ISSN: 0972-7310

Journal of Tourism
An International Research Journal on Travel and Tourism
Vol XIV, No. 2, 2013

Centre for Mountain Tourism and Hospitality Studies (CMTHS)
HNB Garhwal Central University, Srinagar Garhwal, India

Journal of Tourism
Vol. XIV, No 1, 2013 ISSN No. 0972-7310
Patron
: Prof. Jawahar Lal Kaul, Vice Chancellor, HNB Garhwal University
(A Central University) Srinagar Garhwal, India
Editor in Chief : S.C. Bagri, Ph.D., Himgiri Zee University, Dehradun India
Editor
: S.K. Gupta, Ph.D., H.N.B. Garhwal Central University, India
Associate Editor : R.K. Dhodi, Ph.d., H.N.B. Garhwal University, India
Assistant Editor : Devkant kala, Himgiri Zee University
Rashmi Dhodi, Ph.d., H.N.B. Garhwal University, India,
Managing Editor : A. Suresh Babu, Govt. Arts College, Ooty, India
Editorial Board Members
Jerome Agrusa, Ph.D., Pacific University, USA
Cheri Becker, Ph.D., University of Southern Mississippi, USA
Dimitrious Buhalis, Ph.D., Bournemouth University, UK
Gregory E. Dunn, Ph.D., Oklahoma State University, USA
Zaher Hallah, Ph.D., California State University, USA
Ben Henry, Ph.D., Customer Service Academy of Jamaica, Jamaica
Robert Inbakaran, Ph.D., RMIT University, Australia
Stanislav Ivanov, Ph.D., International College, Bulgaria
Mathew Joseph, Ph.D., University of South Alabama, USA
O.P. Kandari, Ph.D., Jhansi University, India
Brian King, Ph.D., Victoria University, Australia
Ernest king, Ph.D., University of Southern mississippi, USA
J.D. Lema, Ph.D., Drexel University, USA
R.A. Sharma, Ph.D., Jiwaji University, Gwalior, India
Scott McCabe, Ph.D., Ph.D., Nottingham University, UK
Mark Miller, Ph.D., University of Southern Mississippi, USA
Shahdad Naghshpour, Ph.D., University of Southern Mississippi, USA
Alexandru Nedelea, Ph.D., Univ.Stefan cel Mare Suceava, Romania
Rose Okech, Ph.D., Masino University, Kenya
Catherine Price, Ph.D., University of Southern Mississippi, USA
Timothy Reisenwitz, Ph.D., Valdosta State University, USA
Surekha Rana, Ph.D., Gurukul Kangri University Girls Campus, Dehradun, India
Geoff Wall, Ph.D., University of Waterloo, Canada
Ernie K. Wilson, Paul Smith's College, USA
Bihu Tiger Wu, Ph.D., Peking University, China
Dra. Gandhi Gonzalez Guerrero, Universidad Autonoma del Estado de Mexico, Mexico
Natan Uriely, Ben-Gurion University of the Negev, Israel.
Mihai Voda, Dimitrie Cantemir University, Romania

Frequency and Subscriptions: Journal of Tourism is publishe biannual.
Annual Subscription rates: India-Institutional: INR.2000, Individual: INR. 1000,
Abroad- Institutional: US$ 75, Individual: US$ 40, Demand Draft or Cheque should be in
favour of Finance officer, HNB Garhwal Central University, Srinagar Garhwal and be
payable on SBI Srinagar Garhwal (3181) India.

Editorial/Subscription Information
Centre for Mountain Tourism and Hospitality Studies, HNB Garhwal Central University,
Srinagar Garhwal-Uttarakhand-246174, India,e-mail:cmthsjot@gmail.com,
website-www.jothnbgu.in

Journal of Tourism
Vol. XIV, No. 2

ISSN No. 0972-7310

2013

Contents
Research Paper

Author

Page

Development and validation of Tourism
Relationship Management (TRM) framework
and assessing its impact on tourism service
1
quality, tourist satisfaction and destination
loyalty in perspective of Santiniketan,
West Bengal, India

Arup Kumar Baksi
Bivraj Bhusan Parida

1

Linking E-Tourism and Cultural
2 Digitalization: A Sustainable Marketing
Approach towards Silk Route Image

Parikshat Singh Manhas
Parvinder Kour
Akshi Bhagat

23

Environmental Impacts of Tourism in
3 Shimla Hills of India: An empirical study of
resident's perceptions

Mohinder Chand

35

4

'What is in it for a Tourist Shopper?':
An assessment of the shopping value of
tourists in an international shopping festival

Sangeeta Peter
Victor Anand kumar

47

5

Corporate Social Responsibilities (CSR),
Employees' Job Satisfaction & Organisational
Commitment in Hospitality Industry in
Jammu Region, India: An Impact Analysis

Suvidha Khanna
Manik Arora

55

6

Tourism Development Pattern along
Badri-Kedar Pilgrimage Circuit in Uttarakhand, S. K. Gupta
Vijay Prakash
India: A Destination Development Approach
in the Himalayan Tsunami affected Region
Research Note
- Applicability of Balanced Scorecard in Hotels
- Commonalities between Archeology and
Tourism
- Tourism is Terrorism by Other Means;
Criticism to Sevil Somnez Argument
Book Review

Devkant Kala, S.C. Bagri

67

77-93

Maximiliano Korstanje

103

All rights reserved. No part of this publication may be reproduced, stored in retrieval
system or transmitted in any form or by any means- electronic, electrostatic,
magnetic tape, mechanical, photocopying, recording or otherwise, without the
written permission of the publisher.

From the Desk of the Editors
It gives us immense pleasure to bring this issue amid greatest expectations of our respected
readers with variety of research inputs specially customized to address the real time problems
and to suggest appropriate measures. The team of Journal of Tourism (JOT) family had put in
their concerted efforts to select the suitable and thought provoking research papers which
would enable our distinguished readers enjoy besides invoking academic writing and research
interests.
The present issue comprises of elegantly selected 6 research papers, 3 research notes and 2
book reviews.
The first paper titled “Development and validation of Tourism Relationship Management (TRM)
framework and assessing its impact on tourism service quality, tourist satisfaction and
destination loyalty in perspective of Santiniketan, West Bengal, India” by Arup Kumar Baksi
and Bivraj Bhusan Parida encapsulates about the development of Tourist Relationship
Management (TRM) and its intervening effects on its dimensions on service quality, perceptiontourists satisfaction, destination loyalty linkages. The research paper discusses various models
to showcase the existence of co-linkages of the aforesaid aspects with TRM dimensional
performance.
The second paper “Linking E-Tourism and Cultural Digitalization: A Sustainable Marketing
Approach towards Silk Route Image” authored by Parikshat Singh Manhas, Parvinder Kour, and
Akashi Bhagat attempts to make use of the modern day technology of e-marketing and
digitalization of the old to offer for the present day demanding tourists. The paper also focuses
regaining the significance of silk route among the stakeholders of travel industry. Authors
stepped into highlighting the linkages between tourism, memory institutes and digitalization of
cultural heritage besides its importance in doing so and emphasizing e-tourism as a sustainable
marketing tool.
The third paper “Environmental impacts of tourism in Shimla hills of India: An empirical study of
resident's perceptions by Mohinder Chand discusses the development and contribution of
tourism to the Shimla Hills of Himachal Pradesh in socio-economic perspective and how far
tourism has left its repercussions on environment. The results of the paper clearly educates that
negative environmental impacts outnumbered positive impacts. Incidentally, local community
backs the growth of tourism development in that area.
Fourth paper titled “What is in it for a tourist shopper?': An assessment of the shopping value of
tourists in an international shopping festival authored by Sangeeta Peter and Victor
Anandkumar provides the snapshot on the significance of shopping as a primary motivator and
how it emerges as a influential influencer for visiting Dubai. Authors also tend to analyze the
value experienced by tourists out of shopping at Dubai shopping festival with 3 factors. The
results of the paper state that tourists enjoy more during their visits to shopping malls apart
from purchasing their desired. This attitude of tourists has motivated the stakeholders of
shopping malls/complex to make the shopping experience and environment more friendly and
enjoyable.
The fifth paper “Corporate Social Responsibilities (CSR), Employees' Job Satisfaction &
Organisational Commitment in Hospitality Industry in Jammu Region, India: An Impact Analysis”
by Suvidha Khanna and Manik Arora explores the significance of CSR for societal development
and organization itself. They also discuss about the employees satisfaction and various CSR
measures practiced by hospitality industry of Jammu region. This study uses three main

initiatives and its impacts on job satisfaction and organizational commitment of employees are
part of this paper.
The last paper “Tourism Development Pattern along Badri-Kedar Pilgrimage Circuit in
Uttarakhand, India: A Destination Development Approach in the Himalayan Tsunami affected
Region” by S.K.Gupta and Vijay Prakash is an attempt to propose a way forward for the revival of
tourism industry after natural disaster and also focuses on to redefine the existing pattern of
tourism in the Badri-Kedar Pilgrimage Circuit in a sustainable manner.
The first research note on “Applicability of Balanced Scorecard in Hotels: A Research Note” by
Devkant Kala and S.C.Bagri discusses the changing scenario of hotel systems and emphasizes its
need to practice new strategies to put hotels in the way guests-promoters wish to be. Authors
discuss the significance of Balance Score Card (BSC) to maintain the standards in product and
service deliveries besides gauging the performance and success in this competitive
environment. Authors have also urged the Indian hospitality sector to follow BSC system to
strengthen its competitiveness.
The second research note on “Commonalities between Archaeology and Tourism” by
Maximiliano Korstanje explores the relationship of Archaeology and Tourism, its similarities,
usage value of archaeological sites for tourism purpose. Author uses significant variables on
explaining the relationships between the two.
The third research note on “Tourism is Terrorism by other means. Criticism to sevil somnez
argument” by Maximiliano Korstanje critically analyses the reason of the rising terrorism
attacks and its repercussions on tourism sector. Author also critically discusses on the paper
contributed by Sevil Somnez on varied aspects of terrorism and tourism. It is hoped that the
findings of the present issue would be of significant use for the academicians and professionals.
We look forward to receive timely suggestions from all concern to make the coming issues of
JOT more research oriented keeping in view the emerging issues and challenges of Global
tourism and hospitality industry
S.C.Bagri, Editor-in-Chief
S.K.Gupta, Editor
Suresh Babu Anbalagan, Managing Editor
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Abstract
This study attempts to develop a tourist relationship management (TRM) framework by
assimilating assorted dimensions. The basic foundation of the TRM framework will be rested on
customer relationship management (CRM) model with justified addition of dimensions
compatible to tourism dynamics. Further to this the study examines the intervening effects of
modified relationship dimensions on service quality perception-tourist satisfaction-destination
loyalty link. The study was conducted in Santiniketan, West Bengal, India, one of most significant
festive-destinations for the tourists. The study confirmed convergence of dimensions to justify
TRM framework with adequate internal reliability and validity of the scale and further revealed
that perceived tourist service quality; tourist satisfaction and destination loyalty can be colinked
under the intervening effects of TRM dimensional performance. The default model also holds
good to lend support to the theoretical findings.
Key words: tourist-relationship-management, tourist, satisfaction, destination, loyalty, service,
quality.
Introduction
Tourism has been observed as the aggregate of interactions and relationships between tourists,
business houses, host governments and administration and host communities (McIntosh and
Goeldner, 1984). As a service sector, tourism has its own criticalities which assume significant
proportion while perceiving quality associated with it. The intensive dyadic encounter between
a host of tourist-service-providers and the tourists, often, does not allow the services to be
homogenized. These, rather heterogeneous, services create ambiguity in perceiving quality of
services received from specific tourist-service-providers. But, identifying the perceived tourist
service quality becomes imperative as it was empirically tested to be antecedent to tourist
satisfaction (short-term effects) and destination loyalty (long-term effects). From the late 1990s
the hospitality and tourism sector started using the philosophy of customer relationship
management (CRM) as it proved to be a proactive business process to understand the tourists
(customers), segment the tourists on the basis of their psychographic determinants and to
design integrated communication with the same. CRM was adopted by the tourism sector with
an apprehension that it will help maintain a linear relationship between perceived service
quality-tourist satisfaction and destination loyalty. But in most of the cases it was found that the
conventional CRM dimensions failed to facilitate the relationship. This provoked a deeper
research focus to identify the compatible dimensions of relationship management for tourism.
Journal of Tourism, Volume Vol. XIV, No. 2, 2013
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Santiniketan: A brief profile
Santiniketan, the citadel of Rabindranath Tagore, India's first Nobel laureate, is situated in the
Birbhum district (latitude: 23.68, longitude: 87.68) in West Bengal and is annexed with Bolpur.
Santiniketan has an extreme subtropical climate with hot and humid summer (avg. temperature
38.15 oC between April-May) and cold winter (avg. temperature 13.9 oC ). The place enjoys at an
average 125 cms of rainfall (June to September) in a year with heaviest downpour in JulyAugust. Santiniketan has emerged as a tourist destination with updated facilities and amenities
with regard to tourism industry and allied services. The cultural events like Pous Mela,
Basantotsav, and Magh Mela draw huge influx of domestic as well as international tourists.
Santiniketan has been a major hub of educational tourism with Visva Bharati at the focal point.
Every year, on an average, 5000-7500 students all over the globe make an attempt to register
themselves in this university and alongwith them comes their relatives and other associates to
enjoy the serenity of Santiniketan. The major tourist attractions of Santiniketan include the
Visva Bharati University with its heritage grandeur specifically the Uttarayan, Chatimtala,
KanchGhar (the Glass House), Ratan Kuthi and Amrakunja. Besides these the Ballavpur Wildlife
Sanctuary, serene riverbeds of Kopai and Khoai, abode of traditional handicrafts namely Amar
Kutir, Babli and Banalakshmi etc., religious shrine (one of the 52 shakti pithas) namely
Kankalitala etc. are visited by tourists. The adjoining areas of Santiniketan namely Tarapith,
Nalhati, Fullara, Bakreshwar, Massanjore etc. have emerged as pilgrimage-tourism centres.
Tarapith, alone, caters to almost 5000
pilgrim visitors. Santiniketan has gradually
changed from rural-based visitors' spot to
a semi-urban tourist centre with
technology-aided modern facilities namely
online booking of hotels, ATM and kiosk
banking facilities, syndicated touroperations, traditional and fusion-based
cuisine serving restaurants, hotels with
adequate facilities and amenities,
departmental stores etc. One of the
significant attractions of Santiniketan is the
gamut of handicraft items. Seeing
Santiniketan's emergence as a major
tourist hub, it is quite imperative that the
assorted tourism service providers should
have access to a well constructed tourist
relationship management framework to
set the dyadic relationship in a symbiotic
and dynamic mode.
Objectives
Sitemap showing Santiniketan and its adjoining
The objectives of this study were: (a) to
destinations.
justify the dimensions of Tourist Relationship
Management (TRM) by modifying the existing dimensions of CRM and introducing new
dimensions in the context of tourism industry, (b) to examine the possible impact of TRM
dimensions on the link between tourist service quality, tourist satisfaction and destination
loyalty and (c) to test the robustness of the proposed research model.
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Review of literature
CRM, an offshoot and spin-off to relationship marketing, has been observed as a continuous
paradigmatic shift in managing relationship with customers by identifying the changing notions
of customer attitudes, perceptions and behavioural manifestations in the context of their
apprehension and expectation (Peppers and Rogers, 2004). Conceptually, CRM evolved from
three basic foundations of marketing management: (a) customer orientation, (b) relationship
marketing and (c) database marketing (Yim et al, 2004). Adoption, practice and implementation
of CRM gained momentum among academicians and corporate houses (Gruen et al, 2000;
Rigby and Ledingham, 2004; Srivastava et al, 1999; Thomas et al, 2004). CRM has been widely
used by the sales personnel in augmenting their relationship with the customers (Widmier et al,
2002) to improve sales forecasting, lead management and customization (Rigby and
Ledingham, 2004). Inspite of its wide application, CRM, lacked a cohesive definition and
identification of its dimensions. Yim (2002) provided some conceptual clarity of CRM by
synthesizing the literatures (Crosby and Johnson, 2001; Fox and Stead, 2001; Ryals and Knox,
2001) pertaining to marketing, technology and management and came out with four key focal
areas: (a) strategy, (b) people, (c) processes and (d) technology. Day (2003) confirmed that the
key focal factors identified by Yim (2002) can create a synergistic relationship value when they
work in unison (rather than in isolate), thereby conforming to the objective and realm of CRM.
However, there has been a dearth of research in identifying these CRM dimensions in context of
tourism industry. CRM philosophy was adopted by the tourism sector as it allowed them to be
more proactive in predicting the changing line of customer demands and allowed them to
realize the extent to which they can customize their service offer with adequate differentiation.
Jain and Jain (2006) delved into CRM practices of hotels in central India to measure the
effectiveness against factors like: value proposition, recognition, customer orientation,
reliability, relationship orientation, credibility, customization, personalization and gestures.
CRM has been proved to be an effective contributor to enhance perception of service quality.
however, Literature hinted that destination competitiveness can be one of the critical
components of a modified relationship management framework which would be compatible to
the tourism industry and may be nomenclated as Tourist Relationship Management (TRM). The
gradual transition of 'hard tourism' into futuristic 'soft tourism' (Table-I) has catapulted the
relationship management integration with the basic operational aspects.
Table-I: Transition of tourist demand pattern: Hard tourism to soft-tourism
Hard tourism
Package tours
Short-term residences
Model of one big travel during holidays
Predetermined tour schedule
Comfort and passivity
Travels and attractions
Sense of superiority, demonstration effect
Lack of knowledge about attractions, culture
and tradition about destination
Imported life style and behaviour
Purchases
Freely available mass souvenirs
Lack of interest in language of destination
Fast transport and frequent moves
Curiosity
Expectation of comfort
A distance between client and tourist staff

Soft tourism
individual touring
Long-term residences
Model of two shorter travels during a year
Individual touring
Long-term residences
Model of two shorter travels during a year
Customized tour schedule
Activity and effort
New experiences and higher quality
Respect and relationship Knowledge about destination
Lifestyle similar to local population
Gifts
Individual & customized souvenirs
Studying local language Less importance of moving speed
Tact
Comfort is not essential
A good relationship with tourist staff

Source: Ostrowski S., Krippendorfa, J. (1983)
Journal of Tourism, Volume Vol. XIV, No. 2, 2013
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Relationship management banks on service quality and the prospect of a long-run customer
dividend is high (Coyles and Gokey, 2002; Choi et al, 2004, Ojo, 2010). A number of studies were
targeted towards revealing the global attributes of services that significantly contribute to
quality assessments in conventional service environment (Gronroos, 1982, 1984; Parasuraman
et al., 1985, 1988). Over the years, exploration to enhancement of service quality has remained
as the focal research object (Yavas et.al., 1997, Rust and Zahorik, 1993; Cronin and Taylor,
1992, 1994; Buttle, 1996; Crosby and Stephens, 1987; Parasuraman et.al. 1988; Kearns and
Nadler, 1992; Avkiran, 1994; Julian and Ramaseshan, 1994; Lewis, 1989; Llosa et.al., 1998).
Baker and Crompton (2000) observed that the literature related to quality in the area tourism
and allied area dates back to the early 1960's. Most of the contemporary research works
involving service quality in tourism focused on the perceptual framework of tourists towards
service quality (Atilgan, Akinci, & Aksoy, 2003; Baker & Crompton, 2000; Chadee & Mattsson,
1996; Frochot, 2004; Hudson, Hudson, & Miller,2004; Vogt & Fesenmaier, 1995; Weirmair &
Fuchs, 1999), tour operator and travel agency quality (Ryan& Cliff, 1997) and hotel and its
hospitality quality (Suh et al, 1997) etc. However, Frochot (2004) pointed out that given the
nature of service, the evaluation of its quality is quite complex. Vijayadurai (2008) identified
service quality factors in hospitality industry and assumed them to be critical in creating loyal
visitors who will return to the destination and recommend it to others (Tian-Cole & Cromption,
2003). Pawitra and Tan (2003) used SERVQUAL in order to analyse the destination image of
Singapore from the perspective of Indonesia tourists and noted that the use of SERVQUAL in
measuring a destination image requires that it be modified in order to ensure that the data
reflect the unique attributes provided by the destination. Atilgan et al. (2003) suggest that
cultural characteristics have an effect on perceptions of service quality in tourism and found
that different cultural groups can have different levels of expectations and perceptions in terms
of service-quality dimensions.
Tourist satisfaction can be obtained by assessing the gap between predicted and perceived
service. Service quality has been recognized as an antecedent to tourist satisfaction (Suki, 2013,
Canny and Hidayat, 2012). Dmitrovic et al (2009) observed tourist satisfaction to be associated
with destination image through perceived service quality and value. Oliver (1981) claimed that
tourist satisfaction can be seen as a tourists' post-purchase evaluation of the destination. In
many studies, satisfaction was distinguished as an antecedent of loyalty (Kozak, 2001; Jang &
Feng, 2006). Although Oppermann (2000) stated that studies on tourist satisfaction and
destination loyalty have not been thoroughly investigated, Chi and Qu (2008) claimed
tourist satisfaction as critical to profitability. Several other studies have been conducted to
examine the influence of customer satisfaction on loyalty (Gummesson, 1993; Anderson
and Fornell, 1994; Um et al., 2006; Hui et al., 2007). Gotlieb et al. (1994) asserted that positive
satisfaction had positive influence on tourists' repurchase intention. Similarly, Baker &
Crompton (2000); Petrick et al. (2001), and Jang & Feng (2006) highlighted that satisfaction is
the primary antecedent of revisit intention.
Tourist satisfaction is also measured by overall satisfaction, performance, expectation, and
positive recommendation (Oliver, 1997; Yoon & Uysal 2005). According to Chen and Tsai (2007)
tourist satisfaction influences tourism intentions for revisit which are the indicators of loyalty
(Kozak & Rimmington, 2000; Yoon & Uysal 2005; Chi and Qu, 2008). Some scholars disapproved
the positive relationship between tourist satisfaction and revisit intention (e.g. Um et al., 2006).
Destination loyalty has been highlighted as one of the most important subjects in tourism
researches. In many studies, revisit intention and positive word of mouth recommendation are
noted as indicators of loyalty (e.g. Yoon & Uysal 2005; Chi and Qu, 2008). A couple of studies
have attempted to identify major antecedents of revisit intention including satisfaction (Petrick
Journal of Tourism, Volume Vol. XIV, No. 2, 2013
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et al., 2001; Kozak 2001), novelty seeking (Jang & Feng, 2007), image (Chi & QU, 2008),
motivation and satisfaction (Yoon & Usal, 2005), safety (Chen & Gursoy, 2001), overall
satisfaction (Campo- Martinez et al. 2010), cultural difference ( Chen & Gursoy, 2001), perceived
value ( Petrick et al.,2001), past vacation experience( Kozak ,2001), and the like. Jang and Feng
(2007) p determinants of repeat visit intention, it can be contested that understanding tourists'
revisit intention and their behavior remains limited.
Research gap identified
Review of literature did not reveal substantial evidence regarding compatibility of conventional
relationship management dimensions towards explaining tourism relationship management
(TRM). A few attempts were made to explain the dynamics of TRM with the help of customer
relationship management (CRM) framework but they proved to be inadequate. Further to this
the impact of TRM on critical variables namely service quality , tourist satisfaction and
destination loyalty was not tested.
Formulation of hypotheses
Based on the review of literature this paper attempts empirically to explore possible linkages
between perceived tourist service quality (PTSQ), tourist satisfaction (TS) and destination
loyalty (DL) with probable moderating impact of TRM dimensions (TRMD) on PTSQ, TS and DL
link.
Accordingly it is hypothesized that,
H1:
TRM dimensions share relationship with PTSQ, TS and DL.
H2:
Better performance of TRM dimensions (TRMD) will have stronger impact of perceived
tourist service quality (PTSQ) on tourist satisfaction (TS) and vice versa.
H3:
Better performance of TRM dimensions (TRMD) will have stronger tourist satisfaction
(TS) on destination loyalty (DL) and vice versa.
H4:
Destination loyalty (DL) behaviour will be strengthened under the impact of TRM
dimensions (TRMD), if perceived tourist service quality (PTSQ) and tourist satisfaction (TS) are
high.
Proposed research model
Based on the literature reviewed and hypotheses formulated, the researchers would like to test
the following research model (Fig.I) for robustness.

TRMD

PTSQ

TS

DL

Fig.I: Research Model
(Legends description: PTSQ-Perceived tourist service quality, TS-Tourist satisfaction, DLDestination loyalty, TRMD-TRM dimensions)
Methodology
The study was conducted in two phases. A structured questionnaire was developed to obtain
the primary data. Phase-I involved a pilot study to refine the test instrument with rectification of
Journal of Tourism, Volume Vol. XIV, No. 2, 2013
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question ambiguity, refinement of research protocol and confirmation of scale reliability was
given special emphasis (van Teijlingen and Hundley, 2001). 20 respondents representing
tourists of assorted demography and academicians were included to conduct the pilot study
through focus group interview technique. Cronbach's α coefficient (>0.7) established scale
reliability (Nunnally and Bernstein, 1994). The refined survey instrument had four sections.
Section-I was targeted for tourists and it asked questions about tourists' expectation and
perception of service quality offered by the service providers at Santiniketan, section-II was
designed to generate response from the tourists with regard to their level of satisfaction derived
out of the services they were offered and allied elements, section-III targeted tourist response
in context of destination loyalty, section-IV was intended for the service providers whereby they
were asked about the relationship management practices they have deployed in integration
with their service offerings and section-V attempted to collect the demographic profile of the
tourists. A 7 point Likert scale (Alkibisi and Lind, 2011) was used to generate response. The
second phase of the study used convenience sampling technique as the tourists visiting
Santiniketan and its adjoining areas were dispersed geographically. A total number of 1974
usable responses were generated out of 2500 questionnaires used for the tourists, with a
response rate of 78.96%. For the section-IV of the questionnaire, service employees of the rank
of managers, relationship executives etc. were interviewed. As many as 546 personnel
associated with assorted tourism services in Santiniketan and its adjoining tourist areas were
interviewed.
Factor constructs measurement
SERVQUAL, developed by Zeithaml, Parasuraman and Malhotra (2005), was used to develop a
measure for perception of service quality with adequate modification to suit responses with
regard to tourist services. Respondents' perception of satisfaction was measured using the
items developed by Weiermair and Fuchs, 1999 and Fuchs and Weiermair, 2003. Revisit
intention and tourist referrals (advocacy) made up the destination loyalty indices (Taylor, 1998;
Oh and Parks, 1997; Oh, 2000). The TRM dimensions were scaled on 20 items developed by Yim
et al (2004) (to dimensionalize CRM) which were adequately modified to suit tourism platform.
The additional constructs to make relationship management compatible with tourism
imperatives on the basis of destination and purpose of visit were created with 5 and 6 items
respectively and were tested for internal reliability and validity.
Reliability and validity
To examine the internal reliability and validity of the constructs, exploratory factor analysis (EFA)
was deployed using principal axis factoring procedure with orthogonal rotation through
VARIMAX process. Cronbach's α was obtained to test the reliability of the data, Kaiser-MeyerOlkin (KMO) was done for sample adequacy and Barlett's sphericity test was conducted.
Cronbach's α coefficient (>0.7) established scale reliability (Nunnally and Bernstein, 1994). The
scales used in this study were adapted from established existing measures that have been
applied and validated in numerous tourism studies. In addition, the validity of the measurement
scales was also assessed via the confirmatory factor analysis. The convergent validity of the
scales were measured by tests of composite reliability (CR) and average variance extracted
(AVE). Higher CR and AVE values indicate higher convergent reliability of the measurement. The
Discriminant validity is established when the AVE values exceed the square of the correlations
between each pair of latent constructs (Fornell and Larcker, 1981).
Finally, LISREL 8.80 programme was used to conduct the Structural Equation Modeling (SEM)
and Maximum Likelihood Estimation (MLE) was applied to estimate the CFA models.
Data analysis and interpretation
The demographic data obtained were tabulated in Table-II:
Journal of Tourism, Volume Vol. XIV, No. 2, 2013

Arup Kumar Baksi , Bivraj Bhusan Parida

7

Table-II: Demographic data of the respondents
Demographic Variables

Factors

Frequency

%

Male

1397

70.77%

Female

577

29.23%

≤ 21 years

64

3.27%

22-32 years

346

17.52%

33-43 years

634

32.11%

44-54 years

598

30.29%

≥ 55 years

332

16.81%

≤ Rs. 14999.00

61

3.10%

Rs. 15000-Rs. 24999.00

389

19.70%

Rs. 25000-Rs. 44999.00

1249

63.27%

≥ Rs. 45000.00

275

13.93%

Service [govt./prv]

1046

52.98%

Self employed

467

23.65%

Professionals

198

10.03%

Student

42

2.12%

Housewives

180

9.11%

Others [retd., VRS etc]

41

2.11%

High school

29

1.48%

Graduate

1386

70.21%

Postgraduate

305

15.45%

Doctorate & others (CA, fellow etc)

254

12.86%

Gender

Age

Income

Occupation

Educational qualification

The results of the EFA were displayed in Table-III. The Cronbach's Coefficient alpha was found
significant enough, as it measure >.7 (Nunnally and Bernstein, 1994) for all constructs and
therefore it is reasonable to conclude that the internal consistency of the instruments used
were adequate. Each accepted construct displayed acceptable construct reliability with
estimates well over .6 (Hair et al, 1998). Further to this the average variance extracted (AVE)
surpassed minimum requirement of .5 (Haier et al., 2010). The KMO measure of sample
adequacy (0.893) indicated a high-shared variance and a relatively low uniqueness in variance
(Kaiser and Cerny, 1979). Barlett's sphericity test (Chi-square=1972.0438, df= 287, p<0.001)
indicated that the distribution is ellipsoid and amenable to data reduction (Cooper and
Schindler, 1998).
Table-III: Measurement of reliability and validity of the variables
Items

FL

t

α

AVE

0.623

22.761

.923

0.896

Perceived Tourist Service Quality (PTSQ)
Physical infrastructures of tourism service providers at Santiniketan are updated.
(PTSQ1)
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Physical facilities of tourism service providers at Santiniketan are visually
appealing. (PTSQ2)

0.634

27.028

.923

0.896

The service employees representing the tourism service providers are smart in
their appearance. (PTSQ3)

0.601

18.312

.923

0.896

The tourism service providers at Santiniketan operate at convenient hours. (PTSQ4)

0.671

28.098

.923

0.896

The tourism service providers at Santiniketan are easy to access. (PTSQ5)

0.643

27.906

.923

0.896

The service employees representing the tourism service providers pay individual
attention to tourists. (PTSQ6)

0681

28.921

.923

0.896

Services are provided to the tourists when committed by the tourism service
providers. (PTSQ7)

0.678

28.661

.923

0.896

The tourism service providers at Santiniketan are conveniently located. (PTSQ8)

0.691

19.672

.923

0.896

Physical ambience of the premise of the tourism service providers touches heart.
(PTSQ9)

0.683

17.265

.923

0.896

Value proposition of the services are adequate to justify the benefit versus the
sacrifices made. (PTSQ10)

0.702

18.487

.923

0.896

The tourism service providers at Santiniketan are providing the first time service
right. (PTSQ11)

0.719

23.921

.923

0.896

The ambience of the tourist venues is rich in aesthetics, culture and ethnicity.
(PTSQ12)

0.688

17.731

.923

0.896

The tourist spots are rich in greenery and have minimum level of pollution.
(PTSQ13)

0.727

26.001

.923

0.896

A number of well distinguished tourist spots are identifiable and accessible
(PTSQ14)

0.719

24.911

.923

0.896

The cultural and ethnic events provide opportunity to absorb the warmth of
destination. (PTSQ15)

0.691

19.672

.923

0.896

Santiniketan, as a tourist destination, is free from undesirable disturbances.
(PTSQ16)

0.682

17.264

.923

0.896

Local administration of Santiniketan takes well care of problems if reported.
(PTSQ17)

0.725

25.812

.923

0.896

Local people of Santiniketan are quite amicable and are ready to help if required.
(PTSQ18)

0.713

23.091

.923

0.896

I am satisfied with the lodging facilities provided by my service provider at
Santiniketan. (TS1).

0.761

25.501

.904

0.879

I am satisfied with the dining facilit ies, covering variety of cuisine, quality, price,
cleanliness, presentation, taste and convenience. (TS2).

0.742

26.113

.904

0.879

Tourist satisfaction (TS)
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I am satisfied with the shopping opportunity of the tourist destinations in
Santiniketan. (TS3)

0.789

27.815

.904

0.879

I am satisfied with the destination attractions namely cultural, ethnic, scenic, and
historical attractions. (TS4)

0.817

32.298

.904

0.879

I am satisfied with the activities and events of Santiniketan namely
Basantotsav, Baitalik, and local cultural programmes. (TS5)

0.802

29.656

.904

0.879

I am satisfied with the general environment of Santiniketan pertaining to safety &
security, cleanliness, peaceful atmosphere etc. (TS6)

0.799

29.003

.904

0.879

I am satisfied with the accessibility of servic es at my tourist destination in terms of
transportation, hospitality, logistics, parking, banking etc. (TS7)

0.771

26.382

.904

0.879

I shall definitely revisit Santiniketan. (DL1).

0.718

26.442

.922

0.893

I shall promote Santiniketan as an excellent tourist destination amongst my
friends, colleagues, relatives and other associates (DL2)

0.701

24.052

.922

0.893

Our organization establishes and monitors customer-centric performance
standards at all tourist touch points (TRMD1)

0.699

22.981

.914

0.874

Our organization has established clear business goals related to tourist acquisition,
development, retention and reactivation. (TRMD2)

0.687

21.087

.914

0.874

Our organization has the sales and marketing expertise and resources to succeed in
TRM (TRMD3)

0.671

19.001

.914

0.874

Our employee training programme has been designed to develop the skills
required for acquiring and deepening tourist relationships. (TRMD4)

0.718

25.671

.914

0.874

Employee performance is measured and rewarded based on meeting tourist needs
and on successfully serving the tourist. (TRMD5)

0.679

18.762

.914

0.874

Our organizational structure has been designed to foster tourist centricity.
(TRMD6)

0.681

19.002

.914

0.874

Our organization commits time and resources to manage tourist relationships.
(TRMD7)

0.669

17.401

.914

0.874

Our organization has apt softwares to serve our tourists. (TRMD8)

0.652

15.204

.914

0.874

Our organization has required hardwares to serve our tourists. (TRMD9)

0.672

18.110

.914

0.874

Our organization has the proper technical personnel to provide technical support
to our relationship management executives. (TRMD10)

0.691

20.028

.914

0.874

Our organization maintains a comprehensive database of our tourists. (TRMD11)

0.701

22.918

.914

0.874

Individual tourist information is available at every point of contact (TRMD12)

0.684

19.278

.914

0.874

Our organization provides customized services to our valued and key tourists.
(TRMD13)

0.664

17.217

.914

0.874

Pous Mela,

Destination loyalty (DL)

Tourist Relationship Management dimensions (TRMD)
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Our organization communicates with key tourists to customize our offerings on
demand. (TRMD14)

0.631

14.283

.914

0.874

Our organization makes an effort to find out what the key tourist requirements are
(TRMD15)

0.679

19.005

.914

0.874

Our employees make coordinated efforts to deliver customize service once a
tourist places a demand for such service (TRMD16)

0.702

20.098

.914

0.874

Each and every employee of our organization treats tourists with great care.
(TRMD17)

0.617

14.562

.914

0.874

Our organization provides channels to enable ongoing two
between our key tourists and us. (TRMD18)

0.629

15.672

.914

0.874

Our tourists can expect exactly when services will be performed (TRMD19)

0.718

25.091

.914

0.874

Our org anization fully understands the requirements of our key tourists and us.
(TRMD20)

0.663

18.782

.914

0.874

Our organization maintains the database of major destination attractions for our
key tourists. (TRMD21)

0.687

19.871

.914

0.874

Our organization fac ilitates tourists in accessing the major destination attractions.
(TRMD22)

0.624

15.214

.914

0.874

Our organization provides requisite amenities to ensure safe visit for tourists to
destinations. (TRMD23)

0.609

14.009

.914

0.874

Our organization provides adequate packages that cover smooth and hassle -free
destination visits. (TRMD24)

0.672

18.918

.914

0.874

Our organization arranges activity supports for
requirements. (TRMD25)

tourists as per destination

0.711

23.091

.914

0.874

Our organization has networked to provide ancillary services to tourists. (TRMD26)

0.709

22.738

.914

0.874

Our organization understands the purpose of visit of tourists and provides services
accordingly. (TRMD27)

0.724

26.198

.914

0.874

Our organization has resources to match the purpose of tourist visits. (TRMD28)

0.694

20.018

.914

0.874

Our organization has necessary tie -ups and networks to synchronize with the
purpose of visit of tourists. (TRMD29)

0.648

16.552

.914

0.874

-way communication

0.893

KMO
2

Barlett’s Test of sphericity

Chi-square (χ )

1972.0438

df

287.000

Sig.

.000

** FL: factor loadings, t: t-value, α: Cronbach's α, AVE: average variance extracted

The dimensions of perceived tourist service quality (PTSQ) and CRM have been nomenclated as
per the component-wise factor loadings in Table-IV.
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Table-IV: Dimensions of PTSQ and CRM
Sl.
No.
1
2
3
4
5
6
7
8
9
10
11

Variable

Perceived Tourist
Service Quality
(PTSQ)

Tourist Relationship
Management

Items as per factor loadings post
EFA
PTSQ1, PTSQ2, PTSQ3, PTSQ9
PTSQ4, PTSQ5, PTSQ8
PTSQ6, PTSQ7, PTSQ10, PTSQ11
PTSQ12, PTSQ13, PTSQ14, PTSQ15
PTSQ16, PTSQ17, PTSQ18
TRMD1 – TRMD7
TRMD8 – TRMD12
TRMD13 – TRMD17
TRMD18 – TRMD20
TRMD 21- TRMD26
TRMD 27 – TRMD 29

Dimension name
Servicescape
Accessibility
Reliability
Ethnicity
Hospitality
Organizing around TRM (TRMO)
Integrating TRM technology (TRMT)
Key tourist focus (KFT)
Managing tourist knowledge (TKM)
Destination denomination (DD)
Purpose denomination (PD)

The path-analysis using LISREL-9.1 (Fig.II) confirms the convergence of the observed variables
(TRMO, TRMT, KFT, TKM, DD & PD) and the latent variable [(Tourist Relationship Management
(TRMD)] confirming the fact that the identified dimensions of tourist relationship management
are adequate to justify the reliability and validity of the same.

Fig.II: Path analysis depicting observed and latent variables
To test correlationship between perceived tourist service quality (PTSQ), tourist satisfaction (TS)
destination loyalty (DL) and tourist relationship management (TRM), bivariate correlation was
deployed. The mean response score was obtained for each of the variable across the items
loaded in EFA for each individual tourist and later on summated and averaged to obtain the
composite mean score for each variable. The results of the bivariate correlation analysis were
displayed in Table-V. The results confirmed that TRM dimensional output shared strong and
positive correlation with PTSQ (r=.162**, p<.001), moderately positive relationship with TS
(r=.098*, p<.005) and strong and positive correlationship with DL (r=.101**, p<.001). TS and DL
shared strong and positive correlation with each other (r=.136**, p<.001) while PTSQ shared
significant correlation with DL (r=.205**, p<.001) and TS (r=.369**, p<.001). H1 is supported.
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Table-V: Bivariate correlation between perceived tourist service quality (PTSQ), tourist
satisfaction (TS) and destination loyalty (DL)
TRMD
Pearson Correlation

1

101**

.000

.001

.000

49.618

44.561

38.763

36.987

Covariance

.783

1.763

.609

.599

N

1974

1974

1974

1974

1

**

Sum of Squares and Cross-products

Sig. (2-tailed)
Sum of Squares and Cross-products

.000

.369

.205

**

.000

.000

57.662

48.634

43.817

Covariance

1.763

.824

.695

.626

N

1974

1974

1974

1974

.098*

**

1

Sig. (2-tailed)

.369

.136

**

.001

.000

38.763

48.634

83.437

53.718

Covariance

.609

.695

1.192

.767

N

1974

1974

1974

1974

101**

**

**

1

Sum of Squares and Cross-products

Pearson Correlation
Sig. (2-tailed)
DL

162**
44.561

Pearson Correlation
TS

DL

.098*

Pearson Correlation
PTSQ

TS

162**

Sig. (2-tailed)
TRMD

PTSQ

.205

.000

.136

.000

.000

.000

36.987

43.817

53.718

83.859

Covariance

.599

.626

.767

1.198

N

1974

1974

1974

1974

Sum of Squares and Cross-products

** Correlation significant at 0.01 level (2-tailed)

Hierarchical regression analysis was deployed by considering the average (mean) values of the
variables (across the items) to understand the direct and the mediating effects of TRMD on
PTSQ-TS link and TS-DL link. For providing empirical evidence to our hypotheses, we proposed
an ordinary least square (OLS) regression for our dependent variables TS and DL. The following
models were constructed:
(i) TS = β0 + β1*PTSQ + β2*TRMD + β3*PTSQ*TRMD+ εi
(ii) DL = β0 + β1*TS + β2*TRMD + β3*TS*TRMD+ εi
(iii) DL = β0 + β1*TS + β2*PTSQ+ β3*TRMD + β4*TS*PTSQ+ β5*PTSQ*TRMD +
β6* TS*TRMD + β7* PTSQ*TS*TRMD + εi
The regression models were displayed in Table-VI. Three models were generated. Model I
depicted the direct effects, Model II represented the binary interaction and Model III portrayed
the ternary interaction between variables. Standardization was applied to avoid interference
with regression coefficients arising out of multicollinearity between interaction variables (Irwin
and McClellan, 2001; Aiken and West, 1991). The VIF (variance inflation factor) corresponding
to each independent variable is less than 5, indicating that VIF is well within acceptable limit of
10 (Ranaweera and Neely, 2003). Results of Model-I revealed that PTSQ is significantly
predictive for TS (β = .652, t=6.009, p<0.01) while the direct effect of TRMD on TS was also found
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to be significant (β = .498, t=4.664, p<0.01). Model-I further revealed that TS can significantly be
associated with DL and that TS has the predicting capacity to predict DL ((β = .642, t=6.959,
p<0.01). TRMD was also found to be predictive of DL (β = .589, t=5.876, p<0.01) and so was PTSQ
(β = .354, t=2.873, p≤0.05). Results of Model-I reinforced support to H1. The binary interaction
between TRMD and PTSQ (Model-II) indicated that with the increase in TRMD performance the
impact of PTSQ on TS increases significantly (β = .284, t=3.107, p<0.05) while the binary
interaction between TRMD and TS assured that better performance of TRMDs will augment the
impact of TS on DL (β = .553, t=6.252, p<0.01). Model-II also revealed that an increased PTSQ will
register a profound effect of TS on DL (β = .312, t=3.981, p<0.01). Results of Model-II supported
to H2 and H3. Model III revealed the ternary interaction whereby it was established that DL
behaviour will be strengthened under moderating effects of TRMD if PTSQ and TS are perceived
to be high (β = .491, t=4.871, p<0.01). Model-IV reassured H2 and H3 and supported H4.
Table-VI: Hierarchical regression results

PTSQ

Dependent variable-TS, Independent variable-PTSQ, Moderating variable-TRMD
Model-1
Model-2
Model-3
VIF
β /t /Sig.
β/t/Sig.
β/t/Sig.
.652/6.009/.000
1.541

TRMD

.498/4.664/.000

Independent
Variables

1.457
Binary interaction effects

PTSQ*TRMD
R

2

.334/5.107/.000
.492

Adjusted R

2

F-value
Sig.

1.481

.555

.484

.542

66.725

42.374

.000

.000

Dependent variable-DL, Independent variable: TS, Moderating variable-TRMD
TS

.642/6.959/.000

TRMD

.589/5.876/.000

1.339
1.421
Binary interaction effects

TS*TRMD
R

.553/6.252/.000

2

.412

Adjusted R

2

F-value
Sig.

1.879

.627

.404

.616

48.430

57.121

.000
.000
Dependent variable-DL, Independent variable: PTSQ & TS, Moderating variable-TRMD

PTSQ

.354/2.873/.005

1.401

TS

.642/6.959/.000

1.225

TRMD

.739/9.115/.000

1.398
Binary interaction effects

PTSQ*TS

.312/3.981/.001

1.562

PTSQ*TRMD

.284/3.107/.003

1.671

TS*TRMD

.553/6.252/.000

1.879

Ternary interaction effects
PTSQ*TS*TRMD
R

2

.491/4.871/.001
.412

.476

.404

.461

.649

F-value

48.430

30.890

44.121

Sig.

.000

.000

.000

Adjusted R

2
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a. Dependent variable: TS, DL
b. Independent variable: PTSQ, TS
c. Moderating variable: TRMD

Confirmatory factor analysis (CFA) was applied to assess the convergence, discriminant validity
and dimensionality for each construct to determine whether all the 56 items (Table-III) measure
the construct adequately as they had been assigned for. LISREL 9.90 programme was used to
conduct the Structural Equation Modeling (SEM) and Maximum Likelihood Estimation (MLE)
was applied to estimate the CFA models. A number of fit-statistics were obtained (Table-VII) for
the default (proposed) model. The comparative fit indices namely CFI (0.981), NFI (0.991) and
TLI (0.973) were found significant enough to accept the fitness of the default (proposed) model
(Schreiber et al, 2006). The Parsimonious fit indices (PNFI=0.697, PCFI=0.781, PGFI=0.713) also
confirmed robustness of the model and indicated an absolute fit (Schreiber et al, 2006). The GFI
(0.979) and AGFI (0.974) scores for all the constructs were found to be consistently >.900
indicating that a significant proportion of the variance in the sample variance-covariance matrix
is accounted for by the model and a good fit has been achieved (Hair et al, 1998; Baumgartner
and Homburg, 1996; Hulland et. al, 1996; Kline, 1998; Holmes-Smith, 2002, Byrne, 2001). The
CFI value (0.981) for all the constructs were obtained as > .900 which indicated an acceptable fit
to the data (Bentler, 1992). The expected cross-validation index was found to be small enough
(ECVI=0.0026) to confirm the superiority of the default model to the saturated and
independence model. The RMSEA value obtained (0.049) is < 0.08 for an adequate model fit (Hu
and Bentler, 1999). The RMR value (0.003) is small enough (close to 0.00) to assure a robust-fit of
the model. The SRMR value was also indicative of good fit (0.0302 which is ≤
.08) (Schreiber et
al, 2006, Anglim, 2007). The probability value of Chi-square (χ2=176.16, df=89, p=0.000) is more
than the conventional 0.05 level (P=0.02) indicating an absolute fit of the model to the data and
the χ2/df value is ≤ 2 (1.97) suggesting its usefulness to justify the default model as the nested
model.
Table-VII: Fit indices for the default model

Absolute predictive fit
χ

2

Df

P

ECVI

Comparative fit
NFI

TLI

CFI

Parsimonious fit
PNFI

PCFI

Others

PGFI

GFI

AGFI

RMR

SRMR RMSEA

176.16 89 0.02 0.0026 0.991 0.973 0.981 0.697 0.781 0.713 0.979 0.974 0.003 0.0302

0.049

To construct the nomological network structural equation modeling (SEM) was used to test the
nomological validity of the proposed research model. Composite PTSQ, TS, DL and CRMD scores
across individual items were obtained by summating the ratings on the scale provided in the
survey instrument items which were used as indicators of their latent version.
Structural Equation Modeling (SEM) was used to test the relationship among the constructs. All
the 17 paths (including direct and indirect effects) and 3 paths (depicting moderating effects)
drawn were found to be significant at both p<0.01 and p<0.05 levels. The research model holds
well (Fig.II) as the fit-indices supported adequately the model fit to the data. The double-curved
arrows indicated correlation between the exogenous and endogenous observed variables
which was found significant. The residual variables (error variances) are indicated by Є1, Є2, Є3, etc.
The regression weights are represented by λ. The relationship between the exogenous variables
was represented by β. One of the factor loading was fixed to '1' to provide the latent factors an
interpretable scale (Hox & Bechger, 1998). The direct and indirect effects of the constructs were
calculated and tabulated in Table-VIII. Since there was an absence of indirect non-causal effect,
model respecification was not required (Hair et al, 2010).
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Table-VIII: Direct, indirect and total effects of independent variables on
dependent variables
Effects
Relationship

PTSQ
TS

TS
DL

PTSQ

DL

PTSQ

TS

Direct (causal)

Indirect (causal)

Indirect (non-causal)

Total

0.96

-----

-----

0.96

0.91

-----

-----

0.91

0.94

-----

-----

0.89

0.87 (0.96*0.91)

-----

0.87

DL
PTSQ1
λ1=1.00

β 1=0.91

PTSQ2

λ2=0.96

PTSQ

β 2=0.89

β 3=0.90

λ4=0.91

PTSQ4

β11=0.91

TRMD1

λ1 6=0.94

PTSQ3

λ3=0.96
λ14 =0.96

β4=0.87

λ11=1.00

β = .284, t=3.107, p<0.05

TRMD2

β6= 0.91

TS1

λ5=0.92

λ12=0.76

β 5=0.89

TS2

λ6=0.92

TRMD

TS

λ13=0.75

λ7=0.95
β10=0.87

TS3

TRMD3

β = .553, t=6.252, p<0.01

β 12=0.73

λ1 5=0.91

DL1
β 7=0.79

β 11=0.77

λ 14=0.87

TRMD4

λ8=082
β12=0.90

β9=0.82

DL2

λ9=0.80

DL

β 8=0.77
λ 10=0.76

DL3

Fig.III: Structural model showing the path analysis
:
indicates moderating effects
Implications for theories and practices
The tourism phenomenon in Santiniketan is not new, but it has changed its dynamics with the
rapid change in demographic, psychographic, cultural and ethnic factors. With the
communication system to the destination improving by leaps and bounds the influx of tourist
has also increased. The increased flow of assorted tourist from both domestic and foreign origin
forced a complete metamorphosis of the hospitality and tourism map of Santiniketan. The
hotels, restaurants, tour-operators and other down-the-line service providers underwent a
serious make-over as they updated themselves to meet the specific demand and quality
perception of both domestic and foreign tourists. The research findings suggest that the
identified tourist relationship management framework has a strong deterministic role in the
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perspective of tourism in Santiniketan as it revealed substantial moderating effects on service
quality, tourist satisfaction and destination loyalty. The findings also affirmed the initiatives
taken up by the tourist service providers, often not knowing a synergistic structural relationship
between the same, was yielding desired results in terms of tourist satisfaction and revisit
intention culminating into destination loyalty.
The tourism service providers at Santiniketan are well aware about the tourist behaviour based
on the destination dynamics and purpose of their visit. Technology has played a pivotal role
towards allowing the tourists to avail services on virtual platform. The results ensured that the
tourism services provided by the hoteliers, restauranters, logistic-service providers and tourarrangers etc. at Santiniketan were well absorbed by tourists and they were satisfied. It was
revealed that the perceived tourist service quality was instrumental in assuring tourist
satisfaction which subsequently was found to have a positive effect on destination loyalty. The
hospitality industry as a whole in Santiniketan was found acceptable by tourists who were
visiting on the occasion of cultural and ethnic events like Pous Mela, Basantotsav etc. in terms of
service quality and they have expressed their intention of revisiting the destination and
promoting the destination to other tourists. In January 2010, Archaeological Survey of India
made efforts to include Santiniketan in the esteemed World Heritage list of UNESCO on the
ground of humanism and cultural interchange (criterion-i), education and rural reconstruction
(criterion-ii) and internationalism (criterion-iii). The state Govt. too has given special focus to
promote its fairs and festivals and arts & crafts.
The present study shall expand the research domain pertaining to relationship management
and its implications and shall add up to the extant literature by providing the foundation of
tourism relationship management framework (TRM), an offshoot to customer relationship
management model, with validated dimensions like destination denomination and purpose
denomination. The intervening effects of TRM while linking perceived tourist service quality,
tourist satisfaction and destination loyalty were also found to be significant. Further to this, the
study reinforces the applicability and integration of TRM dimensions (Yim et al, 2004) with the
functional and behavioural modalities of tourism industry. The moderating effects of TRM on
PTSQ and TS, TS and DL and on the link PTSQ-TS-DL opens up new research frontiers whereby
additional exploration to the dimensional impact of TRM on sectoral tourist behaviours can be
analysed. Existing literature emphasized the role of tourist service quality towards influencing
tourist satisfaction by using the conventional dimensions of SERVQUAL. The service quality
dimensions identified in this study may be tested for its robustness, but it definitely provides
researchers with scope to identify ethnicity and hospitality as significant and critical quality
dimensions for indigenous and aborigin tourism.
The study had managerial implications as the changing rural psychogeodemographic pattern
(multi-attribute stratification process also known as geoclustering leading to compressed
segmentation models namely PRIZM-Potential Index Rating by Zip Markets) of Santiniketan
may pose challenges to the managers of tourism service providers to analyse tourist demand
and personalize tourism products accordingly. TRM framework is likely to provide tourism
managers with analytics to segregate tourists on the basis of identified dimensions particularly
the destination denomination and purpose denomination which will enable them to strategise
their approach towards satisfying the tourists.
The study had geographical limitations as it has been restricted to Santiniketan in West Bengal,
which in future, can be widened to obtain a more generalized conclusion. Future extrapolations
of the study can be done by considering other service variables into consideration namely
impact of servicescape, perceived service recovery etc.
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Abstract: Intangibility as unique characteristic of tourism product and destinations has made
the marketing a crucial concept. In tourism language, the image formation of Silk Route has
remained a source of connectivity and communications from the decades and centuries. The
development and advent of new technologies and transport services have made the Silk Route
concept an undistinguished part to the trade as well as travel industry. So, in order to regain its
momentum of image among the people/tourists the involvement of e-tourism proves to be a
significant as well as sustainable step for its revival and image building among tourists. Reviving
the Silk Route along with the new technological forms could be an innovative step in the
destination image process. Off late, memory institutions experience great alterations in
connection with digitization-which is acting as the new method for preservation, education and
access. In this paper, we highlight some linkages between tourism, memory institutions and
digitization of cultural heritage and also, this paper aims to study the scope of e-tourism as a
sustainable marketing tool to the destination image of Indian Silk through the analysis of earlier
contents available through various secondary sources.
Keywords: Marketing, image building, e-tourism, silk route, sustainable, digitization, culture.
Introduction
There is a basic role of cultural heritage in the sustainable development of regions. Cultural
heritage acts as an important resource and a capital for the economic development of a nation.
Tourism is not only acting as one of the largest industries in the world, but also the number one
online segment, accounting for at least 11% of the complete sales on the Internet (Hadžić,
2004). The system of Tourism is inevitably affected by the diffusion of information and
communication technologies (ICTs) (Gruescu et al, 2010). Tourism is a very information
intensive activity. In few other areas of activity are the generation, gathering, processing,
application and communication of information as important for day-to-day operations as they
are for the travel and tourism industry (Poon, 1993, By taking an instance of Silk Route, it is
straddled the whole Central Asian region and also passed to India via Kashmir, connecting other
regions like Afghanistan, Tibet, and Xinjiang, and further is the oldest connectivity between
these countries named as Silk Route by German geographer Ferdinand van Richthofen who first
introduced the name “Seidenstrasse” (Silk Road) in1870 (UNWTO, 2012). Considering the
sustainable approaches to the destination image process, attempts have been made to develop
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destinations in a sustainable fashion by using indicators, monitoring, eco-labeling, codes of
conduct, educating the tourists and other best practices (Ali & Frew, 2010). Such kind of
approaches have been enlisted as “lack of quality, technical content, reliability, maturity, equity
and effectiveness” (Van der Duim & van Marwijk, 2006). The advent of e-tourism terminology
has coincided these challenges and shifted the concept to the sustainable regime.
Contemplating a new Silk Road oriented around electronic media could induce a paradigm shift
in terms of the societal as well as tourism and trade framework in which changes will be
enacted. The Internet acts as a new communication and distribution channel for e-travelers and
suppliers of travel services and products (Law, Leung & Wong, 2004). The change in dimensional
aspects of information generation in e-tourism has unfolded the mysteries of various
destinations. So, the confluence of e-tourism and its perceptual image formation of Silk Road
among tourists could be a great signpost for the nations to revitalize the concept again in order
to market it for the future.
The tangible as well as intangible aspects of culture play important role in building the
attraction capacity of a specific city or region. This combination further shows the cultural
capital of a particular region and the economic benefits brought by the presence of tourists
visiting the cultural goods/assets of a region/city need to be accounted when assessing its
sustainable development. Intangible tourism services cannot be physically displayed at the
point of sale before purchasing, and so tourism product is dependent upon information in
printed and audio-visual forms. The success of a tourism destination will rely on extensive and
targeted marketing, leading to the growth of new distribution channels. As of the common fact
to the tourism destinations and services the concept gap of intangibility has been filled up by etourism support. Also, Information technology has increased its dimensions and made the
tourism industry to discover every sphere of the world. The continuous development of ICTs
during the last decade has had important application for the tourism industry (Buhalis, 2003).
ICTs provide opportunities for business expansion in all geographical, marketing and
operational senses and play a critical role in customer relationship management, which is of the
fundamental importance for the successful tourism organization.The rapid development of
computers, management software applications, a plethora of digital appliances and excellent
communications networks have improved inter and intra organizational communication, as
well as consumer accessibility (Reino, S., 2006). Since the Silk Road has always been termed as a
road to connectivity and communication the rise in standards and emergence of new
destinations has increased the competition level within the tourism industry and the concept of
silk route has lost its significance in trade and tourism terminology. Advent of E-tourism has
provided the considerable opportunities to expand the aura and acquire sufficient place in the
market. They could generate suitable conditions for the emergence of a new range of
promotion and distribution channels in the industry. The idea is the Internet that can add value
and competitive advantages to a destination image vs. the classic tools through a positioning
and a branding (Gilmore 2002).
The aim of the research, is to study the e-tourism platform that help countries or induced Silk
Route destinations to identify, standardize, coordinate and propose tourism and craft services
in response to varying world, as e-tourism is a digitalized concept of presenting the destinations
and its available sources to the tourists and hence making a clear image among tourists, thus
affecting their destinations choice and decisions. Moreover, the emergence of new destination
choices and increase in to environmental concerns especially in tourism industry, destination
marketing and image building processes need distinct and planned approach. Cultural tourism
is one of the most relevant flow of goods that the presence of cultural assets in a city can actually
produce, with important social and economic benefits. As per the survey of United Nations
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World Tourist Organization one of the most important niche market is the market of cultural
heritage tourism and this study in the next section shall focus on the importance of digitized
cultural heritage in developing a sustainable cultural heritage tourism(Hadžić, 2004), .
Literature review
The basic idea to travel and to discover new cultures and open new horizons is not something
new. From Marco Polo to the Spanish explorers many adventurous people tackled major
obstacles to come into contact with new cultures and explore new continents as well (Riganti,
2009). Though this form of elite travelling had often an essential economic agenda, such as
opening new markets, conquering new worlds, was however a limited phenomenon. Even
when this attitude, mainly during the Enlighten century, was transformed into an intellectual
quest to discover the deep meaning of important cultures like the Roman or Greek ones, the
phenomenon was restricted to cultural travelers, usually of wealthy origins, who mainly
devoted years to their intellectual formation (Riganti, 2009). Tourism in the past has used many
different intermediaries in the delivery of a tourism product starting with the travel agent
(Akehurst, 2009). Making tourists' decision-making procedure more complex (Gunn, 1988;
Echtner & Ritchie, 2003, Bornhorst et al., 2010). Thus, destination marketers must―cut through
the noise of competing and substitute products (Pike & Ryan, 2004). Sustainable tourism
marketing is defined as a strategy whereby the objectives are to understand the interaction
between the organization managing a site and surrounding natural forces, an approach to
create a social, economic and environmentally balanced forum (Gilmore et al., 2007). In this
way primary resources´ (climate, monuments, traditions, ecology) and `secondary resources´
(accommodation, transport, catering, and other ancillary tourist services) are the basis for the
production of services (Rodrigues, et al. 2011) and in such perspective, the use of websites has
been found to be effective as people have access to them 24 hours a day around the world (Lin &
Huang, 2006). E-tourism helps in determining the destination image and its competition level by
maintaining and reorganizing internal processes, thus developing transactions with trusted
partners and interacting with all its stakeholders and customers. The cultural heritage tourism
industry is now in the process of systematic use of information, communication and multimedia
technologies, in order to achieve competitive advantage by developing tourism destinations
(Hadžić, 2004). The World wide web (WWW) is introducing many tourists to the global market of
cultural heritage tourism, making them comfortable to know about locations they might have
never known existed. The heritage tourism destination is an ideal candidate for branding by the
use of the WWW. One can now have another dimension of the evolving Internet, i.e. its
potential for sharing knowledge in order to arrive at new definitions of culture and new form of
knowledge (Hadžić, 2004).. Multimedia technologies can extent the tourism experiences,
because visual and auditory images are central in the experience( Hadzic, 2004). Digitization of
culture heritage and the use of the WWW give a chance for cultural institutions to attract more
visitors in the uncomfortable position to having to compete (in terms of entertainment and
experience value) in a new, unusual horizon, subject to market forces. This environment implies
necessarily a shift to a new “cultural economy”, which is characterized by the accessibility to
user-driven service. (Hadzic, 2009).
Mazanec (2010) suggested that "this construct clearly describes a form of evaluative response
of individual to some object or stimulus". Dodds, et al. (2010) show that the adoption of ICT
has leveraged the effectiveness and efficiency of the tourism industry, thus enables it to achieve
sustainable competitive advantage. Even several other studies have focused on the relationship
between destination image and preference or visiting intentions (Goodrich, 1978; Hunt, 1975;
Milman & Pizam, 1995; Scott, Schewe, & Frederick, 1978). Destinations with stronger positive
images will have a higher probability of being included and chosen in the process of decision
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making (Alhemoud & Armstrong, 1996; Echtner & Ritchie, 1993; Johnson & Thomas, 1992;
Telisman-Kosuta, 1994).
Objectives
1.
To study the present status of Silk route in tourism perspectives.
2.
To study the prospects of E-tourism approach as a sustainable marketing tool in terms
of Silk route image formation in context of India.
3.
To study the importance of digitized cultural approach in developing a sustainable
cultural tourism.
Research methodology
Research methodology was based upon secondary data collection through available literature.
The study is conceptual in nature. Secondary data were extracted from varied articles, journals,
magazines and websites.
Digitization of cultural heritage
Digitized culture heritage can be used for the sustainable development of cultural tourism. An
important element of the sustainable development of cultural tourism is visitors behavior at
the place of location of cultural heritage. There exists various channels for raising visitors
awareness and encouraging specific behavior. From this point of view, the interpretation
process, in which digitized cultural heritage is used, can play an important role. Interpretation is
a communication process designed to reveal meanings of cultural and natural heritage, which
play a major role in providing a quality visitors experience and facilitating sustainable visitors
flows. High quality information through digitized cultural heritage optimize the visitors
understanding of the significant heritage characteristics and the need for their protection and
helping the visitor to enjoy the place in an appropriate manner. “Heritage presentation and
interpretation are indispensable elements in the conservation natural and cultural resources”
(Banff Declaration First World Congress on heritage presentation and interpretation, 1985 as
cited in Hadzic, 2004). ). Many cultural channels of influence, that used to operate
independently, are now unified in coordinating market strategies. One of the most European
projects, the Open Heritage project has the goal to market efficiently the digital assets of
medium and small museums (Delouis, 2001). A good example of the European cooperation in
culture is a European Union supported portal of cultural heritage Museumland.com, which
organizes attractions into 45 categories. The portal offers an enormous range of choices in
cultural tourism and can help to a tourist in the decision making process. European visions of the
possible applications of the Internet in tourism assume a multilingual context, with a far greater
emphasis on culture and history. Europe's approach to cultural tourism is strongly linked with
re-assessment of Europe's sense of its place in the world, culture integrations and identity. The
importance of digitized cultural heritage was pointed out at the European Conference of
Minerva, held at Parma in 2003. A lot of papers were devoted to the question of the quality of
cultural Websites and the possible applications of the digitized cultural heritage to preservation,
education and cultural tourism. A very interesting European project was the CHIMER Project
2002, which is developing and implementing applications for mobile technologies in a cultural
heritage environment “based on a combination of Internet, GPS (Global Positioning System),
GPRS (General Packet Radio Service), WI-FI (Wireless Fidelity) and GIS (Geographic Information
Systems) technologies, in order to develop interfacing and user access tools adapted to evolving
3G (Third Generation) networked multimedia technology for retrieving local heritage from 6
partner countries.”
Present status of Silk Route Destinations in India
Silk Route has always been acclaimed as the 'greatest route in the history of mankind'. The
ancient Silk Road formed a first bridge between the East and West and was an important vehicle
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for trade among ancient empires of China, India, Persia and Rome. A well known Chinese
Buddhist scholar and translator, Hieun Tsang (7th Century A.D.), was in Lumbini in 637 A.D.,
before he was heading to Kushinagar, the place where Buddha passed away, and to Sarnath,
where he had given his first sermon (Bernstein 2001, Wriggins 2004). This way was linking
Varanasi and Bodhgaya in India with Kapilvastu, Lumbini, Bhutwal and Ridi in Central Nepal,
leading further through the Mustang region in Nepal to West Tibet and the Brahmaputra valley,
continuing from there to Khotan as well to Kashgar, partly via Ladakh (Heide, 2012).

MAP: Silk Route Connectivity and India's Contribution
(Source: http://isikkim.com/2011-06-south-asia-china-india-and-silk-route-066/)

More evidences have been found that in ancient times three passages through Nepal
presumably have linked the Silk Roads with the Gangetic plains, especially with the Buddhist
holy places and great Buddhist Universities of India particularly in the area of Magadha in the
present State of Bihar (Heide, 2012). Considering significance of Mathura (India), which was a
major trade and commerce centre, located on the junction of Uttarapath and Daksinapatha,
was connected with Central Asia and China through a route which passed through Indraprastha
(modern Delhi). This route connected Indraprastha with Taxila, Puskalavati, Purusapura,
Kapisa, and Bactria to the Tarim basin where they joined both the branches of the 'Silk-Route'
traversing along its southern rim through Kashgar (Sailadesa), Yarkand (Chokkuka) and Khotan
(Kustana/Godana, Khotamna) and northern edges through A-k'o-su (Wen-su/Pol-lu-chia, Skt.
Bharuka), Ku-chih (Kuchi), Karashahr (Agnidesa) (Archaeological Survey of India, 2010). Further
it extends to meet at Yu-men-kuan or the Jade Gate near Tun-hueng before entering the Chinese
mainland. Moreover from early times, the Indian sub-continent was connected to the Grand Silk
Route through a network of sub-routes criss-crossing “Greater Kashmir” or what presently
constitutes Jammu and Kashmir in India and Pakistan occupied Jammu Kashmir in Pakistan
(Kaw, 2009) thus, forming an elongated and interwoven network.
There are number of locations that are untapped and can be developed as major tourist
destinations, having the entire natural as well as the cultural resources for attracting tourists as
the procedure of negligence towards all these destinations the central Asian trade links with
India through Jammu and Kashmir towards Sikkim and other induced destinations have lost
their identity. Many of these sites like Bodhgaya, Sarnath, Lumbini, Kushinagar have been
developed by the Ministry of Tourism, Government of India as a major Buddhist pilgrimage
circuit. But its ultimate connectivity to the early history of Silk Route needs a due evaluation and
recognition. United Nation World Tourism Organization (UNWTO 2009) presented a report on
Silk Route insufficient transport infrastructure and review its present situation including tourist
and business class hotels, communications systems and other essential facilities, and these
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shortages largely explain why the Silk Road tourism potential remains untapped.
E-tourism Support
The realization of the e-tourism support in silk route can be described more than the
perspectives of intangibility and promotion. It is not possible to cover the whole of the nations
as well as the induced destinations involved in the silk route connectivity and to make tourist
aware of such incredible route in a very short and competitive period. The more favorable the
image is, the more likely visitation will occur and destination image changes as a result of actual
visitation (Stepchenkova & Morrison, 2008)
Tourists are now offered costumer customized services for most of the aspects regarding their
tourism experiences especially travel and accommodation. More and more customers prefer
internet option to the more traditional travel agent one. This is part of the phenomenon
described as E-tourism. But more could be added to this concept as well. It is quite important to
target specific issues related to culture and tourism: new ways of experiencing world cultural
heritage, in the perspective of E-Tourism, also intended as experiencing the wealth of the
world's cultural heritage in a virtual way. Enhancing and widening the access to cultural heritage
by means of new digital tools, therefore, increasing the social awareness of its value and
complexity and further represents an essential way of strengthening social cohesion. As of now,
there are three basic activities which are vital for creating, using and sustaining of digital
heritage, namely digitization, access and preservation. The first one is the digitization. It is the
process of converting analogue objects into digital form. For the new objects that do not have an
analogue original but are digitally born, this step is replaced by the process of creating this
object as it is. The second element is providing access to the digital heritage. This not only means
that the users can see an object but first of all they should have efficient and intuitive resource
discovery tools. The third part is assuring long-term preservation for digital objects which
guarantees that digital objects created in the past are available now and also in the future. This
not only means that the objects are physically intact, but also that they can be rendered and
actually used.
Developing an e-business in tourism allows the consumers to express their e-needs, increases
the number of commercial markets, implicitly the efficiency, reduces the cost and raises
competition as it helps DMOs (Destination Management Organizations) participate in existing
social networks and build relationships by ensuring stakeholders at the destination can
contribute and listen to the others on sustainable tourism-related matters (Ali, A & Frew, 2010).
Blogs and social media sites like facebook, orkut, twitter, etc. forms communication channel
among the various local authorities of silk route destinations at national and international level
in discovering and forming a sustainable image of untapped destinations among the internet
users. Social media can be used to gather valuable information about how a product, or brand is
perceived in the marketplace (Chernysheva Evgeniya, et al, 2011). Numerous studies show that
Facebook is the sixth most trafficked website in the United States (Abram, 2007), as a million
new users establish accounts each week (Levy, 2007). More interesting is the fact that over
90% of people between age of 5 and 17 use the Internet on a regular basis (Turban et al, 2008).
Several companies were found to have identified influential online community members and
attempt to persuade them to write favorable reviews by providing them perks (Dellarocas 2006)
Thus it forms a network and hence increases the community participation of various induced
destinations of Silk route destinations that have not been highlighted or remained untouched in
tourism perspectives and hence adding to the source of information of silk route.
Conclusion
Digital networks are posturing absolute new challenges, by enabling easy information
substitute and assistance and by obliging compliance with more compressed control systems
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for accessing information and cultural goods. New practices are rising in the digital framework
and today's digital culture not only frames our experience of the world around us but also
provides a composite set of tools with which to classify new patterns for inter-relating
information and local and global culture; in other words, technology not only offers tools but
also defines the environment in which we actually live. Avoiding this context switch is likely to
distance the culture sector from users who continue to break new ground in terms of practices,
expectations and habits. Digital networks have developed circumstances of possibility which
suggests possible futures. The future of cultural progress will be determined by the motive for
which digital culture is utilized: either to facilitate intercultural communication and develop
knowledge resources to which everyone can contribute and exchange, or to apply marketbased and for-profit activities that squeeze control over knowledge and information. The new
context offers new opportunities for culture while offering users with the opportunity to
become active citizens rather than consumers.
Silk Route always acted as a cause for the transportation trade components is also a synonym for
economic and cultural exchanges between the Western world and the oriental world. Also it can
be termed as a synonym to cross cultural and economic development between the countries
According to UNWTO (2009) report, Silk Route represents a combined economy of around
$312.3 billion, with an average gross domestic product (GDP) per capita of $2,151. In such
terminology, cultural tourism acts as a double edged sword. It brings at the same time economic
growth and competition for the concerned resources, especially in those regions that face
forms of congestion. There is the need to value, both the positive and negative impacts brought
by the presence of tourism in order to shape sustainable tourism policies. This valuation process
could highly benefit for new form of assessment based on information technologies. Bridging
the digital divide brings additional sovereignty and greater autonomy to the destination
countries of the silk route to regain its image and market. The definitions of tourism innovation
(e.g. Product, service and technological innovations) may remain unclear, with the exception of
the Internet. New technologies have produced an essential contribution to tourism
development. As well as providing a technical platform, the initiative also provides a method for
collating the relevant information (about the Silk Road tourism), standardizing it and
distributing it on the Internet.
Latest technology of telecommunication brings attractive tourist destinations directly into the
living rooms of potential visitors. This means that rising welfare and modern ICT may be held
responsible for the global drive towards mass tourism (Leeuwen and Peter Nijkamp, 2011). So,
in tourism perspective the Silk Road has the potential to become one of the world's unique
tourism destinations, and the distribution of interrelated tourism sites across the five countries
makes it ideal for cross-border or regional investment opportunities. Moreover, previous
researches has supported that the concept of Routes Tourism is one of the good opportunities
for the development of less developed areas that are inert with high cultural resources as that
could grab the attention of special interest tourists' who not only increase their stay but also
spend more to pursue their unique interest (Lourens, 2007). The cyber space forms a cultural
entity with the various destinations thus creating an opportunity to interact with each other and
also forming e-community participation and increase the aura of knowledge and interaction to
the people of various unknown place and thus same can be applicable to the Silk Route
destination. During the years, the ability of processing the information as well as expanding the
ways of data exchange increased in parallel. The development of computing and
communication capacities allows to place the user in the centre of the process of information
exchange and to afford him/her to use the overall power of the intellectualized tools for
satisfying his/her needs and expectations. In the recent years as a result of this growth, the
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virtual museums change towards more compact and systematic presenting the information
with abilities of common interoperable search between different collections (Ivanova et al,
2010). All these areas need much technical work on digitization and organization to be done in
parallel with applying of more complex view on the area. It is time these three processes:
digitization, access and preservation to be examined as one complete life cycle of information
objects. On the other hand, in local economic development planning, the tourism activity along
route like Silk Route is of special interest for it often involves developing cooperative planning
arrangements and relationships taking place between different localities in order for them to
collectively compete as tourism spaces (Rogerson, 2007) and that ultimately increases tourism
demand resulting indirect and induced revenues. Social and economic capital needs to be
developed through “targeted education and training, research and technology, information and
communication and social capital serving the locality as a whole” (Helmsing, 2001) and will
initiate the catalysis of education, promotion of tourism and quality of destinations that lies
along the Silk Route especially in India For example Khardung La Pass (Ladakh), Nubra valley
(Ladakh), Safa Kadal Sarai (Kashmir), Harwan (Kashmir), that are carving for the attention by the
tourism and had lost or are losing their significance among tourists. According to Suzan (2012) a
positive destination image and satisfaction, is the basis for tourist' visits all over again. If
a destination that provides accommodation for the faithful tourists who repeat periodically,
it will provide employment opportunities and economic benefits to its citizens. It will also
contribute to form a solid foundation in the long-term development of the region. And that can
be obtained in terms of Indian Silk Route destinations.
Looking from the demand point of view, these interactions between tourists and destination
management organization through digitalization process, the destination sources could helps
to minimize the existing gap between perceived and real images. This may not only lead to
economic development and environmental sustenance of destinations along Silk Route. The
best option is provided to the stake holders of such destinations across the globe that forms the
connectivity points to the silk route, to establish an electronic network or e-silk route network
system which may provide a space for the local communities of such destination to present their
destinations importance and linkages to the silk route and hence channelizing the trade route in
its original and complete from with lucrative strategies.
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Abstract
With the rapid development of tourism industry in India since 1990, the country has experienced
an increasing use of its natural resources for tourism, resulting in resources being adversely
impacted in many tourism destinations especially in hill areas. Recognising this emerging issue,
the author picks up the case of Shimla region of Himachal State of India and investigates the
perceptions of resident community regarding the environmental impacts of tourism
development. Residents in Shimla perceive greater negative environmental impacts of tourism
than positive ones. Despite their awareness of tourism's negative environmental impacts, the
local residents still support tourism development.
Keywords: Tourism, environmental impacts, resident, perceptions
Introduction
Tourism industry has become big giant at global level to many developed and developing
nations. In more than two dozen countries tourism is a major industry and remains a valuable
sector (UNWTO, 2009). Tourism manifests the progress and development of any region or
destination, as tourism today has been recognised as an essential and indispensable
component of socio-economic growth and development especially for employment
generation, foreign exchange earning, national integration, international understanding,
raising and improving quality of life of host people, improvement in local infrastructure and
preservation of heritage etc (Mason, 2003; Sharpley, 2002). However, tourism development,
brings with it impacts upon the society, economy and environment in which it takes place.
Environmental concerns are closely interlinked with tourism development (Chand, 2003). It is
feared that present pace of unprecedented growth of tourism has been by and large unfriendly
to environment. Moreover, tourism development presents challenges to a country's
environment and environmental problems tend to rise (Mason, 2003; Kuniyal et al, 2003;
Richards and Hall, 2000). Recently, India's hill stations, located in the Himalaya have been facing
some considerable negative environmental impacts from the tourism industry. This issue is
quite debatable, because negative environmental impacts of tourism must be minimized and
the aim must be towards building a sustainable tourism development in upcoming hill stations
(Singh, 2006; Holden, 2003; Sharma, 1998; Batta, 2000; Madan and Rawat, 2000). The
challenge is therefore to maintain the long-term sustainability of tourism industry and
subsequently derive benefits from it as an opportunity for economic development, a tool for
natural resource conservation and an opportunity for community development and
empowerment of locals (Bansal and Gupta ,1998; Singh, 2006; Joshi, 1991 and Kuniyal et al,
2003). Therefore, it becomes important to assess resident's perceptions of the environmental
impacts of tourism in the Himalayas based hill stations, like Shimla and to know whether
residents support ongoing tourism development or not? Understanding resident's attitudes is
complicated. Resident's attitudes towards the environment are an indication of support for
tourism development (Ap, 1992; Getz, 1994; Tosum, 2002; Chen, 2000; Andereck et. al.;2005;
Yoon et al., 2001; Hunter and Green,1995, Milman and Pizam ,1988; Ross, 1989 ;AP ,1992;
Andereck et al. 2005; Tosun, 2002; Yoon et al.,2001 and Kuniyal, et al ,2003). Residents must
have positive perceptions of tourism in order to sustain tourism development in an area which
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has a profound impact towards sustainability of local tourism industry.
Shimla: An overview
Popularly known as the Devbhumi (Land of the Gods), Himachal Pradesh is a beautiful hill state
in India, nestled in the north-west region of western Himalayas (Ahluwalia, 1998). Shimla, the
Capital of Himachal Pradesh is generally regarded as the tourist paradise of North India. Shimla
lies in the south-western ranges of the Himalayas. Located at 31.610N 77.100E with an average
altitude of 2397.59 meters above mean sea level, the city is spread on a ridge and stretches
nearly 9.2 km from east to west. As per provisional data of 2011 census Shimla had a population
of 8, 14,010, out of which males were 4, 25,039 and females were 3.88,971. The literacy rate was
94.14 per cent (Census of India, 2011). During tourism season 2013 Shimla's population had
increased by 3156997 lakhs. Fig. 1 shows the location of Shimla and other tourist places.

Sources: www.map.india.com.
Shimla was established by the Britishers after the fist Anglo-Gurkha War. Prior to
independence too, Shimla was centre of attraction for the British during the summer period.
And as a result of this growing interest of the Britishers in Shimla, it was taken as the Summer
Capital of India in 1864. Since then it has become a centre of attraction and a source to generate
revenue for local people, as tourists from different parts of the country and the world visit this
paradise in millions (Pubby, 1996 and GeoHazards International (2007).
The Kalka Shimla railway line, constructed in 1906, added to Shimla's accessibility and
popularity. The railway route from Kalka to Shimla, with more than 806 bridges and 103 tunnels,
was touted as an engineering feat and came to be known as the "British Jewel of the Orient". In
2008, it became part of the UNESCO World Heritage Site as Mountain railway of India (UNESCO,
2005).
Shimla is believed one of the potential tourism destinations of India because of its unique values
for tourists who are interested in nature, local culture, heritage and adventure (Chand and
Chauhan, 2002; Batta, 2000). Its rural life and cultural values, lush green forests, extraordinary
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scenic beauty, natural waterfalls have increasingly attracted tourists and make it as exotic
tourist destination for all in recent years. The trend of tourist inflow to Shimla is presented in
table - I.

Year

Table. I Growth of Tourist Inflow to Shimla (1998-2013)
No. of Tourists
Domestic

Foreign

1998

898993

13515

1999

943503

2000

% Growth
Domestic

Foreign

19188

5%

42%

1038975

24225

10%

26%

2001

1136063

31022

9%

28%

2002

1227710

37860

8%

22%

2003

1309635

44400

7%

17%

2004

1597246

55382

22%

25%

2005

1660380

64752

3.95%

16.92%

2006
2007
2008
2009
2010

1971417
2095946
2061539
2175314
2484562

90407
98839
112917
108981
124273

18.72%
6.32%
-1.64%
5.52%
14.23%

39.62%
9.33%
14.24%
-3.49%
14.03%

2011

2818270

134167

13.43%

7.96%

2012

3195332

158671

13.37%

18.24%

2013

2992991

164006

-6.32%

3.36%

Sources: complied from H.P. Economic Survey, 2013-14 and Tourism Statistics, 2012-13, HP ,
Government , Shimla.

Development pace has not been well planned and distributed over the Shimla region, resulted
into destruction of vegetation, deforestation, soil erosion, scenic beauty, shortage of water,
landslides, and changes in natural process and so forth. Such tourism-related environmental
problems have negatively affected the image of the local tourism industry. The emergence of
research on the environmental impacts of tourism in India is reflective of the increasing
concerns over the negative tourism impacts on the environment as a result of rapid tourism
development since 1990 ( Chand , 2007 ; Chand; 2013; Bansal and Gupta ,1998; Singh, 2006;
Joshi, 1991 and Kuniyal et al, 2003) .
Review of literature
Numerous studies have been conduced to explore Residents' perceptions towards tourism
impacts-socio-economic and environmental have revealed that these aspects are
predominantly based on and can be explained using the social exchange theory (Ap, 1992;
Getz, 1994; Tosum, 2002; Andereck et. al.;2005; Chand ,2003; Yoon et al., 2001; and Chand,
2013). Social exchange theory develops an understanding of resources between individuals and
groups in an interaction. These studies suggest that people evaluate impacts on the basis of
costs and benefits incurred as a result of that exchange.
Milman and Pizam (1988) asserted that unplanned tourism development is often damage the
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environment and social conditions that lead to serious problems in the host society. McCarthy
and collier (1982) assessed the views of the host community of Norfolk Island on development
and tourism in general. They found that 94 percent respondents thought that tourism is very
important to the prosperity of the Island. Similarly, Brayley et al (1989) investigated and
compared the attitudes of tourism and non-tourism tended to have stronger attitudes towards
the positive impacts of tourism than non tourism students. Ross (1992) conducted a study on
residents' perceptions of the impact of tourism in North-East Australia. The study indicates that
residents perceived positive economic impacts and strongly focused on negative impacts on
local infrastructure and crime levels. Ritchie (1984) described various types of impacts of
tourism such as environmental, social, economic, psychological and political etc. Liu et.al.(1987)
reported that residents' ratings of tourism impacts are generally high for environmental
impacts.
Cessford and Dingwall (1998) opined that tourism industry absolutely affects the environment.
They further found that negative impacts of tourism are very dangerous for the environment
and the future generation therefore planning for tourism is of immense significance in which
sustainable tourism industry is very essential for every country. Ross & Wall (1999) suggested
that tourism has the potential to contribute to both conservation and development and it
involves the creation of positive synergetic relationships among tourism, biodiversity, and local
people through the application of appropriate management strategies. Further, Puczk´o and
R´atz (2000) observed that inappropriate tourism development often leads to increased stress
on destinations and in negative changes in the destinations' physical and socio-cultural
characteristics.
Joshi (1999) while investigating environmental impact and carrying capacity of national parks in
western Himalaya stated that the environmental and ecological problems of the reserve are
mainly associated with unregulated growth of modern wildlife tourism. Gerald (1994) examined
the attitudes of tourism planners in Australia, opined that local government authorities do not
have the necessary expertise to assess the impacts of tourism planning. Stabler and Goodall
(1997) examined the attitude to environmental protection techniques in the Guernsey
hospitality sector and emphasised the need to raise the level of awareness of members of its
hospitality sector and for a concerted programme of dissemination of information on the
benefits of environmental action.Numerous publications have appeared from time to time
which present rationales, methods and techniques of environmental impacts assessments such
as L. Zhong et al., 2011; Tosum, 2002; Andereck et. al.;2005; Yoon et al., 2001; Ross, 1992 and
Singh ,2006 etc.
Davide and Dorje (2009) Study devoted to assess the adverse environmental impacts of
tourism, and in particular of trekking-related activities, in Ladakh of Indian Himalaya describes
patterns of tourism-induced environmental degradation, as well as the development of suitable
tourism policies. Eagles et al., (2002) stated that tourism helps to communicate and interpret
the values of natural and built heritage and of cultural inheritance to visitors and residents of
visited areas, thus building a new generation of responsible consumers.
Kuniyal et. al. (2003) assessed the environmental situation arising at two important locations in
North Western Himalaya- Kullu and Manali 260km west of Shimla in Himachal Pradesh due to
increasing pressure of tourism. They stated, that the Himalaya is a highly eco-sensitive location
and environmental factors have to be taken into special account to avoid doing permanent or
long-lasting damage to the very elements that bring tourists to the region. Kuvan and Akan
(2005) described that community attitude towards tourism impacts on the natural environment
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at a time when ecological problems such as: pollution, depletion of natural resources and
deforestation are increasing. Moreover, there is a lack of information on resident's perceived
environmental impacts of tourism in developing countries. Kamuaro (2007) opined that
tourism as a trade is not empowering the local people who make it rich and satisfying. Instead
ecotourism exploits and depletes, particularly in tribe areas. It has to be reoriented if it is to be
useful to local communities and to become sustainable. Bestard . and
Nadal (2007)
analysed the relationship between the density of hotel beds in a given municipality and local
resident perceptions of the negative environmental impacts of tourism. The results show that a
higher density of tourist accommodation in a municipality implies greater tolerance by its
residents. L.Zhong et al. (2011) described the research progress in tourism impacts on the
environment in the context of China through a review of the growing literature in this field. They
thoroughly reviewed research on tourism impacts on the biophysical and socio-cultural
environments, tourism carrying capacity, environmental quality assessment, and measures for
the protection and management of tourism resources. Belsoy, et.al (2012) evaluated
environmental impacts of tourism in protected areas. They suggested that environmental
impacts arising from tourism in protected areas fall into three categories that include direct,
Indirect and cumulative impacts. These three impacts groups can be further classified according
to their nature which include positive and negative impacts, random and predictable impacts,
local and widespread impacts, temporary and permanent impacts and short- and long-term
impacts. Rabbany et al. (2013) mentioned about the the effects of tourism on natural
resources, environmental pollution, physical environment and tourist activities in the national
park. They explained in detail the environmental impacts of tourism on global scale, positive
impacts of tourism and, finally, how tourism can contribute to environmental conservation.
Besides dealing with, the environmental impacts of tourism on global scale, positive impacts of
tourism and, finally, how tourism can contribute to environmental conservation have been
studies in detail.
A brief survey of the literature taken above show that relatively little research has been
undertaken in analysing host community's attitude towards environmental impacts of tourism
growth and development. There is a need for a study that will build on the existing, albeit limited
body of knowledge concerning the local resident's perceptions of environmental impacts of
tourism and their attitudes toward and support for tourism development. A systematic analysis
of these aspects among the local residents can help local authorities, planners, community
decision-makers, tour-operators, and tourism promoters to identify real concerns and issues in
order to implement appropriate and effective policies and actions in the area, thus optimizing
the benefits and minimizing the problems associated with environmental impacts of tourism.
To address these objectives and on the basis of the reviewed literature, the hypothesis
developed for this study is as follows: There is no significant relationship between independent
variable (resident's demographic characteristics) and dependent variable (environmental
impacts).
Research methods
Sample size
Sample respondents were identified from the directory of the Shimla Municipal Corporation. If
the respondent was over 20 years of age and agreed to participate, the purpose of the visit was
explained and the questionnaire was given out to be collected the following day. From the 450
questionnaires which were distributed, 260 responses were received which indicated a
response rate of around 57.78%. However, even though a high response rate is noted, the small
sample can minimize the generalization of the findings, even though the latter is consistent with
Journal of Tourism, Volume Vol. XIV, No. 2, 2013

40

Environmental impacts of tourism in Shimla hills of India: An empirical study of resident's perceptions

previous research in the field. It is therefore important for readers to consider this limitation and
evaluate the findings of this research cautiously.
Research instrument
A structured questionnaire was developed consisting of two parts. The first part contained six
questions on resident's demographics and the second part had 15 items of residents'
perceptions with respect to environmental impacts related to tourism development in the
study area. The statements used to understand perceptions toward environmental impacts of
tourism were developed out of a comprehensive review of existing literature. Likert-type scale
values assigned 1 to " not at all", 2 to "minimally", 3 to "moderately ", 4 to "significantly" and 5 to
substantially". Respondents were asked to give their level of agreement that mostly closely
corresponded with their perception of these statements.
Analysis of data
Data analysis was conducted using the Statistical Package for Social Sciences (SPSS Version
12.0). Multiple regression was used to investigate residents' perceptions of the environmental
benefits of tourism development in the study area.
Results and Discussion
Table II presents the distribution of sample respondents with respect to the demographics used
in the study. From this distribution it is seen that there were, 230 (88.46%) male and
30(11.54%) female amongst the respondents. The main age group is younger than 50 years
representing 53.84% of the respondents, (30-40 group with 30.76%; 50 and above group with
7.70%). Majority of the respondents (46.15%) have attended high school, 38.46% respondents
have bachelor degree while 15.40% respondents have post graduation degree. Out of the total
respondents 38.46% were in service, followed by 30.76% professional, 15.40% Self-employed,
11.54% students and 3.84 % housewives.
Table II
Demographic Profile of Respondents (N= 260)
Demographic Characteristics
Number of Respondents
Age
20-30
20
30-40
80
40-50
140
50 above
20
Sex
Male
130
Female
30
0ccupation
Service
100
Professional
80
Self-employed
40
Students
30
Housewives
10
Marital status
Single
80
Married
180
Education
High school or less
120
College
100
University
40
Income (lac)
Less than 10,
130
10-20
20
≥ 20
10

Percentage
7.70
30.76
53.84
7.70
88.46
11.54
38.46
30.76
15.40
11.54
3.84
30.76
69.23
46.15
38.46
15.40
88.46
7.70
3.84
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The data analysis has been project in table III and it revealed the attitude of local residents about
the environmental impacts of tourism. This gives an indication of the scope of the questions
which were asked from the respondents during the survey. The first question was related to
the role of tourism in environment pollution. In this question 42.70 percent respondents said
'substantially' followed by 28.47 percent who replied 'significantly', 24.91 percent 'moderately',
3.56 percent 'minimally' and .36 percent said 'not at all'. More than 75 percent locals agreed
that unprecedented growth of tourism has been by and large unfriendly to environment. Only
46.26 percent respondents thought that constructions of new tourism facilities are responsible
for negative environmental impacts of tourism development. On examining responses related
to the deforestation, soil erosion, and landslide, finds strong perceptions of local people. On an
average 25 percent respondents were well aware about tourism's impact on environment.
Incidentally, as on date there is lack of understanding about tourism environmental
interactions among locals.
TABLE III

Residents Responses to Tourism Environmental Impacts
Variables
1. Contribution to
Environmental
problems
2. Construction of New
tourism Facilities
3. Improvement in local
infrastructure
4. Deforestation
5. Soil Erosion
6. Landslides
7. Shortage of water
8. Loss of Flora
9. Loss of Scenic beauty
10. Destruction of
Heritage
11. Pollution-water Air,
Noise and visual
12. Loss of Fauna
13. Problem of Physical
Carrying capacity
14. Poor Sanitation
15. Changes to the
urban fabric

1(%)
.36

2(%)
3.56

3(%)
24.91

4(%)
28.47

5(%)
42.70

Mean
4.096

SD
.697

1.07

2.49

22.42

27.76

46.26

4.156

.927

1.78

1.07

18.51

34.87

43.77

4.178

.890

00
00
.36
1.07
.71
00
1.07

.71
.36
1.42
.36
.36
.71
2.13

21.00
21.71
14.95
19.57
20.28
17.44
13.17

32.38
31.67
30.96
33.10
33.81
30.96
32.38

45.91
46.26
52.31
45.91
44.84
50.89
51.60

4.235
4.238
4.331
4.224
4.217
4.320
4.313

.801
.974
.807
.845
.826
.781
.853

.71

1.78

11.39

29.54

56.58

4.395

.812

00
1.78

2.49
7.83

6.41
14.95

36.65
32.38

54.45
43.06

4.431
4.071

00
00

7.47
2.49

18.50
22.42

32.74
25.62

41.28
49.47

4.078
4.221

.723
1.02
1
.944
.877

Whether tourism leads to shortage of water, more than 65 percent respondents agreed that
shortage of water in the region has occurred due to tourists' arrival in summer session. Even
the quality of water is also affected by the upcoming tourism vendors. While asking about the
statement that tourism development caused negative impact on flora, scenic beauty and fauna,
in case of fauna, 54.45 percent locals said 'substantially', 36.65 percent 'significantly', 6.4
percent 'moderately', and 2.49 percent 'minimally'. However, in case of flora and scenic beauty
45 and 51 percent respondents said 'substantially', 34 and 31 percent significantly', 20 and 17
percent said moderately. Regarding to question that tourism conserves heritage and by this
locals learn something new, nearly 52 percent locals said that tourism destroys heritage
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resources and spoil the quality of heritage sites. While asking about the pollution of air water
and noise, 57 percent respondents substantially agreed that tourism development and growth
has changed the natural process and has caused negative impact on air, and water also created
noise pollution beside loss of peace and calm of local mass.
As regards to the problem of physical carrying capacity, 43 percent locals said 'substantially',
followed by 33 percent 'significantly', 18 percent 'moderately' and 7 percent said 'minimally'.
Perhaps inconsistent with this findings only 20-30 percent locals believed that negative factors
may start to predominate once tourism industry starts to grow. It was found that more then 68
percent local residents were agreed with the positive environmental impacts such as
construction of new facilities, improvement in local infrastructure, strengthening of local values
and traditions and conservation of heritage resources.
Responses to each of the items in the questionnaire show a profile of the attitude of the local
residents. Comparing mean responses to these dimensions show the intensity of attitude
expressed. The higher the absolute value of the mean, the greater the intensity of the response.
An analysis of the mean presented in table III indicated little degree of disagreement on many of
the items. Fauna variable shows highest mean i.e., whereas carrying capacity indicates lowest
mean i.e. 4.071. In the present survey it was found that most of respondents are significantly
and substantially agreed with all the items/environmental variables.
Further, to test the study hypothesis, multiple regressions were employed. Table IV shows the
results of the multiple regressions pertaining to support the hypothesis. As can be seen from
this table, R2 .45, and the adjusted R2 value for 4 out of 15 independent variables considered in
the equation is .42, indicating that the model explains 42% of the variance in support of positive
environmental impacts of tourism development.

Table IV Multiple Regressions Environmental Impacts of Tourism
Independent variables
Β
t
Age
-1.154
-2.435
Gender
.153
2.671
Positive environmental impacts
.251
3.231
Negative environmental impacts
.240
4.321
2
2
Note: R =.45, adjusted R =.42, F=30.553, p<.001
Gender Dummy coded :0=female , 1=male

Sig.
.010
.005
.000
.000

Overall the views of the respondents as regards to environmental impacts of tourism
development were found to have the following perceptions and socio-demographic
characteristics:
 The younger the respondent, the more likely they were positive to the impacts of tourism
development.
 Males were more supportive of tourism development than females.
 Respondents who believed that tourism has positive environmental impacts tended to
support tourism development.
 Interestingly, respondents who believed that tourism has negative environmental impacts
also supported tourism development.
It is worth to mention that only two out of the six socio-demographic variables entered the
regression equation. Other socio-demographic variables such as age, marital status, level of
education, monthly household income, job status, and length of residency did not have a shared
effect on the resident's perceptions for environmental impacts of tourism. Other variables that
did not have a combined effect on the support levels include the resident's perceptions of
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positive/negative environmental impacts of tourism, their perceptions of negative
environmental impacts of tourism, and their evaluation of tourism impact.
Research finding were also consistent with the findings of previous studies, which signify that
residents in Shimla region consider positive environmental impacts of tourism to be more
important than negative impacts of tourism, which implies that the local people do not support
tourism development merely for its impacts. Despite of having awareness of tourism's
negative impacts, the local resident's still support tourism development. The findings also
denote that the theoretical perspective of this research, as well as the social exchange theory,
was helpful in explaining resident's perceptions towards environmental impacts of tourism
development. Residents in Shimla perceive greater positive impacts of tourism than negative
ones, due to which they largely support tourism development in Shimla.
Conclusion
Keeping in view the mountainous set-up of the study area, the findings of this study should be
interpreted cautiously, as the study area is related to a mountain tourist town. The attitude scale
used will need further development and testing. The study also encountered the problems
associated with response rate, sample size and missing or incomplete information. However,
the author is confident that these results may provide important information to tourism
planners for formulation of tourism plans/policies. Using the Shimla as a case study, results have
pointed out that concern for environmental impacts of tourism is common among residents as
reported by the previous studies (Rabbany et al. ,2013; Kuvan and Akan, 2005; Andereck et.
al.;2005; Yoon et al., 2001 and Chand, 2013). Findings indicate that the social demographics
have more influence on resident attitudes towards environmental impacts of tourism such as
age, gender, education, occupation. Considering the perception of the local residents who are
the most familiar with the local socio-cultural and natural environment are also beneficial for
tourism planners /authorities to make appropriate decisions to reach the sustainability for hill
tourism promotion. Further the study suggests developing a local community involvement
process in Shimla to put forward strategies which can diminish negative impacts, and to decide
on the scope and density of sustainable tourism developments keeping in view the Tourism
Vision 2030 for more number of visitors to hill state Himachal Pradesh.
The study would also help to increase awareness of the benefits of environmentally sound
tourism among local populace and would motivate them to participate in tourism
developmental processes. Based on the results obtained in the present study the following
strategies are recommended for public and private sectors firstly development of
environmental awareness programmes for both locals and individual business; Secondly, Local
government should take a more active role in educating the general population about the
environmental impacts of tourism development; Thirdly, regular monitoring of existing and new
infrastructure development activities, pollution, landslides, soil erosion and shortage of water
and so forth; Fourthly, introduction of environmental award scheme/accreditation scheme and
environmental audit; Fifthly, tourism promoters and public officials should also provide
opportunities for locals to become involved in maintaining public services, preserving the
natural environment and promoting tourism; Sixthly, tourism development should aim at
economically productive, socially responsible and environmentally conscious; and finally,
various kinds of educational programmes, public meetings and workshops can be undertaken
for different groups of locals catering to their needs.
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Abstract
Understanding the benefits derived by tourists from the shopping experience during a shopping
festival should be the key objective of the destination management organization, mall
managers and retailers in order to create, deliver and sustain shopping value. There is a growing
realization among destinations about shopping being an important tourist activity, and its
contribution to the economy. Shopping on vacation is a leisure activity which goes beyond
functional utility and task orientation and provides other experiential benefits. This research
examined the shopping value of international tourists to the Dubai Shopping Festival. The
analysis was based on data collected from 603 tourists. Exploratory factor analysis delineated
three factors, namely Excitement, Enjoyable and Contented, which depict the shopping value
derived by the tourists during the shopping festival. Results indicate that both hedonic and
utilitarian values coexist in the shopping experience. Management implications of the study are
discussed and recommendations are provided.
Keywords: Dubai Shopping Festival, hedonic value, shopping, utilitarian value, value
Introduction
Shopping is considered to be an important activity in a tourist's itinerary, with many tourists
undertaking a trip to shop. Shopping is a multidimensional activity distinct from buying. While
buying involves purchasing a particular merchandise or service, shopping involves services
which may be unrelated to product acquisition, like browsing, comparing and socializing. It
therefore involves both recreation and utilitarian activities (Jarboe & McDaniel, 1987; Littrell,
1996). It is a leisure activity, contributing significantly to a destination's economy. In terms of
tourist shopping, various reasons such as price differential, unavailability of products in home
country, tax free shopping, quality of goods, desire for keepsakes, gifts for people at home have
been stated to be reasons which motivate a tourist to shop (Timothy, 2006).
Shopping value is a multidimensional concept, that captures the hedonic and utilitarian
benefits of shopping. An understanding of this aspect of shopping is imperative as it can help the
destination and retailers differentiate their offering in the highly competitive tourism industry.
Studies on tourist shopping value have been assessed in terms of what tourists perceive of the
products quality, price and services. This may be in part because studies have been conducted in
the context of shopping being an activity on the tourist's itinerary. Tourist shopping is
considered a leisure activity and assessing the shopping value based on the acquisition of
products or services ignores the intangible and emotional benefits accrued from shopping.
There is a growing recognition that shopping is an important tourist activity entailing
experiential and instrumental outcomes. Destinations are promoting it as part of their official
strategy to attract tourists by way of shopping festivals. There is a lack of research on tourist
shopping value encompassing the utilitarian and hedonic aspects of shopping, especially in the
context of shopping festivals, where shopping is promoted as a core product by the Destination
Management Organization (DMO). In contrast, shopping value has received a lot of attention in
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general retail management. Hence this study aims to assess the shopping value of tourists
during a shopping festival. The finding will help the stakeholders - DMO, mall managers and
retailers alike, in developing appropriate products and promotion strategies.
Literature review
Value is "an interactive relativistic preference experience . . . characterizing a subject's
experience of interacting with some objects. The object may be anything or event" (Holbrook &
Corfman 1985). Shopping value is the benefit derived from the shopping experience which
offers both hedonic and utilitarian value. Utilitarian shopping value is work oriented and is the
cognitive outcome of shopping. Hedonic shopping value reflects the entertainment and
emotional aspect of shopping, derived from the shopping experience and may not be
associated with task related activities of shopping. It is subjective in comparison to utilitarian
value and is indicated by increased arousal, heightened involvement, perceived freedom,
fantasy fulfillment, escapism and perceived enjoyment. Research indicates that both utilitarian
and hedonic values can be attained by customers during a shopping experience (Babin, Darden
& Griffin, 1994; Babin & Attaway, 2000; Michon & Chebat, 2004; Stoel, Wickliffe & Lee, 2004;
Carpenter, Moore & Fairhurst, 2005). Shopping value influences satisfaction, word of mouth,
repatronage intention and loyalty (Jones, Reynolds & Arnold, 2006).
Value derived by tourists during their shopping trip has been assessed based on tourists' overall
assessment of product- quality, price and services (Heung & Cheng, 2000; Reisinger & Turner,
2002; Yüksel, 2004; Yu & Littrell, 2005). Christiansen and Snepenger (2002) opine that tourists
derive value from their trip and the mall they visit at the destination. Yüksel (2007) stated that
the shopping environment creates a positive impact on shopping emotions and shopping value,
which influences revisit, enjoyment and shopping expenditure. Hirschman and Holbrook (1982)
opine that assessments based on price or functional utility provided by an object does not
encompass values provided by consumption experiences. Shopping is a leisure activity (Babin et
al., 1994) and this leisure aspect of consumption denotes shopping as being distinct from
buying. Store, merchandise related attributes and staff service work in unison to create
shopping experiences and satisfied tourists (Timothy, 2006). Hence measuring shopping value
should go beyond just functional utility (Bloch, Sherrell & Ridway, 1986).
In the context of shopping festivals, shopping is promoted as a core product. Various constructs
like the mall attributes, sales promotions, shopping attributes, staff service, product attributes
work in conjunction to create a shopping experience. These constructs are key concepts in
retailing which constitute the shopping experience from which the hedonic and utilitarian value
is derived. Hence we contend in this study that shopping value is a complex construct and
involves more than the assessment of utility.
Research context
Dubai Shopping Festival (DSF) has been the longest running shopping festival, since its inception
in 1996. The shopping festival was initially started to revitalize the retail sector, but has since
been promoted as a tourism product (Wharton School of the University of Pennsylvania,
2010).It is stated to be the biggest shopping and entertainment event in the Middle East.
Organized as a 32-day, annual event, the theme of the festival in 2013 was “Dubai at its Best”.
Various events such as street shows, international concerts, sporting events, raffles and
promotions are organized by Dubai Festivals and Retail Establishment (an agency of the
Department of Tourism and Commerce Marketing) in conjunction with various malls. 70 malls
and 6000 retailers participated in the event in 2013. Dubai Mall, with a total retail floor area of
12.1 million square feet, has 1200 stores and is stated to be the world's most visited mall for
shopping. Similarly the Mall of the Emirates measures 2.4 million square feet and has 520
stores. Burjuman, Deira City Center, Ibn Battuta, Mirdiff City Center, Festival Center, Dubai
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Marina, Mercato Mall, Wafi Mall are some of the popular malls participating in the shopping
festival. Each of these malls is architecturally unique with varied attractions for visitors. The
malls organize various in-house raffles and in-mall events like theatre, dance, music and fashion
shows. The malls have extended shopping hours to facilitate shopping and the stores organize
various promotions on merchandise to encourage sales. Table I details the visitor arrival and
visitor spending during DSF. The shopping festival, by virtue of its popularity is chosen as the
setting for this study on the shopping value of tourists attending the shopping festival.
Table I: Visitor arrival and spending during Dubai Shopping Festival

Year
1996
1997
1998
1999
2000
2001
2002
2003
2004
2005
2006-2007*
2008
2009
2010
2011
2012
2013

Visitor Arrival (Million)
1.6
1.6
2.2
2.4
2.55
2.55
2.68
2.92
3.1
3.3
3.5
3.2
3.35
3.5
3.98
4.36
4.66

Visitor Spending (US$ Billion)
0.59
0.76
1.04
1.13
1.17
1.23
1.25
1.39
1.58
1.82
2.78
2.72
2.67
2.78
4.11
4.00
4.16

Source: Compiled from data in Dubai Events & Promotions (2013); Algethami (2014).
* DSF 2006 was cancelled due to the demise of the Deputy Ruler of Dubai

Research objective
The paper aims to identify the shopping value of tourists. This is part of a larger study on the
shopping behaviour of tourists during a shopping festival.
Research design and methodology
This is a descriptive study and the data was collected during the XVIII edition of DSF, spanning 32
days in January February 2013.
Survey instrument
The survey instrument consisted of questions on the shopping value and demographic
characteristics. A total of 14 items describing the shopping value were drawn from previous
literature review and personal interviews with tourists, retail and travel experts. Interviews with
retail and travel experts were conducted on their perceptions of the shopping value derived by
the tourists. This established the validity in questionnaire. The scale (questionnaire) was tested
for reliability using Cronbach's alpha (0.91), signifying an acceptable level of internal
consistency among the variables (DeVaus, 2002). Through this process, the questionnaire thus
developed for this research was deemed reliable.
A pilot study was carried out using expert interview and personal interview with tourists during
DSF 2012.The findings were used to adapt and fine tune the instrument. A five-point Likert scale
was used to record the responses for shopping value, with values ranging from 1 being “strongly
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disagree” to 5 being “strongly agree”. Dichotomous scale was used to record responses for
demographics.
Sample
The total sample consisted of 603 international tourists visiting Dubai during DSF 2013. Cluster
sampling was employed for the purpose of data collection. Data was collected through
personally administered questionnaires, using the mall intercept technique from five malls,
chosen based on their footfalls and homogeneity in terms of physical amenities, entertainment
facilities and festival-specific promotions. The malls from where data was collected were Deira
City Center, Mirdiff City Center, Mall of Emirates, Dubai Mall, and Festival Center. The potential
respondents were screened based on two criteria. Only free independent travelers (FIT) and
English speaking tourists were included in the study.
Data analysis and findings
Delineation of shopping value: a principal component factor analysis
Data was analyzed using Statistical Package for Social Science (SPSS 16.0). A series of crosstabulations were performed to analyze the demographic profiles of the respondents. Factor
analysis was performed on the 14 items (used to assess the shopping value) using the Principal
Component Method with VARIMAX rotation. The purpose of factor analysis was reduction of
the large number of variables into smaller number of factors. The extracted factors were to be
used subsequently in the analysis. The Kaiser-Meyer-Olkin (KMO) measure of sampling
adequacy and Bartlett's test of sphericity (Table III) were used to examine the appropriateness
of factor analysis and to check the correlation of the variables to be factor analyzed. The analysis
yielded seven factors having Eigen values greater than 1.0. Items which had a measure of
sampling adequacy (MSA) greater than .50, factor loading of .40 and above and communalities
above .50 were retained in the analysis (Hair, Black, Babin, Anderson & Tatham, 2006). The three
factors extracted explained 73.14 per cent of the total variance. The coefficient alpha estimates
of the factors indicated acceptable reliability. Each factor was named based on the common
characteristics of the items. Table III details the items, factor loadings, Eigen values and
percentage of variance, coefficient alpha explained by the individual domains. The three factors
were labeled as (1) Excitement (2) Enjoyable and (3) Contented.
The respondents were grouped into 23 nationalities (Table II), based on their country of originUK, France, Azerbaijan, Kazakhstan, South Africa, Kenya, Japan, China, Australia, New Zealand,
Philippines, South Korea, India, Pakistan, Saudi Arabia, Jordan, Oman, Kuwait, Russia, USA,
Canada, Uzbekistan and Egypt. The respondents were equally distributed in terms of gender
with majority of them aged between 30-49 years, possessed either a graduate or technical or
post-graduate degree and were employed or self employed. In terms of family annual income,
33 % of the respondents earned USD 20,000 USD 49,000 and 39% of the respondents earned
USD 50,000- USD 79,000.
Table II: Summary of demographic profile of the respondents

Demographics

Percentage Demographics

Gender
Male
Female

55
45

Age
20-29
30-39

5
41

Employment
Student
Employed
Self employed /
Business
Others

Percentage Demographics
6
57
33
4

Kenya
Japan
China
Australia
New Zealand
Philippines
South Korea

Percentage
4
11
10
7
2
4
4
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40-49
50-59
Education
High school
Graduate
Technical /
Trade
Post Graduate
Others

43
11

7
38
26
25
4

51

Income
< US$ 20,000
US$ 20,000
49,000
US$ 50,000
79,000
> US$ 80,000

–US$

9
33
39
19

India
Pakistan
Saudi Arabia
Jordan
Oman
Kuwait
Russia
USA
Canada
Uzbekistan
Egypt

–US$
31
17
22
17
20

Nationality
UK
France
Azerbaijan
Kazakhstan
South Africa

6
4
4
3
12
2
10
7
4
4
2

Table III: Summary of factor analysis result

Shopping Value- Factors and Items

Factor
Mean

Item
Mean

Factor
Loadin
g

F1: Excitement
During the trip, I felt the excitement
of the hunt
This shopping trip truly felt like an
escape
This shopping trip was truly a joy

4.22
4.18

0.877

4.20

0.848

4.20

I continued to shop, not because I
had to, but because I wanted to
While shopping, I felt a sense of
adventure
I enjoyed being immersed in exciting
new products
I had a good time because I was able
to act on the spur-of-the-moment
F2: Enjoyable

4.17

0.81
0.777

4.10

0.773

4.45

0.722

4.26

0.554

Compared to the other things I could
have done during DSF , th e time
spent shopping was truly enjoyable

4.37

0.747

I enjoyed this shopping trip for its
own sake, not just for th e items I
may have purchased
F3: Contented

4.31

0.705

I bought what I really needed

4.03

0.842

While shopping, I found just the
item(s) I was looking for
Total Variance Explained
Kaiser-Meyer-Olkin Measure of
Sampling Adequacy
Chi Square

4.45

0.727

73.14%
0.918

Significance

.000
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4.34

4.24

6.023

Eigen
Value

Coefficient
Alpha

5.065

Variance
Explained
(%)
38.96

2.849

21.91

.77

1.594

12.26

.65

.93
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The first factor, Excitement, with a factor mean 4.22 included items such as “During the trip, I
felt the excitement of the hunt”, “This shopping trip truly felt like an escape”, “This shopping trip
was truly a joy”, “I continued to shop, not because I had to, but because I wanted to”, “While
shopping, I felt a sense of adventure”, “I enjoyed being immersed in exciting new products”, “I
had a good time because I was able to act on the spur-of-the-moment”. The second factor,
Enjoyable, with a factor mean 4.34 included items such as “Compared to the other things I could
have done, the time spent shopping was truly enjoyable”, “I enjoyed this shopping trip for its
own sake, not just for the items I may have purchased”. The third factor, Contented, with a factor
mean 4.24 included the items such as “I bought what I really needed”, “While shopping, I found
just the item(s) I was looking for”.
Interpretation of the findings
The factors which positively influenced the shopping value of tourists were in the order (based
on factor mean, Table III) were Enjoyable, Contented and Excitement. The factor Enjoyable
reflects the hedonic value of the shopping trip wherein the time spent shopping was perceived
as being enjoyable and deriving value from the shopping experience itself. Perceived enjoyment
is an important hedonic benefit derived from shopping (Bloch et al., 1986). The factor
Excitement also reflects the hedonic value of the shopping experience. This factor emphasizes
various dimensions such as adventure, escapism and ideas about new products. Adventure
shopping provides excitement, and the feeling of being in another world (Arnold & Reynolds,
2003). Tourist shopping is considered a leisure activity and this sense of excitement and
adventure may be derived from shopping in a different environment, characterized by the
shopping center attributes and ambient cues providing sensory stimulation. Shopping to keep
up with the latest trends, products may indicate a tourist's need to browse, obtain information
as having fun and recreation. The two factors, Enjoyment and Excitement indicate that
purchasing a product may not be an end goal of the shopping trip. The factor Contented reflects
the utilitarian aspect of shopping, which is realized from product acquisition. Both hedonic and
utilitarian values were delineated, indicating these values coexist in the shopping experience
during the shopping festival (Babin et al., 1994).
The findings reinforce previous research which states that tourists may seek recreation or
entertainment from their shopping experience (Jones, 1999). Tourists apart from purchasing a
product may also indulge in shopping as a means of escaping. Being able to purchase products
that a tourist is looking for will also lead to enjoying the shopping trip, signifying that shopping
experiences can produce both utilitarian and hedonic shopping value (Yuksel, 2007).
Conclusion and implications
Shopping festivals are part of the official marketing strategies of many countries like Dubai,
Singapore and Malaysia, with places like Dubai being global retail destinations. The potential for
shopping to be developed, promoted and sustained as a tourism product would depend upon
what the tourists derive from their shopping trip, rather than merely the sale of merchandise.
Shopping value has been shown to impact variables like shopping satisfaction, repatronage,
positive word of mouth and loyalty (Jones et al., 2006). Understanding the sources of
satisfaction or dissatisfaction with shopping is important to the stakeholders so as to be able to
develop and improvise the shopping experience of the tourist. Mall managers and retailers
focus on sales promotions, merchandise during the shopping festival. In order to be
competitive, they should focus on non-product related aspects of shopping, such as hedonic
aspects, as this study points out that tourists seek both utilitarian and hedonic value from their
shopping trip. The experiential value of shopping may be derived from shopping itself, the
overall environment in which the tourist shops or engaging with new retailers and products. In
the wake of the growing number of shopping festivals, given that shopping contributes to the
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local economy, the stakeholders (DMO, mall managers and retailers) need to emphasize on the
experiential aspect of shopping, which would help them in differentiating the festival.
Limitations of the Study
The finding of this study is limited to the Dubai Shopping Festival. Another limitation of the
study has been that only English speaking respondents were included in the study. Future
research can compare the shopping value of tourists and residents and also corroborate the
findings with frequent surveys during DSF.
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Abstract
Corporate Social Responsibility (CSR) has been a particular concern for many organizations over
the last decade. It is rightly said that every business organisation has to work under social
environment and thus it becomes imperative for the business to be responsible for the society
and hospitality industry is no exception to that. Yet in this industry, CSR is still an emerging
concept. Also CSR initiatives do not only have an impact on the customers, but these also create
a sense of pride for the organisation among employees thereby increasing their job satisfaction
and organizational commitment. There are numerous CSR responsibilities and practices but
studies mainly are focusing upon healthcare initiatives, educational initiatives and environment
care initiatives (Sharma & Kiran, 2012). The present study thus is an attempt to understand that
how important these initiatives are for the employees of the hotel industry and to what extend
the hotels are adopting to these practices. Also, the study explores the impact of these initiatives
on the job satisfaction and organizational commitment of the employees in this sector. The
research uses various statistical tools like Correlation, Regression, t- test, etc.
Keywords: Organisational Commitment, Corporate Social Responsibility, Job Satisfaction
Introduction
Jammu has a number of ancient temples which are revered by the locals as well as the famous
shrine of Mata Vaishnodevi attracts nearly 10 million tourists every year. Besides there are other
famous pilgrim places like Shiv Khori Shrine, Machail Shrine, Shahadra Shrief, and many more.
Jammu as a destination is well connected with rail, road and air. There are a number of trains
available to reach Jammu, the road connectivity is also good besides there are a number of
flights to reach Jammu from Delhi and other places. Jammu is considered as an adobe of gods
and goddesses, being a pilgrimage destination it is dotted with a number of rented as well as
free accommodation in the form of hotels, lodges, guest houses, sarias & dharmshalas etc.
There are 215 hotels (according to Department of Tourism, J&K, Year 2012). But the number
might have increased as there are many hotels which are not registered. Department of tourism
has categorized these hotels into two categories i.e. Category A which has 5 hotels & Category B
includes 210 hotels.
Hospitality industry in Jammu is still in its primitive state with lack of professionalism, profit
centric approach of the hoteliers and lack of service attitude. But now with changing times few
hotels have initiated corporate social responsibility (CSR) activities. Corporate Social
Responsibility (CSR) has been a particular concern for many organizations though it remains a
broad, complex and continually evolving concept that encompasses a variety of ideas and
practices. The concept of CSR is relatively new, according to research, CSR has only been in
common existence since the 1960's, (Barnett, 2007). While originally the concept consisted of
only doing good to be seen to do good, now it has developed into a more mutually favourable
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activity which not only benefits society but also the organisation (Kotler & Lee 2005). There has
been a significant increase in interest in CSR in recent years (Young and Thyil, 2009; Park and Lee,
2009; Gulyas, 2009; McGehee, 2009) as every business firm has to work under some social
environment or society and as a good corporate entrepreneur one has to be responsible for the
society where their firm is operating. Tourism and hospitality-related organizations are no
exception to this concept. The benefits of CSR have been a central concern for both
academicians and the industry professionals. But in the hospitality industry, CSR is still an
emerging concept. Qu (2009) showed that the effects of a CSR program on hotel performance
can be highly significant. Additionally, Porter and Kramer (2006) claimed that by focusing on CSR
as their core strategy, tourism and hospitality organizations can enhance their sustainable
competitive advantage as well as project a different image to society. There is evidence of large
multinational hotel chains engaging in CSR activities. However the small and medium sized
enterprises still struggle with the concept and are of the belief that it is only applicable to large
businesses with greater resources. The hotel industry's use of CSR in its corporate strategy and
daily activities is imperative due to the symbiotic nature of its relationship with the
surroundings i.e. natural, economic, social and cultural environment (Rodriguez & Cruz, 2007).
Clark, S. (2006) have confirmed that CSR is an important tool for hotels. Kang et al., (2010) have
confirmed that CSR has a high impact on firm value. Similarly, Lee and Park (2009) claimed that
CSR programs have a positive impact on the financial performance of hotels. Porter and Kramer
(2006) stated that strategically CSR can become a source of tremendous social progress, as the
business applies its considerable resources, expertise and insight to the activities that benefit
society. Researches shows that companies should operate in ways that secure long-term
economic performance by avoiding short-term behavior that is socially detrimental or
environmentally wasteful. In fact, there are some international chain hotels in Thailand applying
CSR programs like Banyan Tree Hotels & Resorts, the Shangri-la Hotel, the Sheraton Hotel, and
also local hotels such as Bann Tong Sai (Koh Samui) and Chumphon Cabana Hotel, all with
successful CSR practices (Siyathorn Khunon1 & Kaewta Muangasame, 2013).
The growing awareness of the issue of (CSR) has raised the questions about how responsible
behavior of firms would impact employees' well-being. CSR practices also have an impact on
employees working in the organization. The few studies that have been conducted (e.g.,
Greening & Turban, 2000) have found that CSR creates a good reputation for a business, thus
increasing its attractiveness as an employer for prospective job applicants. A positive
relationship has also been found between CSR policies and organizational commitment among
current employees (Brammer, Millington & Rayton, 2007; Turker, 2009b), leading to a rise in
employee performance, along with a drop in personnel turnover and employee burnout, both
of which are costly for organizations (Aguilera, Rupp, Williams, & Ganapathi, 2007; Soloman &
Hansen, 1985). The relationship between a business and its employees can be regarded as a
precondition for CSR: if a company does not assume a high level of responsibility toward its own
staff, it is unlikely to do so toward its customers or the social and natural environment in which it
operates (Johnston 2001). Lee and Chang (2008) found that external recognition of the
organization is a vital factor in employee satisfaction because, according to the social identity
theory, employees are proud to identify with organizations that have favorable reputations
(Peterson, 2004). Turker (2009) reports a link between CSR and organizational commitment also
which occurs to the extent that socially responsible activities by the organization, including
employers encouraging employee volunteerism, enhance the individual's perception of the
organization, thereby enhancing the social identity of the employee as a member of the
organization. Brammer et al. (2007), Turker (2009), and Kim et al. (2010) all report empirical
results supporting a positive relationship between employee perceptions of CSR and
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employees' organizational commitment. The empirical results of the study conducted by Meyer
etal (2002) suggest that employee perceptions of CSR have a major impact on Organisational
Commitment. Some studies also suggest that CSR is positively related to Organizational
Commitment (Peterson, 2004, Brammer, Millington & Rayton, 2007). Although researches have
been conducted which show that CSR has a positive impact on employees' Job Satisfaction and
Organizational Commitment, yet the relationship of the same is still to be found out especially in
the hospitality Industry. Thus with this backdrop, the present study is conducted to find the
impact of CSR on employees' job satisfaction & organizational commitment in the hospitality
industry.
Background of the Study
The hospitality industry is a multibillion-dollar industry serving millions of people globally and is
expected to grow even more over the next few decades. Demand for hotel accommodation is
driven in part by the travel industry, and with a forecasted number of 1580 million tourist
arrivals by the year 2020. Price Waterhouse Coopers (2006), added pressure has been put on
the hospitality industry, which typically lags behind other industries in responding to CSR
challenges, to pay more attention to sustainability issues. Individual travelers and NGOs as well
as governments and banks are changing their perceptions regarding the impact that current
business practices have on the future state of the environment and societies, and in view of that,
about what responsibilities hotels bear with regard to improving the outlook for the future.
Hoteliers are faced with the challenge of responding to these changes while satisfying demand,
remaining attractive to investors and making a profit. As costs rise and demand becomes
sensitive to environmental and social performance, sustainability has become a critical issue
faced by hotel owners today. Among the major hotel groups that have taken steps towards
sustainable business practices are InterContinental Hotels Group (IHG) and Rezidor Hotel
Group. In addition to the challenge of incorporating socially and environmentally friendly
business practices into their core operations, these global companies are faced with a diversity
of cultural and environmental settings that make it difficult for them to achieve consistent levels
of performance in the area of corporate social responsibility.
A lot of multinational hotels are now engaging in various CSR activities but small scale hotels are
still lacking in such endeavors, thinking that CSR applies only to the larger organisations with
large resources.
“There can be no doubt that the corporate social responsibility programs of large hotel groups
have a substantial reach and impact on the local and global environment and upon surrounding
communities world-wide. But the collective efforts of smaller scale establishments are no less
significant.”
(Green Hotelier, 2005)
In fact, according to Green hoteliers (2005) small hotels are believed to have numerous
strengths in terms of adopting a CSR policy. For example changes like the installation of soap
dispensers/ energy efficient lighting/ water saving equipment can be implemented swiftly and
unilaterally without larger corporate constraints and considerations. The use of CSR in hotel's
corporate strategy and daily activities is vital due to the symbiotic nature of its relationship with
the surroundings (Rodriguez & Cruz, 2007). Rodriguez & Cruz (2007) go on to suggest that being
socially and environmentally responsible is linked to the quality of the product offered and
therefore gives an increased level of competitiveness to the hotel firm and by offering a better
quality of product/service, this will in turn effect the financial performance of an organisation in
a positive manner.
Companies in the global market are moving beyond monetary domains and are towards more
strategic intentions to involve their employees in improving the environment and the
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community. As Porter and Kramer (2002) suggested, many corporate philanthropic programs
are designed for establishing good faith and a positive business reputation, thus improving
employee morale and productivity.
In addition, CSR culture may generate a sense of belonging and enhance employees' selfesteem by providing volunteering and community service opportunities for employees to
discover their potential as they help others and bring good influences to society. As IBM
continuously motivates its employees to participate in corporate volunteer and community
development projects, the company has successfully enhanced employee job satisfaction and
improved organizational morale (Lewin, 1991). And thus, to achieve the best effects of CSR
programs, companies should plan these activities based on their core values and business
strategic missions. Another motivator to encourage employees' participation in external CSR
events is selecting those activities that engage both the employer and the team members to
communicate on their important values and beliefs about social issues, therefore improving
employee commitment. Once employees agree with their company's core values and beliefs,
they are more willing to bring positive influences to others, strengthening the organizational
CSR culture. Being involved in a social caring activity helps to establish superior loyalty among
employees (Carroll, 1990). In other words, a strong organizational commitment may create a
greater employee loyalty; as a result, employee retention can improve significantly. A strong
employee commitment can generate positive work attitudes that will result in greater
organizational morale, and therefore enhance employee job satisfaction. Job satisfaction
relates to an attitude toward a job. Organizational commitment represents more of how
employees feel toward the company or organization. In other words, job satisfaction represents
an effective response to specific aspects of the job, whereas organizational commitment is an
effective response to the whole organization (Chen 2006). The term job satisfaction can be
defined as a positive feeling about one's job (Robbins, 2007). It is a set of favorable or
unfavorable feelings and emotions with which employees‟ view their work (Newstrom, 2007).
Job satisfaction is an antecedent of organizational commitment (Van Scotter 2000). The more
employees are satisfied with their job, the more they are deeply committed to organizations. On
the other hand, a study conducted by Tsai, Cheng and Chang (2010) showed that job satisfaction
positively influenced organizational commitment in hospitality industry employees‟ in Taipei
city, Taiwan. Likewise, Silva (2006) investigated the relationship between the job satisfaction
and organizational commitment in hospitality employees. The results showed that significant
positive relationship between job satisfaction and organizational commitment was found. CSR
programs are proven to bring benefits in establishing a more committed workforce because
employees feel positive about their charitable efforts as they observe the favorable reputations
of their company in the community and society.
Organizational commitment is defined as a force that binds an individual to a course of action
that is of relevance to the organization's target (Mathieu & Zajac, 1990; Meyer & Herscovitch,
2001). It is the internalized normative pressure on employees to act in a way which meets
organizational goals and interests and this behaviour is exhibited solely because they believe it
is the right and moral thing to do (Meyer, Allen & Smith, 1993). Finding means to increase
employee organizational commitment is essential because organizationally committed
employees have a strong sense of belongings and are willing to work harder to promote the
well-being of the organization (Wright, Gardner & Moynihan, 2003).
Hypothesis and Data Requirement
This study endeavors investigating the impact of various CSR initiatives on job satisfaction &
organizational commitment of the employees in hotel industry. For this, two major hypotheses
have been formulated to test the relationships. Firstly, there exists no significant difference in
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Map showing various tourist places of Jammu

the importance and performance of C.S.R initiatives in the hotels under the study. Secondly,
there is a significant impact of C.S.R initiatives adopted by hotels on employees' job satisfaction
and organizational commitment.
This study is based on primary as well as secondary data as in this study; the literature includes
all the secondary data, while as quantitative portion is a primary data collected from A- category
hotels of Jammu region (Categorised by Department of Tourism, Jammu). Data was collected
from primary sources with the help of structured questionnaire, which was prepared after a
thorough review of literature. The survey instrument consisted of four major sections. The first
section contains questions on personal profile of the respondents including gender, age, marital
status, hierarchal Status. Second section consists of the 27 item scale on various CSR initiatives
i.e. Healthcare, Education & Environmental given by Anupam Sharma & Ravi Kiran in Indian
Context (2012). Third section consists of 23- item Job satisfaction index is used by the researcher
developed by Ololube, N.P.(2006). While fourth section consists of 15- item scale on
organizational commitment index developed by Mowday, Steers, and Porter (1979). A five point
Likert was used in the study, representing a range of attitudes from '1' being strongly disagree to
'5' being strongly agree to measure job satisfaction & organizational commitment.
The sample for the study was collected from a list of A- Class hotels as categorized by
Department of Tourism, Government of Jammu & Kashmir. The sample size was determined by
using the formula given by Krejcie & Morgan (1970). The calculated sample size is 243. Out of
the total calculated size 208 responses were found to be leading to the response rate of usable.
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The data were analysed with the help of SPSS (16.0).
Results
Table I : Significant Difference in the Importance and Performance of the various CSR initiatives

S.No

Health Initiatives

Importance

Performance

T-test

1

Focus upon healthcare initiatives

3.807

2.384

11.575*

2

Weekly Clinics

3.212

1.269

15.418*

3

Counseling Sessions

3.346

1.538

12.258*

4

Treat minor ailments

4.096

3.326

5.802*

5

AIDS awareness among community

4.346

1.557

22.409*

6

Awareness regarding drugs/alcohol

4.615

4.154

7.675*

7

Supplementary nutrition program

4.057

3.346

9.0408*

8

Offering good health care services

4.577

4

7.813*

9

Organizing medical camps

3.442

1.442

13.394*

10

Minimizing water wastage &
planting more trees

4.923

4.0385

11.357*

Educational Initiatives

Importance

Performance

T-test

11

Working with educators/ schools

3.423

1.577

15.497*

12

Helping an NGO

3.077

1.481

11.997*

13

Run firms schools

2.731

1.596

10.484*

14

Inspiring the life of under privileged

3.481

1.692

13.231*

15

Giving computers for IT promotion

2.865

1.481

10.253*

16

Opening Schools for free education
to children

4.058

1.808

20.185*

17

Organising Training Program

4.75

3.962

7.996*

18

Organising Educational Camps in
rural areas

4.058

2.5

10.637*

Environmental Initiatives

Importance

Performance

T-test

Energy Conservation

4.635

4.423

3.963*

19
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20

Waste Minimization and recycling

4.808

4.173

11.629*

21

Pollution prevention

4.923

4.423

11.320*

22

Protection of Natural Environment

4.903

4.308

9.966*

23

Control over water wastage

4.942

4.327

11.597*

24

Tree plantation

4.942

3.712

12.448*

25

Proper disposal of chemicals

4.75

3.827

10.001*

26

Minimizing plastic usage

4.712

3.673

13.269*

In order to test the hypothesis i.e, t-test has been applied as a test of significance in Table- I
which points out that out of all C.S.R initiatives, i.e. Healthcare, Educational & Environmental
are rated important by the employees of these hotels and the performance means shows that
these initiatives are somewhere being implemented as well. From the test of significance at 5%,
it was found out there exists a significant difference in the importance and performance of C.S.R
initiatives in the hotel industry. In view of this our first hypothesis (H1) stands rejected.
Table II: Regression Output for CSR & Job Satisfaction
R -square
0.0289
Coefficient of correlation
r = 0.1700
Anova
Regression
Residual
Total
Intercept- Job Satisfaction
X- variable- C.S.R

Degree of
Freedom
1
206
207

Sum of Square

3.153
0.225

0.270
0.091

2.896
97.244
100.139

Mean
Sequence
2.896
0.472

3.6498
2.985

F-Value

Significance F

6.134614703

0.014061334

11.668
2.476

The regression coefficient B = 3.153 shows that the job satisfaction which is a dependent
variable, changes by 0.0225 units for each unit change in CSR which is an independent variable.
Thus, we find that Job satisfaction is influenced by CSR of the hotel and the value of r² = 0.0289
indicate that about 2.8% changes in Job satisfaction is due to CSR Initiatives of the hotel, which
means that there might be some other factors . From the above analysis it is concluded that
there is a impact of CSR on job satisfaction.
Table III: Regression Output for CSR & Organisational Commitment
Multiple R
0.4424
R -square
0.1958
Coefficient of correlation
r = 0.4424
Anova
Degree of
Sum of
Mean
F-Value
Significance
Freedom
Square
Sequence
F
Regression
1
8.661
8.661
50.156
2.20
Residual
206
35.571
0.173
Total
207
44.232
Intercept- Organisational
Commitment
2.318
0.163
14.185
2.584
X- variable- C.S.R
0.391
0.055
7.082
2.202
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The regression coefficient B = 2.318 shows that the organisational commitment which is a
dependent variable, changes by 0.3905 units for each unit change in CSR which is an
independent variable. Thus, we find that Organisational Commitment is influenced by CSR of
the hotel and the value of r² = 0.1958 indicate that about 19.5% changes in Organisational
Commitment is due to CSR Initiatives of the hotel. Thus, it is concluded that there is a impact of
CSR on organizational commitment.
Conclusion
The hospitality industry is an international industry, and the market is extremely competitive.
Analyzing the concepts of job satisfaction and organizational commitment has a great
importance for the employees in services industry. While the increasing awareness about social
and environmental concerns have motivated hotels to work towards various CSR practices, the
present study aims to find out the gap between the importance and performance of these
initiatives in the hotels under study. In the present study, several findings came to light, adding
to the knowledge in academia and practice vis-à-vis CSR strategies and the gap between their
importance and actual implementations in the hotel industry. Also in the current research, the
impact of these CSR initiatives on job satisfaction and organizational commitment has also been
studied.
It has been proved in the study that all the CSR initiatives are important for the hotels but as far
their implementation is concerned, there is a significant gap. This might be because of the fact
that CSR is still an emerging concept and the hotels also do not know about these CSR practices.
Also the research aimed to investigate the impact of CSR initiatives on employee's job
satisfaction and organizational commitment which showed that there is a positive impact of CSR
on Job satisfaction and organizational commitment. Although the impact range is not that high.
There might be other variables that have more influence on job satisfaction and organizational
commitment of employees, as hotels under study still have to implement these CSR initiatives in
a better way. Once these initiatives are adopted vigorously, these might have a strong impact on
employees' job satisfaction and their commitment towards their organisation.
Future Relevance
The current study explored the gap between the importance and implementation of CSR
initiatives in the hotel industry yet the study area was restricted to Jammu only. The study might
give different results if it is conducted at 5 star or other bigger hotel chains. The relationship
between CSR initiatives adopted by hotels and customer satisfaction could also be part of
another study, leading to the scope for further research in the area.
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Abstract
Renowned for its immense natural splendor scattered in the hills of mighty Himalaya and long
stretched valleys of life giving rivers, Uttarakhand is known as Dev Bhoomi (a land of gods and
goddesses). The distinguished sacred haunts of Badrinath and Kedarnath, located at the origin
of Alaknanda and Mandakini rivers respectively, have been attracting nature lovers, wanderers,
adventure enthusiasts and pilgrims since time immemorial. In ancient time the pilgrimage to
these shrines was undertaken by foot as the road system was not present and mostly old age
people in small numbers were visiting these holy places. With the provision of easy accessibility
and other technological advances during the third quarter of twentieth century, the number of
pilgrims and tourists have grown manifold and presently, more than two million tourists visit the
circuit every year. This growth in tourist arrivals has subsequently resulted in the unplanned
development of tourist plant facilities at major tourist places.
The Himalayan Tsunami caused by torrential rain, cloud bursts and flash floods during 16 and 17
June, 2013 had resulted in the severe damage to the tourism infrastructure and badly affected
the livelihood of the local people. Hundreds of locals, tourists and pilgrims were swept away in
this disaster. The worst intensity of Tsunami had been recorded in the Mandakini valley, where
the towns of Kedarnath, Rambara and Gaurikund were washed away at a large extent.
Although, a number of conflicting reasons, ranging from climate change to the wrath of Shiva
for this disaster have appeared in different articles and reports but unplanned development and
unorganized pattern of tourism industry had played a substantial role in triggering up the
intensity of the disaster. The present paper is an attempt to propose a way forward for the revival
of tourism industry and also focuses on to redefine the existing pattern of tourism in the BadriKedar Pilgrimage Circuit in a sustainable manner.
Keywords: Himalayan tsunami, badri-kedar pilgrimage circuit, sustainable tourism, mandakini
valley
Introduction
Uttarakhand, owing to its unsurpassed natural beauty in the form of snow clad Himalayan
mountain peaks, mighty rivers, plethora of floral and faunal wealth, rich culture and traditions
of its inhabitants, is known as Deobhoomi. The present study area covers Badrinath and
Kedarnath pilgrimage circuit situated in are situated almost at the sources of Alaknanda and
Mandakini rivers respectively. Apart from pilgrims visit, Badri-Kedar pilgrimage circuit attracts a
significant number of tourists for trekking, river rafting, snow skiing, mountaineering and
nature tourism. The pilgrimage circuit can be accessed by road as there is no train or air
connectivity. However, helicopter services are available from Dehradun, Guptkashi and Fata
village to reach to Kedarnath. An airstrip has come-up at Gaucher in recent past, which normally
function to visit Badrinath.
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Figure: I
Location Map of the Study Area

Source:http://www.mapsofindia.com/maps/Uttaranchal/

Figure: II
Roadmap of the Study Area

As on date, the study area receives a large number of tourist arrival in the state during the
peak season and the number of tourists outweighs the number of local residents.
According to Official website of Uttarakhand Tourism Development Board, in the year 2012
a total 2,84,33,000 tourists visited the state and the total number of tourists is expected to
double by 2017, as the state is gearing up to welcome 77.9 million tourists by then. The
pilgrimage places are not only high altitudinal areas but also eco-sensitive zones and are of
the parts of Kedarnath Wildlife Sanctuary and Nanda Devi Biosphere Reserve. With the
advancement of communication and transportation systems, the pilgrimage has become
so pleasure oriented that in 2012 alone a total of 1.51 million tourists visited Badrinath and
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Kedarnath shrines.
Table: I
Tourist Arrivals at Badrinath and Kedarnath

Destination

2010

2011

2012

Badrinath

Dom.
921250

For
276

Total
921526

Dom.
935680

For.
492

Total
936172

Dom. For.
940770 322

Total
941092

Kedarnath

400243

268

400511

569863

1738

571601

572442

573040

Total

1321493

544 1322037 1505543

2230 1507773 1513212

598

920 1514132

Source: Uttarakhand Tourism Development Board, Dehradun
Tourism is one of the key driving sectors of Uttarakhand's economy and it is considered as an
effective instrument for the development of this hilly state. Uttarakhand, along with the other
Himalayan states, is vulnerable to the various consequences of climate change and uncontrolled
human interventions to the nature and the recent disaster occurred in June 2013 was the result
of such phenomenon. The unprecedented events resulted in increased water levels and flash
floods in the Mandakini, Alakananda, Kali and Bhagirathi river basins, causing extensive
landslides across the state. The dreadful magnitude of nature's fury has resulted in the huge loss
of lives, infrastructure and ongoing economic activities. A large number of buildings and
agricultural lands were swept away in the flash floods, besides a huge loss of thousands of lives
of local people and tourists. As per the estimate assessed by state government, the total loss of
US$3.8 billion was caused to the tourism sector alone (Uttarakhand Disaster Recovery Project,
October, 2013). The districts of Chamoli and Rudraprayag were most affected by this disaster.
Picture: I
An overview of Kedarnath shrine soon after the natural calamity occurred
on 16th June, 2013
Although, it was not the first time that the state had witnessed
such calamitty but this time the loss was triggered by human
interventions with the nature and inefficiency of disaster
management measures. A brief profile of past calamities in
the state is presented below:

Table: II
Major Disasters in Uttarakhand before 2013

Year
1978
1980
1991

Name of Calamity
Bhagirathi flash
floods
Gyansu Nala landslide
Uttarkashi Earthquake
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Several houses were damaged and 24 people had
lost their lives
653 people died, approximately 6000 people were injured
and a huge loss of livestock occurred along with severe
damage to buildings and the infrastructure.
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1998

Malpa landslide

About a dozen people lost their lives including the
pilgrims on way to Mansarovar.

2001

Ukhimath and
Phata landslide
Varunawat Hill
Landslide, Uttarkashi

Blockage of
Kedarnath Yatra Route
Engulfed 4 hotels, damaged several buildings, road and
other infrastructure. The estimated damages were to the
tune of about 50 million dollars
Wiped out two villages namely Jhakhla and Lah, claiming
43 lives.

24 Sept.
2003
8 Aug.,
2009
19 Aug.,
2010

Munsiyari Road
Landslide, Pithoragarh
District
Kapkot landslide

Sept.,
2010

Landslide incidence
at many places in
Uttarakhand

Sept. 14
2012

Ukhimath Landslide

Sept 14,
2012

Kapkot Flash Floods
and Landslide

Sept.
2012

Flashfloods and
landslides in Garhwal
region

18 children died and nearly 30 more trapped under
a school building, collapsed due to heavy
landslides triggered by torrential rains.
Incessant rains lashed the state of Uttarakhand
triggering landslides and flash floods in the Ganga,
Yamuna and their tributaries while blocking the Char
Dham highways and other major roads at many places.
Left a trail of destruction in Chunni, Mangali, Timada,
Sansari and Giriya villages of Ukhimath tehsil and death toll
reached up to 70.
In Bageshwar district, five persons were killed when and they
were swept away by flash floods in Saryu river at Kapkot
and severely damaged the Bageshwar -Kapkot -Mannar
road
The incessant rains disrupted the annual Chardham
pilgrimage with national high ways and roads linking to
them were hit by landslides at a number of places.

Source: HESCO report, (2013) and Amit Kumar, (2013)
Objectives
The study has been instigated with the following objectives:
1. To understand the plausible anthropogenic causes of the Himalayan Tsunami;
2. To find out the role of tourism in triggering up the impacts of tsunami;
3. To assess the damage occurred at major tourist places, and;
4. To suggest methods for the revival of tourism.
Methodolgy
The study was carried out with the help of various reports and articles about the causes and
consequences of Himalayan tsunami along with the observation and informal discussion held
with stakeholders during field visits. Stakeholders include local people, businesses entreneurs,
professionals from NGOs involved in relief and rehabilitation works, selected officials from
Border Road Organization (BRO). The field visits were conducted during September, 2013 and
May, 2014.
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Discussion
The ostensible cause of natural disaster occurred at Badrinath and Kedarnath was the result of
flash floods triggered by the natural rain and cloud bursts. However, the major anthropogenic
reasons for this devastation have been concentrated around deforestation and poor forestation
policy, haphazard urbanization and indiscriminate mining, construction of a number of hydro
power projects,and unplanned tourism infrastructure development (Sampath, 2013; Bisht,
2013).In recent past the open forests have been altered for the development of roads and hydro
power projects, and other infrastructural development (SANDRP, 2013). Hilly slopes have
become very steeper and unstable due to construction of roads and dam sites with dynamite
blast. On account of such activities most of the areas face severe disasters on steeper slopes
regularly.
Picture: II
Rambara: a transit point on way to Kedarnath before and after the disaster

Permitting mass flow of tourists, construction of hydro power projects, accumulation of
hazardous wastes, emission of hazardous gases and series of dynamite blasts on the fragile
ecosystem of the region (Dobhal et al, 2013) made the region vulnerable for landslides and
physical avalanches. The environmentalists consider such factors responsible for the
unprecedented changes in the pattern of monsoon, snow fall and changes in the flowering
season of the high altitude plants like rhododendron and eventually, to some extent, for the
recent disasters (Pranab Das, 2013; Tiwari et al, 2013).
The severity of the disaster occurred during June 2013 could have been reduced if an early
warning of the event has been communicated to all stakeholders and the life of many could have
been saved. Uttarakhand Meteorological Department made a warning of rainfall on the
following days and even warned the pilgrims to revoke their further tours to the higher reaches.
The Uttarakhand State government's Disaster Mitigation and Management Centre (DMMC),
although, made strict provision to regulate further infrastructure developmental initiatives in
close vicinity of streams and rivers and prohibited the use of explosives in the construction
works (DMMC report, 2012) but nothing has been substantially implemented. While reviewing
the consequence of such disaster, Comptroller and Auditor General (CAG) Report
recommended the provision of Doppler Radars, to be installed at environment fragile tourist
destinations (SANDRP, 2013).
The fragility of the region and warning for such disasters are normally published from time to
time in several reports, articles and newspapers but such communique are normally ignored
due to the dormancy of administrative and political system. In April 2013, a CAG report revealed
that Uttarakhand State Disaster Management Authority (SDMA) formed in Oct 2007, has not
made its mandatory rules, regulations, polices or guidelines functional. A number of
recommendations proposed by the various organizations including Wildlife Institute of India
(2011), Expert Committee on Uttarakhand Glaciers (December, 2006), National Mission for
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Sustaining the Himalaya and Wadia Institute of Himalayan Geology etc. but none of the
recommendations and measures have been implemented practically. News published on
August 2, 2004 in Dainink Jagran a Hindi daily given brief coverage what exactly happened
during June, 2013 was not taken seriously.

Prior to June, 2013 a number of hotels, lodge, dharamshalas, shops, eateries, mobile phone towers and
roads etc. mushroomed both at the terminal and transit points across the circuit. As on date there are
around have been 500 to 600 accommodation units with total 36000 beds capacity in Chamoli and
Rudraprayag districts alone (Bhatt, 2014). It includes hotels/lodges, guest houses/rest houses and
dharamshalas. All commercial and residential building are constructed within the active flood plains.
Construction of different buildings on deforested unstable slopes is prone to landslides and road blockage.
The state government notification circulated in the year 2000 to prohibit construction within 200 meters
from the river banks was not adhered to (Bisht, 2013). Such irresponsible activities finally played a

substantial role in triggering-up the damage and death tolls of the recent disaster.
Picture: III
How Unplanned Infrastructure has come up across the Circuit

Construction of roads for the convenience of local people and visitors have also badly affected
the ecosystem. A number of new roads have come into existence during the past 15 years. The
scale of devastation has been escalated by indiscriminate construction of roads and growing
intensity of vehicular traffic to accommodate ever increasing demands of tourist arrival (Singh,
2013). The local residents are also of the opinion that the increased frequency of landslides in
the state can be attributed to the ill-regularized road construction practices such as use of
explosives and dumping of the debris resulting from road construction to the river banks/beds.
Experts claim that the hill region can only remain stable if it is not tampered with indiscriminate
construction of roads and building. Efforts have to be made to evolve a better method of road
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construction or to adopt ecofriendly alternatives of the road system that do not imperil the
safety of the local people and visiting tourists.
Picture: IV
How the road, connected to the circuit, faces the problem of Landslide and Traffic Jams

The Himalayan tsunami had severely affected Kedarnath temple complex and its major
infrastructure was badly damaged by the diverted course of river Mandakini. Kedarnath Shrine
was survived in the disaster, but attractions like Udak Kund (kund is a purified water spring) and
Retas Kund were completely disappeared. Rambada, a transit point, along with Gaurikund,
Sonprayag, Agastyamuni and Kalimath had met same eventuality by Mandakini River. The
temple of Gauri and Tapta Kund at Gaurikund also washed away. A number of tourist vehicles
were either swept away or got stuck at several locations between Rudraprayag to Kedarnath
and Badrinath. The flash floods and torrential rains washed away a number of motorable and
pedestrian bridges. The reconstruction of proper trek route to visit Kedarnath may take another
2-3 years but alternative arrangements have been made with the help of Nehru Institute of
Mountaineering (NIM) and National Disaster Response Force (NDRF). In order to restore the
pilgrimage progress, the maintenance of road system and reconstruction of the bridges are the
priority for state government.
Major task before the government agencies is to revive the tourism industry in the area and it
includes environment friendly provision of adequate ancillary services, establishment of better
weather forecasting and early warning, rebuilding the image of the study area as a safe
destination, revival of the tourism economy and formulation and enforcement of effective
regulation. Efforts are on way to assess the intensity of expected disasters. Tourism is the life line
of the local economy which cannot be a success story without a robust infrastructure. It is the
right time to redefine the nature of the tourism industry with a long term sustainable vision.
Apart from this, a plethora of lesser known tourist destinations scattered across the region
having enormous potential for cultural, pilgrimage, adventure, wildlife, and leisure tourism
which need sustainable integrated development approach for the tourism development. This
potential of tourism sector needs to be diversified to overcome the seasonality factor and to
create employment for year-round tourism in order to strengthen the economy as well as
conservation of environment and ecology.
Conclusion
There is an immense need to develop an effective tourism policy in order to prevent natural
calamities which often happen during tourist season. There must be systematic pre and post
event disaster management plans that require coordinated efforts of both state as well as
central government departments. The traditional itineraries offered by the travel organizations
should be altered according to the new situations. There is need to include new transit points
and alternative routes in the itineraries to diversify the tourist flow across the circuit in order to
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minimize the concentration of tourist plant facilities at certain locations. As the study area falls
under environmentally fragile zone, focus should be on the development of small scale and
ecofriendly structures after the careful assessment of the carrying capacity of destination
region rather than emphasizing on development of superstructures. Effective rules and
regulations should be formulated and strictly implemented for the construction of tourism
plant facilities such as roads, accommodation units and parking lots. Family homestay units
should be promoted in the surroundings of tourist destinations and developing/permitting the
construction of large hotels must be avoided. Involvement of local people should be ensured in
the process of tourism development, right from the planning stage to the implementation and
operation. All major tourist places situated in the higher reaches of Himalaya should be declared
as eco-sensitive zones and the visitation to these destinations should be strictly regulated
according to environmental and physical carrying capacity norms. Bio-engineering methods
may be used for restoration of landslide zones and degraded landscapes. Ropeways should be
preferred to connect two tourist places instead of road construction for transportation purpose,
by having such provision the region may receive quality tourist arrivals. Awareness among local
people and other stakeholders about the available tourist attractions should be promoted and
skill enhancement of the local people should also be undertaken for better results.
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Abstract
Hotel industry of India is a highly flourishing, lucrative and competitive market. Hotels in today's
change-filled, highly competitive environment must devote significant time, energy and
resources for measuring their performance in achieving strategic objectives. Developed by
Robert Kaplan and David Norton the balanced scorecard (BSC) - a comprehensive and balanced
performance measurement system- translates an organization's strategy into performance
objectives, measures, targets, and initiatives in four balanced perspectives. The BSC has
emerged from the need to improve planning, monitoring and evaluation performance functions
in a more robust way. The BSC has enjoyed great acceptance, whether in practice or in
theoretical terms. Organizations around the globe have rapidly embraced the BSC and reaped
swift benefits from its commonsense principles. BSC has also gained wide acceptance within
hotels as a means of providing a focus on human resources, intangible assets, and challenges
associated with regard to maintaining consistent product standards, while not neglecting
financial performance. This article addresses the successful application of BSC in hotels for
measuring performance and gaining competitive advantage.
Key words: Balanced scorecard, Performance measurement, Hotel.
Introduction
Tourism is one economic sector in India that has the potential to grow at a high rate and has the
capacity to capitalize on the country's success in the services sector. The travel and tourism
competitiveness report by World Economic Forum has ranked India among the top 10
destinations in terms of natural and cultural attractions (WEF, 2011). Tourism in India is the
largest service industry contributing up to 6.23 percent to GDP and providing 8.78 percent of the
total employment opportunity in India (India Brand Equity Foundation, 2013). As per statistics
updated by the Ministry of Tourism, Government of India, the foreign tourist arrivals in India
continued to grow from 2.54 million in 2001 to 6.58 million in 2012. Travel and tourism industry
is also one of the most profitable industries in India and it is credited with contributing a
substantial amount of foreign exchange to the national exchequer. As per the Travel and Tourism
Competitiveness Report 2011 by the World Economic Forum, India is ranked 12th in the region
and 68th overall in its Travel and Tourism Competitiveness Index. India is well assessed for its
natural resources (ranked 8th) and cultural resources (ranked 24th), with many World Heritage
sites, both natural and cultural, rich fauna, many fairs and exhibitions and strong creative
industries.
The enormous increase in tourism has caused the hotel business to outgrow national
boundaries and become global in character. Hotel Industry is inextricably linked to the tourism
industry and the growth in the Indian tourism industry has fuelled the growth of Indian hotel
industry. The 'Incredible India' destination campaign and 'Atithi Devo Bhavah' campaign have
helped in the growth of domestic and international tourism and consequently the hotel
industry. One of the major reasons for the increase in demand for hotels in the country is the
boom in the overall economy and high growth in sectors like information technology, telecom,
retail and real estate (Chakravarty, 2012). An analysis of the industry reveals landscapes where
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hotels are no longer restricted to major cities but are aggressively growing in Tier 2 and even Tier
3 cities. Domestic and foreign business travellers contributed a major part of the business for
the five-, four- and three-star hotels in India. The domestic business traveler was also an
important customer for the two- and one-star hotels in India (CII Report, 2012). India has now
become a market that no serious hotel company can ignore, as evidenced by the slew of
international brands that are already established in the country or are seriously plotting their
entry strategies. The constant transformation has made the Indian hotel industry more
functional and practical and has gained a level of acceptance world over.
The hotel industry is the important industry in India, because it has important part on not only
people's life but also national economy. These hotels operate in a highly competitive
environment as a consequence of a number of factors such as emergence of new markets, rise
in market demand for, and expectations of, in-house facilities, quality of service and products
and value for money, significant increase in hotels' capacity, a sharp rise in operational costs and
declining profitability in addition to the inflation. These trends require hotels in India to be more
efficient and competitive in meeting the needs of their customers, who are increasingly growing
in sophistication. There is a growing awareness to optimize the effectiveness of operational and
business decision-making activities, such as those relating to profit, planning, control and
continuous improvement, in order to maintain a competitive edge. In view of this, it is observed
that the success of hotels in the competitive business environment strongly depends on their
ability to evaluate current performance and identify strategies to improve the quality of
operations and business decisions. Measuring and managing performance has become a part of
the necessary requirement for hotels to operate successfully and create competitive
advantages in the dynamic environment. The ability of Indian hotel entrepreneurs to
adequately respond to these challenges will determine their long-term success.
Performance Measurement
The quest by business leaders and management researchers for comprehensive and strategic
performance measures, quality improvements, and speed of service is at the forefront of
managing performance of organizations (Kaplan and Norton, 1996c, 2001a; Tapanya, 2004;
Anand et al., 2005). Obtaining updated information about performance is also critical to the
effective functioning of an organization (Paranjape et al., 2006). Performance measurement is
seen as an important way of keeping a company on track in achieving the organization's
objectives and as a monitoring mechanism employed by the owners of an organization (Ittner
and Larcker, 1998b). It is a process of assessing progress towards achieving pre-determined
goals, including information on the efficiency by which resources are transformed into goods
and services, the quality of those outputs and outcomes, and the effectiveness of organizational
operations in terms of their specific contributions to organizational objectives (Amaratunga and
Baldry, 2003).
Performance measurement is critical for judging the success or failure of organizations because
it is directly related to the formation of core competency and has a significant impact on
organization's growth and future requirements. Measuring organizational performance and
implementing effective strategies for future success represent continuous challenges for
organizations due to the complex nature of an organization concern and many continuously
changing influential forces (Assiri et al., 2006). Measurement of performance plays an
important role in planning and decision-making and makes the link between strategy intent,
competitive environment, revenue generation, service delivery process, and strategic
evaluation (Kaplan and Norton, 1992; Doran et al., 2002). Performance measurement
constitutes today irreplaceable tools for the evaluation of an organization's strategic and
operational plans. Thus the performance measurement system is an integral part of the
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contemporary management system which provides information to encourage managers to
think strategically about how their activities fit with other parts of the organization, and to assist
them in managing their organization's operations (Malina and Selto, 2001; Ittner, et al., 2003).
The importance of performance measurement practices for the decision-making processes of
organizations is generally well documented in the field of management accounting, but less in
the hospitality management literature (Haktanir and Harris, 2005).
Many hotels rely exclusively on financial performance measures to assess their performance
(Atkinson et al., 1997; Neely, 1999; Hoque and James, 2000). Critics have argued that these
measures are excessively profit based (Brander Brown and McDonnell, 1995), short-term
(Denton and White, 2000), unbalanced (Harris and Mongiello, 2001), unsatisfactory for
businesses seeking a competitive advantage (Phillips, 1999; Evans, 2005), past oriented
(Atkinson and Brander Brown, 2001), little market oriented (Phillips and Louvieris, 2005),
inadequate for strategic decisions (Kaplan and Norton, 1992), unable to measure value created,
unable to measure intangible assets (Norreklit 2000; Giannetti et al, 2002) and non-holistic
(Phillips, 1999) and therefore, over reliance on them is no longer appropriate for today's
managers. In this information-age, Non-financial performance measures are believed to be
better indicators of managerial effort and valuable in evaluating hotel performance (Kaplan and
Norton, 2001c). Non-financial measures of customer, internal processes and innovation and
improvement activities are believed to be better predictors of long-term success (Kaplan et al.,
1996b). These measures are more timely and precise than financial ones, meaningful for
continuous improvement, consistent with goals and strategies and vary over time as market
needs change so tend to be more flexible. Financial and non-financial measures are not
substitutes, but that non-financial measures are used as additives to financial measures
(Govindarajan and Gupta, 1985).
Due to limitations of financial measures and the impact of global and increasing competition in
the hotel industry, hotels should rethink their current performance measurement which should
be supportive and consistent with goals, actions, resources, people, culture and environment,
customer-driven, comprehensive, committed to provide action-oriented feedback and
enhance organizational learning. Hotels can efficiently reach their goals by prioritizing their
actions and by incorporating effective performance management. Over the past few decades a
variety of approaches have been emerged in terms of selecting the optimal financial and nonfinancial performance measurements to achieve superior quality and better outcomes. These
approaches have their basic assumptions, objectives, advantages and disadvantages. Of these
generic approaches, the Balanced Scorecard (BSC) has attracted considerable interest both in
practice and theory.
Balanced Scorecard
Robert Kaplan of Harvard Business School introduced the balanced scorecard (BSC) framework,
together with David Norton, of Renaissance Worldwide in 1992, as a measurement tool for
translating organizational vision into a set of measurable strategic and tactical objectives. The
authors have carried out a research project entitled “Measuring Performance in the
Organization of the Future” with 12 organizations at the leading edge of performance
measurement to come to the conclusion that traditional performance measures, having a
financial bias and being centered on issues of control, ignored the key issue of linking
operational performance to strategic objectives and communicating these objectives and
performance results to all levels of the organization. They devised the BSC as a set of
performance measures to provide managers with a comprehensive view of the organization
and a reliable feedback for management control purposes and performance evaluation (Kaplan
and Norton, 1992; Ittner and Larcker, 1998a; Hoque and James, 2000; Malina and Selto, 2001;
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Giannetti et al., 2002).

Financial Perspective
“To succeed financially, what kinds
of financial performance should
we provide to our Shareholders?

Customer Perspective
“To achieve our vision, how
should we be seen by our
customers?”

Vision
&
Mission

Internal Business Process
Perspective
“To satisfy our stakeholders
& Customers, what business
process must we excel at?”

Learning and Growth
Perspective
“To achieve our vision, how will
we sustain our ability to change &
improve?

Figure 1: The four Perspective of the Balanced Scorecard (Kaplan and Norton, 1996)
The BSC is a strategic management and measurement system that links strategic objectives to a
comprehensive range of key performance indicators, to provide a balanced view (Kaplan and
Norton, 1996). Banker et al. (2002) have defined the BSC as a comprehensive performance
measurement system designed to systematically link a firm's vision and strategy to a set of
performance measures related to current and ongoing actions and decisions. The BSC approach
provides a clear prescription as to what organizations should measure in order to 'balance' the
financial and non-financial perspectives (Kaplan and Norton 1992; Banker et al. 2002; Ittner et
al., 2003; Atkinson, 2006). The BSC allows managers to look at the business from four
perspectives, which together offer a holistic view of the business's health. It also allows
managers to consider all of the important strategic measures at the same time, letting them see
whether improvement in one area is achieved at the expense of another (Kaplan and Norton,
1992; Butler et al. 1997).
The BSC methodology suggests building corporate strategies and pursuing quantitative goals
based on four perspectives: financial, customer, internal process, and learning and growth. The
methodology is designed to steadily implement corporate strategies by reflecting the extent to
which goals are achieved in measuring performance. These four perspectives of BSC describes
the knowledge, skills, and systems that the employees will need to innovate and build the right
strategic capabilities and efficiencies that deliver specific value to the market which will
eventually lead to higher shareholder value (Kaplan and Norton, 1996; Ittner and Larcker,
1998a). Each of these four perspectives is lined in a chain of cause-and-effect relationships
(Kaplan and Norton, 2006). The four perspectives of the scorecard permit a balance between
short term and long-term objectives, between outcomes desired and performance drivers of
those outcomes, between external measures - for shareholders and customers - and internal
measures of critical business processes, innovation, and learning and growth and between hard
objectives measures and soften objective measures (Kaplan and Atkinson, 1998; Jusoh et al.,
2008).
Applications of the Balanced Scorecard
The BSC approach, a system which enables organizations to measure and manage corporate
performance, has attracted much attention by management researchers as a method of
integrating financial and non-financial performance measures (Lipe and Salterio, 2000; Malmi,
2001). This attention has been evidenced by the large number of publications in management
journals and also in the number of conferences and workshops which have been devoted to it.
Many researchers have focused on different aspects of the BSC, and this has provoked a
considerable amount of argument and debate with researchers describing the BSC as a broad
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scope mechanism of financial and non-financial information (Butler et al., 1997; Braam et al.,
2004). The volume of published literature on the BSC is vast and so the focus of this section is on
the most relevant theoretical and empirical studies which have been undertaken.
Several studies indicate that the BSC has become widely used in large companies in the USA
(Chow et al., 1997), specifically in 40% of companies in the Fortune 500 and 60% of the Fortune
1000 (Speckbacher et al., 2003). Studies of Chenhall and Longfield-Smith (1998b) and Hoque
and James (2000) in Australia, Silk (1998), Frigo and Krumwiede (1999) and Moriarty (2001) and
Rigby (2001) in USA found the usage of financial and non-financial measures in performance
measurement and reported the successful application of BSC for measuring and managing
performance. Across all the Nordic countries (Denmark, Finland, Norway and Sweden), Kald and
Nilsson (2000) found values even more expressive for the largest companies, not particularly by
the number of firms that had already adopted the BSC (27%), but by the fact that in two years
range it was expected that 61% of them could be using the BSC. A study by Speckbacher et al.
(2003) in Germany, Austria and Switzerland, with a response rate of 87%, concluded that 26% of
companies had implemented the BSC and 13% were at an early stage of implementation. Ittner,
Larcker and Randall (2003) verified that 20% of the companies of the financial sector of the USA
implemented the system. In Sweden, 28% of manufacturing firms had already implemented the
BSC or other similar approaches (Dabhilkar and Bengtsson, 2004). Juhmani (2007) reported the
use of the BSC system by 65% of the companies in Bahrain. Cohen et al. (2008) reported that a
survey conducted in Germany, the UK and Italy, showed that 98%, 83% and 72% of the
companies, respectively, who responded were familiar with the concept of the BSC.
The results of empirical studies of Pere (1999) and Malmi (2001) in Finland, Hoque and James
(2000) in Australia, Oliveras and Amat (2002) in Spain, Giannetti et al. (2002) in Italy, Guenther
and Gruening (2002) in Germany, Nielson and Sorenson (2003) in Denmark, Braam et al. (2004)
in Netherlands, Ax and Bjornenak (2005) in Sweden, Curado and Manica (2010) in Portugal,
Anand et al. (2005) and Farooq and Hussain (2011) in India, Abe (2006) in Japan, Xiong et al.
(2008) in China and Jusoh et al. (2008) in Malaysia and Gomes and Liddle (2009) and Jordão and
Novas (2013) in Brazil investigated the utilization of the BSC approach for performance
measurement and revealed the utilization of both financial and non-financial measures of BSC
in performance measurement to a greater extent. The BSC has also been successfully applied to
banks, government, not-for-profit organizations and educational institutions. The study of
Ashton (1998), Davis and Albright (2004) and Al-Mawali et al. (2010) in Banks, Kaplan et al.
(2001a) and Umashankar and Dutta (2007) in higher education, Gumbus et al., (2003) and Chen
et. al. (2006) in hospital found strong evidence to support the proposition that the BSC can be
used to improve performance. Recent studies indicate that the BSC approach is on the move
and has entered organizations around the world. Researchers and practitioners agree that the
BSC is a new development in management accounting, which has attracted considerable
interest through the increasing rate of adoption and through the large number of publications.
Applications of the Balanced Scorecard in Hotels
It is particularly notable that the BSC has gained wide acceptance within the service sector as a
means of providing a focus on human resources, intangible assets, and challenges associated
with regard to maintaining consistent product standards, while not neglecting financial
performance. Huckestein and Duboff (1999) and Denton and White (2000) conducted
researches in conjunction with Hilton franchisee White Lodging Services Corporation and
concluded that in addition to a number of quantitative improvements in revenue and
profitability, BSC helped managers and owners in achieving a greater level of alignment among
objectives, understanding of owners' long-term expectations, conveying the valuable feedback
regarding the resources and processes, rewarding teamwork and allowing best practices and
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strategic information to be shared. Brander-Brown and McDonnell (1995), Atkinson and
Brander-Brown (2001), Harris and Mongiello (2001), Doran et al. (2002), Phillips (2006) and
Ramdeen et al. (2007) examined the range of performance measurement concepts available to
managers and identified the key indicators that hotel managers find useful in managing their
businesses, acknowledging the value of the BSC.
Evans (2005) surveyed hotels in Northeast England in order to assess the usefulness of the BSC
and concluded that hoteliers were using performance measures from all four of the category
groupings identified in the BSC framework. With regards to financial performance, operating
revenue and revenue per available room in financial perspective, customer satisfaction ratings
and the number of complaints in the customer perspective, and response to complaints and
service errors in internal business perspective were the most widely used performance
measures in the hotels. The innovation and learning perspective was considered less frequently
than the other three dimensions. A case study approach using the BSC was taken by Phillips and
Louvieris (2005) to explore and elicit critical success factors in performance measurement
system within 10 best practices Tourism, Hospitality, and Leisure small medium-sized
enterprises. Results revealed that budgetary control, customer relationship management,
necessity for strategic management and collaboration to drive innovation and learning drove
performance measurement systems across the sample. Haktanir and Harris (2005) conducted a
study to explore performance measurement practices in the context of a five star resort hotel in
Cyprus. The study found that case hotel identified business dynamics, overall performance,
employee performance, customer satisfaction, financial performance, and innovative activities
performance measures as critical areas for performance measurement. The study also showed
that the non-financial performance measures were generally used in management accounting
systems in an integrated way with financial performance measures.
Studies of Huang et al. (2007) and Chena, Hsua and Tzengb (2011) in China and Min et al., (2008)
and Kim and Lee, (2009) in Korea revealed that non-financial measures of learning and growth,
internal process, and customer perspective not only directly influence the financial
performance measures, but also indirectly affect performance through the cause-and-effect
relationships among different perspectives. Researchers also highlight that BSC framework
enables top management to define mission and vision strategies and allow hotels to continue to
improve their financial health and enhance their competitiveness. Other studies including of
Bergin-Seers and Jago (2007) in Australia; Pavlatos and Paggios (2009) in Greece; Ivankovič et al.
(2010) in Slovenia and Eldeeb (2011) in Egypt found the successful application of BSC as a
performance measurement system in hospitality organizations. From the foregoing, there is a
clear exhibition that BSC plays a significant role in improving the performance of hospitality
organizations.
Discussion and Recommendation
Hotel industry of India has shifted from a stagnant business environment to a more dynamic
business environment, where hotels operate in very highly competitive markets. In this
environment, hotels must catch up to effective quality and performance measurement trends
in order to remain in existence and be competitive. Performance measurement is important
and necessary for the organization's sustainable existence since it provides valuable
information for effective functioning of an organization, highlight weak points that need to be
improved and shows future trends to design strategies to maintain appropriate fit between
organization and its complex business environment. Despite the recent advances in
performance measurement, hotel managers have constantly looked for a new effective
measurement system to evaluate hotel's quality and performance. Hotel managers understand
that it is too hard to measure actual performance when they only count financial aspects due to
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the uniqueness of hotel products and services. Consequently, hotel organizations are now
placing more emphasis on incorporating non-financial performance measures into their
performance measurement systems. It is found that besides paying attention to financial
measures, hotels are paying enough attention to non-financial measures of performance such
as state of art infrastructure, quality of hotel staff and regular training to enhance their
professional skills, innovative processes, error free services and customer satisfaction and
retention. They are giving appropriate consideration to balanced and comprehensive
performance measurement system in order to provide the right information to decision-makers
and improve the overall quality and performance of the hotel establishments.
Since the introduction of the concept of the BSC in the early 1990s, researchers and
practitioners have shown great interest in the concept. In the more practitioner-oriented
literature, the concept has been celebrated as representing one of the most important
management instruments in recent years. The BSC is, by far, the most widely adopted
management approach used today to drive performance measurement and strategic
management. Development of performance indicators from the concept of BSC that link
performance measurement in terms of finance and non-finance, short-term and long-term, in
accordance with the organization's strategies and goals, taking stakeholders into account, and
balancing between internal and external factors are important components of the tool for
modern management. More importantly, thousands of organizations around the world have
used this tool and its associated methodology to drive improvements in organization
performance. Having been successfully used to drive alignment and strategic results in the
developed economies, organizations of developing economies are increasingly using the BSC as
part of integrated strategy management process.
The financial (lagging indicators), customer, internal business processes, and learning and
growth perspectives (leading indicators) of the BSC not only tell about a hotel's past
performance but also reflect the health and wealth-creating potential of a hotel. The BSC helps
hotel managers to consider all the important operational measures together and let them see
whether improvements in one area may have been at the expense of another. The approach
provides hotels with an opportunity to clarify and update its strategy as well as conduct periodic
performance reviews in order to improve strategy. The BSC act as an umbrella for a variety of
diverse often disconnected hotel issues, such as quality, reengineering, process redesign,
customer service and employee development. It enables them to move faster on these critical
issues and these issues, if tackled timely, definitely result in improvement in quality, productivity
and hotel operations. The BSC put more emphasis on cause-and-effect relationships between
performance measures and thereby link performance measures to their objectives and
strategies more effectively. The BSC approach can be considered as a hotel's long range
competitive strategies for creating future value through investment in customers, employees,
processes, technology, and innovation. The BSC emphasizes on the importance of non-financial
performance measures for long term survival is relevant and applicable to a highly uncertain and
increasingly competitive environment.
Researchers observed that despite claims concerning the BSC's potential to serve a quest for
competitive advantage, it is not being widely adopted in Indian hospitality industry. While it
appears that the attention directed to the BSC may have impacted positively on hotels' use of a
variety of measures, there appears to be limited specific reference to the BSC term. It appears
the BSC may need further “selling” to the hotel industry of India and the BSC if applied in the
industry may yield outstanding results. The users of BSC are also encouraged to use more
perspectives in their BSC model other than the original four perspectives taking into account
their business strategies and the overall competitive market. The positive consequences of BSC
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such as satisfied and loyal customers, superior quality, competent staff, improved hotel
operations, innovative processes and efficient resource utilization will enhance the productivity
and goodwill of hotels. Hotels must consolidate effective cultural values such as loyalty, trust,
development and participation in their business environment and then reflect these values in
using the related non-financial measures. These hotels should revise their performance
measurement system from time to time by reducing or increasing the initial number of
measures to adapt to their environment.
Conclusion
Hotel industry of India is a highly flourishing, lucrative and competitive market. Globalization
and deregulation of markets, rapid technological development, increasingly sophisticated
customers and management practices, higher customer turnover, matching international
requirements in terms of product design, process technology, quality standards and an
increasing significance of knowledge have influenced hotel industry of India in a significant
manner. These developments led to a change in the type of performance measurement system
in order to successfully manage organizations. The BSC methodology is an important logical
framework, management tool and strategy execution methodology that enables hotel
entrepreneurs and managers to move their establishments toward achieving long-term
sustainable success. The BSC is the effective mean through which hotels align key performance
measures with strategy at all levels, bring clarity in organizational objectives, and facilitate
communication and better understanding regarding business goals and strategies. Researchers
suggest that as far as the application of BSC methodology is concerned, it can be enhanced
through workshops, more communication, better understanding, and through involvement of
more employees.
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Research Note
COMMONALITIES BETWEEN ARCHEOLOGY AND TOURISM
Maximiliano Korstanje
University of Palermo, Argentina
Department of Economics

As a scientific discipline, archaeology has substantially contributed to the maturation of tourism
industry (Robb, 1998; Rowan & Baram, 2004). Many archaeological sites and ruins are today
recycled as growing tourist attractions. Over years, as a serious alternative archaeology takes
the opposite direction respecting to the leisure or entertainment industry where tourism is
embedded with. In this essay review, we will explore not only into the dichotomy between
imagination and self-perception, but on the commonalities tourism and archaeology share. As
lay-people, visitors encounter many objects and pieces that belonged to others. The function of
these objects remains unknown unless by the discourse of archaeologists. In some extent,
tourists are subjects to the story elaborated by experts (Rubio, 2006). The specialized literature
reminds that tour guides serve as mediators between expertise and ignorance. Lay-people
know further on how past civilisations lived thanks to archaeology (Cohen, 1985).
At a first glance, any archaeologist looks for an object whose signification keeps open but no less
true is that the same does not happen with tourists who receive the meaning of the object as
previously fabricated. If the former should imagine by finding the evidence to be validated, the
latter one does not place the story under the lens of scrutiny. Quite aside from this, both
maintain similar functionalities in the capitalist world.
History is witness how science has been ideologically manipulated to support the colonial
enterprise (Korstanje, 2012). The first anthropologists departed from their metropolis towards
the fieldwork as the protectors of non-western cultures. The European imaginaries introduced
the belief that primitive cultures will disappear before the advance of industrialism. The main
goal of anthropology was to create a reservoir of non-western cultures which were in bias of
extinction. Not only their clothes and objects but also their lore should be preserved to fall into
the oblivion. The problem, precisely, was that governors and officials employed the information
generated by ethnologists to protect their own interests (Stocking, 1968; Geertz, 1992; Harris,
2001; Korstanje, 2012). The goodwill of social scientists was used by politicians and military
forces to know further about the 'noble savages'. This was undoubtedly the context where
anthropology and archaeology evolved as academic careers. The situation of these disciplines
was a paradox in many senses. At the time there was no discipline that rejected the
ethnocentrism as anthropology and ethnology; they inadvertently helped to the consolidation
of colonialism (Clifford, 1988).
From its onset, archaeology not only was enrooted in the archetype of history and pastime, but
considered the linear evolution of societies as the only valid paradigm (Boas, 1904). Time was of
paramount importance to determine the change of an agrarian society into an industrial one.
This doctrine paves the pathways for the creation of museum (Korstanje, 2013). Every human
organization was subject to an irreversible change. The western paternalism was based on two
main ideas. First and most important, the identity and culture marked the superiority of ones
over others. Secondly, superior cultures (in this case industrial ones) should show an exemplary
behaviour mitigating the negative effects of their advance. This reminds that, at some extent,
the needs of protection and paternalism were inextricably intertwined (Guber, 2001). A senior
archaeologist as Matt Edgeworth (2006) argued that archaeology was consolidated as a
scientific discipline in the ways others cultures are produced, but ignoring its own nesting in the
western culture.
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The anthropological travel is the needs of discovery, as an encounter with others based on
solidarity and trust. Unlike a tourist, ethnologist faced serious emotional problems to draw the
otherness (Irwin, 2007). Although archaeology confers a special value to the culture of
aborigines to boost the social self-esteem and attachment for tradition, the fact is that
aboriginal communities are excluded from that construction. The concept of identity as well as
culture is externally imposed to local tribes (Karlsson & Gustafsson, 2006). In this vein, J.
Bateman (2006) acknowledges the archaeological discovery triggers tactics of destruction and
constructions that delineate the production of knowledge. Created by other experts, protocols
give legitimacy to the discovered object. The archaeological practice not only looks, but also
rescues to the piece to be showed and admired.
As the previous argument given, it is important to discuss to what extent tourism and
archaeology pay attention to the same interests. Both are embedded with the cultural matrix
that confers meaning to their practices. These matrixes are aimed at framing and legitimizing
the world of labour. Even if, archaeology starts from imagining on a condition which is given as
closed to tourists, the object is the same for either. Like tourists, archaeologists seek for ideals
such as uniqueness, novelty and exemplarity. The success of an investigation depends on the
value of the piece, which is determined by its novelty. The tourist-eye will sacralise or reject the
rescued- object following its needs of control and classification. The archaeological object is
classified by means of its value. Tourists expropriate the landscape by employing their camera,
while archaeologists use other instrument. At the bottom, both introduce technology to
construct a one-sided discourse of the world.
Secondly, the cultural appropriation seems to play a vital role in the process of sacralisation.
Whether the archaeology should reconstruct the past without accuracy, tourists often take for
granted the interpretation given by archaeologists. In this respect, tourists have a fabricated
object, which are recovered by archaeology, to consume. The previous ignorance respecting to
the discovery alludes to fulfil the gap with stories, which are more or less credible or real. What
would be more than interesting to debate is the obsession of archaeologist by authenticity. Any
archaeologist is a mystery tourist.
As Thomas Yarrow (2006) put it, anthropology has denounced the indifference and lack of
reflexively of archaeology respecting to local agency. The social interaction is for them an
obstacle to discover the treasure. Once the desired object is found, the archaeologist stops the
search. If given the conversation with natives seems to be contextual and limited to the goals of
researchers. Like tourism, this leads archaeology to the instrumentality or the exploitation of
the others. It is noteworthy that the production of knowledge through the manipulation of past,
which is based on the western paternalism, supports the archaeology to present the object to
be visually consumed by tourists. The ideological discourse beyond the boundaries of science
corresponds with a tacit strategy of indoctrination, where the sense of discovery plays a vital
role. Certainly, the logic of discovery would never exist without the production and fabrication
of codes and interpretations. The technology of mystification that created museums in the
modern world, works precisely because it confers an exorbitant value of exchange to some
objects (relics) authentic- while others are depreciated. At the museums, relics are put aside
from the formal economic circuit of exchanges, at the time copy-cats emulate their values for
givers and receivers. In terms of A. Weiner, authentic objects discovered by science are
sacralised to the extent to become in an inalienable thing, banned to be sold and bought in the
formal trade. In the tourist's mind, a special attachment wakes up for the copycat. This was one
of the aspects widely studied by Dean Maccannell (2003), although he misunderstood the
reasons behind. The copycat is not created by tourism industry unless by the intervention of
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modern science. Archaeology makes from authenticity, truth and what can be explainable its
primary values. The paradox lies in the connection between production and discovery. Once
something authentic is found its counter-value the staged authenticity surfaces.
It is not the main goal of this review to critique the basis of truth and history, but explains the
reasons why thousands of visitors (far way of being considered alienated people) devote
considerable time in visiting museums and relics produced by archaeology. The tourist gaze
searches for the ideological message to remind its superiority over other cultures or peripheral
voices. In addition, it is important to note that tourists and archaeologists need from the same
degree of exceptionality and novelty to validate their status to others. Any museum, as a
political dispositive of control, reminds us two significant aspects of life. The first signals to the
needs to control the passing of time. The second is characterized by what Louis Pratt
denominates the Imperial-eyes. In West, the gaze of traveller, which has been historically
supported by archaeological discourse, not only alluded to mark the others to control them, but
also avoided any type of label on itself. In other terms, the act of protecting others may be
equalled to preclude that one is smarter, stronger and superior in many other aspects or simply
stand in higher conditions of production than the protected natives. This suggests that likely
tourists are not so innocent as they are portrayed as well as archaeologists do not represent the
objective voice of science. Both are exchangeable agents of imperialism.
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Abstract
After 9/11 the definition of terrorism flourished inside and outside of US. However, terrorism and
taking hostage were so old so imperialism. In this paper, we examine critically the argument of a
senior Scholar of tourism and hospitality fields, Sevil Somnez. Based on the paper Tourism,
Terrorism, and Political Instability, we highlight not only her findings, because she was a pioneer
in these types of studies, and merits credit for that, but also painstakingly delve our attention
into the limitations, flaws or misunderstanding of her text. From Somnez´s onwards, many
specialists have proposed to take tourism-industry as a peace-promoting resource in order for
states to eradicate terrorism. But what would happen if tourism would be terrorism by other
means?. This and other troubling points will be critically explored in this essay review.
Key Words: Terrorism, Risk, Hostages, Tourism, Anarchism.
Introduction
Classic wars is not targeted to kill non combatants, lest by secondary collateral damage. Recent
years, scholars have questioned to what extent terrorism affects tourism. Many scholars think
terrorism not only is a serious threat for tourism but also one of the evils for the entire world.
This mind instills a climate of fear and instability which merits to be analyzed. The main goal of
this conceptual review is based on the exploration of the paper authored by Sevil Somnez who
in 1998 published “Tourism, Terrorism, and Political Instability” in Annals of Tourism Research.
Vol. 25, No 2. Most certainly, Somnez´s argument rests in shaky foundation because she ignores
the connection between tourism and terrorism. Of course, this text is not an attack to her, but an
attempt to understand modern terrorism in our contemporary world.
While West expanded its boundaries by the imposition of particular forms of trade, mobilities
and marketplaces, terrorists make from this advantage a real disgrace. Therefore, it is not
surprising to see how two airplanes are directed to the most powerful Center of International
Commerce. At least, this explains why tourists are targeted as potential victims of terrorist cells.
The vulnerability or lack of familiarity of the tourist respecting to the visited destination are two
key factors to determine its attractiveness for terrorists. Anyway, what more important is,
tourism exhibits a symbol of economic progress, status, and distinction between first and third
worlds. Terrorism would affect the tourist destination image in order to destabilize the
governments beyond this industry. If developing states adopt tourism as a primary reliable
source of economy, this would create a great circle of dependency at a later day. Terrorists
exploit the benefits of this reality.
Discussion
Through this section we will first discus the main argument of Sevil Somnez about tourism and
terrorism. It is important to re-consider the limitation of her argument to enrich a conceptual
definition of terrorism. We are not criticizing the views expressed by her, but her failures to
understand the issue beyond the paradigm of tourist business. More interested in protecting
the profits of the industry than understanding the issue, some tourism scholars considered
terrorism is one of the new evils of this world. In 1998, Somnez publishes a paper in Annals of
Tourism Research, entitled Tourism, Terrorism, and Political Instability. This work has widely
cited and employed for other scholars to validate their outcomes. At a closer look, she presents
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a discussion on the political instability as a key factor to boost terrorist attacks against tourism.
Depending on the severity of these attacks, tourism as an industry may experience a decline.
Taking her cue from the US department of State, she considers terrorism as “premeditated,
politically motivated violence perpetrated against civilians and unarmed military personnel by
sub national groups…usually intended to influence an audience, and international terrorism as
involving citizens or the territory of more than one country” (Somnez, 1998: 417). To put this in
another terms, terrorism ascribes to a type of political expression resulted from the discontent
and structural poverty. Since poverty is everywhere, also terrorism is a globalized threat that
affects all nations.
One of the most frightful and sad aspects of terrorism seems to be associated to its thirst for
killing innocents and unarmed civilians in order to generate a high emotional impact. Under this
conjuncture, the mass-destruction weapons should be one of the priorities of Western states.
The media helps state in the fight against terrorism. Those authoritarian countries which exert
censorship over the population have further problems to defeat terrorism. Three elements are
vital to the journalist message,
* A transmitter of message (who is denominated as terrorist),
* The recipient or audience of the message (target of attack)
* The resulted feedback between terrorists and popular wisdom.
Science and experts have developed a capacity to predict events. Their significance depends on
the degree of anticipating when the next onslaught takes room again. It is important not to loose
the sight sometimes media is conducive to terrorist goals. In this vein, Somnez goes on to say
“experts speculate that terrorists will continue to select vulnerable soft- targets, that their
attacks will become more indiscriminate, that terrorism will become institutionalized and
spread geographically as a method of armed conflict, and that the public will witness more
terrorism than ever before due to the media's improved ability to cover terrorist incidents” (ibid:
419).
This new wave of violence will cover many under-developed and undemocratic pour countries
for what the nations around the world should join “forces” in counter-terrorism strategies, law
enforcement and policies. There was unfortunately an inextricably interconnection between
turmoil, political instability and terrorism. Frequently, those countries where civil wars and
ethnic disputes predominate are a fertile source for the surface of political violence and even
terrorists. Many examples validate the idea that prolonged terrorist attack against a certain
target not only affect the destination-image but also impinges on tourism industry as a whole.
As the previous argument given, Somnez enumerates a set of diverse countries where terrorists
acted ranging from Egypt toward Northern Ireland or Mexico. Even though she accepts
previously terrorism varies on the culture and country where it is hosted, from this perspective,
Somnez confuses the social forces of terrorism in countries that remain serious differences each
other. This moot point leads her development to combine statistics whose sources are not
appropriately quoted with ad-hoc hypotheses.
Logically, terrorist goal achievements and publicity of their acts are associated to ideological
motives, which lead to think tourism as one of the evils of this world.
“Terrorism against one own citizens may in fact go unquestioned by a media controlled by the
hostile government. The reason is simple and obvious and has been demonstrated by numerous
incidents: when nationals of other countries become involved, new coverage is guaranteed. This
way, terrorists know they will secure media attention while curtailing their government's ability
to censor new content. When tourists are kidnapped or killed, the situation is instantaneously
dramatized by the media, which also helps the political conflict between terrorists and the
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establishment reach a global scale. Terrorists achieve the exposure they crave and the media
increases its circulations and/or ratings” (ibid, p. 424-425).
Depending on their ends, terrorists are classified in revolutionary or sub revolutionary, Somnez
adds. What terrorists vindicate often is ignored by the state, a stronger state which situates
insurgents in a peripheral position. Starting from the idea, state should protect citizens to keep
its legitimacy terrorists will look to cause considerable damage in order for their claims to be
heard. The vulnerability of tourists is an aspect that seriously affects the credibility of nationstates. For Somnez, tourism represents the most important aspect of capitalism, but it may be
considered as a resource for expanding peace to the world. Without tourism, democracy has no
opportunity of survival. How would explain Somnez the failures of World Bank to expand the
development promises to the world?.
The failures of development are not flaws coined by the system or the ideology, but aftermaths
of the local discontent and resentment. States and scholars must devote considerable efforts
and money in order for destination not being in decline. If this happens, the cycle of discontent
accelerates the frustration engendering more violence. Somnez clarifies that not all problems
have an economic root. Cultural shocks or linguistic barriers may foster resentment in local
community. Also, the problem with terrorism is associated to short-circuit in the communicative
process of the media as well as the failure of state to regulate political instability.
Somnez alerts that “simply put, the literature demonstrates that tourism can be the message as
well as the medium of communication initiated by terrorists. Tourism can inspire terrorist
violence by fueling political, religious, socio-economic resentment and be used as a cost effective
instrument to delivery a broader message of ideological/political opposition” (ibid: 426-427).
Whether we adopt the comparative-relative technique, we will realize that terrorism affects
seriously to tourism. The process of decision making, she adds, is changed or altered whenever
the travelers perceive potential risks. Even though this has not been appropriately researched,
reaction to terrorist attacks involved not only the target but also the neighboring countries too.
From this perspective, Somnez introduces to the discussion a new concept, risk. As a negative
and constraint, it does not allow the business and market success. Agents if in danger are prone
to modify their attitudes and cancel their reserved travels. Involuntarily, this suggests that
people is a rational agent able to maximize their profits at time costs are minimized. Of course,
as rational consumer, any tourist avoids those zones fraught with political instability or violence.
Since tourism ensures stability, she considers that represents a good instrument for
peacekeeping. Not only risk is conducive to terrorism, but also to the economic losses of tourist
destinations. The specialized literature emphasizes on the idea that Mass-media influence in
the coverage of tragedies and terrorist events at the time it gives strategies and policies to
absorb its costs.
“Most crises are difficult to prevent, due to their unpredictable nature especially those resulting
from terrorism or political problems. Furthermore, each crisis situation is different and difficult
to resolve with simple formulas. Destinations need to prepare a plan of action specific to their
needs. Having such a blueprint merely promises to save valuable time, energy and other
resources when a destination is faced with a crisis. In light of societal and global complexities, no
destination is immune to negative occurrences; thus adhering to an it can't happen to us
philosophy is naïve, if not reckless” (ibid: 443).
Readers who like to understand this should take in mind Somnez prefers to see in risk to
terrorism a valuable frame-work to give scientific solutions. Nevertheless, what she ignores is
that the dichotomy risk/science is conducive to the logic of market and capitalism that created
previously that risk we are trying to mitigate. Secondly, if we insist that Americans are mobile
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targets of Muslim's rage, we accept two things, one is that the context and its conditions that
generated 9/11 are unclear. Besides, even if terrorism may be considered as a global threat for
all travelers, Americans are the primary target. They are privileged witnesses of financial
disparities of capitalism. This belief facilitates a hierarchal re-categorization of human beings,
American on the top, due to their value respecting to other groups.
To explain this, she adds: “this characterization of Americans as fickle is rather unfair when one
considers that a significant portion of past terrorist activity specifically targeted US citizens”
(ibid, 430). In view of this, Somnez argument seems to be ethnocentric. Why American citizens
are further sensible to terrorism?, why an American tourist is worth much further than an
afghan?, we are creating a new type of hierarchal racial order?.
In some way, globalized terrorism gives to “United States” a reason to be victimized as well as
over-valorized. The tourist-experience constitutes a second element employed to quantify and
legitimate the finding of this (discriminatory) study. Since travel is or should be an enjoyable
experience any hazard, as terrorism, can be immediately dysfunctional to the apprehension of
deep emotions as fear and anger. The publicity of tourism entail peace and safety coupled with
democracy or development, both makes from this industry an efficient instrument for
betterness. Through the eyes of tourism, specialist may dictaminate what country is democratic
and what authoritarian.
With these limitations, Somnez´s work illuminated a lot of students, young researchers and
senior lecturers who created a paradigm respecting to terrorism. A closer look of that paradigm
reveals the following points:
1) Tourism is an activity that brings peace and prosperity. Of course, although in some
countries this industry causes some problems or asymmetries, they may be explained by
means of cultural differences respecting to the West-matrix.
2) Tourists select their destination according to risk-avoidance criteria, if some risk is found
or broadcasted by the media, the destination image should be jeopardized.
3) Terrorists hate tourists because of their advanced style of life. In view of this, the
experience is a psychological asset to be controlled, designed and mediated following
business goals.
4) Homeland safety should be considered as a valuable tool for expanding development to
other non-western nations.
5) American & British tourists are more valuable for terrorist than other nationalities (thesis
of exceptionality)
These four aspects, enrooted in Somnez´s argument, echoed a national sentiment that
accompanied the terrorism-related studies of next years. In tourism and hospitality fields,
many scholars devoted efforts in adopting this system of thought. To this new, turn of mind, we
will name, the “precautionary discourse of post modern nationalism”. This discourse fabricated
illusory but fearful risk to impose now specific policies which unless otherwise would not be
accepted by citizenry. Nevertheless, these risks do not exist; they are hypothesized and
amplified in the social imaginary. These types of policies lead governments to create a symbolic
barrier that prevent the dialogue with other states, and also to undermine the democratic
institutions. The design of policies historically in charge of states set the pace to the products of
market, such as insurances, technology, and training of skilled work-force. The primary
limitation of this theory depends upon the focus put on the perceptual factor to understand
social issues. Things are depending on how consumers see them. Following this, no matter than
how safe a city may be, if consumers perceive a city is unsafe, policies of intervention are due.
Similarly to the movie Minority Report where “precogs” predicted a crime before being
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committed, as Baudrillard put it, the modernity not only fabricates future events, that never has
taken place in present, but also justifies the preventive coactive actions.
However, what would say Somnez if we evidence that tourism is terrorism by other means?.
Tourism is Terrorism by other means
The history of workers' unions is fraught with violence, death, and blood. Now these
organizations seem to be legally recognized. Most of them were historically aligned to leftist
political movements coming from Europe, Germany, and Italy. The industrial revolution and
industrial capitalism were prerequisite for workers to think in terms of collective organizations.
The US American Federation of Labor was founded in 1886. One of the main strengths was the
power of negotiation with the owners of capital. James Joll explains that at first anarchists were
depicted as dangerous by the ruling class press and the politicians who did their bidding in
Gilded Age America. The United States government waged chronic war against unions
beginning at the end of the Civil War and continuing until the New Deal of Franklin Roosevelt in
the 1930s. The first syndicalists that defied the state were labeled as terrorists. These workers
professed a nonnegotiable fight for oppressed classes, which have been relegated by the
capitalist aristocracies (Joll, 1979). At the end of WWII the American ruling class achieved a
double capitulation domestically and abroad. The famous Marshall Plan worked as a catalyst to
undermine the ever-growing worker demands in Europe, while the CIA consorted with
gangsters and former Nazis and Fascists to subvert and terrorize workers, their unions, and their
political parties (Ganser 2005; Kurkul 1997). At the same time, legislation such as the 1947 TaftHartley Act restricted the political activities of unions and blunted workers' only weapon against
exploitation the strike. The problem of communism seems not to be the anti-capitalism values it
represents, but its potential effects on workers, a threatening influence that would jeopardize
the American economy (Robin, 2009; Skoll and Korstanje, 2013).
G. Skoll argues that the function of state is to maintain the hierarchical status quo by exerting
power and violence over populations. In times of low conflict, the legitimacy of the state rests
on the market which confers certain stability. In the context of relative chaos and disorder the
state resorts to violence to re-establish the threatened order. Similarly, the market mediates
among human beings by imposing a state of gratification in lieu of constraints, but the moment
the control weakens, fear replaces gratification as motivator to legitimize the ruling order (Skoll,
2007; 2008). The United States historically developed a Red Scare not because of the anticapitalist values of communism, but primarily for its effects on workers. Communism was not
just a reaction to the accumulation of capital by the bourgeoisie, but it also gave workers a
consciousness, a discourse to guide their fight. The first anarchists and communist migrants
surveilled and jailed by many states contributed to the formation of workers' union. States
rejected the aliens but accepted and reorganized their ideas in a manner suitable to the long
term interests of capital and the ruling class. Capitalist societies domesticated the dangerous
lessons of Marx in two different ways: by creating a wide sentiment of fear of communism and
by re-organizing the discipline of workers to the capitalist state (Skoll and Korstanje, 2013).
J. Joll (1979) traces the roots of anarchism to the text of Godwin, Blanc, Proudhon and Bakunin.
Their criticism against the state and the hegemony of law paved the way for the advent of a new
movement, which postulated the egalitarian nature of human beings. One of the most troubling
aspects of states is that many groups are subjugated under its unique powerits monopoly of
force. By reducing government to only small units, formed by families, the anarchists thought
the problem of asymmetries would be resolved. Joll adds that anarchism came from the
advance of capitalism and industrial organization. Centred on the premise that production
should be based on the work, and not loans, countries as Russia, Germany, and Italy witnessed
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the upsurge of a new movement that takes from worker's discontents its own strength. While
Marx argued for an egalitarianism as a result of the class struggle and mass movements,
anarchism envisaged a revolution that should start as soon as possible. Anarchists worked hard
for their ideas to be adopted in Europe, Latin America, and the United States to organize the
workers. Some of their ideas were of paramount importance in forging a consciousness among
worker in capitalist societies, but some of them were used by radical groups to perpetrate
violent acts, a few of which led to bystanders' deaths and injuries. Others took the form of
assassinations of ruling class leaders. These acts, deemed terrorism, served the state by giving a
rationale to ban anarchist activity. Although the workers adopted the discourses of anarchists to
make sense of their struggles against capital holders, states labelled strikers as anarchists bent
on destroying public order. Eventually states recognized unions as legitimate, but in the United
States not until the 1935 Wagner Act. In Russia, some anarchists opted to conduct the
revolution within trade unions, while others preferred to spend their time in forming the local
communes. Joll (1972: 166) goes on to admit that
. . . the anarchists, too, were divided among themselves; some were anarcho-syndicalists and
placed their hope of revolution in the action of the workers union which would take over the
factories. Others were communist anarchists and disciples of Kropotkin, who saw social
revolution coming about through the formation of local communes which would then join in a
federation.
While both fought a common enemy, anarchists and communists worked together to defeat the
monarchy, but once consolidated in power, the Bolsheviks jailed intellectuals who sympathized
with anarchism. In Ukraine, the anarchist guerrilla army was so strong that have existent over
two years. Of course, at the time, some intellectuals accepted communism by directing their
efforts to improve the labour condition of workers, others plunged into terrorism. The failure of
anarchism in Russia pushed many intellectuals to other countries as United States, Argentina,
and Brazil, where they worked hard to organize workers. By about 1920, these countries were
facing an industrial stage, accelerated by the mass migrations from Europe initiated in former
century. Anarchism found a new basis for their claims, beyond the acts of terrorists. Even
though the first strikes were bloody and violent, with the passing of years anarcho-syndicalists
were legally accepted in societies which not only needed the masses to work, but also
sublimated their protests into reified forms of negotiation that for better or worse accelerated
the reproduction of capital. Their formerly attributed terrorism was commoditized into
negotiations and legally circumscribed strikes. The archetype of revolution, the general strike,
was occasionally employed in the fight against bosses and capital owners. General strikes held
by workers became the epicentre for future benefits to the work force. States exerted their
disciplinary force to exterminate terrorist anarchists, who rejected joining the union organized
workers. In the First World War CGT and workers did support the state. The working class gave
their loyalties to nation states no matter the side they took during the war. Two world wars
accelerated not only the reproduction of capitalism, but disciplined anarcho-syndicalism almost
to its disappearance. Joll, in this vein, explains that anarchism indeed did not disappear, but
changed into new forms.
History showed that worker union and terrorism has been inextricably intertwined. If tourism
continued the logic of labor by other meansas a form of entertainment, alienation or escapewe
must accept that the terrorist mindset has survived in syndicalism. Therefore, we do not
hesitate to state that tourism is terrorism by other means. Let us remind readers that modern
tourism surfaced by the combination of two contrasting tendencies: the technological advance
that shortened the points of connection, invention of new machines, and the wage benefits or
working hour reduction, proposed by syndicalists. In this respect, modern tourism would not be
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possible without the direct intervention of the first anarchists, most of them labeled as
terrorists.
To the extent that a strike is considered a legal mechanism to present certain claims, while
terrorist attacks are discouraged, seems to be a matter that specialists do not examine properly.
A closer view reveals that there are similar processes in both, a strike and terrorism. As the
vaccine is the inoculated virus to strengthen the body's immune system, strikes are process of
dissent and discord that mitigate the negative effects of conflict. After all, strikes are merely the
collective effects of workers withholding their labor. There is nothing violent or threatening
about them, except to those who depend on other people's work to sustain themselvesi.e., the
owners of capital. In their struggle with workers, the ruling class uses as one if its weapons the
construal of strikes as taking consumers as hostages. Whenever passengers are stranded at an
airport or train stations because of problems between owners and unions, the sense of urgency
facilitate the things for stronger ones. Businesses and terrorism organizations are not
concerned about the vulnerability or needs of passengers. The latter one are manipulated as
means for achieving certain goals. In a world designed to create and satisfy psychological
desires, consumers as holders of money, are of paramount importance for the stability of
system. The threat that represents the consumers and the derived economic loses are enough
to dissuade owners from the worker's claims. In these types of processes, typified by law, State
not only takes intervention mediating between both actors but also is in charge of leading
negotiations. Nonetheless, if negotiations fail, the state uses its armed force might to force the
workers back to their jobs. An early historical example is the great rail strike of 1877 when
federal troops were withdrawn from the occupied former Confederacy to kill strikers,
terrorizing the mass of rail workers to end the strike.
In doing so, first anarchists opted for terrorist acts, until they were disciplined by states. Once
done, their forms of violence were mutated to another more symbolic way of protests, the
strike. Capitalism owes much to worker unions, more than thought. Whatever the case may be,
tourism has extended to the globe (Naisbitt, 1995), as the well being of industrial societies have
advanced. The evolution of tourism, as a mass industry, came from a combination of economic
factors, much encouraged by worker unions, such as working hour reduction and a rise in the
wages. However, the history of tourism ignores the burden industrialism and technological
advances brought by workers. Anarchism not only flourished in industrial contexts, exploiting
the worker resentment against owners, but also improved their working conditions. The
Thomas Cook Agency has offered travelers who suffer from alcoholism. The prepaid all-inclusive
vouchers were for alcoholics who do not handle money (Santos-Filho, 2008; Korstanje, 2011).
Industrial societies pave the way for expanding trade in the world, in which tourism plays a
crucial role, domestic workers are subject to conditions of exploitation. If anarchism introduced
poverty relief in industrial societies, their virulent ideas were not accepted until they were
changed to ways acceptable to the state and ruling class. From the ideals of bloody revolution,
European societies passed to the working class organizations unions and political parties. This is
the reason why we argue that tourism indirectly resulted from terrorism. Violence exerted by
the anarchists was not enough to change the society, or at least its ways of productions, but
their ideas not only inspired many artists, but also many syndicalist leaders (Joll, 1979). The
history of pioneers in anarchism shows us two relevant aspects. First and foremost, states create
their boundaries as a barrier to protect their economies. What inside can be called strike,
beyond is labeled as terrorist attacks. Secondly, terrorists, most of them educated in the best
Western universities learned our tactics of negotiations, strategies of exploitation and
projected to more violent forms of expression.
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What happens in strikes at airports when thousands of tourists stranded? First, they are not
stranded. They can leave the airport and reschedule their flights, as they are forced to do
regularly due to weather and other intervening events about which airlines refuse responsibility
toward their customers. The companies' response is simple. They characterize workers as taking
hostages, the tourists, because they represent the owners of capital. Although the degree of
violence is minimized, sometimes, in these types of circumstances, what is important to discuss
here is the fact that worker unions conduct their claims by the introduction of speculation and
coactions, affecting not only the tourist-system but the whole economy. Employers, and the
ruling class as a whole, blame unions for the predictable consequences of their own exploitation
of both workers and consumers in other words the masses
Conclusion
In foregoing, we have substantially examined the argument of Sevil Somnez about tourism and
terrorism. The decision to start with a war are a complex phenomenon with multiple variables
but historians realized that war marks an inflection point of the war-peace cycle, and the
decision to cease hostilities marks the end of a particular cycle. Comparative studies of war
cycles can contribute to explication of facets of this decision-making process. Most relevant of
these facets are those that help us to identify the preventable factors influencing the decision to
declare (and to terminate) a war (Dewey, 1951; 1952; 1967). Unfortunately to the moment
there are no algorithms and quantitative studies to focus on the relationship between war,
peace, and capital accumulation (financial situation of banks) to determine relevant findings,
but at some extent, most likely this was one of the merits of Sevil Somnez, we should not to
loose the sight of the compliance between tourism and terrorism. What Somnez precludes, is
that tourism is a logic result from terrorism. At the time the worker union pressed the capital
holder for further improvement in their working conditions, tourism and mobility were
disposed to their feet to reduce conflict and dissuade resentment. State monopolized the use of
violence but gave to workforce the right of strike. At that moment, they expulsed the most
negative aspect of terrorism to boundaries of system, but kept its ideology to exploit workers.
This is the reason why we confirm tourism is a disciplined form of terrorism. This paper intended
to discuss and exerting considerable criticism against Somnez´ development. Once again, we
are not saying this well-recognized scholar promotes racism and ethnocentrism but strongly
hope her myopia may be reversed in tourism studies soon.
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BOOK REVIEW
WORLDWIDE DESTINATIONS CASEBOOK: The Geography of Travel and
Tourism. Butterworth-Heinemann. Boniface, B and Cooper, C. 2009. ISBN 978- 185617538-8
Reviewed by Maximiliano E. Korstanje
Department of Economics,
University of Palermo.
Risk has been historically a term developed by cognitive psychology for more than 40 years. In
tourism and hospitality fields this term was employed afterwards the World Trade Center´s
attack. Based on the assumptions that risk should be contemplated as a threat to the
attractiveness of international tourist-destinations, a particular interest was given to the risk
assessment as an efficient instrument to mitigate the negative terrorism's aftermaths. The way
tourism responds to political crises is of paramount importance to warrant the well-functioning
of this activity. The contributions of tourism in revitalizing the local economies first and
foremost in developing countries has been widely studied by specialized literature up to date,
but in last years few researchers have questioned to what extent the high-degree of
vulnerability of international travellers pave the pathways for the advent of terrorism. By
adopting tourism as the primary form of production some peripheral countries with low
concentration of capital are certainly circumscribed to face serious disruptions in case of
terrorist onslaughts. Their inability to combine tourism with other economic resources makes of
these sites a fertile target for terrorism. To some extent, Cooper and Boniface tried to present an
all encompassed guide-book that typifies all potential problems and dangers a policy-maker
should face in tourism-management and of course authors deserve credit for that. Structured in
4 sections which are based on more than 38 insight cases, this book alternates rich empiricalbased examples with interesting conceptual discussions based on the different problems
tourist-destination often face. In this vein, Boniface and Cooper go on to say that “Case-studies
are an important element in the reaching of the geography of travel and tourism. In particular, they
enhance and enliven the subject area by examining simulating issues in real life situation (p.4)”.
Ranging from striking the modernity and mobility, risk and terrorism (cases 1 and 2), the impacts
of global warming (case 5 and 6) and glitches in the transport-system to the future of travel
agencies, this book can be considered as a daunting endeavour to expand the existent
understanding respecting to the dangers that can deter the tourist destination growth.
Nevertheless, this critical review will focus on the conceptual problems and limitations in cases
2, 7 and 8 respectively.
Centred their remarks along with the risk of experiencing a global pandemic originated by a new
virus outbreak, Boniface and Cooper insist erroneously in the role played by mobility in an ever
chancing world wherein the mass-transport does not facilitate the things for experts and
officials who are in charge of health care for ordinary-people. This would be the case of the
outbreak of unknown virus as Swine Flu which in few days travelled from one to another point of
the globe. Following this argument, the crises should be classified in two types, in made-man
and natural. Starting from the premise preparedness is more than important to start plans of
evacuation and rescue, this book illustrates chapter by chapter the importance of having a
crisis-management plan in case of emergencies. As the previous argument given, reduction,
readiness, response and recovery are four of the necessary stages that take place from the event
happens to the process of recovery post-disaster. The effectiveness of disaster-management
plan is the success people have in the process of recovery. In perspective, Copper and Boniface
confuse the meaning of natural and made-man disasters. This involuntarily error is often
imported from specialized literature in tourism and hospitality, which will be placed in next lines

under the lens of scrutiny. Disasters are seen as states of emergency resulted from the occurrence
of an outstanding event which generated serious physical destruction, harm or loss of lives. With a
high impact in social imaginary, disasters range from earthquakes, floods, virus outbreaks and
terrorist attacks. Some scholars added that terrorism represents not only one of the most
troublesome challenges of West, but also a type of made-man disaster. Judged by their effects and
not because their causes, made-man disasters can be ethnocentrically catalogued as an act (based
on negligence or crime) that falls under the responsibility of humankind. For many scholars in
tourism and hospitality fields, mademan disasters characterize by being a direct result of human
negligence, imprudence or lack of skills while natural disasters are supposed to be provoked by
nature. Following this reasoning, the human responsibility for the events, in the case of natural
disasters is conferred to environment. One of the problems with this seems to be that the reasons
that engendered the state of emergency are covered. On another hand, the dichotomy between
natural and made-man disasters is indistinctively a form of intellectualizing what in fact is
understandable, the presence of mass-death. First and foremost, all disasters are made-man
simply because their causes are generated by humans. Disasters no matter their nomenclature do
not kill people, rather, what put people in danger is the style of life of people and their
infrastructure in terms of mobility and urbanization. Depending on the type of urbanization
quakes or flood´s impact, most of them broadcasted through the massmedia 24 hrs a day, can vary
on in intensity and degree of destruction in human lives and material losses (effects). However,
humans historically developed an ancient penchant to exert certain control under the
environment and nature. This strategy is associated to maintain an acceptable threshold of
certainness in order for the society not to be fragmented. In doing so, for example, one might
realize that the name plays a pivotal role in expropriating the meaning of future. By naming, in US
soil, the tornados and hurricanes, Americans ensure for themselves a psychological platform to
continue for their lives. This does not mean that the hurricane would change the trajectory but its
effects are contemplated with necessary time to be mitigated. Most likely, this issue seems to be
the point that Boniface and Cooper leave in their intriguing development. Secondly, the formation
of disaster-related research as a genre of literature evolved from being a need of anticipating the
most negative consequences over population towards a new form of entertainment in our modern
world. Nowadays, this type of scientificism echoes from a broader alarmism enrooted into the risk
communication literature which pretends a scientific status. One of the most pervasive aspects of
risk-communication studies seems to be the blurring between probability and possibility. Whilst
the former refers to a mathematical probabilistic an event happens, the former draws an abstract
condition of existence. For further understanding, let put this in another terms. The probabilities to
suffer an airplane accident are slow because this event is considered by specialists as very strange
but always remains possible. A patient who suffers from phobia precisely anticipates the possibility
of his fantasy (the accident) with the empirical probabilities. Its panic can be explained because its
boundary between probability and possibility is blurred. Similarly, the fears of pandemic
apocalyptic viruses as Swine are compared to Spanish flu even though laboratories showed how
the mitochondrial DNA of both viruses differs. Based on these false assumptions, some risk-related
research warns on the potentiality mobility and technological advances acted as conduits for a
rapid propagation and contagion. These fabricated and pre-conceived risks not only are aimed at
reinforcing the legitimacy of status quo but also are not real. The biology of XIXth century
demonstrated that a virus that gained velocity in the propagation (as a classic flu) reduces its
degree of lethality and vice-versa. The probabilities a virus can mutate from one organism to other
and eradicate the whole of population are very slim simply because viruses are often determined
to strength the environmental adaptation of organisms (theory of evolution).

BOOK REVIEW
LO GLOCAL Y EL TURISMO, Nuevos paradigmas de interpretación. [THE GLOCAL AND
TOURISM: new challenges of interpretations]. 2012. AMIT, México. Academia Mexicana de
investigation Turística. López López, A; López-Pardo, G, Andreade Romo, E, Chávez
Dagostino, R. & Espinoza Sánchez, R (editors). SBN 978-607959090-1, pp. 543
Reviewed by Korstanje Maximiliano E.
Department of Economics,
University of Palermo, Argentina
This book discusses critically all problems which today the epistemology of tourism faces. From
social sciences, or economy, tourism may be seen or take diverse forms, what would be
interesting to interrogate, what tourism is?. Editors, who compile an erudite work of almost 30
independent chapters which inspect tourism from diverse views, acknowledge one of the
problems consists in the polysemic nature of tourism as well as the commercial interests
behind. This means the incompatibility of the definitions coined by each social discipline or the
industry created an state of indiscipline in terms of Tribe (1997), Nechar & Netto, (2011) and
Thirkettle & Korstanje, (2013). Though much struggle has been posed to declared tourism as a
science, the fact is that three weaves debates how seriousness of its methodology.
The first wave considers the academic production as enough, although there is no agreement on
the basic lines of method or epistheme of what is being studying. The number of Ph Doctorates,
books, Conferences and journals would serve as a criterion to define the maturity of tourism as a
science. Nonetheless the lack of critical studies on the epistemology of tourism prevents the
creation of shared practices, objects and bodies of knowledge to be applied in empirical fields.
The second wave, rather, acknowledges the considerable advancement in research but insists in
the lack of a clear epistemology as a barrier to overcome. Third, another voice more skeptical
views in tourism a social practice, which can be explained from the approachment of the
already-existent social sciences. Last but not least, the context of globalization whereby tourism
today works, alludes to scholars to forge all-encompassing understandings of the issue.
The main problems of tourism to prosper in the fields of science are based not only in the lack of
clear diagnosis or methodologies, but also the criteria of falsiafability of any theoretical corpus
required. As a result of this, published papers decline in the consistency and necessary
coherence to be understood within a system. Undoubtedly, this fascinating book opens the
doors in that direction connecting problems as globalization with sustainability, or the
significance of territory to international policies of protection. Formed in four sections, which
will captivate the reader from start to end, this book exhibits a masterful and erudite
operacionalization of source, dataset and information.
At a closer look, the first section signals to the role of globalization (glocalization) to configure a
new interpretation of territory. The construction of tourist-spot faces serious dilemma at time
of considering the sustainability of natives. To take seriously the other seems to be one of the
main problems of this industry. Rather, the second section goes through an historical
background in the evolution of tourism in diverse destinations. Third, the book places under the
lens of scrutiny the existent public policies and the development programs to care for the
interests locals. The concept of culture and security, very interesting points for these timing
times, is examined in the last section by seniors' lecturers. The volatile nature of mobility not
only makes tourists more vulnerable to local crime or terrorism, but also generates some
cultural shocks which if not resolved can create precarious conditions for the growth of this
industry.

For the specialists, this text reflects the urgency to find a coherent definition of tourism as well
as effort of Spanish World to produce valuable knowledge in tourism fields. To my end, I do
consider Lo Glocal y el Turismo as a masterful research of high quality that triggers the
discussion of an unresolved theme. In view of that, we strongly believe that the obstinate
attempt of researchers to catch the voices of tourists (demand) employing quantitative-related
methodologies alone creates big limitation to the understanding of the phenomenon. First and
foremost, in the fields there are situations in where interviewees or participants do not
recognize their behaviour, while in other they may lie. Therefore, there is a dichotomy between
what people say and do. Secondly, existent tourism research, which is very influenced by
marketing and management discipline, tries to locate, explain and delete all negative aspects
that threaten the international destination profits. This partial diagnosis declines the
understanding of the problem. Last but not least, the excessive trust posed to tourist's voice
leads scholars to second-order explanations. To set an example, open-ended questionnaires
may reveal that females experience further risk than males. An explanation of second order
connects both variables in a descriptive manner assuming this as an unquestionable reality, but
paradoxically without providing any explanation about why this happens. Rather, first-order
explanation will discover that female are socialized to express their emotions while males, are
aimed at repressing their feelings. Situations like this are everywhere in tourism research today
because it is based on what should we do. This leads researchers to put the cart before horse.
The program or plan is available before the diagnosis to be ready reinforcing significant
ecological fallacies.
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