 percent of total expenditures comprise instruction and research
(UW System, 2019), and there is strong interest in controlling costs, especially in non-

instructional areas.A newly established unit within the UW System, UW Shared Services, is
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leading this effortby focusing on cost reduction, efficiency and service through standardizing,
consolidating and streamlining processes and services in areas like human resources,
business services, and information technology. Historically, the 13 universities in the UW
System have functioned autonomously, even in non-academic areas, and it is anticipated
that there will be significant benefits in cost and quality by scaling functions such as student
information systems, cybersecurity, and mandatory employee training. At UW-Parkside, for
example, a staff member focused on payroll was transferred to UW Shared Services as part

of a “system-wide” team with cost savings for the position retained at the campus.

9. Improving and preserving the natural habitat on campus

UW-Parkside is located on over 700 acres of natural prairie and woodland. Aside from its
beauty, it is used by faculty, staff, students, and the community for instruction, research,
athletic events,community engagement activities, and leisure. In May 2019, UW-Parkside
and Kenosha County, the campus’'s home county,formed a partnership to improve the
ecology and recreational opportunities on 139 acres of university property. UW-Parkside
formed a Land Use Committee of faculty who have teaching and research interests in

environmental science to advise university administration on partnership activities.

Kenosha County will perform a range of functions over the 50-year termof the agreement in

cooperation with the university including:

* Mapping ecological communities and the conditions of vegetation and animal
species;

» Improving the ecological condition of the property including removing invasive
species and storm water management;

* Collaborating with faculty to develop and offerhands-on instruction and programs for
school groups in the community;

* Maintaining, expanding, and managing public hiking and bike trails; and

» Collaborating on grant applications and other funding requests.

10. International Partnerships

According to a 2017 surveyof university leaders by the American Council on Education, 77
percent reported having active partnerships overseaswith aims including exchanges of
faculty and students, research, civic engagement, professional practice, institutional capacity
building, societal impact, globalization of student learning (Buck Sutton, 2018), as well as

student recruitment.
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UW-Parkside has international partnership agreements with 15 universities in India, China,
Germany, Italy, Russia, and Nigeria. In a typical semester, there are about 100 international
students studying at UW-Parkside as part of agreements that involve degree study at their
home campuses that articulate typically with master’s programs in business or computer
information systems at Parkside. Faculty in partner institutions collaborate in research and in
creative activity as well. For example, faculty at UW-Parkside and Ostfalia University of
Applied Sciences in Germany created an Algae Estimator, a mobile phone application used
for estimating harmful algae blooms. Undergraduate and master's students from both
institutions conducted computer coding, water sampling, and app testing and the Algae
Estimator earned a national award in Germany. Last year, led by faculty from partner
campuses, choirs from Jianghan University in China and UW-Parkside visited the others’
campuses for a week learning about their respective musical and cultural traditions, toured
their respective regions, and gave performances to appreciative audiences. The Two

Worlds, One Art exchange was a highly successful collaboration.

Conclusion

This essay highlights the challenging environment for higher education in the U.S. It then
describes how the University of Wisconsin-Parkside, a public, regional, comprehensive
institution is using strategic partnerships to help achieve its aims to serve more students,
serve them well, and continue to serve as an anchor institution in Southeastern Wisconsin.
While the broader environment is creating headwinds for universities in the U.S., through
partnerships with the University of Wisconsin System, companies, non-profits, other
universities in the region and overseas,and high schools, UW-Parkside is bolstering its

abilities to deliver on its vision to transform lives.
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Cultural Diversity Management of Employees in Hotel
Industry for Sustainable Development
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Abstract

India is a country with a long history, and historically many people visit the
country forspiritualreasons,bringinginvisitorsfromallovertheworld.Additionally, thecountryhas
32 national heritage sites bringing in history buffs, and a wide variety of nature reserves and
parks for those looking for adventure. The variety of available sites makes India a popular
choice for many visitors. This has inspired many hotel chains like Marriott to start working
with India to create more hotels within the country. Last few years many star and business
hotels were opened in Coimbatore which turning out to be a market that is both challenging
and promising. Growth potential comes from several factors such as textiles and foundries,
presence of large number of educational institutions and hospitals, location advantage as the
gateway to Ooty which is a well known tourist destination and proximity to export hubs such
as Tirupur and Karur. These bring visitors to Coimbatore not only from other countries but
also from different parts of the country. Hence this study is concentrated over the hotel
industry to know the impacts of multi-culture and diversity among employees.270 samples
were collected from the employees of various hotel industry using random sampling
procedure in the form of structured questionnaire and the analysis were carried out using
SPSS software. The results of the study revealed that work environment, employee welfare
practices influences multi-culturalism among employees to enhance the longer engagement
of employees in hotel industry. The results of the present study can significantly influence

the diverse employee engagement in hotel industry for sustainable development.

Key Words: Employee, Hotel Industry, Diverse Culture, Customer Satisfaction, Sustainable

Development
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Introduction

Coimbatore is the second largest city by area and population in TamilNadu after
Chennai and the 16™ largest urban agglomeration in India. It is administered by the
Coimbatore municipal Corporation and is the administrative capital of Coimbatore District.
Cities rich industrial background brings in business people who are meeting and working
with the international companies, thus strengthening the industry. Coimbatore is more a
MICE market (meetings, incentives, conferencing and exhibitions). When there is a major
conference or exhibition, at least a few hotels see a jumpin occupancy.lt is a challenging
marketasitis price-sensitive.Existinghotels needs to invest for maintenance, refurbishing and
maintaining their brand standards and the main business are from room occupancy. And,
many of the overseas business visitors book rooms through their local partners. These
partners look at more benefits at a relatively lower price. Culture provides an individual with
an awareness of his/her identity, roots, historical background, giving also a sense that one
belongs to a certain community. It regulates and controlsan individual's attitudes and
behaviors. However, problems mayoccur when people from different cultural backgrounds
misunderstand each other, which resultsnot only from language barriers but is also due to
cultural differences. Thus it is important not only to speak the foreign language but also be
aware of cultural differences which exist in different countries. Many hotel chains are seeking
expansion opportunities into overseas markets, the global expansion of hospitality
companies may cause that hotel managers are sent by their organizations to fundamentally
different culture destinations than their home environment. Continued globalization is
increasingly resulting in cultural diversity of the hospitality workforce. Many cultures have to
work together and communicate during daily duties. This cooperation and communication is
critical in the hospitality business where customers are served by many employees, who in

turn have to be supported by other staff.

Hospitality industry is labor-intensive human resource management is more complex
and strongly depends on effective communication. Lack of understanding of cultural
differences may lead to many communication misunderstandings and ineffective practices.
Successful members of the hospitality industry work well with others and can be a productive
members of a team. They value the contributions of everyone and make significant
contributions to organizations overall success. Key abilities required include being able to
work effectively as a team member through taking instructions from others and
understanding your own role in servicing the needs of the hospitality customer. Supporting
other team members to coordinate activities to achieve quality of team members and
seeking their assistance to service the culturally diverse needs of customers.As Coimbatore

is one of the fastest budding tier-Il cities in India and is a hub of mixture of a variety of
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culture and people using the available resources in the city. It has wide number of tourist
destination, it is being acknowledged by both local and foreign travelers.Experiencing
cultural differences is perceived as one of the most fundamental motivators for travelling, to
operate successfully hospitality professionals should understand and empathize with people
from different cultural backgrounds. As there is a huge leap in the hospitality industry in
Coimbatore this study is more interesting as most of the hotel employ employee of different

culture to satisfy the guests.
Objectives of the Study:

* To understand the Cultural diversity in Hospitality Industry of Coimbatore.

» To study the difference between the employeeslevel of expectation and perception
on factorslike quality of work life, diversity image, behavioral intentions among
theemployees.

» To analyze the level of employee satisfaction towards the benefits provided by

theManagement.

Scope of the Study

The present study helps us to find and analyze the factors of cultural diversity among
employees in hotel industry, understand the different factors, cultural diversity, job
characteristics, rewards and recognition, organizational justice, perceived organizational
support. This study also allows us to know about the Multi-cultured environment and its
impact over employees in hotel industry. The study can be further extended to different
geographical locations so as to understand the diversity inclusion as a whole. It can be
beneficial for further researchers as they can understand the various determinants of

employee engagement as diversity management in various industry.

Limitation of the Study:

The research is carried out in short span of time with limited sample size. Due to
confidentiality of some information accurate response is not revealed by the respondents.
There may be biases and prejudices of the respondents in answering the questions. The

study is restricted to particular geographical location that is confined to Coimbatore.

Review of Literature:

Issam Ghazzawi et. al., (2016) In his study he explores the links between religious faith and
job satisfaction using a multi religion sample of working adults. Data were drawn from 741
employees and managers from Southern California organizations and firms. The sample

included non-religious individuals and members of a variety of religions. The intent was to
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examine whether and what level of religious commitment impacted workplace attitudes,
specificallyjobsatisfaction.Inhispaper,he compareandcontrastmembersofthefivelargest
religions, in relation to job satisfaction. It was found that religious commitment does
positively impact job satisfaction, though there are differences depending on the type of

religion.

Nicholas Peter Aramovich (2013) Workforcediversityhasbeendescribedasadouble-edged
sword; it has the potential for positive and negative outcomes. To better understand why and
how diversity leads to positive outcomes, he examined the relationship between employee
perceptions of diversity climate perceptions and intent to turnover. They explored the role of
four psychological outcome variables (organizational commitment, climate for innovation,
psychological empowerment, and identity freedom) as possible mediators of this
relationship. Racial and gender subgroup differences were also examined. Findings suggest
that when employees perceive equal access to opportunities and fair treatment, intent to turn
over decreases. Furthermore, these relationships are significantly mediated by psychological

outcomes. Implications for diversity management and training are discussed.

Szu-Fang Chuang (2013) This study synthesized the literature findings in relation to both
cross-cultural management and international leadership as an initial effort toward identifying
essential leadership skills for global leaders to meet the challenges they face now and in the
future.Inthisstudy,diversityisdefinedasthedifferencesamongagroupofpeopleincultural

background, ethnicity, religion, language, gender, age, and occupation.

Harold Andrew Patrickand Vincent Raj Kumar (2012) Declaresdiversity management
asaprocess intended to create and maintain a positive work environment where the
similarities and differences of individuals are valued. The literature on diversity management
has mostly emphasized on organization culture; its impact on diversity openness; human
resource management practices; institutional environments and organizational contexts to
diversity- related pressures, expectations, requirements, and incentives; perceived practices
and organizational outcomes related to managing employee diversity; and several
otherissues.The current study examines the potential barriers to workplace diversity and
suggests strategies to enhance workplace diversity and inclusiveness.. The study concludes
that successfully managing diversity can lead to more committed, better satisfied, better

performing employees and potentially better financial performance for an organization.

Eddy S. W. Ng and Rosalie L. Tung (2011) Theirpaper examines the relationship between
ethno-cultural diversity and attitudinal and non-attitudinal measures of organizational
performance in a field setting. Data were collected from ninety-eight respondents in seven

branches of a leading Canadian bank. As compared to culturally homogeneous branches,
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the culturally heterogeneous branches experienced lower levels of absenteeism and
achieved higher productivity and financial profitability despite their lower scores on job
satisfaction, organizational commitment and workplace coherence, and higher rates of
turnover. These relationships were moderated by age, job tenure, organizational position,
children's age, location of education and previous employment, birthplace and education

level.

JakobLauring (2009) His paper aims to identify communicative practices emerging from the
management decision to implement English as a corporate language, assessing their
implications for social interaction and relationships within the multilingual workplace. An
exploratory study based on qualitative research interviews was used. The analysis highlights
the discrepancy between a general openness to the use of English as a corporate language
in Danish organisations and language users’ communicative practice. This leads to the
identification of language clustering and thin communication as characteristic behaviours
withinthemultilingualworkplace. Theresearchidentifiestwobarrierstoemployeeinteraction within
the multilingual workplace. This is relevant in relation to language planning as well as
diversity management. The paper is original in its application of a sociolinguistic perspective
toemployees’linguisticpractice.Thispointstotheimportanceoflanguageasasocialresource  and

the possible limitations of corporate languagepolicies.

Jawad Syed and Edwina Pio (2009) Their study sheds light on the mobilisation of Islamic
discourses in the lives of working Muslim migrant women and its interaction with Australian
society in the context of diversity management as a workplace practice. Informed by a
multilevel perspective on diversity management, this paper suggests that focusing
exclusively on organisations and holding them solely accountable for diversity policies may
be intensely inadequate as diversity management is impacted by both macro-societal and
micro-individual issues. Through qualitative research by drawing on interviews with Muslim
migrant women employedintheformaleconomicsector,the findings underscore the need for
sophisticationin dealing with the complexities presented by migration, ethnicity, religion

andgender.

Mary M. Meares (2007) His study examines mistreatment through the perspectives of
employees with different cultural backgrounds and positions in order to understand the ways
in which some voices are muted and others are privileged. Mistreatment is interactional,
distributive,procedural,orsystemicabuseofemployeestakingplaceatbothinterpersonaland

institutional levels on the basis of cultural diversity..

Dianne Lewis et. al., (2006) until recently, Australians considered themselves as little more

than expatriates on an outpost of Great Britain. Until the mid-1960s an official policy ofracial
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discrimination known as the 'White Australia Policy', aimed at excluding non-Caucasian
people, specifically of Asian nationality, ensured that Australia and its workforce remained
predominantly white and Anglo-Saxon. However, in the 1970s attitudes towards Asian
immigration began to change and today most Australians recognize themselves as living in a
multicultural society. Universities nowactivelyrecruit Asian students and many families have
come to live and work in an environment that they feel will provide more scope and

opportunities for themselves and their children than exist in their own homecountries.

Thomas Kochan et al., (2003) This article summarizes the results and conclusions
reachedin studies of the relationships between raceandgenderdiversity and business
performance carried out in four large firms by a research consortium known as the Diversity
Research Network. These researchers were asked by the BOLD Initiative to conduct this
research to test arguments regarding the "business case" for diversity. Few positive or
negative direct effects of diversity on performance were observed. Instead a number of
different aspects of the organizational context and some group processes moderated
diversity-performance relationships. This suggests a more nuanced view of the "business

case" for diversity may beappropriate.

Juan M. Madera et. al., (2013) Given the increase of multiculturalism into the hospitality
labor force, corporate investments in providing a positive diversity climate at work have
increased over the last two decades. However, few studies have focused on managers’
perceived diversity climate and how their perceived diversity climate has an impact on their
work experience, which is a significant gap in the literature considering that the hospitality
workforce is diverse and multiracial. Therefore, the purpose of this study was to examine the
effect of hotel managers’ perceived diversity climate on three outcomes: role ambiguity, role
conflict, and jobsatisfaction. Survey data were collected from130 hotel and lodging
managers. There sults showed that managers who perceived a positive diversity climateal
soreportedless role ambiguity and role conflict, but more job satisfaction. Role ambiguity and
role conflict mediated the relationship between perceived diversity climate and job

satisfaction.

Research Methodology

In order to address the present aim of the study, the participants were selected using non-
probability sampling method. Employees of hotel industry in and around Coimbatore district
were selected as population. Samples were selected randomly collected from the employees

in hotel industry from Coimbatore which served as main factor for the selection of the
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sampling procedure. The sample size for the present study is 270 and was collected from
the employees of various star hotels in Coimbatore district. Both primary and secondary data
were collected for the study. Primary data was collected using structured questionnaires.
The data’s collected were analyzed using SPSS software and relevant analysis and

interpretation for the present study were presented below.

Analysis and Interpretation

Descriptive research is used to describe the characteristics of objects, peoples, groups,
organizations, or environments. Random sampling procedure was used for the study. . The
population taken into consideration for the study consists of employees of selected hotels in
Coimbatore.

For the present study sampleis 270, it was collected from the employees of different star
hotels. The entire 270 respondents selected are from the Coimbatore district of Tamil Nadu.
The sampling procedure used is random sampling. These ampling is selected randomly in
and around Coimbatore which served as main factor for the selection of the sampling
procedures.Data were analyzed using descriptive static, SPSS (Statistical Package for
Social Science) version 16.0. The tools used are Percentage Analysis, ANOVA, Coefficient
Correlation, Regression Analysis, Descriptive statistics, Paired sample Ttest.

Length of service in current Organization by the Em ployees

The figure below indicates the employee’s length of service in the present organization.

LengthofService

W 1-3 years
Has Years
[ hore than 5 years

Figure.1
Employees length of service in current organization can be found in the figure.1. 70 percent

of the employees are working for 1-3 year time period in the organization. 21.9 percent of the
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employees serveasing leorganization for 3-5 years. And aminimal of about 8.1 percent othe
employees works in the same organization for more than 5 years. So, the maximum number
of employees has 1-3 years of work experience from thehotel industry.

Table.1 Respondents view over Multi-Culturalism:

Table 1 below reveals the respondents view towards Multi-culturalism in work place.

Factor N Minimum Maximum Mean
Free accommodation is provided 270 |1.00 5.00 3.6926
Allowed to consume the food 270 |1.00 5.00 4.0593
Culturalism affects performance 270 |1.00 5.00 3.1259
Language stands as a barrier 270 ]1.00 5.00 3.1407
Communicating with customers is difficultf 270 | 1.00 5.00 3.0889
Customers treat employees well 270 |1.00 5.00 3.6148
Leave is provided during festivals 270 |1.00 5.00 3.5630
Modern dresses give different feel 270 ]1.00 5.00 3.3704
Change in cuisine affects health 270 ]1.00 5.00 3.2704
Feels good to stay in multi-culturalism 270 | 1.00 5.00 4.0444
Hard to stay away from own culture 270 |1.00 5.00 3.7111
Valid N (listwise) 270

From the above table it is understood that the employees strongly agree and disagree for all
the factors regarding their view over the multi-cultural organisation. The employees highly
agree for the statement with the mean score of 4.05 towards consumption of food. On the
same time the employees highly disagree towards the statement that deals with the effect of
multi- culturalism over the performance of the employees in the hotel industry with the
minimum mean score of 3.12.

Table.2.Respondents Opinion on Employee Welfare Pra  ctices in the Organization

Table 2 below represents the employees view on various factors of employee welfare
workplace.

Factors N Minimum Maximum Mean
Receive information regarding work 270 2.00 5.00 4.2926
Excellent follow up 270 2.00 5.00 4.0630
Importance to employee feeling 270 1.00 5.00 3.9074
Right payment method 270 1.00 5.00 4.0111
Sufficient number of holidays 270 1.00 5.00 3.8148
Annual salary hikes 270 1.00 5.00 3.9037
Valid N (listwise) 270

From the above table it is inferred that the employees have high satisfaction and low level of
satisfaction for the factors regarding the employee welfare practices offered by the

organisation to the employees working in the hotel industry. The employees have high level
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of satisfaction with the mean score of 4.2 for receiving the information regarding work on
time. On the same time the employees have a low level of satisfaction towards the holidays
provided by the organisation, with the minimum means core of 3.8. This shows that the
employees are not given a satisfiable number of holidays during their work period. They feel

neutral regarding the holidays provided to the employees.

Table 3. Quality of WorkLife
HOThere is no difference in the level of expectation and level of perception in Quality of Work

Life of the employees working in the hotel.

Factors Mean N T Sig. Remarks
Expectation 21.1852 | 270 .000 .000 Rejected
Perception 19.4222

The significance value less than 0.05, hence null hypothesis is rejected and the alternative
hypothesisisaccepted.Thisindicatesthatthereisastatisticallysignificantdifferencebetween  the
Level of Expectation and Level of Perception. From the table it is found that, the mean score

of expectation is 21.185 and mean score of perception is19.422.

Table 4. Diversity Image
HO There is no difference in the level of expectation and level of perception in Diversity

Image of the employees working in the hotel.

Factors Mean N T Sig. Remarks
Expectation 21.2852 270 .000 .000 Rejected
Perception 19.7185

The significance value less than 0.05, hence null hypothesis is rejected and the alternative
hypothesisisaccepted.Thisindicatesthatthereisastatisticallysignificantdifferencebetween  the
Level of Expectation and Level ofPerception.It is inferred from the above table that there is a
mean difference of 1.5 between expectation and perception in diversity image of employees
in hotel industry.
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Table. 5. Behavioural Intentions

Table 5 below presents employees behavioural intention in their work place

HOThere is no difference in the level of expectation and level of perception in Behavioural

Intentions of the employees working in the hotel.

Factors Mean N T Sig. Remarks
Expectation 21.6037 270 .000 .000 Rejected
Perception 20.1074

The significance value less than 0.05, hence null hypothesis is rejected and the alternative
hypothesisisaccepted.Thisindicatesthatthereisastatisticallysignificantdifferencebetween  the
Level of Expectation and Level of Perception. By comparing the mean values, it is concluded
that the reisagap between the employees level of expectation and their level of perception.
This implies that the hotel industries of Coimbatore couldn’'t meet the expectations of the
employees to someextent.

Table 6 Level of Expectation and Level of Perceptio n of Quality of Work Life with

Annual Income

HO There is norelationship between Level of Expectation and Level of Perception with

Annual Income.

Factor Sum of F Sig Remarks
Squares

Between Groups| 112.504

Level of Within Groups | 1950.236| 5.115 .002 Rejected
Expectation

Total 2062.741

Between Groups 9.721

Level of

Perception Within Groups 2338.145

.369 776 Accepted
Total 2347.867

From the above table, it is found that the significance value is less than 0.05, hence null
hypothesis is rejected and the alternative hypothesis is accepted in level of expectation.

Meanwhile, the null hypothesis is accepted as the significance value for level of perception is
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greater than 0.05. This indicates that there is a statistically significant difference in the mean
level of expectation of different annual income groups.

Table. 7. Employee welfare Length of Service

HO There is no relationship between Employee Welfare with Length of Service

Sum of
Factor F Sig Remarks
Squares

Between Groups| 109.834

Employee .
welfare Within Groups | 3256.151 4.503 012 Rejected
practices Total 3365.985

It is inferred from the table 7, that the significance value is less than 0.05, hence null
hypothesis is rejected and the alternative hypothesis is accepted by the employees in multi-
cultural organisation. This indicates that there is a statistically significant difference in the
mean of employee welfare practices over the annual income of employees in current

organisation.

Table.8. Post Hoc for Multiple Comparison

Employee welfare practices

(I) Length of Service | (J) Length of Service | Mean Difference(l-J)
3-5 years -1.00170
1-3 years
More than 5 years -2.02790"
1-3 years 1.00170
3-5 years
More than 5 years -1.02619
1-3 years 2.02790"
More than 5 years
3-5 years 1.02619

From the table 8 the negative mean values are rejected and the maximum positive means
value in comparison of employee welfare practices with length of service of the respondents

is noted.
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The maximum positive value gives the difference inrespondent. The respondents with more
than 5 years of experience have given more positive response to the employee welfare
practices offered by the organization with the mean difference of 2.027. The test interprets
that the respondents with more than 5 years of experience have high level of satisfaction in
employee welfare practices of the hotel industry.

Table .9 Multi-Culturalism with Annual Income

HO There is no relationship between Multi-Culturalism with Annual Income

Sum of
Factor F Sig Remarks
Squares
Between Groups 407.774
Multi- Within Groups _
Culturalism 10332.834 | 3.499 .016 Rejected
Total 10740.607

It is understood from the above table 9, that the significance value is less than 0.05, hence
null hypothesis is rejected and the alternative hypothesis is accepted by the employees in
the multi-cultural organisation. This indicates that there is a statistically significant difference
in the mean of multi-culturalism over the annual income of employees in current
organisation.

Table.10 Post Hoc for Multi-Culturalism

Multi -Culturalism

() Annual Income (J) Annual Income Mean Difference(l-J)

Below 1,00,000 1,00,000-3,00,000 .66400
3,00,000-5,00,000 -.23562
Above 5,00,000 -3.99091

1,00,000-3,00,000 Below 1,00,000 -.66400
3,00,000-5,00,000 -.89962
Above 5,00,000 -4.65491"

3,00,000-5,00,000 Below 1,00,000 .23562
1,00,000-3,00,000 .89962
Above 5,00,000 -3.75529

Above 5,00,000 Below 1,00,000 3.99091
1,00,000-3,00,000 4.65491"
3,00,000-5,00,000 3.75529

Since there is significance difference among the multi-culturalism of respondents with the

annualincome, the ANOVA test was performed. From the table1l0. The negative mean
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values are rejected and the maximum positive means value in comparison of level of
expectation with annual income of the respondents is noted. The maximum positive value
gives the difference inrespondent. Therespondents with an annual income of 5,00,000 and
above have given more positive response to the multi-culturalism factors than that of other
income groups. The mean difference between annual income of 5,00,000 and above with
other annual group is found to be 4.654. The test interprets that the respondents having
annual income above 5,00,000 highly agree to all the multi-cultural factors of the

hotelindustry.

Table.11. Association between various factors

Correlation is used to determine the strength of the association between different variables.

Quality of Quality of Diversity Diversity | Behavioural| Behavioural
Work Life Work Life Image Image Intentions Intentions
Expectation Perception | Expectation| Perception | Expectations| Perception
Quality of 1
Work Life 270
Expectation
_ 404* 1
Quality of
Work .000 270
Life
Perception 270
.623* .280* 1
Diversity .000 .000 270
Image
Expectation 270 270
Diversity AT79*% 444* .605* 1
Image
Perception .000 .000 .000 270
270 270 270
Behavioral .529* .300* .530* A429* 1
Intentions .000 .000 .000 .000 270
Expectations 270 270 270 270
.406* .520* 433* .555* .666* 1
Behavioral .000 .000 .000 .000 .000 270
Intentions
Perception 270 270 270 270 270

**Correlation is significant.

The factors are expectation and perception of quality of work life, diversity image and
behavioural intentions.From the table 11.it is understood that the association between

perception of behavioural intention with expectation and perception of quality of work life is
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40 percentage and 52 percentage respectively. The relationship between perception of
behavioural intention and expectation of diversity imageis 43 percentage, there lation
between perception of behavioural intention and perception of diversity image is 55
percentage. Likewise, the relation between perception of behavioural intention and
expectation of behavioural intention is 66 percentage. This shows that the expectation and
perception of quality of work life, diversity image and expectation of behavioural intention are

highly correlated to the perception of behavioural intention.

Findings and Suggestions

This study finds out the factors that are influencing the employee’s performance in hotel
industry because of the variation in culture among the employees. The majority of the
respondents were male with the maximum age group of 26-35 years. When descriptive
statistics is administered, the mean score of respondents view over multi-culturalism and
Employee Welfare practices was high. The employees have high level of satisfaction with
the mean score of 4.2 for receiving the information regarding work on time. It is also depicted
that the employees highly agree for the statement with the mean score of 4.05 towards
consumption of food in the hotel they work. It is found that there is a gap between the
employees level of expectation and their level of perception using Paired Samples t Test.
Their level of expectation is higher in comparison with level of perception. This gap implies
negative gap, which infersthere is a need for better improvement in reducing the gap
between qualit y of worklife diversity image and behavioural intention to maintain a standard
multi-cultural environment within the hotel industry.When ANOVA was performed, it is found
that the factor Employee Welfare practices (sig. 0.012) has much significant difference with
the employees having the service of 5 years above in the current hotel industry. This shows
that there is a statistical significance at 5% level. When ANOVA was performed, it is found
that the factor employees view over multi- culturalism (sig. 0.016) has significant difference
with annual income of the respondents of the hotel industry. This shows that there is a
statistical significance at 5% level. From the post hoc multiple comparison test it is found that
the respondents having annual income above 5,00,000 highly agree to all the multi-cultural

factors of the hotel industry.

Suggestions

Even though there is tremendous output from the diversified employees working in the hotel
industry, here are few suggestions to make it little more effective. They are,Provision of
variable work environment is the main agenda of employees working in hotels is concerned.
Care and surrounding problems, top management approach to the employees changes the

environment gradually and focusing on the requirements ofthe employees can be practised
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to motivate and increase theirvalue.Employees can be retained by providing essential follow
up action, training, rewards and awards, performance appraisals, salary hikes which are the
main factors of employee engagement in the hotel.Programmes that are attractive to all type
of employees with diverse background helps indeveloping a good relationship between the
employees can beorganised by the hotel.Offering innovative services and discounts will
attract the employees to work hard to obtain those extrabenefits.Equality and friendly
gesture from the top management lead to high satisfaction of the employees which in turn

lead to high output of thehotel.

Conclusion

Coimbatore is one of the major city in Tamil Nadu and has a wide number of tourist
destination, it is being acknowledged by both localand foreign travellers.As there is a high
flow of population in and out of the city, large number of hotels are being constructed for the
purpose of accommodation providing employment to diversified people. So, there is a need
to study the cultural diversity among employees in the hotel industry of Coimbatore. This
study focus on various factors influencing the cultural diversity which is of vital. The results of
the study shows that the variables have significant impact over the cultural diversity between
theemployees.Work environment is the important factor for employees working in hotel is
concerned. The organisation can also focus on factor like Employee Welfare practices and
factors influencing the multi- culturalism among employees to enhance the longer
engagement of employees in hotel industry. Employees togetherness can be developed by
providing programmes in hotelswhich will in turn yield a good result in organization growth.
Thus, there sultof the study actsasguidancewhenfiguringoutthefactorsthatwillsignificantly

influence the diverse employee engagement in hotel industry for futureresearchers.
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Adherences to Sustainable Management Criteriainth e
Responsible Tourism (RT) Classified Resorts of
Kumarakom Tourist Destination

Anitha R., Ambeeshmon S.
University of Kerala
Abstract

As part of the Responsible Tourism initiatives; new classification criteria have been
implemented in the various accommodation units of Kumarakom in May 2013. Based on the
Global Sustainable tourism criteria; these criteria are developed for ensuring sustainability of
the tourist destinations, and to contribute significantly to the indigenous populations of the
destinations. After many hardships, the Department of tourism in association with the
hospitality sector established a linkage with local community, and received measures to
implement this unique classification scheme. It has been observed that the presence of
healthy linkage between hospitality sector and local community contributed to enormous
growth in responsible tourism. Here, the researcher describes the first section of the criteria
called sustainable management criteria, and its adherences to the hospitality sector of

Kumarakom tourist destination.

Key words: Global Sustainable tourism criteria, responsible tourism, sustainable

management criteria
Introduction

As part of the responsible tourism initiative many classification criteria have been
introduced by the Department of Tourism, Government of Kerala, for the first time in the
hospitality sector of Kumarakom in the year 2013. Out of a total of 1000 points, a minimum
of 500 points is required to become an RT branded hotel, a home stay, and a resort or
house boat. Properties with scores between 750-1000, 600-749 and 500-599 will be
classified as platinum, gold, and silver respectively. The objective of this classification is to
minimise the negative impacts and maximise the benefits of the stakeholders, especially the
local community through sustainable approaches of tourism. There are four sections for
these criteria. In each section a minimum of 50 percent point is required for qualifying RT
Brand. The first section is the, sustainable Management criteria.. Here the researcher
explores the most adhered criteria of RT branded properties at Kumarakom. The other three

criteria are socio cultural RT, Economic RT and Environmental RT.
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Objective

To analyse the adherences of sustainable management criteria in the RT branded resorts of

Kumarakom tourist destination.
Methodology

The study is descriptive in nature. The first section of the classification criteria introduced
by Department of Tourism, Government of Kerala is used for the study. Survey
guestionnaire method is adopted. Responses from thirteen RT branded resorts are
included as samples. Judgement sampling is used for data collection. The close ended
guestions were only analysed to study the adherences to RT criteria. The primary data

were analysed using Binomial Test.
Review of literature

In 1996 the DEAT (Department of Environmental and Tourism Affairs) published the
white paper on the development of promotion of tourism in South Africa—DEAT. This paper
proposed to develop tourism in South Africa in a responsible and sustainable manner and
later these initiatives transformed South Africa to become a captain in responsibility oriented

environmental practices.

The white paper of the DEAT 1996 defines Responsible tourism as the “Tourism that
promotes responsibility to the environment through its sustainable use, responsibility to
involve local communities in the tourism industry, responsibility for the safety and security of
visitors and responsible government, employees, employers, unions and local committees.”

According to DEAT 1996 the key elements of Responsible tourism are to

* Ensure communities are involved in and benefit from tourism.

* Market tourism that is responsible, respecting local, natural and cultural
environments.

* Involve the community in planning and decision making.

» Use local resources sustainably.

» Be sensitive to host culture.

* Maintain and encourage natural, economic, social and cultural diversity: and

* Undertake assessment of environmental, social and economic impacts as a

prerequisite to developing tourism.

Most of the South African accommodation units followed this elements and it became
great success. Later these principles are developed in to triple bottom approaches or the

three pillars of the responsibilities. Sustainable management principles were also integrated
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in to this concept and today under the threat of global warming this is also quitessential for

the well being of people and planet earth.

Goodwin (2011) says that Jost Krippendorf is the godfather of RT as he in 1987
mentioned for the first time, a new type of tourism which contained the elements of
responsibility. This tourism is the one that will bring the greatest possible benefit to all the
participants- travellers, the host population and the tourist business, without causing

intolerable ecological and social damage.

Goodwin (2011) viewed RT as“Responsible tourism is about everyone involved

taking responsibility for making tourism more sustainable”.
RT Classification Criteria

Here the first section of the criteria- ie. Sustainable Management Criteria is only studied to

understand the adherences of RT classification scheme in the RT branded hotels.

Section One Marks
Su_sta_lnable Management 200
Criteria
1.1 Sustainable Management Plan 40
The sustainable Management | 1. Yes 20
111 Plan is communicated to
Management and staff 2. No 0
The Sustainability Management | 1. Yes 10
1.1.2 . . .
Plan is communicated to Clients | 2. No 0
Plan is integrated at decision- |1 Yes 10
making level, includes
1.1.3 L2 : :
monitoring, analysis/evaluation 2 No 0
and adaptive management '
1.2 Compliance with Rules and Regulations 30
Records available on the|1l. Yes 15
1.2.1 compliance of all relevant
legislation and regulations 2. No 0
Whether the project satisfies all | 1. Yes 15
the conditions stipulated in
1.2.2 . :
compliance with the | 2. No 0
permits/certificates
13 Customer satisfaction is measured and corrective 20
' action
Customer Satisfaction IS| 1. Yes 10
131 measured using a feedback
form- Proof of tools and systems | 2. No 0
7 A follow up mechanism exist to | 1. Yes 10
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implement  corrective  action 5 N 0
taken in at least 3 cases) ' 0
1.4 Realistic promotional materials & service deliv ~ ery |20
Quality of Marketing Materials | 1. All Four 20
are high in terms of (1)[, Any three 15
Completeness (2) Accuracy (3)
1.4.1 | Addressing Social. 3. Any Two 10
Environmental concerns and
Local community benefits | 4. Any one 5
(4)Effective communication
Information on & Interpretation of nature and
15 30
local culture
Company has an interpretation | 1. Yes 10
program run by a Naturalist,
151 Sociologist, or a designated,
trained person on local | 2= No 0
attractions.
Company has delivery | 1. Yes 5
mechanisms for interpretations
1.5.2 .
(collaterals, tour guide, | 2. No 0
information kiosk/desk)
Number of staff training | 1. Yes 5
153 programme conducted on
information and interpretation 2. No 0
154 |Interpretation  materials  are 1. Yes S
e accurate 2. No 0
154 | Whether local inhabitants lead or 1. Yes 5
e guide customers 2. No 0
1.6 Personnel Training & management (Annual) 60
161 | Mechanism  for  assessing 1. Yes S
o training needs 2. No 0
o _ 1.2. No’s more 10
16.2 No. of Training provided to 51 No 5
management staff only
3. Nil 0
o _ 1.2. Nos or more | 10
163 No. of Training provided to 21 No 5
management members only
3.Nil 0
No. Of orientation programmes | 1- 2 Nos ormore | 10
164 provided to temporary staff |2. 1No 5
members 3. Nil 0
1. 75-100% 10
165 | Percentage of staff covered 2.50-75% 7.5
o under the training programs 3.25-50% 5
4. <25% 0
1.6.6 Elements of sustainability are | 1. Yes 10
KOCHI 2020
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covered in the training module 2. No 0

167 | Mechanism for assessing post 1. Yes S

" training services 2. No 0
Total 200

Source: keralatourism.org

Out of the above 19 criteria the close-ended questions were subjected to binomial
test and those criteria which have been showing a significant value at 5 percent level of
significance are explained below. The criteria number is indicated against the criteria

statements in the box.

1. Sustainability Management plan is communicatedt o the management and staff: The
proportion of the sustainability plan is communicated to management and staff. The
proportion index is found 1.00 which means all the respondents were informed about the
plan. This proportion is found significant at 5 percent level of significance.ie. p value less

than 0.05.Table 1 gives the results.

Table 1

Sustainability management plan is communicated to m anagement and staff

Criteria Jgtilf Observed Test Significanc
Criteria 1.1.1 Followed Res .onse Proportio | Proporti e (Two
Yes/No F; n on Tailed)
The sustainability | Yes 13 1.00 .50 000
management plan
is communicated to | Ng 0 0
management and
staff. Total 13 1.00

Primary Data

2 Sustainability Management plan is communicated to clients: The proportion of the
sustainability plan is communicated to clients. The proportion index is found 0.85 which
means 85 percent of the respondents were informed about this indicator. (The remaining 15
percent is not adhered to this criterion).This proportion is found significant at 5 percent level

of significance.ie. p value less than 0.05. The result is depicted in table 2
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Table 2
Sustainability Management plan is communicated to ¢ lients
N Total _—
Criteria NO a ¢ Observed Test Significan
Criteria 1.1.2 Followed | -0l 1 proportio | Proporti | ce (Two
Yes/No esegons n on Tailed)
Sustainability plan is | &S 11 0.85 .50 000
communicated to | No 2 0.15
clients: Total 13 1.00

Primary Data

3. Records available on the compliance of all rel  evant legislation and regulation:  The
proportion of the records available on the compliance of all relevant legislation and
regulation is found 1.00 whichmeans all the respondents were informed about the plan. This
proportion is found significant at 5 percent level of significance.ie. p value less than

0.05.Table 3 gives the result.

Table 3

Records available on the compliance of all relevant legislation and regulation

Criteria Total N
Criterial.2.1 Followed No. of Por 25?)?{%?] Pr OT%‘T; on (S.I.I\?Vglf.ll?;g(;
Yes/No Responses P P
The Records available | Y&S 13 1.00 -0 000
on the compliance of all
relevant legislation and No 0 0
regulation. Total 13 1.00

Primary Data

4. Whether the project satisfies all the condition s stipulated in compliance with the

permits/certificates:  The proportion ofwhether the project satisfies all the conditions
stipulated in compliance with the permits/certificates, is found 1.00 whichmeans all the
respondents were informed about the plan. This proportion is found significant at 5 percent

level of significance.ie. p value less than 0.05. The result is presented in table 4.
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Table 4.

Whether the project satisfies all the conditions s

permits/certificates?

tipulated in compliance with the

Citeiarzz | Folows | Noor | Qieved | Test | Sonfcace
Yes/No | Responses

Whether Yes 13 1.00 .50 000

project satisfies all [\ 0 0

the conditions

stipulated

compliance Total 13 1.00

the

permits/certificates

Primary Data

5. Customer satisfaction is measured using a feedba

systems

ck form-proof of tools and

The proportion of the, customer satisfaction is measured using a feedback form-proof of

tools and systems. The proportion index is found 0.85 which means 85 percent of the

respondents were informed about this indicator. (The remaining 15 percent is not adhered to

this criterion). This proportion is found significant at 5 percent level of significance.ie. p value

less than 0.05.Table 5 shows the result.

Table 5

Customer satisfaction is measured using a feedback

form-proof of tools and systems

proof of

and systems,

tools

Criteria Total o
o Observed Test Significance
Criteria 1.3.1. Followed No. of _ _ ,
Proportion | Proportion | (Two Tailed)
Yes/No Responses
Customer Yes 11 0.85 .50 0.002
satisfaction NoO 2 0.15
measured using
a feedback form-
Total 13 1.00

Primary Data
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6. A follow up mechanism exist to implement correc tive action plan where needed.

(To be supported with proof of action taken in at | east 3 cases): The proportion of the
follow up mechanism exist to implement corrective action plan where needed. (To be
supported with proof of action taken in at least 3 case),is found 0.85 which means 85

percent of the respondents were informed about this indicator.

(The remaining 15percent is not adhered to this criterion.) This proportion is found
significant at 5 percent level of significance.ie. p value less than 0.05. Table 6 gives the

result.
Table 6

A follow up mechanism exist to implement corrective action plan where needed

o Total
Criteria Observed | Test o
o No. of , | Significance
Criteria 1.3.2. Followed Proportio | Proporti _
Respons (Two Tailed)
Yes/No n on
es
A follow up mechanism | Yes 11 0.85 .50 0.002
exist to implement | \q 2 015
corrective action plan
where needed.(To be
supported with proof of | Totg 13 1.00
action taken in at least 3
cases.

Primary Data

7. Elements of sustainability are covered in the tr  aining module: The proportionof
theelements of sustainability is covered in the training module is found 0.85 which means 85
percent of the respondents were informed about the plan. The remaining 15 percent is not
adhered to this criterion. This proportion is found significant at 5 percent level of

significance.ie. p value less than 0.05. Table 7 gives the result.
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Table 7

Elements of sustainability are covered in the train ing module

Criteria Total
Criteria 1.6.6. Followed No. of

Yes/No Responses

Observed Test Significance

Proportion | Proportion | (Two Tailed)

Elements  of | yes 11 0.85 .50 0.022
sustainability No 2 0.15

are covered in

the training | Total 13 1.00

module

Primary Data
Findings

Out of the 15 close ended questions 7 criteria were found to be well adhered by all of the
RT branded properties. Two of the criteria were did not give a positive result and the rest 6
critreia are found to be neither responded or not implemented. Nearly 50% of the criteria are
successfully followed by the RT branded units. This is found to be useful in addressing the

sustainable issues of the accommodation sector.
Conclusion

When we compare a RT practicing accommodation unit with a non RT practicing unit it was
found that the RT classification criteria is successful in mitigating negative impacts and
maximizing positive impacts. It is equally beneficial for all the stake holders of tourism
industry. The community and the tourists are equally benefited by these practices along with
other stake holders. It has been also useful in maintaining the indigenous knowledge and
culuture. Initially only 13-16 hotels come under this branding. Today there are more than
hundred hotels across Kerala State, under the RT classification scheme excluding

houseboats and home stays.
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A Study on Effect of Determinants of Promotion of T ourism
on Sustainable Development of Tourism in Madurai
District, Tamil Nadu

R.Kannan
Madurai Kamaraj University

Abstract

Nowadays, sustainable development of tourism is a major concern for Indian tourism
sector as it attempts to develop tourism with environment and ecology orientation and it is
popularized among tourists through different promotional strategies, at the same time,
promotion of tourism is determined by various elements. Uniqueness, amenities, price and
information are determinants of promotion of tourism. Significant difference is witnessing in
determinants of promotion of tourism among demographics of tourists. Uniqueness,
amenities and information have significant and positive effect on sustainable development of
tourism, while, price has significant and negative effect on sustainable development of
tourism. Thus, tourism places should keep their beauty, pleasant atmosphere, cultural
values and legacy and the stake holders must improve transport, communication,

entertainment, parking and sanitation facilities.
Key Words: Determinants, Promotion, Sustainable Development, Tourism

1. INTRODUCTION

Tourism sector in India is experiencing radical changes in the last 20 years and
considerable number of tourists are visiting various tourist places across India. Government
of India takes series of measures for promoting tourism and branding of tourist places and
India will become most attractive tourism destination in the world in near future (Hannam and
Diekmaim, 2010). Indian tourism sector is anticipated to grow at 8.20 per cent per annum
from the years 2017 to 2025 and it occupies in the third place in global tourism map in the
next few years and it generates 50 jobs directly and 90 jobs indirectly per every one million

rupees invested in tourism sector (Vijayakumar, 2009).

Promotion of tourism means careful planning of various activities carried out for
popularizing tourism places, products, services and features by using different promotional
measures and it requires high level of knowledge and skills to response highly dynamic
changes in tourism marketing environment(Shukla and Kumar, 2016). In addition, cultural,
social, economic and political aspects are also determining promotion of tourism and its

related activities (Lafferty and Fossen, 2001).
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Nowadays, sustainable development of tourism is a major concern for Indian tourism
sector as it attempts to develop tourism with environment and ecology orientation. The
sustainable development of tourism is mainly depending on preservation of environmental
resources, local culture and communities (Uniyal and Sharma, 2013) and it is popularized
among tourists through different promotional strategies and progrrammes, at the same time,
promotion of tourism is determined by various elements. Therefore, it is important to study
effect of determinants of promotion of tourism on sustainable development of tourism in

Madurai district.

2. REVIEW OF LITERATURE

Jaro and Adamu (2011) found that transportation facility was main contributor of
promotion of tourism and security, facilities and social values were also affected promotion
of tourism effectively. Zahra (2012) concluded that reputation, social and cultural values,
access to products and services were significantly affecting promotion of tourism.

Arionesei and Ivan (2013) revealed that effective public relation, efficient
advertisements and direct marketing were promoting tourism among potential tourists.
Salehi and Farahbakhsh (2014) indicated that brochures, pamphlets and advertisements
through different media were promoting tourism effectively.

Milenkovska et al (2015) showed that heritage values, monuments, printed
information on different languages, cultural festivals and traditional food item were used for
promotion of tourism. Dogra(2016) found that advertisements in different forms of media,
online sources and festivals were influencing promotion of tourism.

Koolrojanapat (2017)concluded that beauty, entertainment, hotels, safety and cultural
values were significantly affecting promotion of tourism. Shankar(2018) revealed that
availability of information, heritage values, facilities and reputation of tourist place were

influencing tourism promotion among tourists.

3. OBJECTIVES OF THE STUDY

1. To discover determinants of promotion of tourism.

2. To scrutinize difference in determinants of promotion of tourism among
demographics of tourists.

3. To evaluate effect of determinants of promotion of tourism on sustainable

development of tourism.
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4. HYPOTHESES OF THE STUDY

1. There is no significant difference in determinants of promotion of tourism among
demographics of tourists.

2. There is no significant effect of determinants of promotion of tourism on sustainable

development of tourism.

5. METHODOLOGY

The present study is conducted in Madurai district. Tourists are chosen by applying
convenience sampling method and data are gathered from 400 tourists through
guestionnaire. Percentages are used to examine demographics of tourists. An exploratory
factor analysis is employed to discover determinants of promotion of tourism. t-test and
Analysis of Variance (ANOVA) test are done to scrutinize difference among determinants of
promotion of tourism and demographics of tourists. Multiple regression analysis is carried
out to evaluate effect of determinants of promotion of tourism on sustainable development of

tourism.

6. RESULTS AND DISCUSSION
6.1. DEMOGRAPHICS OF TOURISTS

The demographics of touristsare given in Table-1. The results clarify that 59.50 per
cent of tourists are male, while, 40.50 per cent of them are female and 33.25 per cent of
them are falling to age category of 31— 40 years, while, 16.50 per cent of them are falling to
age category of 51 — 60 years. The results explain that 30.75 per cent of them are
possessing undergraduation, while, 20.00 per cent of them are possessing higher secondary
and 36.00 per cent of them are receiving monthly income of Rs.25,001 — Rs.35,000, while,
14.50 per cent of them are receiving monthly income of Rs.45,001 — Rs.55,000 and 80.50

per cent of them are married, while, 19.50 per cent of them are unmarried.
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Table-1. Demographics of Tourists

Demographics Number of Tourists Percentage
Gender
Male 238 59.50
Female 162 40.50
Age Category
21 -30 Years 92 23.00
31-40 Years 133 33.25
41 - 50 Years 109 27.25
51 - 60 Years 66 16.50
Education
Higher Secondary 80 20.00
Diploma 89 22.25
Under Graduation 123 30.75
Post Graduation 108 27.00
Monthly Income
Rs.15,001 — Rs.25,000 69 17.25
Rs.25,001 — Rs.35,000 144 36.00
Rs.35,001 — Rs.45,000 129 32.25
Rs.45,001 — Rs.55,000 58 14.50
Marital Status
Married 322 80.50
Unmarried 78 19.50

6.2. DETERMINANTS OF PROMOTION OF TOURISM

To discover determinants of promotion of tourism, an exploratory factor analysis is
employed and the results are given in Table-2. Value of KMO test (Kaiser-Meyer-Olkin) for
measuring adequacy of sampling is 0.872 and Chi-Square value for Bartlett's test of
Sphericity is 0.0068 that is significant at one per cent level disclosing method of the factor
analysis is apt. Four determinants obtained have 70.81 per cent of variations on variables

considered for the study
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Table-2. Determinants of Promotion of Tourism

Rotated _ _
_ _ Eigen % of Determinant
Determinant Variables Factor
_ Value | Variation Name
Loadings
Beauty 0.71
Atmosphere 0.67
Nature of diversity 0.69
| Local communities 0.70 3.27 26.12 Uniqueness
Cultural values 0.68
Attraction 0.66
Legacy 0.72
Transport 0.67
Communication 0.65
Entertainment 0.73 Amenities
1 1.68 20.25
Sanitation 0.64
Parking 0.70
Shopping 0.62
Rent for room 0.69
Cost of food 0.63
1" Cost of drinks 0.68 1.33 14.36 Price
Cost of additional
_ 0.61
services
Pamphlets 0.67
IV Brochure 0.65 1.05 10.08 Information
Advertisement 0.68
Cumulative % of -
o - - 70.81
Variation
0.87
Cronbach’s Alpha - - -

Principal Component Analysis
Varimax Rotation
Converged in 9" iterations

Determinant-I

consists of beauty, atmosphere, nature of diversity, local communities,

cultural values, attraction and legacy. Thus, this determinant is described as Uniqueness.
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Determinant-1l includes transport, communication, entertainment, sanitation, parking and

shopping. Hence, this determinant is stated as Amenities.

Determinant-1ll  comprises of Rent for room, Cost of food, Cost of drinks and Cost of

additional services. So, this determinant is labeled as Price.

Determinant-1V  encompasses pamphlets, brochure and advertisement. Therefore, this
determinant is labeled as Information.

Cronbach’s Alpha value is 0.87 explicating that each measure has acceptable level
internal consistency. Uniqueness, amenities, price and information are determinants of

promotion of tourism.

6.3. DEMOGRAPHICS OF TOURISTS AND DETERMINANTS OF PROMOTION OF
TOURISM

To scrutinize difference among determinants of promotion of tourism and
demographics of tourists, t-test and ANOVA test are used and the results are given in Table-
3.

Table-3. Difference among Determinants of Promotion of Tourism and Demographics

of Tourists
. t-Value / .

Particulars F-Value Sig.
. . . 5.116"

Gender and Determinants of Promotion of Tourism .000
(t-value)

Age Category and Determinants of Promotion of Tourism 8.050 .000
(F-value)

Educational and Determinants of Promotion of Tourism >.814 .001
(F-value)

Monthly Income and Determinants of Promotion of Tourism 7.962 .000
(F-value)

Marital Status and Determinants of Promotion of Tourism 5619 .000
(t-value)

" Significant at 1% per cent level

The t-values and F-values are statistically significant revealing that significant difference is
prevailing in determinants of promotion of tourism among demographics of tourists at one

per cent level. As an outcome, the null hypothesis is not accepted.

6.4. EFFECT OF DETERMINANTS OF PROMOTION OF TOURISM ON SUSTAINABLE
DEVELOPMENT OF TOURISM

To evaluate effect of determinants of promotion of tourism on sustainable
development of tourism, multiple regression analysis is applied and the results are given in

Table-4. R? is 0.59 and adjusted R? is 0.57 and these values imply that the regression
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model has good fit and 57.00 per cent of variation in sustainable development of tourism is
shared by determinants of promotion of tourism. F-value of 24.695 is significant
demonstrating that the regression model is significant at one per cent level.

Table-4. Effect of Determinants of Promotion of Tou  rism on Sustainable Development

of Tourism
Determinants of Promotion of Tourism Regr('es.sion t-value Sig.
Coefficients

Intercept 1.102° 11.845 .000
Uniqueness (X1) 3717 8.974 .000
Amenities (X,) 368" 8.102 .000
Price (X3) -.325" 7.286 .000
Information (X,) .354" 7.630 .000

R? 0.59 - -

Adjusted R? 0.57 : :
F 24.695 - .000

" Significant at 1 % level

Uniqueness, amenities and information have significant and positive effect on
sustainable development of tourism, while, price has significant and negative effect on
sustainable development of tourism at one per cent level. Consequently, the null hypothesis

is not accepted.

7. CONCLUSION

The above results explicate that uniqueness, amenities, price and information are
determinants of promotion of tourism. Significant difference is witnessing in determinants of
promotion of tourism among demographics of tourists. Uniqueness, amenities and
information have significant and positive effect on sustainable development of tourism, while,
price has significant and negative effect on sustainable development of tourism. Thus,
tourism places should keep their beauty, pleasant atmosphere, cultural values and legacy
and the tourism providers must improve transport, communication, entertainment, parking
and sanitation facilities. Tourism places should ensure reasonable price for hotel rooms,
food, drinks and additional services and they must promote themselves through distribution
of brochure and pamphlets and they should advertise well to reach various segments of

potential tourists.
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Augmenting Kerala’s Medical Tourism for Senior Citi zen-
A Perspective on the Scope of Ayurveda

Anooja Thomas K., Rose Mary Francis and Magna Raison
CMS College, St. Teresa’s College
Abstract

A notable trend in global tourism has been the popularity of health care holidays. The
tourism industry in India is also making effort to cater to this need. Medical tourism which is the
practice of travelling across international borders to obtain health care and medical treatment is
slowly catching momentum in Kerala despite less conscious efforts from the authorities. The
study becomes relevant as Kerala is an established tourist destination in current scenario
wherein a combination of factors has led to the increase in popularity of medical tourism. The
study explore the scope of Ayurveda in promoting medical tourism with the objectives to study
the preference of Ayurveda that too in Kerala, as a field of ‘medicine for wellness and

rejuvenation’ by tourists especially senior citizen.

The study was conducted in a phased manner in Kochi a world famous tourist
destination of Kerala, with a number of famous Ayurvedic centres; using Case study technique.
An in depth study of five Ayurvedic Treatment Centres, along with interviews on 40 foreign
tourists who are beneficiaries of Ayurveda helped in retrieving relevant data on institutions,
foreigners treated, services offered for medical tourists etc. The survey among beneficiaries
revealed their age, native, income strata and occupation along with frequency and purpose of
their visits, etc. Their opinion about the reasons for opting Kerala as destination for medical

treatment was also identified.

Keywords : Medical Tourism, Ayurveda, Healthcare Destination, Rejuvenation Therapy, Senior

Citizen

INTRODUCTION

World Tourism Organisation defines ‘Tourism as which comprises the activities of
persons travelling to and staying in places outside their usual environment for not more than
one consecutive year for leisure, business or other purposes’. Health holidays based on
Ayurvedic therapy is popular in Kerala which has a fairly ancient Ayurvedic medicinal system,

with natural & herbal medicine. Kerala is a world tourism destination and has an immense
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potential to develop the scope of medical tourism in the country. Tour operators & tourism
industry of Kerala has sensed its potential for fithess and holiday packages and is trying to tap
this market.Introduction of Ayurvedaas a tourist product has resulted in the vertical growth of
income and revival of this indigenous system of medicine. The new tourists who seeks
adventure in the unknown including different culture, cuisine, lifestyle, health systems etc, has

popularized the Ayurvedic health holidays of Kerala all over the world.

Kerala’'s equable climate, natural abundance of forests with a wealth of herbs and medical
plants are a key to the success of Ayurvedic treatments of Kerala. There are various Ayurvedic
treatments, the duration of which will vary making it essential for the foreigners who undergo
these treatments to opt for extended stay. The ‘Karkidaka’ treatment offered during monsoon
could be marketed as an USP especially among elderly foreigners along with the rejuvenating

Kayakalpa Chikithsa (treatment).

Medical Tourism in this study is operationally defined as the “practice of traveling across

international borders to obtain health care and medical treatments”.

RELEVANCE OF THE STUDY

Medical tourism in Kerala is slowly catching momentum despite less conscious efforts
from the Government departments. It was recognized as an opportunity by some sectors,
particularly the Ayurveda sector which took some collective effort to convert Kerala as a hub of
Ayurveda treatment. A combination of many factors has led to the increase in popularity of

medical tourism in Kerala and it is interesting to find out the role of Ayurveda in this.

The study becomes relevant as Kerala is an established tourist destination in current
scenario. Ayurveda is also very much popular in Kerala and is recognized as one of the best
systems for wellness and rejuvenation. The alternative medicine sector led by Ayurveda has
been showing a vibrant growth in recent years pointing to the fact that there is a tremendous

scope for medical tourism especially among senior citizen who yearn much for leisure activities.

Aim: To explore the scope of Ayurveda in promoting medical tourism among elderly tourists

Objectives

. To review of functioning of a few prominent Ayurvedic institutions that promotes medical
tourism among elderly tourists.

. To identify the facilities provided by the Ayurvedic institutions in attracting medical tourists
especially elderly.

. To identify the measures taken by the Ayurvedic institutions in promoting medical tourism.
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. To study the preference of Ayurveda as a field of ‘medicine for wellness’ by tourists.
. To identify the factors that attracts the tourists in selecting Kerala as a medical
destination.

RELATED STUDIES

The study on ‘Medical Tourism in Kerala—Challenges and Scope’ by Cherukara, Joseph
& Manalel, James (2008) “Covers the scope of Medical Tourism industry,......... the efforts that
the Tourism Department has taken for the growth of Medical Tourism and the effects of these
efforts in the growth of Medical Tourism. The high relevance of Medical Tourism is because of
the low cost and compatibility of the medical systems in comparison with their home countries
where they faced exorbitant fees, especially for patients from the West and the Middle East who

have begun looking forward to India and Kerala.”

According to Herrick D (2007), the age old health care system (Ayurveda) is very
popular for curing various kinds of ailments, like metabolic and stomach problems, nervous
disorders, urinary and respiratory troubles. This is also known to promote rejuvenation,
beautification and relief from ill effects of chemotherapy, all of which is beneficial to elderly

patients.

In an editorial in the Journal of The Indian Academy of Geriatrics, Vol. 12, No. 2, June,
2016 on ‘Long-Term Care for Elderly: An opportunity for Medical Tourism’ Arvind Mathur
comments on the opportunities for developing medical tourism for long-term care in our country.
He mentions that there is a possibility of raising a new cadre of human resources as Geriatric
caregiver workforce in India as it provides an advantage of spirituality (yoga, meditation) and
anti-ageing intervention with alternative medicine system (AYUSH) and that we are on the
forefront of information technology possibility of using mobile technology improves the quality of

care and ease of communication for the visitors. (http://www.jiag.org/jiagpdf/1_editorial_4)
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RESEARCH DESIGN

METHODOLOGY Ke
AREA

Ernakulam

SAMPLE
5 Ayurvedic Institutions 40 Beneficiaries

METHOD
Phase I- Case Study Phase II- Survey

TOOL /

Interview Schedule

DATA COLLECTION

Interviewing the management and staff and beneficiaries

ANALYSIS AND INTERPRETATION OF DATA

Phase I- Descriptive analysis for Phase II- Percentage Analysis
Case Studies

Fig No 1: Procedure of the Research study

MAJOR FINDINGS OF THE STUDY

<> FINDINGS OF PHASE 1: CASE STUDY OF AYURVEDA INSTITU TIONS

Given below are the 5 Ayurvedic institutions are
selected for the case study

Arya Vaidya Sala (AVS) Kottakkal, Thrikkakkara (PO) Kochi
Cochin Arya Vaidya Sala Eroor, Tripunithura, Ernakulam.
Punarnava Ayurveda Hospital Pvt. Ltd, Cochin, Kerala.

Sreedhary Ayurvedic Centre Near Cochin International

Airport, Nedumbassery, Mekkavu, Vappalassery (PO)

Sudhakaram Ayurveda Hospital & Study Centre,

Kadamattom, Kolencherry, Ernakulam

Fig No 2: Ayurvedic Institutes cooperated in the st udy
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. The services offered for medical tourists along with the treatment in the selected
institutions are: travel arrangement, arrangement of accommodation, entertainment facilities like
TV and music, cultural programs like Kadhakali and Chakyarkooth. The centres also made
provision for local tour; pilgrim center visits, arrangements for shopping, communication facility,

translators, prayer rooms, food, and safekeeping of belongings.

. Marketing was mostly done through internet and tie ups with travel agents and insurance
companies to canvas tourists from abroad. But they also claimed that most the patients from

abroad repeatedly came and promoted the centres among their friends.

<> FINDINGS OF PHASE 2: BENEFICIARY SURVEY

AGE AND GENDER OF SELECTED MEDICAL
TOURISTS

35
| ® Less than 60 Years
I -~ 60 Years and Above
5 ' -

o

Years of Age
-- N N w
(%] o 4] (=]

-
[=]

Male (%) Female (%)
Gender (N=40)

Fig No 3: Age and Gender of Medical Tourists

Nearly an equal number of males and females partook in the survey. Most of the males were

above 60 years whereas most of the females belonged to the younger category.
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COUNTRY OF ORIGIN OF TOURIST RESPONDENTS

50
a5
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35
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20
1S
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Asia Europe North America South America
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Country of Origin

Fig No 4 : Country of Origin of foreign patients

Nearly half of the subjects belonged to North America (Canada, USA). And the rest were from
Europe, Asia and South America.

INCOME AND OCCUPATION OF MEDICAL
TOURISTS

Annual Income in Rs.

vs? < o = Up to 50 Lakhs
é_\& =50 - 100 Lakhs
> 100 Lakhs

Occupation

Fig No 5: Annual Income and Occupation of Medical T ourists

Most of the elite class were either retired or business group belonging to the age group of above
60. These elderly were the prospective clients of medical tourism.
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o
FREQUENCY OF VISIT TO INDIA AND KERALA E‘

=

% of Medical Tourists

First Time 2 -4 Times 5- 6 Times
m India

Frequency of visit = Kerala

Fig No 6: Frequency of visit to Kerala

Half of the subjects have visited India & Kerala more than twice; mostly for medical purposes.

Average Days and Amount Spent for A
Ayurvedic Treatment i

Particulars In Kerala For Treatment
(N=40) (N=40)
Days Spent 33 Days 21 Days
Amount Spent 3 lakhs 37 thousand 1 lakhs 60 thousand

Fig No 7: Average days and amount spent

PURPOSE OF VISIT TO KERALA

jLO0 m Ayurvedic Rejuvenation

Therapies/ Spa
85 85 m Ayurvedic Treatment

95

= Cosmetic Surgery
65 Dental Care
= Eye Care
40 = Leisure/Recreation
30 m Medical Treatment (Allopathy]

20 = Practicing Yoga / Meditation

= Siddha / Unani Treatment

Fig No 8: Purpose of Visit to Ker ala
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Nearly 3/4™ of the respondents always visited to Kerala for medical treatment specially
Ayurvedic. Treatments mostly included ayurvedic rejuvenation therapies and spa. All the
respondents preferred Ayurvedic Hospitals for the rejuvenation therapies and not any other
services providers.

» Almost all (95%) the Tourists interviewed had Ayurvedic treatments from Kerala alone.

REASONS FOR CHOOSING KERALA

REASON FOR CHOOSING KERALA FOR

HEALTHCARE TREATMENTS

Reasons

Popularity of Ayurvedic rejuvenation therapies / spa

Popularity of Ayurvedic treatments

High costs of treatment in home state

High quality healthcare at low cost

Learning / practicing yoga, meditation

o000 0|0 |0

Possibility of combining tourism with healthcare
treatment

Fig No 9: Reasons for choosing Kerala for Treatment
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OPINION REGARDING HEALTH CARE

TREATMENT AVAILED

Percentage

5
o o o .

Very Good Good No Poor Very Poor
Opinion

OPINION

Fig No 10: Opinion regarding Healthcare tr _eatment availed

Significantly almost all respondents had very good opinion regarding health care treatment

especially Ayurveda.

OPINION OF MEDICAL SERVICES AND ALLIED
FACILITIES OFFERED

mVery Good (%) mGood (%)

Fig No 10: Opinion on Medical and Allied Services o ffered at the Centres

All the respondents had very good opinion about the medical services offered by medical
tourism provider. A few opined that Interior Décor need to be improved.
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OPINION ON HOSPITALITY SERVICES| AN
OFFERED \=

100 100 100
95 95 95 95 95
90 90

= Very Good
& < = Good

u Poor

Fig Nol1: Opinion on Hospitality Services offered a t the Centres

All of the respondents had very high opinion about hospitality services provided by medical

tourism institution such as airport pick-up, food and accommodation and reception.

ISSUES FACED BY THE TOURISTS IN KERALA {‘

15
)
o
o)
-
c
]
-~
® 5
o
0 a 0
Environment Political Terrorist Spread of Mishbehaviour

Pollution Parties Strikes Threats Disease of Local People

Issues Faced by responded Medical Tourists

Fig No 12: Issues faced in Kerala
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Some of the respondents voiced that environment problems such as pollution and political
strikes are major difficulties they faced in Kerala. None of them had any complaints regarding
the treatment or the demeanour of the staff of Ayurvedic institute. All the respondents had high
regard of the services offered by the institutions especially the behaviour of the staff and
medical treatments offered.

To visit Kerala again
&
To recommend Kerala to others as a health care destination
®
Recommend Kerala to others as a tourism Spot
\
*‘ Take Ayurveda Rejuvenation Therapy from Kerala again

*‘ To recommend Kerala Ayurvedic Rejuvenation Therapy to

elderly people at native place

Fig No 13: Future Plans of Medical Tourists

Future Plans of Tourists i

100 100 100 100 100

H Strongly Agree
H Neo Opinion

» Disagree

Plans

To visit Kerala again

To recommend Kerala to others as a health care destination
Recommend Kerala to others as a tourism Spot

Take Ayurveda Rejuvenation Therapy from Kerala again
Torecommend Kerala Ayurvedic Rejuvenation Therapy to others

o b ow N =

Fig No 14: Opinion regarding Future Plans of Medica | Tourists
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» This study also evaluated the service quality of health tourism providers of Kerala which
was highly appreciated by the beneficiaries as was the claim of the Ayurvedic Institutions
studied.

s TOURISTINTERESTS OTHER THAN

ss  MEDICAL TREATMENT
75 = Strongly Interested (%)
®m Somewhat Interested (%)
65 = Not Interested (%)
50
45 45
40 4040
35
30 30
5 5 25 2525 25
o 20
5 15
(1] 0 0
> = > > &
N I - P C N N
N «o" ,\oo «o" ® (4 ,\o" K S
¢ » > &
2 <& P & @ 4 N & ®
< < < 2 <& <& & ) R
g l$d > <© S
R S bS
<t v

Fig No 15: Other Interests during Medical Tourists

Almost all were interested in Backwaters, followed by Nature, Eco and Beach Tourism. This will
bring in additional income to the state.

CONCLUSION

Kerala has enormous potential to emerge as one of the world’s best health tourism destinations.
It is capable of becoming a haven for ‘wellness tourists’ by highlighting holistic treatments such
as Ayurveda, Siddha, spa, yoga, meditation, naturopathy etc. Kerala's socio-cultural conditions
provide a rich soil that helps in healthy growth & flourish of Ayurveda which attracts tourists to
frequent this God’s Own Country. If only there is ample promotion measures from Government
these Ayurvedic centres could go forth with further expansion and inclusion of value added
services which will again boost the tourist’s influx to Kerala. Satisfied health tourists recommend
Kerala as a health tourism destination to their near& dear ones, which is a word of mouth
promotion, free of cost. This is also influenced by the health tourism providers; hence they
should also try to maintain service quality. Another important aspect is that many senior citizens
who have ample dispensable income and leisure time in their hands are frequenting Kerala for
Ayurvedic Rejuvenation Therapy and this could be further exploited as a means to generate

foreign currency and increase nation’s income.
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A Study on Factors Affecting Turnover Intention of
Employees of Luxury Hotels in Kochi, Kerala

Mathew.T.P, R. Kannan
Madurai Kamaraj University
Abstract
In hotel sector, employees are main part of guest's experience and higher level of
turnover intention among employees creates a very serious problem in functioning of hotels
and it also affects development of tourism activities. The findings of this study reveal that
work atmosphere, inter-personal relation, complexity and job involvement are factors
affecting turnover intention of employees of luxury hotels. Significant difference exists
between demographics of employees and factors affecting their turnover intention in luxury
hotels. In order to reduce turnover intention of employees, luxury hotels should improve their
work atmosphere through providing adequate equipments and tools, power to make decision
and sharing various work among their employees and making regular assessment of their
work. Luxury hotels must give support to their managers and employees and they should
encourage good interaction among them. Besides, luxury hotels should give proper
guidelines to their employees and give enough time for them to spend with their family and
sufficient breaks to reduce their tension and tiredness. Labour turn over is a major problem
in hospitality industry and it has got a direct impact on the services offered to the guest

pertaining to service quality and customer satisfaction

Key Words: Employees, Factors, Luxury Hotels, Turnover Intention

1. INTRODUCTION

Turnover intention of employees is the probability of employees to leave the present
job they are carrying out (Nyamubarwa, 2013). In respect of size, nature and location, each
and every organization is always putting concern on turnover intention of its employees
(Long et al 20012) and it is a critical human resource management problem in all kind of
sectors including hotel industry that affects significantly performance, quality and profitability
(Kumar, 2011). In addition, turnover of employees have larger impact on operational
efficiency, effectiveness of delivery of services and overall image of organization (Kaya and
Abdioglu, 2010). Turnover of employees in the hotel sector has significant effect on services,
performance and profitability of hotels.

In hotel sector, employees are main part of guest's experience and higher level of

turnover intention among employees creates a very serious problem in functioning of hotels
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and it affects development of tourism activities also (Urbancova and Linhartova, 2011). The
Indian hotel industry flourishes mainly because of the growth of tourism and travel. The hotel
industry alone contributes nearly one per cent to Gross Domestic Product of India. The
Indian hotel industry has witnessed a considerable growth inroom inventory across
categories from luxury toboutique and budget hotels. At the same time, this industry is facing
a severe problem of turnover of employees at higher rate and it does not get sufficient and
skilled employees for various activities of hotels (Sheel, 2014). Therefore, it is essential to

find out factors affecting turnover intention of employees of luxury hotels.

2. REVIEW OF LITERATURE

Sell and Cleal (2011) found that work environment, salary and satisfaction in job
were significantly affecting turnover intention of employees in hotel industry. Lee et al (2012)
concluded that relation between co-workers, work environment, salary and commitment

were significantly affecting turnover intention of hotel employees.

Cheng et al (2013) revealed that work factors, personal factors and relation among
employees and satisfaction in job were significantly affecting turnover intention of employees
of hotel. Madera et al (2014) showed that work environment, language and communication
problems, conflicts in role and satisfaction in job were significantly influencing turnover

intention of employees of hotels.

Emiroglu et al (2015) indicated that position, wage, tenure and department in which
employees working were determining turnover intention of employees in five star hotels.
Mathieu et al(2016) found that behaviour of supervisor, satisfaction in jobs and commitment
were determining turnover intention of hotel employees. Nor et al (2017) concluded that
value of work, safety and quality of work life were significantly influencing turnover intention
of employees of hotels.

Belete (2018) revealed that stress in job, satisfaction in job, organizational culture
and commitment, salary, promotion and leadership were affecting turnover intention of
employees of hotels. Edirisinghe and Manuel (2019) indicated that work environment,
remuneration, satisfaction in job and career development were influencing turnover intention

of employees in hotel industry.
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3. OBJECTIVES OF THE STUDY
1. To find out factors affecting turnover intention of employees of luxury hotels.

2. To inspect difference between demographics of employees and factors affecting their

turnover intention in luxury hotels.

3. To study influence of factors affecting turnover intention of employees of luxury hotels on

their degree of turnover intention.
4. METHODOLOGY

The present study is carried out in Kochi. Employees of luxury hotels are chosen by
applying simple random sampling method and structured questionnaire is used to collect
data from 300employees of luxury hotels. Percentage analysis is used to examine
demographics of employees of luxury hotels. An exploratory factor analysis is employed to
find out factors affecting turnover intention of employees of luxury hotels. F-test and t-test
are applied to inspect difference between demographics of employees and factors affecting
their turnover intention in luxury hotels. Multiple regression analysis is used to study
influence of factors affecting turnover intention of employees of luxury hotels on their degree

of turnover intention.
5. RESULTS
5.1. DEMOGRAPHICS OF EMPLOYEES

The demographics of employees are given in Table-1. More number of hotel
employees (59.67 per cent) in male category and large number of them (33.33 per cent) in
31 to 40 years of age group. Highest number of them (43.00 per cent) have secondary
education and most of them (35.33 per cent) hold working experience of 6 — 10 years

and majority of them (34.33 per cent) get monthly income of Rs.15,001 — Rs.20,000.
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Table-1. Demographics of Employees

Demographics Number of Employees Percentage
Gender
Male 179 59.67
Female 121 40.33
Age
Below 20 Years 49 16.33
21 to 30 Years 62 20.67
311to 40 Years 100 33.33
41 to 50 Years 54 18.00
Above 45 Years 35 11.67
Education

Secondary 129 43.00
Higher Secondary 99 33.00
Under Graduation 72 24.00

Working Experience

Less than 5 Years a7 15.67
6 — 10 Years 106 35.33
11 - 15 Years 97 32.33
More than 15 years 50 16.67

Monthly Income

Below Rs.15,000 68 22.67
Rs.15,001 — Rs.20,000 103 34.33
Rs.20,001 — Rs.25,000 77 25.67
Above Rs.25,000 52 17.33

5.2. FACTORS AFFECTING TURNOVER INTENTION OF EMPLOYEES OF LUXURY
HOTELS

To find out factors affecting turnover intention of employees of luxury hotels, an
exploatory factor analysis is applied and the outcome is given in Table-2. Value of Kaiser-

Meyer-Olkin test is 0.784 for measuring adequacy of sampling and Chi-Square value for
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Sphericity of Bartlett's test is 0.0052.These values reveal method of factor analysis is

correct. Principal component analysis method is employed and varimax rotation is used and

it is converged in 9" iterations. Four factors obtain have 75.77 per cent of variation on

variables in the study.

Table-2. Factors Affecting Turnover Intention of E

mployees of Luxury Hotels

Rotated Eigen % of
Factor Item Factor 9 o Factor Name
: Value Variation
Loadings
Equipments and tools 0.72
Decision making power 0.70
Sharing of work 0.68
3.70 23.16 A WOT:
Encouragement 0.71 tmosphere
Good environment 0.66
Assessment of work 0.73
Friendliness of employees 0.69
Support from employees 0.67
072 Inter-Personal
I Support from managers . 2.38 20.75 _
. . . Relation
Good interaction  with 0.74
employees
Better interaction with 0.65
managers
Tension and tiredness 0.70
" No proper guidelines 0.66 1.96 17.04
No sufficient time for 071 ' ' Complexity
family
High expectation 0.69
High engagement 0.66
v Time consuming 0.64 1.04 14.82 Job Involvement
Inability to think on other 0.67
activities
Cumulative Variation(%) ) ) 75.77 )
Factor - | consists of equipments and tools, decision making power, sharing of work,

encouragement, good environment and assessment of work. Therefore, this factor is

described as Work Atmosphere and it has 23.16 per cent of variation.
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Factor - Il includes friendliness of employees, support from employees, support from
managers, good interaction with employees and better interaction with managers. Hence,

this factor is stated as Inter-Personal Relation and it has20.75 per cent of variation.

Factor - lll comprises of tension and tiredness, no proper guidelines, no sufficient time for
family and high expectation. Thus, this factor is denoted as Complexity and it has 17.04 per

cent of variation.

Factor - IV contains high engagement, time consuming and inability to think on other
activities. So, this factor is labeled as Job Involvement and it has 14.82 per cent of

variation.

Cronbach’s Alpha value is 0.89 and it exhibits that all measures have internal
consistency in acceptable level. Work atmosphere, inter-personal relation, complexity and

job involvement are factors affecting turnover intention of employees of luxury hotels.

5.3. DEMOGRAPHICS OF EMPLOYEES AND FACTORS AFFECTING THEIR
TURNOVER INTENTION IN LUXURY HOTELS

To inspect difference between demographics of employees and factors affecting their
turnover intention in luxury hotels, ANOVA and t-tests are employed and the results are

given in Table-3.
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Table-3. Demographics of Employees and Factors Affe  cting their Turnover Intention

in Luxury Hotels

t-Value /
Particulars Sig.
F-Value
Gender and Factors Affecting Turnover Intention in 4.728 000
Luxury Hotels (t-value) '
Age and Factors Affecting Turnover Intention in 4.946 000
Luxury Hotels (F-Value) .
Education and Factors Affecting Turnover Intention 5.834 000
in Luxury Hotels (F-Value) .
Working Experience and Factors Affecting 5.385 000
Turnover Intention in Luxury Hotels (F-Value) .
Monthly Income and Factors Affecting Turnover 5.652 000
Intention in Luxury Hotels (F-Value) .

" Significant at 1 % level

The F-values and t-value are significant and they explain that significant difference
prevails between demographics of employees and factors affecting their turnover intention in

luxury hotels.

5.4. INFLUENCE OF FACTORS AFFECTING TURNOVER INTEN TION OF EMPLOYEES
OF LUXURY HOTELS ON THEIR DEGREE OF TURNOVER INTENTION

Multiple regression analysis is applied for studying influence of factors affecting
turnover intention of employees of luxury hotels on their degree of turnover intention and the
outcome is given in Table-4. Adjusted R® is 0.57 and R? is 0.59 and they illustrate the
regression model has better fit. F-value is 23.865 and it discloses the model has

significance.
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Table-4. Influence of Factors Affecting Turnover in  tention of Employees of Luxury

Hotels on their Degree of Turnover Intention

Fe}ctors_Aﬁecting Turnover Regres;ion t-Value Sig.
intention of Employees Co-efficients

Intercept 1.017" 10.694 .000
Work Atmosphere (X;) -426" 6.812 .000
Inter-Personal Relation (X) -.370" 5.950 .000
Complexity (Xs) 345" 5.238 .000
Job Involvement (X,) -.394" 6.475 .000

R* 0.59 - -

Adjusted R? 0.57 - -
F 23.865" - .000

" Significant at 1 % level

Complexity is positively and significantly and work atmosphere, job involvement and
inter-personal relation are negatively and significantly influencing degree of turnover

intention of employees of luxury hotels.
6. CONCLUSION

The results of this study demonstrate that work atmosphere, inter-personal relation,
complexity and job involvement are factors affecting turnover intention of employees of
luxury hotels. Significant difference exists between demographics of employees and factors
affecting their turnover intention in luxury hotels. In order to reduce turnover intention of
employees, luxury hotels should improve their work atmosphere through providing adequate
equipments and tools, power to make decision and sharing various work among their
employees and making regular assessment of their work. Luxury hotels must give support to
their managers and employees and they should encourage good interaction among them.
Besides, luxury hotels should give proper guidelines to their employees and give enough
time for them to spend with their family and sufficient breaks to reduce their tension and
tiredness and they must make employees to involve in their jobs with interest and passion

through monetary and non monetary benefits.
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Adherences to Sustainable Management Criteriainth e
Responsible Tourism (RT) Classified Resorts of
Kumarakom Tourist Destination
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Sree Narayana Arts and Science College, University of Kerala

Abstract

As part of the Responsible Tourism initiatives; new classification criteria have been
implemented in the various accommodation units of Kumarakom in May 2013. Based on
the Global Sustainable tourism criteria; these criteria are developed for ensuring
sustainability of the tourist destinations, and to contribute significantly to the indigenous
populations of the destinations. After many hardships, the Department of tourism in
association with the hospitality sector established a linkage with local community, and
received measures to implement this unique classification scheme. It has been observed
that the presence of healthy linkage between hospitality sector and local community
contributed to enormous growth in responsible tourism. Here, the researcher describes the
first section of the criteria called sustainable management criteria, and its adherences to
the hospitality sector of Kumarakom tourist destination. Key words: Global Sustainable

tourism criteria, responsible tourism, sustainable management criteria.

Introduction

As part of the responsible tourism initiative many classification criteria have been
introduced by the Department of Tourism, Government of Kerala, for the first time in the
hospitality sector of Kumarakom in the year 2013. Out of a total of 1000 points, a minimum
of 500 points is required to become an RT branded hotel, a home stay, and a resort or
house boat. Properties with scores between 750-1000, 600-749 and 500-599 will be
classified as platinum, gold, and silver respectively. The objective of this classification is to
minimise the negative impacts and maximise the benefits of the stakeholders, especially the
local community through sustainable approaches of tourism. There are four sections for
these criteria. In each section a minimum of 50 percent point is required for qualifying RT
Brand. The first section is the, sustainable Management criteria.. Here the researcher
explores the most adhered criteria of RT branded properties at Kumarakom. The other three

criteria are socio cultural RT, Economic RT and Environmental RT.
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Objective

To analyse the adherences of sustainable management criteria in the RT branded resorts of

Kumarakom tourist destination.
Methodology

The study is descriptive in nature. The first section of the classification criteria introduced
by Department of Tourism, Government of Kerala is used for the study. Survey
guestionnaire method is adopted. Responses from thirteen RT branded resorts are
included as samples. Judgement sampling is used for data collection. The close ended
guestions were only analysed to study the adherences to RT criteria. The primary data

were analysed using Binomial Test.
Review of literature

In 1996 the DEAT (Department of Environmental and Tourism Affairs) published the
white paper on the development of promotion of tourism in South Africa—DEAT. This paper
proposed to develop tourism in South Africa in a responsible and sustainable manner and
later these initiatives transformed South Africa to become a captain in responsibility oriented

environmental practices.

The white paper of the DEAT 1996 defines Responsible tourism as the “Tourism that
promotes responsibility to the environment through its sustainable use, responsibility to
involve local communities in the tourism industry, responsibility for the safety and security of
visitors and responsible government, employees, employers, unions and local committees.”

According to DEAT 1996 the key elements of Responsible tourism are to

* Ensure communities are involved in and benefit from tourism.

* Market tourism that is responsible, respecting local, natural and cultural
environments.

* Involve the community in planning and decision making.

» Use local resources sustainably.

» Be sensitive to host culture.

* Maintain and encourage natural, economic, social and cultural diversity: and

* Undertake assessment of environmental, social and economic impacts as a

prerequisite to developing tourism.

Most of the South African accommodation units followed this elements and it became
great success. Later these principles are developed in to triple bottom approaches or the

three pillars of the responsibilities. Sustainable management principles were also integrated
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in to this concept and today under the threat of global warming this is also quitessential for
the well being of people and planet earth.

Goodwin (2011) says that Jost Krippendorf is the godfather of RT as he in 1987
mentioned for the first time, a new type of tourism which contained the elements of
responsibility. This tourism is the one that will bring the greatest possible benefit to all the
participants- travellers, the host population and the tourist business, without causing

intolerable ecological and social damage.

Goodwin (2011) viewed RT as “Responsible tourism is about everyone involved

taking responsibility for making tourism more sustainable”.
RT Classification Criteria

Here the first section of the criteria- ie. Sustainable Management Criteria is only studied

to understand the adherences of RT classification scheme in the RT branded hotels.

Section One Marks
Sustainable Management Criteria 200
1.1 Sustainable Management Plan 40
111 The sustainable Management Plan is 3. Yes 20
o communicated to Management and staff | 4. No 0
110 The Sustainability Management Plan is 3. Yes 10
o communicated to Clients 4 No 0
Plan is integrated at decision-making 3. Yes 10
level, includes monitoring,
1.1.3 , , _
analysis/evaluation and adaptive 4. No 0
management
1.2 Compliance with Rules and Regulations 30
101 Records available on the compliance of | 3. Yes 15
o all relevant legislation and regulations 4  No 0
Whether the project satisfies all the 3. Yes 15
1.2.2 conditions stipulated in compliance with
the permits/certificates 4. No 0
1.3 Customer satisfaction is measured and correctiv e action 20
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Customer Satisfaction is measured using | 3. Yes 10
131 a feedback form- Proof of tools and
4. No 0
systems
. A follow up mechanism exist to implement | 3. Yes 10
corrective action taken in at least 3 cases) | 4. No 0
1.4 Realistic promotional materials & service deliv  ery 20
Quality of Marketing Materials are highin | 5. All Four 20
terms of (1) Completeness (2) Accuracy 6. Any three 15
(3) Addressing Social.
14.1 7. Any Two 10
Environmental concerns and Local
community benefits (4)Effective 8. Anyone 5
communication
15 Information on & Interpretation of nature and local culture 30
Company has an interpretation program 3. Yes 10
151 run by a Naturalist, Sociologist, or a
o designated, trained person on local 4. No 0
attractions.
Company has delivery mechanisms for 3. Yes 5
15.2 interpretations (collaterals, tour guide,
information kiosk/desk) 4. No 0
Number of staff training programme 3. Yes 5
153 conducted on information and
. : 4. No 0
interpretation
3. Yes 5
154 Interpretation materials are accurate
4. No 0
154 Whether local inhabitants lead or guide 3. Yes 5
- customers 4 No 0
1.6 Personnel Training & management (Annual 60
4. Yes 5
16.1 Mechanism for assessing training needs
5. No 0
Leo No. of Training provided to management | 1.2. No’s more 10
o staff only 5.1. No 5
KOCHI 2020
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6. Nil 0
1.2. Nos or more 10
No. of Training provided to management
1.6.3 2.1.No 5
members only
3.Nil 0
5. 2 Nos or more 10
No. Of orientation programmes provided
1.6.4 6. 1No 5
to temporary staff members
7. Nil 0
2. 75-100% 10
Les Percentage of staff covered under the 2.50-75% 7.5
o training programs 3.25-50% 5
8. <25% 0
L66 Elements of sustainability are covered in | 3. Yes 10
o the training module 4. No 0
L7 Mechanism for assessing post training 3. Yes 5
o services 4. No 0
Total 200

Source: keralatourism.org

Out of the above 19 criteria the close-ended questions were subjected to binomial

test and those criteria which have been showing a significant value at 5 percent level of

significance are explained below. The

statements in the box.

1. Sustainability Management plan is communicated t

criteria number is indicated against the criteria

o the management and staff: The

proportion of the sustainability plan is communicated to management and staff. The

proportion index is found 1.00 which means all the respondents were informed about the

plan. This proportion is found significant at 5 percent level of significance.ie. p value less

than 0.05. Table 1 gives the results.
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Table 1

Sustainability management plan is communicated to m anagement and staff

o Total o
Criteria N ‘ Observed | Test Significanc
0. 0
Criteria 1.1.1 Followed Proportio | Proporti | e (Two
Response )
Yes/No n on Tailed)
S
The sustainability Yes 13 1.00 50 000
management plan
is communicated to | NO 0 0
management and
Total 13 1.00
staff.
Primary Data
2 Sustainability Management plan is communicated to clients: The proportion of the

sustainability plan is communicated to clients. The proportion index is found 0.85 which
means 85 percent of the respondents were informed about this indicator. (The remaining 15
percent is not adhered to this criterion).This proportion is found significant at 5 percent level

of significance.ie. p value less than 0.05. The result is depicted in table 2

Table 2
Sustainability Management plan is communicated to ¢ lients
Criteria Total Significance
Criteria 1.1.2 Followed No. of F())bserv_ed p TeSt_ J (TWO
Yes/No Responses roportion roportion Tailed)
Yes 11 0.85 .50 000
Sustainability plan is
_ _ No 2 0.15
communicated to clients:
Total 13 1.00

Primary Data

3. Records available on the compliance of all rel  evant legislation and regulation:  The
proportion of the records available on the compliance of all relevant legislation and
regulation is found 1.00 which means all the respondents were informed about the plan. This
proportion is found significant at 5 percent level of significance.ie. p value less than
0.05.Table 3 gives the result.
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Table 3

Records available on the compliance of all relevant legislation and regulation

Criteria Total
Criterial.2.1 Followed No. of
Yes/No Responses

Observed Test Significance
Proportion | Proportion | (Two Tailed)

The Records available | Y€S 13 1.00 50 000

on the compliance of all
relevant legislation and No 0 0

regulation. Total 13 1.00

Primary Data

4. Whether the project satisfies all the condition s stipulated in compliance with the

permits/certificates:  The proportion of whether the project satisfies all the conditions
stipulated in compliance with the permits/certificates, is found 1.00 which means all the
respondents were informed about the plan. This proportion is found significant at 5 percent

level of significance.ie. p value less than 0.05. The result is presented in table 4.
Table 4.

Whether the project satisfies all the conditions s tipulated in compliance with the

permits/certificates?

Criteria Total S
o Observed Test Significance
Criterial 2.2 F\?(L_lg),lv\lid Reglg(')r?;es Proportion | Proportion | (Two Tailed)
Whether the project | yeaq 13 1.00 50 000
satisfies all the
conditions  stipulated | No 0 0
in  compliance with
the 3 Total 13 1.00
permits/certificates

Primary Data

5. Customer satisfaction is measured using a feedba  ck form-proof of tools and

systems

The proportion of the, customer satisfaction is measured using a feedback form-proof of
tools and systems. The proportion index is found 0.85 which means 85 percent of the
respondents were informed about this indicator. (The remaining 15 percent is not adhered to
this criterion). This proportion is found significant at 5 percent level of significance.ie. p value

less than 0.05. Table 5 shows the result.
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Table 5

Customer satisfaction is measured using a feedback form-proof of tools and systems

Criteria Total Observed Test Significance
Criteria 1.3.1. Followed No. of Proportion | Proportion | (Two Tailed)
Yes/No Responses
Customer Yes 11 0.85 50 0.002
satisfaction is
measured using a No 2 0.15
feedback form-
proof of tools and Total 13 1.00
systems,

Primary Data

6. A follow up mechanism exist to implement correc tive action plan where needed.

(To be supported with proof of action taken in at | east 3 cases): The proportion of the
follow up mechanism exist to implement corrective action plan where needed. (To be
supported with proof of action taken in at least 3 case), is found 0.85 which means 85

percent of the respondents were informed about this indicator.

(The remaining 15percent is not adhered to this criterion.) This proportion is found

significant at 5 percent level of significance.ie. p value less than 0.05. Table 6 gives the

result.

Table 6

A follow up mechanism exist to implement corrective action plan where needed
Criteria Total o

Criteria 1.3.2. Followed No. of Por 23%%%?] ProT?)Srtio n (S_I_l\g,]vrgf_lrc;:;cde;

Yes/No | Responses P P

A follow up mechanism | yeq 11 0.85 50 0.002

exist to implement

corrective  action plan | No 2 0.15

where needed.(To be

supported with proof of

action taken in at least 3 | Total 13 1.00

cases.

Primary Data

7. Elements of sustainability are covered in the tr ~ aining module: The proportion of the
elements of sustainability is covered in the training module is found 0.85 which means 85
percent of the respondents were informed about the plan. The remaining 15 percent is not
adhered to this criterion. This proportion is found significant at 5 percent level of

significance.ie. p value less than 0.05. Table 7 gives the result.
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Table 7
Elements of sustainability are covered in the train ing module
Criteria Total S
o Followe No. of Observgd Test Significanc
Criteria 1.6.6. Proportio . e (Two
d Response Proportion .
n Tailed)
Yes/No S
Elements of Yes 11 0.85 50 0.022
sustainability
are covered in No 2 0.15
the training
module Total 13 1.00

Primary Data

Findings

Out of the 15 close ended questions 7 criteria were found to be well adhered by all of the
RT branded properties. Two of the criteria were did not give a positive result and the rest 6
critreia are found to be neither responded or not implemented. Nearly 50% of the criteria are
successfully followed by the RT branded units. This is found to be useful in addressing the

sustainable issues of the accommodation sector.
Conclusion

When we compare a RT practicing accommodation unit with a non RT practicing unit it was
found that the RT classification criteria is successful in mitigating negative impacts and
maximizing positive impacts. It is equally beneficial for all the stake holders of tourism
industry. The community and the tourists are equally benefited by these practices along with
other stake holders. It has been also useful in maintaining the indigenous knowledge and

culuture. Initially

only 13-16 hotels comes under this branding. Today there are more than hundred hotels
across Kerala State, under the RT classification scheme excluding houseboats and home

stays.
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A Conceptual Analysis of Farm Tourism through Liter ature
Review- with Special Reference to Kerala
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Abstract

Farm tourism is a comparatively recent initiative in Kerala with the twin purpose of
developing an important strategy that can contribute to farm area expansion through
modification of farming activities in view of enhancing the income of the farmers. Farm
tourism offers tourists to learn local specific farming activities and also space for resting,
relaxation and enjoyment. At present, farm tourism is an important branch of tourism in most
of the developed countries and also in some developing countries; however, we still are in its
beginning stage. Kerala blessed with scenic beauty and being an agriculturaldominated
state, holds great scope for developing Farm Tourismin a large scale without
muchadditional investment. Lack of adequate knowledge of scope and opportunities of farm
tourismamong farmers is one of the major challenges in Kerala. Surprisingly, the concepts
Farm tourism so decisive to the economy of Kerala are not clearly defined. The main
objective of this paper is to formulate suitable definition through a conceptual analysis of
Farm tourism through Literature Review- with special reference to Kerala.Through a review
of literature the researchers attempt a conceptual analysis of Farm tourism to arrive at a
conceptual clarification with special reference to Kerala. In the study the researchersfind out
that Farm tourism, Rural tourism, Village tourism, Responsible tourism are used
synonymously without conceptual clarity in Kerala tourism market and also find out that
Kerala holds a great opportunity in developing farm tourism if the present land limit 10 acres
is lifted for official approval in favor of small land holders. The smaller the limit the greater

the benefit found to be for the languishing farmers.

Key Words : Tourism, Farm Tourism, Scope, Challenges, Kerala, conceptual analysis

1. Introduction

Agriculture stands unique oldest and greatest elementary segments of the
international economy, while tourism remains a unique latest quickly growing industry.
Tourism was thought so far as location specific such as the beach, lagoon, and the scenic
hill area with waterfalls and wildlife sanctuary. Kerala started exploring the culture and skill
oriented only recently and Farmtourism is in its infancy. The attraction of farm tourism

industryis that it can be easily promoted without much investment and is very handy for the
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Kerala farmers whose landholdingis comparatively small and its geographical features itself
is suited for farm tourism. Furthermore, gradual loss of fertility of the land and the
diminishing vyields, the farmers’ income is to besupplemented with other allied sourcesof
incomeand farm tourism is the most lucrative means to prop uptheir income. Each and every
district in Keralahas theirown farm activities and development of farm tourism is conceivable

anywhere in the state.

The main objective this paper is to find out through conceptual analysis of Farm
tourism through Literature Review- with special reference to Kerala. Kerala Ideally endowed

with nature though for farm tourism at present it is not effectively made use of in Kerala.

2. Methodology of the study

Published documents are used for this research work like UNWTO reports, WTTC
published information. Various related websites are reviewed for data collection. Statistics
published by the Government of Kerala and Government of India are also made use of.

Articles, various journals and books are al so reviewed to locate its scope and relevance.

3. Farm tourism.

Through literature review the researchers found out that various organizations and
entrepreneurs that promotefarm tourism developed their own concept of farm tourism in
different way. Surprisingly, inthe case of farm tourism there is no universal accepted
definition propounded by the international organizations like United Nations World Tourism
Organizations.In most cases farm tourism concepts used interchangeably with the concepts
such as Agritourism, Village tourism, Eco-tourism and Rural tourism. As a point of fact farm
tourism concept is entirely different from what is put forward; the one that comes closest is
the definition is in the Farm Tourism Act passed by the Philippines. According to this farm
tourism Act “farm tourism is the practice of attracting visitors and tourists to farm areas for
production, educational and recreational purposes. It involves any agricultural — or fishery —
based operation or activity that brings to farms visitors, tourists, farmers and fisherfolk who
want to be educated and trained on farming and its related activities, and provides a venue

for outdoor recreation and accessible family outings”

4. Kerala Farm Tourism

Kerala occupies 30.22 lakh hectares of gross cropped area which is 56.78 percent of
the state ‘s total topographical area. Out of this gross cropped area more than one third
contains plantations of tea, coffee, rubber, pepper, cardamom and ginger. Another one third

is covered by coconut plantations. The remaining area of the land is under paddy cultivation.
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(www.spb.kerala.gov.in ). This pattern of land uses itself and its harvest seasons become

great tourist attraction and could be made use of for enhancing farmer income without
additional expense of men and material. Tourists are spontaneously motivated to get
achance to understand life style, behavior patterns and local farming skills of community life.
Thus, in many parts of the world Farm tourism has been itemized as abeautifultourism
product. For the expansion of farm tourism, there is no mandatory way it springs from the
farming context, culture and behavior. It will deliver an extrarevenue to the already

languishing farmers.

4.1. Essential Components for setting up of farm to  urism project in Kerala :( Kerala
Tourism Infrastructure Ltd)
* “Minimum 10 acres of farm/50 acres of plantation
* Parking area
» Development of entry area
» Ticket counter, guardroom, gate, name boards etc.
e Compound wall at the entry area
» Stalls or shopping area outside or inside the farm
» Restaurant/coffee shop/snack bar
* Walkways, signage etc. within the farm
» Toilet facilities inside and outside the farm

 Brochures”

4.2. Major farm tourism centers in Kerala  (Keralafarmtourism.com)
1) Harithavanam Farm House -Keerikara

2) Ambady Estate -Chithirapuram - Munnar

3) Tranquil ResortKolagapara — Wayanad

4) Thomaschettan's Farm StayKadayiruppu - Ernakulam
5)  Philipkutty's FarmVechoor- Kottayam

6) Planters RetreatKanhirapuzha- Palakkad

7)  Vanilla County-Teekoy

8) Aalthara Spice Garden Farm stayPeermade - Idukkl

9) Harvest Fresh FarmThekkady - Idukki

10) KallatHeritageAmbalavayal - Wayanad

11) Nutmeg GreensAngamali - Ernakulam

12) Parisons Plantation ExperiencesCherakkara — Wayanad

13) Chaliyar Palm Ghat Resort Valamthode- Malappuram
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14) Soma Birds LagoonKothamangalam - Ernakulam

15) HiliyaResortSulthanbathery— Wayanad

4.3. Major Farm tourism destinations- Kerala
Idukki

Idukki is top most spice tourism destination in Kerala.The geographical features of Induki
suited for cultivation of tea, coffee, rubber, coconut, cardamom, pepperetc. There are
number of farm tourism units are Iduki which provide accommodation and farm visit.

following are the major farm tourism centers in Iduki listed in tripadvisor website

» Spice Walk, Thekkady.
e Lockhart Tea Museum, Devikulam.
e Mattupetti Indo-Swiss Farm, Munnar.
e Tea Town Kerala, Munnar Suryanelli.
e Cinnamon Gardens Spices Plantation, Munnar.
» Spice Cloud, Thekkady.
e Green Nest Passion Fruit Farm, Rajakkad.
» Kerala Farm, Anaviratty.
Wayanad

Wayanad is famous for its cool upland weather, cloudy mountains and its virgin jungles.
Waynad main attraction is western Ghats with haughty crests, compressed forest and
valleys. It enjoys a healthy climate throughout year.following are the major farm tourism

centers in Wayanad listed in TripAdvisor website

» Dew Drops Farm Stay,Kalpetta

» Abhirami Farm Resorts,Mananthavady
Palakkad

Palakkad be situated a minor town that is relativelynear to amount of village.
Palakkad remains a perfect farm tourism place with its attractive site, distinguishing palmyra
plants and wide-ranging green paddy grounds. The Navara Organic Eco Farm close Chittur,
cover a range of 18 acres of property in Palakkad, is a well-known spot for farm tourism.

following are the major farm tourism centers in Palakkadlisted in TripAdvisor website

e Green Land Farmhouses,Nelliyampathy

* Ambat Farmstay, Malampuzha
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Alappuzha

Alappuzhais unigue destinations for Farm tourism in Kerala. 'Kuttanad' in Alappuzha
district stands be the 'rice granary of Kerala'.This rich farmingcircumstantial of 'Kuttanad' is
always fascinating tourists to this lovely place. It is unique of the rare spaces in the

biosphere wherever agricultural is done under sea level.

» Back Water Farm House,Alappuzha
e Serah's Farm,Alappuzha

e Pampa fish farms,Alappuzha

Pathanamthitta

Preferablylocatedclose the Western Ghats, Pathanamthitta remains a good-
lookingareafurnishedbyplentifulstreams, charmingsceneries, lavish green jungles etc.

Agriculture is the main livelihood of the persons of Pathanamthitta farm tourism destination.
* Adavi Eco Tourism,Pathanamthitta
Kottayam

Kottayam stands a significant marketable Centre of Kerala. Utmost of India’s natural

rubber creates from the acres of well-reserved plantation farms of Kottayam

* Mango Meadows Agricultural Theme Park, Kottayam
e Palakarai Aqua Tourism Farm,Kottayam

e Philipkutty's Farm,Kottayam

9. Literature review
(James. G. 2002) says that Farm based rural tourism is a non-seasonal tourism product
and it must be promoted as such.Many attractions and activities have evolved as a result of

the development of farm tourism. They are:

“Farm visitor centers
Farm museums and farm shops

Self-guided farm trails

Nature studies and workshops on interesting or emerging agriculture topics

>

>

>

» Educational visits and demonstrations

>

» [Farm store: exhibition of farm equipment
>

Roadside stand selling fresh farm products and craft items
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Processing of farm products and sale

A shady spot for visitors to rest — like a big banyan tree
Farm schools to teach a particular skill

Collection of old farm machinery

Miniature village

YV V.V V VYV V

Farm Theme Playground for children”

(Annie K. S et al, 2012) study says that Kerala is primarily an agricultural dominated
state with large number of farm / plantations which can be converted into tourism products.
The farms situating nearbytraditional tourist areas are mainly selected for this purpose. This
agriculture statehas tremendous potential for farm tourism in a big way without much

additional investment and the tourism benefits can be easily transferred to farmers

(Naveen Agarwal,2017) speaks of Farm tourism activities that can be added to the benefits
in the promotion of the sustainable agricultural practices. The three main components of the

development of farm- tourism are as follows;

» Small business with agricultural events like a festival that offers creative expression
of locals ‘practices, rituals and festivals
» Farmers marketing as a window totourist’s activity with the local community

» Regional planning of farm tourism.

(Singh, 2002) saysthat Farm Tourists also have option for participating in the village
games like wrestling, kite flying, gulidandaand even have rides in the tractors, bullock carts
etc. Experiences like taking bath in tube well, jumping on hay heap are the unique features
of the Indian farm tourism that tourists both adult and children opt for, as a welcome change

to their city life pressures and pollutions

(Sharpley R and Vass A 2006) says that the development of farm tourism is considered an
integral element of the revitalization of rural areas through tourism. But it also points to a

number of challenges facing successful farm tourism:

» Location: not all rural areas are equally attractive to tourists.

» Investment: diversification may require significant investment.

» Marketing: there is a need for collective collaboration and marketing through regional
or national structures.

» Quality: the quality of products and services provided by farm tourism enterprises

must meet tourists’ demand and expectations.

According to Pandurang Taware, (2008) scope of agriculture:

» “An inexpensive gateway
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YV VvV

YV V. .V V V V

Curiosity about the farming industry and life style

Strong demand for wholesome family oriented recreational activities

Health consciousness of urban population and finding solace with nature friendly
means

Desire for peace and tranquility

Interest in natural environment

Disillusionment with overcrowded resorts and cities

Nostalgia for their roots on the farm —

Rural recreation

Educational value of Agri-Tourism”

6. Scope of Farm Tourism in Kerala

Farm tourism helps to experience the real life, taste the local genuine food and get

familiar with the various farming tasks.Agriculture is the backbone of the Kerala economy.

>

YV V V V

Kerala farm tourism venues provide supplemental income to farmers and rural
communities.

Farm tourism helps to add values to crops, livestock and natural resources.

Farm tourism creating the new jobs in agricultural sectors.

Through farm tourism can preserve agricultural lands.

Farm tourism can generate employment opportunities in rural communities.

7. Challenges in Kerala farm tourism

Through literature review researchers found entrepreneurs in farm tourism business are

very few compared to hotels and home stays in Kerala despite the fact that it is ideally

created by nature for farm tourism nonetheless at present we are not effectively promoting

farm tourism in Kerala. These are the major challenges of Kerala farm tourism

>

A\ 4

Lack of adequate knowledge on the scope and opportunities of farm tourism among
farmers and government of Keralaitself.

Lack of training institution in the field of farm tourism entrepreneurship business.
Insufficient funds to develop basic infrastructure for the farm tourism

Kerala’s tourism promoters are at the wit's the end in front of Lakhs of farmers with
small land holding who could be promoted in Kerala

Given the extremely fragmented low land holdings in Kerala the biggest hurdle is the
10-acre limit for the approval of a farm to be a tourist farm, it is to be lifted.

Experience in other parts of the country and world over says that it is not the size of
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the farm that generally attracts tourists but rather the innovation and the client

friendly dealings of the hosts.
8. Conceptual Clarity in Farm Tourism in Kerala

As we have seen in the literature study researchers from different countries have
developed their own definitions based on their unique experience. However, there is little
consensus on the definitions for farm tourism in Kerala that depends heavily on tourism for
its fiscal credit. There is an urgent need to redefine what is farm tourism and its conditions
for approval to be a tourism center. Minimum 10 acres’ land for an approved farm tourism
canter in Kerala is totally unfit for Kerala in the fragmentation of land in small holdings. That
is why ordinary farmers are not able get Kerala Tourism Department approval for farm
tourism business. In order to attract more farmers to farm tourism sector Minimum 10 acres
of farm should be reformulated. It should be modified because per person land occupancy
rate in Kerala is very low compared to other state in India. In Kerala Urgency of redefining
farm tourism to make it possible for the small-scale farmers to participate in the tourism drive
in Kerala.

9. Findings

Following are the findings of the study if a conceptual clarity is arrived at in promoting farmer
specific tourism to provide a supplementary income in the context of persistent farming

crisis;

1. The concepts, farm tourism, rural tourism, village tourism, responsible tourism is
used as synonyms without clarity in Kerala tourism market. This confusion of terms
itself is the greatest impediment for the development of the farm tourism in Kerala.

2. Kerala holds a great opportunity in developing farm tourism if the land limit from the
present 10 acre limit for official approval to a lesserlandholding as majority of Kerala
farmers hold land less than one acre.

3. The emergent needs of the tourists are found to be getting acquaintedwith the
farming skills, life style, behavior patterns, in short faming culture, of the small scale
farmers and their organization of life within the limited income from the small
holdings.

4. The less the landholdings for the official approval the extensive the benefit would be
for the farmers. If this is not creatively used by the government it would end up in the
privatepromoter’s intervention to the detriment of famer’s interest and income.

5. If concepts are not timely clarified the farm tourism would turn to be still another area

where the unorganized farmers exploited by the middle men who function as a
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parallel Government with superior managerial skill and organizational and money
power.

The bureaucrat- middle men nexus is perhaps the biggest exploitative mechanism
that torpedoes the government beneficial programs to reach the deprived target
group. An indecisiveness and delay in farm tourism concept clarification would add to

the list yet another program that failed to reach the intended deserving group.

Conclusion

Farm tourism is not an idea but it is a life style which is a bridge between urban to

rural lives. It develops leadership potential among residents as well as provides employment

opportunities for family members. Farm tourism is, perhaps, the most creative way available

to small farmers for solving their problems asit could be done with meager investmentand

trained adaptation farmers can develop sustaining small and medium enterprise to earn

maximum.
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Abstract

Social media platforms are closely connected mechanism which has been consumed
by corporate houses and brands for commercial communication to gain customer attention.
With the emerging technologies and evolution of social media, there is a revolution in the
tourism sector which has influenced the sustainable tourism business. The International
Tourism Organizations work for marketing and dissemination of awareness of sustainable
tourism through social media platforms in addition to conducting seminars and publishing
annual reports. In the current age, people design their tour programs based on the
information available on the internet and social media sites. Sustainable Tourism, defined as
the process of people maintaining change in a balanced environment, wherein the
resources, investments, technological development as well as the institutional change are all
in accordance and augment current and future potential to meet human needs and
aspirations. This study is an attempt to determine the role played by social media platforms
in promoting sustainable tourism.
Keywords: Social Media Marketing, Sustainable Tourism, Responsible Tourism, Eco-

Tourism

Introduction

The emergence of social media has brought in a paradigm shift worldwide as a
medium of communication, facilitating users to observe, interact, and exchange information.
The new media is being consumed by corporate houses and brands for commercial
communication to gain customer attention. With the emerging technologies, and evolution of
social media, there is a revolution in the tourism sector and have impacted the sustainable
tourism business. Several international organizations like World Wide Fund (WWF) for
Nature, The International Eco-Tourism Society (TIES), Eco-Tourism Society of India (ESOI),
Rainforest Alliance (RA), Sustainable Travel International (STA), Global Sustainable Tourism
Council (GSTC) and more work for marketing and dissemination of awareness of
sustainable tourism through social media platforms in addition to conducting seminars and
publishing annual reports. Uses of social media sites like Facebook, Instagram, Twitter,
Google+, and Pinterest enable tourism providers to remain connected with other
stakeholders (Stanciu and Costea, 2012). In the current age, people design their tour

programs based on the information available on the internet and social media sites.
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Tourism

Tourism is a cultural, social and economic experience which involves the movement
of people from their place of residence to other places and countries for enjoying leisure,
local cuisines and delicacies, entertainment, shopping, recreation, education, business,
spiritual, health or even visiting relatives and friends. It includes transportation to the chosen
destination as well as accommodation. As described by Macintosh, Goeldner and Ritchie
(1995), tourism is “The sum of the phenomena and relationships arising from the interaction
of tourists, business suppliers, host government and host communities in the process of
attracting and hosting these tourists and other visitors which has a vast potential to
contribute to the national income.” In the current era, tourism has been bifurcated into many
avenues such as sports tourism, religious tourism, health / medical tourism, culture tourism,
rural tourism, spiritual tourism, tea-tourism, wine tourism and many more which can be

sustainable. With globalization, sustainability practices have gained prominence.

Sustainable Tourism

Sustainable tourism can be defined as the process of people maintaining change in a
balanced environment, wherein the resources, investments, technological development as
well as the institutional change are all in accordance and augment current and future
potential to meet human needs and aspirations. United Nations declared 2017 as the
International Year of Sustainable Tourism for Development which was designated at the UN
70th General Assembly to spread the contribution of the tourism sector to the three pillars of
sustainability-economic, social and environmental. [1] Sustainable tourism urges to maintain
long term ecological balance, promotes indigenous cultures and works of the local
population thereby creating opportunities for their villages and towns through tourism. For
example, tourists visiting Rancho Margot in Costa Rica get an exemplar space to not only
relax and enjoy breath-taking beautiful landscapes but also enjoy food, which is produced
organically at the Ranch, i.e. the farm. Tourists get to know about sustainability and see how

it can be achieved.

Sustainable Tourism in India

Travel and Tourism industry of India is the 7th largest in the world, contributing nearly
9.6% to India’s GDP and estimated to grow by 6.9% p.a. in the next ten years, to become
the fourth largest, globally. This is expected to create a multiplier impact on India’s socio-
economic growth through development of infrastructure, job creation and skill development,
amongst others (Kapoor, R, and Agarwal, S; 2017). [2] The practice of sustainable tourism in

India is to responsibly engage tourists in village home stays, silk tourism, tribal tourism and
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even wildlife ecotourism (Heather Carrerio, 2018). [3] The first Tourism Policy was
announced by Government of India in 1982 wherein the goal was to encourage sustainable
tourism for economic sustenance and integration of socio-cultural fabric, thereby enhancing
the image of brand India. Kerala, popularly known as ‘God’s own country,’” was the first state
in India to create innovative initiatives for sustainable tourism and has been conferred with
the top United Nations Award, UNWTO Ulysses Award for Innovation in Public Policy and

Governance for shaping Global Leadership in Sustainability.

Review of Literature

Social media has become an integral platform for every business as it supports
marketers to remain connected with their customers in an effective way. The users put in
writing their own reviews on blogs, visual communities and social networks, thus
providing a platform to share any audio, video, picture or any other media files on YouTube,
Flicker, Internet (Xiang, Z and Gretzel, U. 2006; Pan, MacLaurin, and Crotts, 2007). In the
current era, it is not only about the medium of interaction; social media acts as a multitask

performer.

Kirdfova, (2014) Pergolino, Rothman, Miller and Miller, (2012) A destination will be
successfully visible through a well-developed communications strategy with the focus on
social media. Increase in brand awareness, brand engagement, word of mouth,
friends/liking, trust and social validation are the benefits of adopting this communication

strategy.

Laurence Chalip and Carla A. Costa (2012) noticed that urban communities are
increasingly better off economically than rural communities. The gap between them is
represented by differences in wealth human capital, levels of employment and the
consequent economic development which can be reduced through sustainable tourism.
They advocated that hospitality and tourism have been increasingly considered as a means

for rural development.

Robin Nunkoo and Dogan Gursoy (2012) defined economic impacts of tourism as the
most valued elements for the host community which enables them to become self-
sustainable. Tourism improves the local economy and contributes to income and standard of

living which brings in new businesses and creates investment opportunities.
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Yadav and Arora, (2012) Social media, as a tool of tourism marketing, can greatly enhance
the destinations’ reputation and convince the tourism providers that social networking sites

are vital element of marketing strategies.

Kaplan and Haenlein, (2010) Social media allow destinations to contact visitors at relatively
low cost and higher levels of efficiency which is difficult for the traditional media tools.
Schmallegger and Carson, (2008 ) agree that sustainable tourist destinations have used

social media as a promotional tool for interactive marketing purposes.

Rajasekharan Pillai, (2006) scrutinized the tourism and employment opportunities and
found a close relationship between the two. Tourism as an accommodating industry is
generous in employment absorption by offering opportunity to wide range of working class

from unskilled to highly skilled professionals.

Werthner and Ricci, (2004) state that tourism is an industry that is at the forefront of

internet use and online transactions.

Buhalis, 1998 Tourism products are purchased in advance prior to their use and away from
the point of consumption. Therefore, timely and accurate information, relevant to visitors

needs crucial to visitors™ satisfaction and destination’s competitiveness.

Need of the Study

Alike different countries across the globe, tourism has the potential to play a major
role in delivering sustainable development in India. Promoting sustainable tourist
destinations on an appropriate platform facilitates to build a better perception in the minds of

travellers, thereby leading to better decision making among the travellers.

Along with the available traditional medium, social media platforms have gained
immense popularity among the present generation. This new medium has taken tourism and
travel booking experiences to a new height, thereby enabling the visitors to communicate not
only with the tour providers but also with visitors who have recently experienced the
destination which the others are considering visiting. Since tourism is an abstract product
purchased in advance, prior to the use and away from the point of consumption, therefore
visitors must rely on descriptions provided on the websites and social media handles. The
word-of-mouth (WOM) has become a strategy element of social media marketing and
interactive integrated marketing communication (Fogel, 2010; Spiller et al., 2011) which has

shifted from small groups and communities to large-scale online networks of consumers
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(Alexa, 2011), facilitated by social networking sites. Providers of sustainable tourism need to
create insightful advertising to promote their locales, create local destination brands and
formulate brand building strategies of sustainable tourism products. This study provides
deep insights of sustainable tourism and related products of the chosen destination which
deserves to be promoted on social media. This study will benefit the government, local
population as well as the sustainable tourist providers with the required information on media
planning and comprehend their marketing strategies.

Research Objectives

OUnderstand and analyse the tourism industry of India with reference to sustainable
development.

“lldentify the sustainable tourism products in India

"IComprehend the role of social media in spreading awareness about sustainable tourism
and promoting sustainable tourist destinations.

"IRecommend strategies to augment the sustainable tourism in the country.

Area of Study
The study area comprises of two states of India (i) Assam and (ii) Odisha. These areas are
accessible easily for the researcher; hence the regions were identified for conducting this

study.

1. Assam Assam is a land known for its rich history and cultural vibrancy. The official
language is Assamese; however, the local residents can speak Hindi and English. The
cuisine of the state is simple, with less spices; rice is the staple food and is used to prepare
a variety of dishes. Guwahati, the capital city of Assam is the hub of the state and is also the
gateway to the North East India. The ethnicity of the state is very popular when it comes to
diverse handicrafts and visual arts, especially the traditional Bihu dance. The ladies drape
the traditional Assam Muga Silk Mekhela Chadar which is a product of Assam handloom.
(Figure 1) In the rural Assam, every household has a loom and the family members weave
the silk and cotton ‘Mekhla Chadars’ and embroidered ‘White Gamochas,” Apart from Bihu,
another popular art form is ‘Sattriya Dance’ (Figure 2 and 3) which has been introduced by
the great saint and reformer of Assam, Mahapurusha Sankaradeva in the 15th century A.D.
The attire of this dance comprises of milky white, locally woven ‘Pat Silk’ saree which
represents the locality through its various colourful motifs and designs. The markets are

packed with beautiful handicrafts and paintings.
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Figure 1 Figure 2 Figure 3
Source: Authors’ compiled data

Shrimanta Sankardeva Kalakshetra is one of the noteworthy art and craft galleries located in
Guwabhati which attracts huge footfalls. It is spread across a vast land surrounded with
hillocks that exhibits several replicas of Assam’s heritage monuments. (Figure 5) It has been
reviewed by one traveller on as one stop destination for visitors to witness the rich cultural

treasures of Assam. (TripAdvisor May 2019).

The other significant places of tourist interest from Assam includes Kaziranga National Park,
Manas National Park, Pobitora WIdlife Sanctuary, Majuli Island, Hajo, Sivasagar, Umananda
Island, Silk and Craft Village of Assam- Sualkuchi to name a few. Discussion on Assam shall
remain incomplete without the mention of the revered Kamakhya Temple which is located on
Nilachal Hills at Guwahati. This temple is one among the fifty-one ‘Shakti Peethas’ and an
esteemed shrine of Shakti in India that holds tremendous religious, historic and
archaeological significance that attracts thousands of devotees every day. Huge
congregation of pilgrims and tourists gather during the month of June, every year for
Ambubachi Mela. (Figure 6 and 7).

Figure 4 Figure 5 Figure 6

Source; Authors’ compiled data

Figure 4 Figure 5 Figure

Source: Authors’ compiled data

2. Odisha

Odisha, also known as Utkala, entails the land of brilliance and superiority in art and craft
which can be noted from the Appliqué Work, Brass and Bell Metal Work, Dhokra Castings,
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Horn Work, Pattachitra, Paper Mache, Stone Work, Silver Filigree, Terracotta, Wood Craft,
as well as ‘Tie and Dye’ and ‘Ikkat’ textile in cotton, tassar and silk. The art forms are visual
indicators of an extremely rich socio- cultural legacy of Odisha which is alive in the artistic
ingenuity and skills of the craftsmen. The state is well connected with major cities of India
and South East Asia. Bhubaneswar, the capital city is one of the smart cities of the country,
and well connected with East Coast Railway and a full-fledged International Airport with
direct flights to Bangkok and Kuala Lumpur. The state of Odisha is synonymous with the
famous temple of Lord Jagannath located in Puri which is an important pilgrimage
destination of the Hindus. (Cesarone, Bernard 2012). Thousands of pilgrims wait in long
queues every day for the ‘Darshan’ and have the ‘Mahaprasad’ which is prepared with much
dedication and sanctification. (Rituals of Lord, 2012) The temple's kitchen is the largest in
the world. (Karan, Jajati, 2009; Kanungo, Archana 2013; harekrsna.com. 2011,
nilachakra.org. 2011).

Figure 7 Figure 8 Figure 9

Source: Authors” compiled data

Figure 7 Figure 8 Figure 9

Source: Authors’ compiled data

The above figures (Figure 7 and 8) exhibits the intricate appliqué works of Pipli, a small
village near the temple town, Puri. Another popular art form, known as ‘Pattachitra Art,’
(Vastra -Cloth and Chitra- paintings which is illustrated in Figure 9) gave identity to a crafts
village called ‘Raghurajpur.” This art form is inspired from ancient culture, decorating the
Lord Jagannath and his siblings with vibrant colours and superb artistry thereby attracting
large number of tourists in the state, both domestic as well as international.

Research Methodology

The researcher has identified two states of India as the area of study-(i) Assam and
(i) Odisha. This study is an empirical work. The primary data has been collected with the
help of structured interview schedule questionnaire. Convenient sampling method was used
for data collection as the researcher had easy access to these destinations. Prior to

circulating questionnaires amid the respondents, it was pretested and modified to ensure
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validity. Questionnaire was distributed to 220 respondents, out of which, usable responses
could be retrieved from 197 respondents only. Therefore, the valid sample size for the study

was considered as 197.

Data Analysis

Table no 1 below showcases the demographic details of the respondents identified
for this study. The respondents were from different age group ranging between 18 years to
58 years and above. Majority of the respondents were from the age group of 49-58 years,
followed by 29-38 years and 39-48 years respectively. Among the respondents,
approximately 58% were male respondents while the remaining 42% were females.
Regarding the marital status, 53 % were married, 36% were single and others comprised of
11%. Majority of the identified respondents were graduate, i.e. 38%,; 25% were
postgraduates and around 20% of them were of the intermediate levels. Regarding the
occupation, 33% of the respondents were entrepreneurs which included tourism providers,
followed closely by 24% with government jobs and 23 % from private sectors, while the
remaining were students and agriculturists. The monthly income of the respondents ranged
from INR 25,000 to more than a lakh per month. Approximately 25% of the respondents are
from the income range of INR 26000-50000 per month followed by 18% belonging to the
category of INR 76,000- INR 1,00,000 per month and 14% from the category of INR 25,000

per month.

Table.1 Demographic Profile of the Respondents

Variable Particulars Percentage

Age 18-28 10.05
29-38 2365
39-48 2250

49-58 2585

Above 58 17.95
Gender Male 57.57
Female 4243

Marital Status Marned 53.15
Sigle 36.09
Other 10 94

Qualification Primary 211
Secondary 11.21

Intermediate 20.37

Graduate 38.42

Higher Education 2489

Occupation Agnculture 10.58
Govt. Job 2432

Business/ Self Emploved 3274

Private job 2358

Student 8.78

Monthly Income INR 25000 PM 1395
INR 26000-50000 PM 2479

INER 51000-75000PM 31
INE 76000-1.00.000 PM 18.11
Above INR 1,00,000 PM 1215

Source: Authors’ compiled data
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Source: Authors’ compiled data

The source of information regarding the tourist destinations are highly crucial. Among the
selected respondents, 11% pointed out Google search, 5% blogs, 8% newspapers, 17%
travel magazines, 22% on social media, 9% WoM, 12% websites of tour promoter, 6% OOH,
and 10% on others which included tourism literature, brochures and many more. This is

illustrated below in Table 2.

Table 2 Source of Information about Tourist Destina tions

Table 2 Source of Information about Tourist Destinations

Preferred Source of Information Percentage of Respondents
Google search 11
Blogs 5
Newspaper

Travel Magazine 17
. Social Media (Facebook, Twitter, Instagram_ YouTube) b )
Source: Word of Mouth (WoM) 9 Authors

Website of Tour Provider 12

Qut of Home 4]

Others 10

Source: Authors™ compiled data

compiled data

The respondents were questioned whether they have been to any sustainable tourism
destination. Among them, 23% were aware and visited sustainable tourist destination, while
77% have never visited any such destinations (Figure10). The study explored to understand
from the respondents their preferred mode of booking their holidays. Social media active
visitors seek freedom for their choices. 82% of the respondents preferred to plan their own
holidays, 13% preferred to plan their holidays through a tour operator and the the remaining
8% were dependent on the travel operators (Figure 11). Respondents were also asked to
point out their preferred mode of booking tickets. 44% preferred online travel mode (OTM),
48% preferred to book directly via travel company website and 2% through travel agents.
(Figure 12). For booking hotels, 46% preferred to book by OTM, 52% preferred to book
directly through hotel websites, and only 2% booked through local travel agents (Figure 13).
Booking via travel agents is no more in trend. The remaining 8% were dependent on the
travel operators (Figure 11). Respondents were also asked to point out their preferred mode
of booking tickets. 44% preferred online travel mode (OTM), 48% preferred to book directly
via travel company website and 2% through travel agents. (Figure 12). For booking hotels,

46% preferred to book by OTM, 52% preferred to book directly through hotel websites, and
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only 2% booked through local travel agents (Figure 13). Booking via travel agents is no more

in trend.

PERCENTAGE OF RESPONDENTS VISITED SUSTAINABLE PREFERRED MODE OF PLANNING
JRISM DESTINATION HOLIDAYS

Figure 10 Figure 11

Source: Authors’ compiled data

Preferred Mode of Booking Travel Tickets preferred Meode of Hotel Reservation

|

Figure 12 Figure 13
Source: Authors’ compiled data

Researcher inquired from the respondents whether status updates, pictures or videos of
their friends’ vacations exercise any influence on their own travel decisions or to choose any
destination, the answer was in positive. Respondents rated 1[1 being the lowest influencer”
and 5 [J being the highest.” 41% of respondents rated twitter as the most important
influencer, followed by33% Instagram, 17% Facebook, 7% Pinterest and remaining 2%

others. This is illustrated in figure 14 below.

Figure 14
SOCIAL MEDIA AS INFLUENCER IN ORDER OF
PREFERENCE [DESTINATION DECION MAKING)
\'\-\.
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Figure 14

Source: Authors’ compiled data

This study explored to identify the sustainable tourism products of Assam and Odisha which
are listed below in Table 4. These products are the growth drivers of tourism enabling
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economic development of the region, facilitating women folks to be self-dependent,
generating employment and opening avenues for entrepreneurship in the form of home
stays, Airbnb, resorts, local food joints, thereby alleviating poverty and creating a sustainable
host community. In Odisha, marketing of these products are done through WoM, print and
audio-visual platforms, out of home media (OOH) and also by active participation on social
media platforms. The Odisha Tourism has a user-friendly website which facilitates not only
the tourists with the required information about the exotic destination, but even allows the
travel agents and hoteliers to register their presence and remain visible for the visitors
through the portal. However, in Assam, marketing of sustainable tourism products are very
limited.

Table 4 Sustainable Tourism Products

Table 4 Sustainable Tourism Products

Assam Odisha

Assamese Silk Adventure Tounsm
Adventure Tourism Archaeological Tourism
Bamboo Crafts Beach Tourism

Bihu Festivals Buddhist Tourism

Brahmaputra River Festival’ Ropeway

Burd Sanctuary; Bird Watching

Cruse Tounsm

Culture Tourism

Culture Tourism

Eco Tounsm

Films Fests/ Film Awards

Handloom and Handicraft

Food Fest Heritage
Golf Tounsm Medical Tourism
Hill Trekking. Hormball Festival Religious Tourism

Island Tourism- Majuli the largest| Sand Art Tourism
freshwater Island m the world and found
its place in Guinness Book of World
Records. Declared as a distnet w. e. £
2016. Onginally 880 sq km Ideal place
for burdwatching.

Music Fests Sea Food Fests

Temple Tourism Temple Tourism

Wild Life Tourism- Kaziranga National | Tribal Tourism and Craft
Park (UNESCO Werld Heritage Site) and
home to one-homed Rhino; Manas
National Park(UNESCO World Heritage
Site) also known for Project Tiger
Reserve, Elephant Reserve and Biosphere
Reserve; Orang National Park

Sports Tourism Sports Tourism

Source: Authors’ compiled data

Source: Authors’ compiled data

In order to determine the awareness level of sustainable tourism and growth potential of the
identified destinations, the respondents were explored further. It was intended to
comprehend the respondents’ insights and sensitivities towards sustainable tourism, media
platforms used to connect with the visitors and methodology adopted to promote the
destination. It can be observed from the Table 5 below that majority of the respondents
strongly agree that tourism is responsible for economic development of a destination. With
the increase in the number of visitors, a rise in the development of facilities could be
observed in the regions, such as improved infrastructure, sophisticated hotels and budget

home stay in the lines of AirBnB, food joints, theme based resorts andmany more which
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enhances government revenue and empowers the host population to be economically self-
sustainable. It may be noted from the table below that different events such as trade fairs,
music festivals, film festivals, food festivals, handloom expo, religious rituals as well sports
are the major drivers of tourism in the regions. Since tourism is a service industry which is
abstract and highly subjective, therefore prior to deciding upon the destination, visitors
search for relevant and trustworthy information, preferably from the government. In order to
encourage more footfalls in the destinations, the messages of different adventures, events,
festivals or sports need to be promoted creatively on the social medium and preferably by

the government.

Table £ Imsight: and Sensitivitie: of the Respondent: toward: Suztainable Tourizm

Drezres of Apresableness m Percentage

Imsight: and Semsifivitie: of Re:pondemnt: 5.4 A N D 5D
Tounst: ammval @ves 2 pestive impact on the economuc

development of the regron 3009 2081 | 1777 | 1371 | Bé3
Arnvval of rownsts are indicators of revenue znd meome

Eeneraton 51.78 2487 | 1066 914 | 355
Toun:m gererafe: emplovment opporiunites £9.04 2284 5.58 162 | 152
Tounsm promotion wereases revenue of the Government 6343 2843 457 152 ] 243
Toun:sm belp: in alleviatng poverty TLIT 2135 335 152 ] 000
Toun:m promotes the local sntreprenewrship and -alf-

sustanabibey 6650 23.86 6.60 152 | 152
Events such as rade farrs influence towrists to vt the

different re ions 3756 2386 | 1929 | 1168 | 761
Art and culture festvals bald up tounzm 49814 2843 | 1015 212 | 408
Tounsm promohon goe: together with the socio-economme

development 37.08 2386 | IS37 | 1320 | 761
Relizious places wfluence youwr vis T0.05 2487 385 1.52 | 051
The Traditonz] Art and Craft and Silk are umportant

sustainable tourist products £85.48 1741 254 406 | 051
Grewth m tounst anivals boosts economae development of

the repion 46.70 3096 | 1117 THl | 355
Sports - Nanonal and Intematonal enhances the vasibihey

and zlso encowrage: towizm 4051 1981 | 1677 ] 1381 | 910

Adegquate infermanen regarding to tourist destnations and
avalable facilihes should be provided by the Government
Awards, both national and international. increase footfall

Lk

3.81 3706 6.09 254 | 051

the destinanon 2596 3401 | 23535 | 1015 | 558
Tounsm promotion activihe: op secial media increases

footfall 1n the towism desthnation 4518 LN .64 660 | 254
Film festival: leads to heavy footfall in the deshination

hotels and homestavs. 3401 2640 | 2081 | 1218 | 660
Upsurge 1 towrism leads to growth of sales local ethuc an

and c1aft products 44 1€ 17.06 6 &0 812 | 408
Secial media provide peedful informaton o the tounst 329 46.10 | 13.71 863 | 457
Upswrge 1o touwnlsm brings in mere sale of local cuisines 4716 3802 323 608 [ 251

Source: Autheors’ compiled data

Results

This study provides significant insights about sustainable tourism in the selected
regions. Different sustainable tourism products have been identified which calls for attention
and promotion on social media platforms for maximum visibility. Among the regions chosen
for this study, Odisha tourism was found to be present on the social web, promoting its
different tourism products. The state is known for its temple tourism, handicrafts, sand art
and silver filigree which are promoted on both, conventional and new media platforms.

These tourism products possesses immense potentiality to contribute towards sustainable
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tourism in Odisha. However things are not the equivalent in Assam. Despite being naturally
blessed with biota, the region has been unexplored largely due to insurgency issues, poor

marketing and casual attitude of the strategy makers.

Recommendations

Efforts need to be taken by the government, both central and the state, to promote
the destinations. Information are sought more on social media platforms such as Instagram,
Facebook, YouTube rather than the conventional media platforms. This new media has the
power to reach different audience very fast and remain connected with the clients. Tourism
events like Ambabuchi Mela, Brahmaputra Festival, Handloom Expo, Majuli Music Festival,
Tea Tourism, Silk Tourism and Wild Life Tourism are very popular occasions that take place
in Assam every year which needs to be promoted heavily on social media platforms. In
addition, different festivals are organized in neighbouring states of North East such as
Hornbill Festival in Nagaland, Ziro Music Festival Arunachal Pradesh, Wangala Festival of
Garo Tribes in Meghalaya which deserves equal attention. People planning to visit Assam
may be encouraged to stopover at the neighbouring seven sisters of North East which again
needs to be promoted on the new media. As announced recently, the 65th Filmfare Award
shall be organized in Guwahati on February 15, 2020. This mega event will bring in a facelift
of the entire state. With rich resource of silk and tea, much can be done to promote ‘Silk
Tourism’ and ‘Tea Tourism’ by organizing specific event and promote on social media. The
“Awesome Assam” campaign launched by the Government of Assam with noted actor
Priyanka Chopra as the Brand Ambassador need to be extensively promoted. The much
awaited Indo- Japan annual meet scheduled to be held in Guwahati in the month of
December 2019 should be able to increase the visibility of the state.
Odisha has been on the tourist map since long. The state tourism department has been
taking considerable efforts to promote its tourism product on social media and Out of Home
(OOH). In addition efforts need to be taken to promote the local artisans on social media and
enable them to be empowered. For example, Padmashree Sudarshan Patnaik an eminent
Sand Artist from Odisha, if promoted heavily on social media platforms, will be earn better

visibility.

Conclusion

The evolution of internet has brought in a huge change in the consumption trends of
media worldwide, since the last decade. Since tourism is an industry which generates
revenue as well as empowers and enhances sustainability among the local population, it
requires a strategic media platform for promotion which is within the easy reach. From this

study it can be concluded that promotion of sustainable tourism destinations on social media
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platforms shall always be fruitful and make the destination more visible and within easy

reach of the visitors.
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