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From the Desk of Editors

Dear Esteemed Readers,

We take great pleasure in presenting the December 2023 issue of the Journal of
Tourism (JOT). JOT is a distinguished international journal dedicated to the
exploration of travel and tourism. This initiative is spearheaded by the Centre for
Mountain Tourism & Hospitality Studies (CMTHS), School of Management,
Hemvati Nandan Bahuguna Garhwal University (HNBGU) in Uttarakhand, India.
As a bi-annual publication, JOT is committed to disseminating high-quality and
innovative research within the expansive realms of the tourism and hospitality
sector.

The current issue of JOT, December 2023, aspires to fuel discussions on
contemporary practices and phenomena within the tourism and hospitality sector. It
serves as a platform offering valuable insights for researchers and industry
professionals, guiding them in providing strategic directions for the field. We are
delighted to share that the journal has received an overwhelming response from
academicians, researchers, and industry experts, addressing various dimensions of
travel, tourism, and hospitality. After a meticulous screening of all submitted full
papers, the editorial team has identified those possessing the requisite quality and
innovation to undergo a peer-blind review process. Through the expertise of our
esteemed reviewers and careful observations, we are pleased to announce the
selection of ten papers that meet the standards deemed suitable for publication.

The very first paper titled ‘Key Factors Influencing Tourist Destination Branding’
has tried to explore factors influencing tourism destination branding in the state of
Uttarakhand, India. The findings of the study reveal a list of six factors named
tourism standards, tourism destination competitiveness, attractiveness of tourist
destination, uniqueness of tourist destination, tourist facilities, and tourism
infrastructure which affect the attractiveness and branding of the tourist destination
in Uttarakhand.

The second paper titled ‘Building Sustainable Workforce: The Role of Sustainable
HR Practices, Knowledge Sharing and Job Embeddedness in Driving Sustainable
Employee Performance’ examines the interconnections between sustainable HR
practices, knowledge sharing, and job embeddedness in promoting sustainable
employee performance within the hospitality context. Drawing upon the social
exchange theory, data were collected from 280 frontline hotel employees in and
around Chandigarh. The results demonstrate a direct and positive relationship
between sustainable HR practices and sustainable employee performance.



The third paper titled ‘The Satisfaction of Tourists Visiting the Destinations in the
Golden Triangle Tour Circuit in India’ attempts to measure tourist satisfaction
levels for 13 factors with the help of the satisfaction index. The findings of the
analysis reveal that, the natural and cultural heritage sites have highest satisfaction
where cleanliness and health factor have lowest satisfaction in Delhi, Agra and
Jaipur city. Significant differences between the satisfaction levels of customers of
tourism is obtained in Delhi, Agra and Jaipur city.

The fourth paper titled ‘Measuring Local Residents’ Satisfaction Towards
Sustainable Tourism in Lucknow, Uttar Pradesh’ examines the impact of
environmental, economic, socio-cultural, and institutional dimensions of sustainable
tourism development on the satisfaction of local residents in Lucknow, Uttar
Pradesh. The research results emphasize that among the four dimensions, viz.,
environmental, socio-cultural, economic, and institutional, the environmental
dimension exerted the most substantial influence on the satisfaction of local
residents in Lucknow, Uttar Pradesh.

The fifth paper titled ‘Space Tourism: A Bibliometric Analysis of Published
Articles Using Scopus Database’ conducts a comprehensive analysis of the current
state of research on space tourism. Bibliometric analysis is adopted to examine the
prominent publications in the field, focusing on the research articles indexed in the
Scopus database. The findings of this study provide important insights into the
current state of research on space tourism, which will be useful for researchers,
policymakers, and industry professionals who are interested in understanding the
current trends and future prospects of space tourism.

The sixth paper titled ‘Does Brand Personality Affect the Branding and Promotion
of Tourism Destinations? Evidences from Ajanta Caves, India’ aims to study the
brand personality traits of the world heritage site of Ajanta Caves. Four groups (17
traits) of brand personality were identified for the destination of Ajanta Caves.
Group 1: Curvaceous, Adorable, Elegant, Marvellous, Lovely, Intelligent and
Interesting; Group 2: Intriguing, Experienced, Reliable, and Efficient and
Professional; Group 3: Shrewd, Demure and Rugged; Group 4: Hygiene, Clean and
Reserved. According to these groups new segments are identified. The implication
of this research is related to academic and policy making contributions for
marketing stakeholders who are responsible for branding Ajanta caves.

The seventh paper titled ‘An Analysis of Perceptions and Attitudes of Residents
towards Tourism Development and its Impact on Nature’ seeks to explain how
residents’ degree of welcoming nature influences and impacts their perceptions of
tourism and attitudes towards its development. The concepts used in model creation
are derived from Durkheim’s Emotional Solidarity Theory and Social Exchange
Theory (SET). The findings of the study indicate that the welcoming nature of
residents significantly predicted and influenced residents’ perceptions about tourism



impacts and their attitude regarding tourism development.

The eighth paper titled ‘Impact Analysis of Responsible Tourism Practices on
Intangible Cultural Heritage-based products: A study on Dewal Chitra of Purulia,
West Bengal’ establishes that perceived preservation and support of intangible
cultural heritage (ICH) is the resultant to relational exchanges between host
community and the guests and the regression analysis conducted has also confirmed
the predictive impact of Host Guest Relationship on perceived preservation and
support of ICH.

The ninth paper titled ‘Local Communities’ Attitude Towards Ecotourism: An
Empirical Study of Reiek, Mizoram’ reveals that local communities are positive and
supportive towards ecotourism in Reiek, Mizoram. However, the prediction of
attitude by the demographic variables is not supported. Also, the findings show that
female and people older than 30 years of age have more positive attitude towards
ecotourism, compared to male and people below 30 years of age. Further, the
findings also tell that people belonging to different occupations are having
indifferent attitude towards ecotourism.

The tenth paper titled ‘Bibliometric Analysis on Culture Heritage Tourism —
Performance Analysis and Science Mapping’ examined papers on culture heritage
tourism that were published between 1986 and 2021 using a bibliometric analytic
approach. Its objectives are to gain greater knowledge on cultural heritage tourism
and to inform academics and scholars about this newly emerging field.

We extend our gratitude to all contributors and reviewers for their invaluable
contributions to this issue. We trust that the diverse range of perspectives presented
in these selected papers will enrich your understanding of the contemporary
landscape of travel, tourism, and hospitality.

Editor-in-Chief Guest Editors
Prof. S. K. Gupta Dr. Pankaj Kumar
Dr. Prakash C. Rout
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KEYWORDS ABSTRACT

Uttarakhand Tourism, This paper has tried to explore the key factors influencing tourism destination branding
Destination Attractiveness, in the state of India, Uttarakhand. The primary data is used in this paper. The data is
Destination Branding, collected through a structured questionnaire from a sample of 417 tourists who visited
Exploratory Factor Analysis, five major and popular districts of Uttarakhand. In the study, 30 statements are included

Confirmatory Factor Analysis  in the questionnaire related to different aspects of tourism in Uttarakhand after reviewing
much literature and having discussed it with selected industry experts. The factors are
identified with the help of exploratory factor analysis and confirmatory factor analysis
which were applied to the responses received against 30 statements of tourism destination
attractiveness. The findings of the study reveal a list of six factors named tourism
standards, tourism destination competitiveness, attractiveness of tourist destination,
uniqueness of tourist destination, tourist facilities, and tourism infrastructure which affect
the attractiveness and branding of the tourist destination in Uttarakhand.

INTRODUCTION

Destination selection is influenced by various factors. The factors of destination attractiveness which affect
the destination branding, comprise an aggregation of all elements that attract tourists to visit a particular
destination (Dey, Mathew, & Chee-Hua, 2020). The splendor of a vacation spot reflects the perceptions of
destination visitors to match their expectations. The more a destination can satisfy the demands of the tourists,
the more it is regarded to be desirable, making it a likely choice in the future. This propensity is increased by
the features of a destination i.e. those factors that affect the destination. The importance of these features helps
tourists to understand the true qualities of a tourist spot and make an informed decision. Hence the true value
of a destination’s attractiveness is its ability to entice tourists. If there is a lack of attractiveness, tourism is
insignificant and no question arises for tourist facilities and services (Vengesayi, Mavondo, & Reisinger, 2009).
Tourists either domestic or international aspire to enjoy the experience of meeting their perceived needs. The
present era has observed a change of emphasis on the overall attractiveness and alignment of natural, cultural,
artistic, and environmental resources. Thus the compound package of tourist destinations attracts tourists
across the globe. This may lead to enhanced competition not only for traditional destinations but also for
new emerging destinations to grow market share. Thus the capacity to fascinate tourists is related to the
attractiveness and competitiveness of the destination (Hovinen, 2002).

The rising disposable income and willingness to spend money on travel have made the tourism sector one
of the largest industries to flourish globally. The total contribution of the tourism sector to the global gross
domestic product (GDP) was 7.7 trillion US$ in 2022 which was an increase of 22% from 2021 (WTTC, 2022).
In the context of the Indian travel and tourism sector, this industry has contributed Rs. 15.7 trillion to India’s



economy in 2022. The World Travel and Tourism
Council (WTTC) has forecasted that by the end of
the year 2023, it will be worth Rs. 16.5 trillion (The
Economic Times, 2023). The COVID-19 pandemic
period has indeed affected its growth but the tourism
industry is trying continuously to recover all the
losses due to the pandemic and hopefully, it will
achieve the target within the next 3-5 years (Nukhu,
2021) (Roy, Bhatia & Maitra, 2023).

Hence, there is a significant need to capture the
expectations of tourists to strengthen the tourism
sector. If there is a match between expectations
and destination attractiveness then only the needs
of tourists will be fulfilled and it will help tourism
marketers for the destination branding. The present
study aims to explore the key factors influencing
tourist destination branding so that tourism
stakeholders can focus on those factors and make
them available as per the expectations of tourists
and to increase destination attractiveness and
competitiveness.

REVIEW OF LITERATURE

Tourism destination branding is a critical facet of
the global tourism industry. Destination branding
plays a pivotal role in the strategic management of a
destination’s image to create a favorable impression
among tourists. Tourists’ decisions to visita particular
destination are heavily influenced by the image that
marketing strategies have cultivated in their minds.
A fundamental concept in this context is “destination
image,” which represents the perception formed
by tourists through marketing efforts, personal
experiences, and use of word-of-mouth in tourism
marketing (Babi¢, Mehic, Kramo, & Resic, 2008),
(Choudhary & Raman, 2016), (Yaja, & Kumar,
2021). Destinations recognize the need to establish
a brand to highlight their uniqueness and enhance
their positioning (Pereira, Correia, & Schutz, 2012).
The brand image of a destination acts as a mediator
between various brand associations (including
cognitive, affective, and unique image components)
and tourists’ intentions to revisit and recommend the
destination (Qu, Kim, & Im, 2011).

Recent research affirms the substantial impact of
destination brand equity, encompassing dimensions
like brand image, brand awareness, brand loyalty,
and brand quality, along with the authenticity of
the destination brand, characterized by attributes
like continuity, credibility, integrity, and symbolism
(Kumail, Qeed, Aburumman, Abbas, & Sadiq, 2022).
The existing literature reveals the critical role of
destination branding in shaping tourists’ perceptions

and visit intentions highlighting the significance of
various factors that influence destination branding
and its impact on the destination image.

The researchers have continuously explored a
variety of factors that are important to understanding
destination attractiveness and competitiveness
(Crouch & Ritchie, 1999), (Cracolici & Nijkamp,
2008), (Cho, 2008), (Babi¢, Mehic, Kramo, &
Resic, 2008), (Vengesayi, Mavondo, & Reisinger,
2009), (Anholt, 2010), (Dey, Mathew, & Chee-Hua,
2020),. Besides this, researchers have analyzed
different a kind of approaches that are relevant to the
tourism and hospitality sector. For example- (Laws,
1995) has classified the destination factors into two
categories i.e. primary and secondary. Atmosphere,
biodiversity, natural resources, culture, and historical
architecture are kept in the primary -category,
and hotels, catering, transportation, sports, and
entertainment are put in the second category. Several
researchers have contended that accommodation,
transportation, food and beverage facilities, sport,
shopping, entertainment facilities, and recreational
opportunities are the key determinants of destination
attractiveness [ (Edward & George, 2008); (Amalia,
Pérez-Nebra, & Claudio, 2010); (Cho, 2008); (Anholt,
2010); (Gartner, 1989); (Chuang, Hwang, Wong, &
Chen, 2014), (Beerli & Matri, 2004), (Chaudhary &
Ul Islam, 2020). Some studies have found various
factors affecting destination attractions and image
like cultural, historical, natural, and rural attractions,
as the psychological, physical, socio-economic, and
political environment are the factors affecting the
attractiveness of eco-tourism destinations (Tam,
2012), (Chuang, Hwang, Wong, & Chen, 2014),
(Klufova, 2016), (Wijaya, Wahyudi, Kusuma, &
Sugianto, 2018; Babi¢, Mechic, Kramo, & Resic,
2008). (Wijaya, Wahyudi, Kusuma, & Sugianto,
2018), (Kaushik, Kaushik, Sharma, & Rani, 2010),
(Beerli & Matri, 2004). (Chaudhary M. , 2000) has
attempted to determine some essential factors to find
out the image of Indian tourist destinations from the
perspective of foreign tourists like Safety, hospitality,
cleanliness, Inexpensive destination, availability of
tourist landmarks, close to nature positive manner,
etc. Inthe same direction, (Vinayek & Bhatia, 2013)
revealed in their study the main factors attracting
foreign tourists to Indian tourist destinations such
as the Law and order of the country, the Uniqueness
of tourist places, Local culture and hospitality along
with infrastructural facilities and basic amenities.
Providing a better product and a better experience
for visitors by renewal of the product and efficient
management of destination capacities are the key
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determinants of destination attractiveness (Genest
& Legg, 2003). The promotional nature of the
country creates various opportunities for tourism
stakeholders. Fitness and recreation opportunities,
retail opportunities, entertainment opportunities,
etc. are some factors that attract tourists and make
them realize value for money (Kresic & Darko
Prebezac, 2011). In the case of medical tourism
destinations, service quality and cost, tourist attitude,
and competitiveness are the major factors affecting
destination attractiveness (Sultana, Haque, Momen,
& Yasmin, 2014).

The tourism industry has a great impact on a
nation’s economic growth (Bhatia, Roy, & Kumar,
2022), especially in developing countries like
India. In the domain of study i.e. in the context of
Uttarakhand tourism, many Indian researchers
have explored various factors affecting destination
image, competitiveness, and attractiveness. In India,
Uttarakhand is known as a beautiful, peaceful, and
religious tourist destination. Tourism is Uttarakhand
State’s main and significant industry for economic
and social growth. Uttarakhand has much potential
for the development of tourism. Uttarakhand is
surrounded by the Himalayan Ranges and has
extremely rich geographical characteristics. Luckily
Uttarakhand is surrounded by many places of major
cultural, historical, and archeological value. There are
many religious and spiritual tourism sites connected
with geographical features and very fruitful medical
and spiritual products for Indian and foreign markets.
Uttarakhand nurtures both a vivid and diversified
and significant historical culture and monuments.
The Himalayan birthplace i.e. Uttarakhand is truly
a universal paradise with its scenic scenery, fresh
environment, and popular sacred sites. Hence natural
beauty and uniqueness of attractions, (Bagri & Kala,
2015), (Durgapal & Saraswat, 2019), Cultural and
rural attractions (Dey, Mathew, & Chee-Hua, 2020),
spiritual events and religious places, sporty and
adventurous activities (Durgapal & Saraswat, 2019),
(Phukan, 2012) are the dominant factors which affect
the image of Uttarakhand tourist destinations.

It is true that tourism in Uttarakhand acts
as an important component of the socio-economic
growth of the state and is the primary source of
revenue and employment generation due to its
multiple effects on other industries (Roy & Saxena,
2020). However Uttarakhand tourism has not
gained enough publicity as its performance levels in
various factors of attractiveness like infrastructure,
transportation, promotional activities, forecasting

for climate implementation of planning on the
practical ground, and many more are very low (Roy
& Saxena, 2020). Therefore, the visitors to the spots
from other states and outside countries are less in
number. That’s why the quality and accessibility of
tourist facilities (Bagri & Kala, 2015), marketing
traits and promotional strategies, and commercial
tourism services like commercial attractions,
accommodations, commercial rentals, restaurants,
and tours, (Phukan, 2012), (Masarrat, 2012), as
well as destination location and transportation (Dey,
Mathew, & Chee-Hua, 2020), safety factors and police
service quality (Tyagi, Dhar, & Sharma, 2016), are
the tourist motivational factors which influence the
image of the destination and attract the tourists from
every corner of the country. The attraction of any
tourist spot hinges on the involvement and feedback
of its tourists about the destination’s potential to
fulfill their requirements and expectations. The
higher the potential of a particular destination to
satisfy visitors’ expectations, the more attractive it
is, and therefore more likely the destination to be
attractive (Ariya, Wishitemi, & Sitati, 2017).

In the context of destination attractiveness and
branding, this study is devoted to exploring the
factor “tourism standards” which adds some other
variables such as various forms of tourism, travel
and tour packages, NICHE product of tourism, no
fear of terrorism, Govt. policies, and strategies which
attract not only the domestic but also foreign tourists
towards Uttarakhand along with already explored
factors. The importance of these factors helps
people assess a destination’s attractiveness and make
choices for the destination which helps in building
up the destination’s brand image.

RESEARCH METHODOLOGY

The flow chart given in Box-1 depicts the research
methodology of the study.

The study results will be of great help to all the
stakeholders directly and indirectly connected with
the tourism industry in Uttarakhand for offering
better services and quality tourism products to
both domestic and foreign tourists so that they
may be influenced by the destination image. It
will also be helpful to the service providers and
the administrators of the tourism sector to know
the perceptions of tourists regarding the various
factors influencing destination branding so that they
can satisfy the tourists’ expectations regarding the
destination attractiveness factors and compel them to
visit Uttarakhand frequently.
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Box -1

Type of Research design
Data Sources

Research Approach
Research Instrument
Population Definition

Sampling Technique
Sample Size

Area of Research Work
Reference Period

Pilot Study

Statistical Tools
Statistical Techniques
Descriptive Techniques
Advanced Techniques

Explorative Research Design

Primary and Secondary data

Survey method through personal interview and google form
Structured questionnaire

Major and popular tourist destinations of Uttarakhand namely Almora,
Dehradun, Nainital, Haridwar and Rishikesh

Judgmental sampling

417 tourists (Adequate as per Bartlett table)

346 domestic and 71 foreign tourists

Sept.2022-Nov.2022

Data collected from the first 100 respondents is used

SPSS and AMOS

Descriptive and Advanced techniques

Percentage method

Factor Analysis (EFA and CFA techniques)

DATA ANALYSIS

Analysis of Demographic Profile of
Respondents

The findings of Table 1 indicate that the majority
of the respondents were female and the highest age
group among the respondents was 30-40 years. Also,
83% of respondents were from India and 17% from
other nations. 98% respondents are highly educated.
50% tourists earn income more than 500000 p.a.
Only 20% tourists are self-occupied and rest 80%
are in jobs.

Table 1. Demographic profile of respondents.

Demographic ~ Category Y%*
Profile
1 Gender Male 49%
Female 51%
2 Age Group Below 20 years 6%
20-30 32%
30-40 40%
Above 40 years 22%
3 Type of tourists Domestic tourists 83%
Foreign tourists 17%
4 Education Senior Secondary 2%
Graduate 24%
Post Graduate 48%
Professional 26%

5 Income Less than 100000 p.a.  20%
100000-500000 p.a. 30%

More than 500000 p.a. 50%

6 Occupation Self-Occupation 20%
Government Jobs 30%
Private Jobs 50%

* (Total 417 tourists)

Factors Influencing Destination
Attractiveness and Branding of
Uttarakhand State

The prime focus of the study is to understand and
explore the variables that affect the attractiveness
and branding of destinations in Uttarakhand state,
the Exploratory Factor Analysis is used in the study.
The EFA technique requires the fulfillment of a
few mandatory conditions such as adequacy of the
sample size as well as the presence of a significant
correlation between the different pairs of variables.
The sampling adequacy is determined with the help
of the KMO test. The required value of KMO is
expected to be greater than 0.7. The presence of a
significant correlation between the different pairs of
variables is examined with the help of Bartlett’s Test.
Bartlett’s Test helps to examine the identity matrix
while testing the null hypothesis. The EFA method is
fruitful if both of these conditions are fulfilled in the
analysis. The results of the KMO Test and Bartlett’s
Test are shown in Table 2.

The result of the KMO test is 0.957. The estimated
value of KMO indicates that the data satisfy the
conditions of sampling adequacy which is one of the
required conditions for applying factor analysis. The
p-value is below 0.05 indicating that the correlation
matrix is the identity matrix, Thereby, rejecting the
null hypothesis. In other words, it can be concluded
from the results of Bartlett’s Test there exists a
significant correlation between different pairs of
variables. Hence, the factor analysis can be applied
to the collected responses of tourists against the
included 30 variables. The EFA method can be done
with the help of different mathematical processes.
However, the most popular method is the Principal
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Table 2. KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett’s Test of Sphericity

957
Approx. Chi-Square 9181.451
Df 435
Sig. .000

Table 3. Total Variance Explained

Components Initial Eigenvalues Extraction Sums of Rotation Sums of

Squared Loadings Squared Loadings
Total % of Cumulative  Total % of  Cumulative  Total % of Cumulative
Variance % Variance % Variance %

1 13.661 45.535 45.535 13.661 45.535  45.535 3.897 12.988 12.988

2 2.162  7.206 52.741 2.162 7.206  52.741 3.746  12.487 25475

3 1.856  6.188 58.929 1.856 6.188  58.929 3.709  12.364 37.840

4 1.554  5.181 64.110 1.554 5.181  64.110 3.608  12.028 49.868

5 1.467  4.890 69.000 1.467  4.890  69.000 3.588 11.960 61.827

6 1.232  4.108 73.108 1.232 4108  73.108 3384 11.280 73.108

Extraction Method: Principal Component Analysis.

Component Analysis. The PCA technique determines
the Eigenvalue of all the included components. The
total number of components is equivalent to the total
number of statements. However, in the process of
PCA, few components have high Eigenvalues and
the remaining have less Eigenvalue. The extracted
factors are assumed to be significant if Eigen value
is greater than 1. Further, the varimax rotation
is also applied to provide strength to the factors
having less Eigen value. The varimax rotation is an
orthogonal rotation that provides the factors having
0 correlations between them. The varimax rotation
has provided two benefits in factor analysis namely
better explanation of the factors and independent
factors. The results of PCA analysis with varimax
rotation are presented here in Table 3.

Extraction Method: Principal Component Analysis.
The outcomes shown in above Table 3 indicate that
out of 30 components, only 6 components are found
to have an Eigen value greater than 1. Thus, it can
be interpreted that the 30 statements included in the
analysis led by 6 extracted factors. The results also
indicate that these 6 extracted factors can explain
73% of the variance of the included variables. The
results indicate these 6 extracted factors in the
decreasing order of Eigen value. Finally, these
factors are arranged in descending order based
on Eigen Value. In the hierarchy, the first factor
extracted explains the maximum variance whereas
the last factor explains the least variance of variables
thus included. The factor analysis further analyzes the
extracted variance of the different included variables.

The explained variance of the included variables by
the extracted factors is known as communality. The
results also indicate that the extracted communality
of the variables is found to be greater than 0.6 for
all the included statements. Hence, all the variables
are assumed to be significantly represented by
the extracted factors. The final table of the factor
analysis reports the correlation between the factor
and the different variables included in the factor
analysis. The correlation between the included
variables and the extracted factors is known as factor
loadings. It is expected that each statement must
have high factor loading with one extracted factor
and low factor loading with the remaining factors.
The different variables having high factor loadings
with one factor are considered together and a suitable
name should be provided to the factor based on
including statements. This process is repeated with
all extracted factors. Providing a suitable name is a
subjective practice that requires the expertise of the
area and a discussion with other experts too. The
results of the factors loading are presented in Table 4.

The following names are provided to the different
extracted factors.

Factor 1: Tourism Standards

Factor 2: Tourist Destination Competitiveness
Factor 3: Attractiveness of tourist destination

Factor 4: Tourist Facilities

Factor 5: Tourism Infrastructure

Factor 6: Uniqueness of tourist destination
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Table 4. Rotated Component Matrix

Proposed names of factors
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Various forms of tourism .809 735
Travel and tour packages 798 167
NICHE products of tourism 794 754
No fear of terrorism 77 736
Government policies and strategies 157 .698
Training of service providers at tourist spots .808 817
A place with good name and reputation 772 733
Personal safety and security 771 .823
Hospitable and friendly people 713 731
Proper information and communication channels
about tourist spots .665 706
Rich spiritual attractions 7167 782
Fairs and Festivals, Arts and exhibitions .689 .691
Adventurous and Sports Activities .650 .628
Shopping Centers .650 .623
Natural health resorts and therapy facilities .637 .635
Good night life .630 .646
Auvailability and quality of cuisine and drinking
water 765 741
Auvailability of competent tourist guide 758 741
Accessibility of transport 739 716
Cleanness and hygienic environment 710 .658
Accessibility of accommodation .698 709
Auvailability of transport 812 753
Tele Communication facilities 763 744
Auvailability and Standards of accommodations’
facilities 738 677
Travel agencies and Tour operators 733 720
Sources of entertainment .672 .670
Rest and Relax environment/Undisturbed nature .822 .841
Multi- cultural heritage .805 .855
Yoga and meditation facilities .804 .825
Outstanding natural sites and sceneries/wonders 774 780

Reliability Analysis of Statements

In this study, the responses of the different statements
of various factors are analyzed. The reliability
analysis of the statements is done in the study and
the results are shown in Table 5.

The internal consistency reliability of the statements
represented by the above-mentioned factors is
estimated with the help of Cronbach Alpha. All the

factors are found to be here Cronbach Alpha greater
than 0 .7 which indicates the presence of internal
consistency reliability in all the factors.

Validity Analysis

After testing the internal consistency reliability,
the construct validity is gauged with the help of
Confirmatory Factor Analysis. Convergent Validity
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Table 5. Reliability Analysis

Factors Cronbach
Alpha

1 Tourism Standards 0.908

2 Tourist Destination Competitiveness  0.898

3 Attractiveness of tourist destination ~ 0.882

4 Tourist Facilities 0.859

5 Tourism Infrastructure 0.858

6 Uniqueness of tourist destination 0.924

Table 6. CFA results with Convergent validity

and Discriminant Validity are key measures to
examine construct validity. The convergent validity
of the scale consisting of all the factors examines
whether the statements having high factor loading
to these extracted factors significantly represent the
factors or not. The convergent validity is measured
with the aid of Standardized Construct Loading,
Composite Reliability (CR), and Average Variance
Extracted (AVE). The standardized construct loading
is estimated for each statement of the construct

Items Factors Construct CR AVE MSV P Value
Code Loading

TIS Tourism Infrastructure .832 .892 .624 416

TI4 754 Hok
TI3 816 ok
TI2 795 Hokk
TI1 749 ok
TF5 Tourist Facilities 817 .898 .638 494

TF4 747 Hokk
TF3 816 ok
TF2 798 ok
TF1 812 ok
ATD6 Attractiveness of tourist destination 726 .896 591 .526

ATDS5 746 Hokk
ATD4 739 ok
ATD3 763 ok
ATD2 791 ok
ATDI1 .843 ok
TS5 Tourism Standards 816 908 .665 376

TS4 826 ok
TS3 .800 ok
TS2 786 ok
TS1 .847 ok
TDCS Tourist Destination Competitiveness 788 920 .697 .526

TDC4 .865 ok
TDC3 .803 ok
TDC2 .899 ok
TDClI 813 ok
UTD4 Uniqueness of Tourist Destination .881 929 167 425

UTD3 906 ok
UTD2 .880 ok
UTDI1 .835 Hok

*** indicates significance at 1 % level.
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and is required to be more than 0.7. Further, the
composite reliability which is estimated for each
factor is expected to be more than 0.7. Additionally,
the estimated value of composite liability must
be greater than the estimated value of the average
variance extracted. The average variance extracted
which indicates how much variance of the factor
is explained by its own statements. The estimated
value of AVE of each construct should be greater than
0.5. This means at least 50% of the variance of the
factors must be explained by its own statements. The
discriminant validity of the scale is tested by doing a
comparison between AVE and the Maximum Shared
Variance of the factors. The MSV can be defined as
the variance of the factors explained by the statement
of other factors. While examining the construct
validity of the scale the principle of unidimensional
is considered in designing the measurement model.
The measurement model indicates all the extracted
factors along with their statements at one place and
is also connected by the other construct in the scale.
The measurement model used for CFA analysis is
shown in Figure 1.

The results of CFA analysis are shown and discussed
in Table 6.

The results indicate that all the statements applied
to explore the various factors influencing the
tourism attractiveness and branding of Uttarakhand
significantly represent their factors. The standardized
construct loading of each statement is > 0.7 which
indicates that the convergent validity is present in
the scale. The standardized construct loading also
indicates the correlation between the statement and
the factor. The standardized construct loading > 0.7
indicates that the factor is significantly represents the
factor. Further, the construct validity is examined
with the help of CR, AVE, and MSV indicators. It is

Table 7. Discriminant Validity and Correlations.

found that the CR value of each dimension of tourism
in Uttarakhand is > 0.7. The AVE estimate of each
factor is > 0.5. Further, the CR estimates of each
factor are also greater than its AVE estimates. Thus,
the results conclude that the scale has satisfied all the
conditions of convergent validity. The results also
indicate that the AVE estimates of each factor are
greater than its MSV estimates. Thus, the conditions
of discriminant validity are satisfied in the study.
Thus, it can be concluded that the scale developed
to study the different dimensions of tourism in
Uttarakhand is reliable and valid. Any further
analysis is expected to be valid and helpful for both
policy decision-makers and the tourist. One of the
conditions of discriminant validity is the square root
of AVE should be more than the other correlation
estimates of other factors. The comparison of the
square root of AVE and the correlation estimates is
shown in Table 7.

The result comparing the square root of AVE and the
correlation estimates of the different factors indicates
that the correlation estimates in the case of all the
factors are found to be less than square root of AVE.
Hence, the discriminant validity is also ensured in
the study.

The flow diagram presented in Box-2 explains
all the steps with results that support the Figure 1
measurement model.

The fitness of the measurement model is checked and
shown in table 8.

The outcomes of statistical fitness indices represent
that the estimated value of all the dimensions
required for the model fitness is found to be more
than or less than the standard essential value. Thus
all the values met the desired criteria and indicate the
model’s fitness.

Factors Tourist Tourism Tourist Attractiveness  Tourism  Uniqueness of

Destination Infrastructure Facilities  of tourist Standards Tourist
Competitiveness destination Destination

Tourist Destination 0.835

Competitiveness

Tourism Infrastructure 0.574 0.79

Tourist Facilities 0.626 0.645 0.798

Attractiveness of 0.725 0.632 0.703 0.769

tourist destination

Tourism Standards 0.573 0.513 0.519 0.613 0.815

Uniqueness of 0.59 0.576 0.602 0.652 0.471 0.876

Tourist Destination
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Box-2

FLOW CHART OF FACTOR ANALYSIS
EXPLORATORY FACTOR ANALYSIS (EFA)

b

EMO FOR SAMPLING ADEQUACY TEST (0.753 > 0.7)

BARTLETT'S TEST OF SPHERICITY TO TEST THE PRESENCE
OF SIGNIFICANT CORRELATION BETWEEN DIFFERENT PAIRS OF VARIABLES

(P value 0.000 < 0.05)

ANALYSIS OF COMMUNALITY THROUGH USE OF PRINCIPAL COMPONENT ANALYSIS (PCA)
(Communality of each variable is more than 0.5)

CALCULATION OF EIGEN VALUE TO IDENTIFY THE EXTRACTED FACTORS
(Eigen value should be more than 1)
{Six factors are extracted with more than 1 Eigen value)

VARIMAX ROTATION ANALYSIS TO CALCULATE FACTORLOADINGS
(Factor loadings should not be less than 0.5, all are more than 0,5)

CRONBACH ALPHA TEST TO CHECK RELIABILITY OF FACTORS
(Cronbach alpha should be more than 0.7, all are more than 0.7)

CONFIEMATORY FACTOR ANALY SIS (CFA) FOR VALIDITY ANALYSIS
g

CHECKING CONSTRUCT VALIDITY OF THE FACTORS

CONVERGENT VALIDITY OF SCALE DISCRIMINANT VALIDITY

STANDARDIZED CONSTRUCT LOADING COMPARISION OF AVE WITH THE

(SCL) (0.B-D.92=0.T) MAXNIMUM SHARED VARIANCE (MVE)
+

COMPOSITE RELIABILITY-CR (AVE should be more than MVE)

(.892..920 > 0.7) (.59-.767 = .376-.526)

N
AVERAGE VARIANCE EXPLAINED-AVE
(.59..767 = 0.5)

MEASUREMENT MODEL

PROBABILITY VALUE OF CRITICAL RATIO
(p value is less than 0.05, all variables significantly represent their factors)

Table 8. Statistical fitness indices

Statistical Fitness Index Estimated Value Required value
CMIN/DF 2.838 Less than 3
Goodness of fit index (GFI) 0.865 More than 0.8
Adjusted Goodness of fit index (AGFT) 0.840 More than 0.8
Comparative fit index (CFI) 0.904 More than 0.9
Tucker-Lewis coefficient (TLI) 0.903 More than 0.9
Normed fit index (NFI) 0.901 More than 0.9

Root mean square error of approximation (RMSEA) 0.066 Less than 0.08
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FINDINGS

Tourism in Uttarakhand state has seen many faces
in the past. Originally the Uttarakhand state has
been famous for religious tourism for many years
however, in recent years tourists visited the state
for other reasons. Now the state offers a different
combination of the packages to the different tourists
which includes adventure, sports, natural beauty, a
place for relaxation, spiritual, medical tourism, etc.
The study aimed to explore the different factors
influencing the brand image of destinations of
different places in Uttarakhand. In the study, 30
statements were included in the questionnaire related
to different aspects of tourism in Uttarakhand after
the detailed literature review and discussion with
selected industry experts. These 30 statements
represent the different features of tourism in
Uttarakhand. To identify the factors influencing the
destination branding and attractiveness of tourism
in Uttarakhand, the exploratory factor analysis is
applied in the study. This method depends upon
the correlation between the responses of different
variables. The highly correlated variables are
assumed to represent the latent factor. The efforts are
made further to name the latent factor representing
a group of variables. The process is repeated for
different factors represented by different items. The
above-mentioned factors are discussed below:

Factor 1: Tourism Standards

Tourism standards are those traits that affect the
destination attractiveness in Uttarakhand. It includes
attributes like various forms of tourism, travel and
tour packages, and niche tourism products, no fear of
terrorism, and Government policies and strategies. In
Uttarakhand, there is a variety of tourism activities
like religious, adventure, leisure, medical, heritage,
business eco-tourism, etc. (Durgapal & Saraswat,
2019). Many other Indian states also offer diverse
tourism forms. For example, Himachal Pradesh
offers adventure and nature tourism, Kerala is known
for its backwater tourism, Rajasthan for cultural and
heritage tourism, and Goa for beach tourism(Vinayek
& Bhatia, 2013). As per the requirement of tourists’
budget restrictions and their preferences, Govt. of
Uttarakhand, Ministry of Tourism has provided and
promoted many types of travel and tour packages for
different earning categories. It is the major attribute
that plays an essential role in planning a trip and
traveling to a tourist destination (Laws, 1995).
Uttarakhand has been focusing on niche tourism
products such as wellness and yoga tourism in places
like Rishikesh and Ayurvedic centers in Haridwar.

Favorable government tourism policy and strategies
as well as niche products also fascinate tourists from
all over the world especially when there is a low risk
of terrorism.

Factor 2: Tourist Destination
Competitiveness:

Destination Competitiveness is defined as the
sustainability of a particular destination vis-a-vis
its competitors (Roy & Saxena, 2020). It is the total
of inherited natural or created resources and the
transformation of assets to have economic gains.
This factor consists of hospitable and friendly people,
personal safety and security, proper information and
communication channels about tourist spots, training
of service providers at tourist spots, and a place with
a good name and reputation (Crouch & Ritchie,
1999). Uttarakhand boasts a stunning Himalayan
landscape with snow-capped peaks, lush forests, and
pristine rivers, making it a magnet for nature lovers
and adventure seekers. The state offers religious and
spiritual experiences with the Char Dham Yatra,
attracting pilgrims from across India and the world.
Uttarakhand has been actively promoting wellness
and yoga tourism, capitalizing on the global interest
in these areas. However, accessibility to some
remote areas can be challenging, affecting the overall
ease of travel. The state faces seasonal variations in
tourist footfall, with the majority of visitors arriving
during specific pilgrimage or adventure seasons.
So the Govt. of Uttarakhand should start to work
on infrastructure development and marketing to
enhance competitiveness..

Factor 3: Attractiveness of tourist
destination

Destination attractions are the fundamental qualities
that can be utilized by host stakeholders in specific
economic activities (Ariya, Wishitemi, & Sitati,
2017). This factor consists of the attractions of tourist
destinations without which tourism destinations
cannot develop in Uttarakhand. Rich spiritual
attractions, fairs and festivals, arts and exhibitions,
natural health resorts and therapy facilities, shopping
centers, adventure, and sports facilities are other
attractions affecting the destination competitiveness
of Uttarakhand (Kresic & Darko Prebezac, 2011),
(Tam, 2012). The attractiveness of Uttarakhand
as a tourist destination compared to other Indian
states is subjective and can vary depending on
individual preferences and interests. Uttarakhand
has its unique appeal with its Himalayan landscapes,
spiritual significance, adventure opportunities, and
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wellness tourism initiatives. However, other states
in India also offer diverse and captivating tourism
experiences. Travelers prefer Himachal Pradesh for
its similar Himalayan landscapes or to Kerala for
its serene backwaters and lush greenery. Rajasthan
may attract those interested in history and culture
with its palaces and forts. Travelers interested in
historical and cultural experiences may favor Uttar
Pradesh, Gujarat, or West Bengal. Ultimately, the
attractiveness of a tourist destination depends on
what a traveler is seeking.

Factor 4: Tourist Facilities

The development of a destination requires careful
planning and management of tourist facilities
(Anholt, 2010). Nurturing a destination requires
the development and maintenance of services to
a high standard (roads, water, sewage, etc.) and an
environment where visitors would be comfortable to
move around and explore. The major destination
supports services are provided by the accessibility
of accommodation, accessibility of transport,
availability and quality of cuisine and drinking
water, cleanness and hygienic environment, and
availability of competent tourist guide (Beerli &
Matri, 2004), (Cho, 2008), (Chaudhary & Ul Islam,
2020), (Amalia, Pérez-Nebra, & Claudio, 2010).
These facilities allow destinations to develop, and
at the same time, help monitor any negative features
of the development by taking correctional actions
towards a more sustainable future. Uttarakhand’s
government and tourism authorities continuously
work to improve facilities and services to enhance
the overall tourist experience, but feedback and
opinions can vary among visitors

Factor 5: Tourism Infrastructure

Tourism destination support services include the
entire infrastructure. Availability and standards
of accommodations, availability of transport,
travel agencies and tour operators, sources of
entertainment, and telecommunication facilities
are included in this factor (Vengesayi, Mavondo,
& Reisinger, 2009), (Masarrat, 2012), (Kaushik,
Kaushik, Sharma, & Rani, 2010). The availability of
good quality infrastructure in tourist spots influences
its development as well as its success. Uttarakhand’s
tourism infrastructure is generally on par with many
other Indian states but may not be as developed as
some highly popular tourist destinations. The state
offers a good range of accommodation options,
transportation services, and facilities for various
forms of tourism. However, infrastructure in remote

areas can be less developed, affecting accessibility.
For example, Yaja, Kumar, & Swamy, (2023) found
inadequate tourism infrastructure to be an important
barrier for local communities to participate in
tourism business. Some states with more extensive
budgets and greater tourism resources may have
more advanced infrastructure and marketing efforts,
making them appear more competitive in certain
aspects. Nonetheless, Uttarakhand’s unique natural
beauty and niche offerings still make it an attractive
destination for many travelers.

Factor 6: Uniqueness of Tourist Destination
The factor ‘Uniqueness of tourist destination”
includes various attributes that represent the
uniqueness of a tourist destination (Qu, Kim, &
Im, 2011), (Pereira, Correia, & Schutz, 2012). The
uniqueness of the resources available to a particular
tourist destination enables its competitiveness
and provides occasions for building a sustainable
competitive advantage (Chaudhary M. , 2000).
This factor consists of outstanding natural sites and
sceneries/wonders, yoga and meditation facilities,
multi-cultural heritage, rest and relaxed environment/
undisturbed nature. The uniqueness of tourist
destinations in Uttarakhand plays a crucial role
in promoting destination branding. Uttarakhand’s
stunning Himalayan landscape, including snow-
capped peaks, dense forests, and pristine rivers, sets it
apart as a destination for nature lovers and adventure
enthusiasts. This unique natural beauty becomes an
integral part of the destination’s brand identity. Its
spiritual significance attracts pilgrims from across
India and the world, forming a strong aspect of the
destination’s brand. The state has actively promoted
wellness and yoga tourism. The thrill-seeker audience
is drawn to the state’s unique adventure offerings.
Incorporating these unique aspects into its branding
strategy allows Uttarakhand to differentiate itself
from other destinations. It attracts a diverse range
of travelers who are seeking various experiences,
whether it’s spiritual, adventurous, or rejuvenating.

Ultimately, the attractiveness of a tourist destination
depends on a combination of factors, including
natural beauty, cultural heritage, infrastructure,
and marketing efforts. The attractiveness of
a destination can be subjective and may vary
depending on individual preferences and interests.
Each of the states has its unique attractions and
challenges. Whether one is more attractive than
the other depends on individual preferences and
interests. Uttarakhand’s unique selling points, such
as its Himalayan landscapes, spiritual significance,
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wellness and yoga offerings, and commitment to
environmental conservation, play a pivotal role in
crafting a distinctive destination brand. These unique
aspects are actively promoted in marketing efforts,
attracting a diverse range of travelers and setting
Uttarakhand as a strong and memorable destination
brand apart from other destinations.

RESEARCH IMPLICATIONS

The prime focus of the study was to find out
the significant factors influencing the attraction
and charm of tourist spots as observed by the
visitors staying at Uttarakhand in India. Hence,
the study concludes through EFA and CFA that
the development of tourism destination factors
influences the attractiveness and brand image of the
destination. Some of them are as follows-

Unique features of a tourist spot- The unique feature
of a tourist spot attracts visitors because they feel that
their perceived notions will match the destination
visited. Uttarakhand’s outstanding natural sites
and sceneries/wonders, yoga and meditation
facilities, multi-cultural heritage, rest, and relaxed
environment/undisturbed nature are key factors for
pulling tourists again and again.

Good name and fame of the destination- Good
image of destination also affect the tourists’
choice in destination selection. The friendly and
welcoming nature of the local people, proper
arrangement for tourists’ safety and security, proper
information and communication channels about
tourist spots and highly trained service providers at
tourist spots generate a good name and fame for a
destination which is considered by the tourists as an
outstandingly attractive factor for visiting that place.
Quality and standard tourism product- Moreover,
factors like various forms of tourism, travel and
tour packages, NICHE products of tourism, no
fear of terrorism, and Government policies and
strategies are also crucial attributes for affecting
destination attractiveness and branding at national
and international levels. The results show that the
fulfillment of the tourists’ enjoyment especially
among international tourists depends on the quality
and product value offered to them by the stakeholders
of the tourism destination. Hence, maintaining the
tourism standard is of great importance to achieve
destination attractiveness and its brand name and
fame.

Auvailability of Primary and supporting facilities-
One more factor-Tourist facilities consisting of
accessibility of accommodation, accessibility of
transport, availability and quality of cuisine and

drinking water, cleanness and hygienic environment,
and availability of competent tourist guides support
facilities allow the growth of tourism destinations,
as well as influence the destination’s attractiveness
among the national and international tourists. The
availability and quality of supporting services affect
the growth of destinations and their performance
and greatly influence the tourists’ selection of
destinations.

Accessibility of tourism infrastructure- The study
reveals that tourism infrastructure is also an important
factor for tourists. The transportation system such as
highways, airports, trains, and private and public
transport; the telecommunications facility, healthcare
facilities, sanitation, power generation, sewerage
disposal, water supply, financial services, and
technology, as well as basic tourism facilities built
specifically for tourists’ use, such as resorts, hotels
or roads, food stores, tour companies and agents,
amusement sources, etc., influence destination
choice by the local people and tourists in future. A
destination’s ability to compete is further enhanced
by infrastructure provision. The tourism destination
infrastructure is the most significant element in the
destination product impressions on domestic and
foreign tourists after the destination’s climate.
Different varieties of tourism attractions-The study
also reflects that rich spiritual attractions, fairs
and festivals, arts and exhibitions, natural health
resorts and therapy facilities, shopping centers,
and adventurous and sports facilities are other
attractions affecting the destination attractiveness of
Uttarakhand but due to uncertainty of climate and
natural disasters facing by the tourists time to time
in Uttarakhand, make these factors less attractive for
the destination choice.

Hence the study further recommends that the service
providers and administrators of the tourism sector
should pay more attention to the improvement and
enhancement in availability and accessibility of
the less attractive factors of tourism destinations
so that in the future, they can fulfill and satisfy the
tourists’ needs and pull them to visit Uttarakhand
again and again. The recommendations of the study
will be of great help to all the stakeholders of the
tourism sector in Uttarakhand and also in other
similar tourist destinations to know the perceptions
of tourists regarding the various factors influencing
the destination attractiveness and establishing a
brand name so that they can satisfy/meet the tourists’
expectations regarding the destination attractiveness
factors.
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KEYWORDS ABSTRACT

Sustainable HR Practices, To achieve sustainable organizational performance within the hospitality industry, it is
Knowledge Sharing, Job crucial to gain a more profound insight into the factors influencing employee performance.
Embeddedness, Sustainable This study examines the interconnections between sustainable HR practices, knowledge
Performance sharing, and job embeddedness in promoting sustainable employee performance within

the hospitality context. Drawing upon the social exchange theory, data were collected from
280 frontline hotel employees in and around Chandigarh. The results demonstrate a direct
and positive relationship between sustainable HR practices and sustainable employee
performance. Furthermore, knowledge sharing and job embeddedness were found to
be partially mediating these relationships. These findings highlight the significance of
encouraging knowledge sharing and fostering employees’ entrenchment in their jobs
to enhance sustainable performance. This study offers valuable insights for hospitality
managers, emphasizing the significance of prioritizing sustainable HR practices and
cultivating a culture of knowledge sharing. By nurturing an environment that fosters job
embeddedness, hotels can effectively address the challenge of high employee turnover,
enhance their competitiveness, and achieve sustainable growth in the dynamic hospitality
industry.

INTRODUCTION

India’s hospitality and tourism industry has played a pivotal role in bolstering the nation’s economy, contributing
approximately 9.4% of the GDP, with substantial input from the tourism and hospitality sectors (Singh and
Alam 2022). Additionally, it serves as a significant source of foreign currency inflow (Chaudhary, 2020, Bagri
and Babu 2011). However, the Indian hotel industry encounters noteworthy challenges, particularly regarding
employee turnover rates (Kumar et al., 2023; Santhanam et al., 2017; Gangai, 2013). Meeting customer
expectations for prompt and exceptional services, compounded by the presence of international hotel chains
operating within India, intensifies the pressure on hotels to streamline their operations while also retaining a
skilled and talented workforce. In response to intensified competition, numerous hotels are diligently exploring
innovative HR strategies to maintain their customer base, retain their existing workforce and simultaneously
attract patrons from rival establishments.

Sustainable employee performance holds critical importance in the hospitality industry (Hazra et al., 2021).
The consistent delivery of exceptional services by employees, ensuring memorable guest experiences stands



essential for organizational success. This sustained
performance not only enhances customer satisfaction
and loyalty but also fosters the organization’s well-
being and sustainability in the long run. Additionally,
it contributes to reduced turnover rates and aligns
with responsible business practices, gaining
recognition from various stakeholders. By investing
in employee training and well-being initiatives,
hospitality businesses establish a strong foundation
for growth and long-term viability. Thus, sustainable
employee performance plays a central role in driving
the overall success and sustainability of the entire
hospitality industry (Prakash et al., 2023).

Over the last two decades, there has been a growing
emphasis on fostering sustainability to ensure the
enduring success of both organizations as well as
employees (Ji et al., 2021). The terms sustainability
and performance are widely prevalent in various
contexts however, the integration of these two
subjects in academic research remains relatively
infrequent. Sustainable employee performance
encompasses the consistent and enduring attainment
of exceptional outcomes by employees over
an extended period, while also prioritizing the
well-being and long-term prosperity of both the
individuals as well as the organization (Beloff et al.,
2004). This entails the incorporation of employee-
centric or sustainable HR practices.

Sustainable HR practices comprise a range of
employee-oriented policies and strategies aimed at
fostering both organizational success and employee
well-being. This concept is frequently employed
within institutions to produce human outcomes
that align with long-term sustainable development
goals (Papademetriou et al., 2023). These practices
are specifically designed to address the unique
challenges and dynamics of the hospitality and
tourism industries, placing a significant emphasis on
cultivating a trained and motivated staff. Inclusion
of comprehensive training and skill development
programs, effective  personnel = management,
succession planning, employee empowerment
and rewards systems, these practices are geared
towards improving work-life balance and employee
satisfaction. Managers in the hotel business, by
implementing sustainable HR practices, may nurture
a favorable work atmosphere, attract and retain
excellent personnel, thereby enhancing the overall
success and continuity of their businesses.
Furthermore, these effective HR practices play a
critical role in encouraging knowledge exchange
(Igbal et al., 2021) and job embeddedness (Karatepe
& Karadas, 2012) among employees within

an organization (Kurkreti & Dangwal, 2021)..
These practices enable employees to expand their
knowledge and expertise while fostering a culture
of trust and cooperation that encourages the open
exchange of knowledge and ideas. Consequently, this
environment contributes to enhanced organizational
learning, innovation, and ultimately leads to employee
sustainable performance (Ji et al., 2021). Similarly,
knowledge sharing significantly impacts sustainable
job performance, enhancing enduring work
outcomes by cultivating a collaborative setting that
supports continuous learning and skill development
(Deng et al., 2022). It provides employees with
valuable insights, enhances their efficiency and
effectiveness in tasks, and fosters innovation and
problem-solving for sustained performance (Kun,
2022). Organizations can attain long-term success
and cultivate a culture of continuous improvement
and growth by prioritizing and promoting knowledge
sharing among employees. On the other hand, job
embeddedness is a well-recognized concept that
signifies the depth of employees’ connection and
commitment to both their organization and job,
indicating a strong and enduring bond (Crossley
et al., 2007). Employees who demonstrate a strong
sense of job embeddedness exhibit heightened levels
of job performance (Almagharbeh & Alalean, 2023).
This profound attachment enhances their motivation
to consistently exert their best efforts, resulting in
sustained and outstanding job performance over an
extended period (R & Sujatha, 2023). Therefore,
these approaches hold significant importance,
especially considering the employees’ challenges
currently faced by employees in the Indian hotel
industry.

SIGNIFICANCE OF THE STUDY

In today’s contemporary dynamic and fiercely
competitive business environment, sustaining high
employee performance holds immense significance,
serving as alinchpin in driving organizational success,
continuity and promoting employee well-being. It
surpasses short-term performance gains and focuses
on nurturing a dedicated and committed workforce,
leading to increased productivity, reduced turnover
rates, and an overall improvement in organizational
performance.  Regrettably, the  importance
of sustainable individual-level performance,
particularly for employees, is often underestimated
or disregarded (Ji et al., 2021). To fill this void,
this research centers on investigating sustainable
performance from an individual perspective,
specifically focusing on employee sustainable
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performance in the workplace. The existing body of
literature delves into the studies exploring the effects
of green HR practices on sustainable organizational
performance (Almagharbeh & Alalean, 2023).
However, there exists a noticeable void in research
concerning the impact of these variables on fostering
employee sustainable performance. This research
endeavors to fill this void and contribute an original
perspective to the current body of literature.
Knowledge sharing stands as a critical research area
in management science and various disciplines, yet
it remains relatively underexplored with limited
comprehensive  studies available (Muhammad
et al., 2020). This study endeavors to address
this research gap by introducing a theoretical
framework that explores the impact of sustainable
HR practices on the sustainable performance of
frontline employees, particularly within the context
of the hospitality industry. The investigation delves
into the mechanisms of knowledge sharing and job
embeddedness to elucidate this relationship. To the
best of our knowledge, this study represents the first
attempt to examine this specific association. Through
this investigation, our study offers original insights
and practical implications to enhance sustainable
performance within this industry. Consequently, this
study is poised to make a significant contribution by
addressing the substantial gaps in both theoretical
as well as empirical understanding concerning
employee sustainable performance. Certainly, the
current body of research lacks sufficient literature
on the aforementioned relationships. In light of this,
the present study endeavors to bridge these gaps and
contribute to the existing knowledge in this area.

LITERATURE REVIEW

Sustainable HR practices and employee
sustainable performance

Sustainability encompasses a multi-dimensional
concept that transcends mere verbal expressions,
embodying its deep significance and value. It
revolves around current management actions and
decisions that promise positive implications for
the future. In organizational contexts, Sustainable
HRM is committed to establishing invaluable
resources,  gaining  competitive  advantages,
promoting shareholder value, and safeguarding the
enduring employability and welfare of employees
(Pawirosumarto et al., 2020). Amidst growth and
globalization challenges faced by organizations,
the focus on sustainability and resilience becomes
crucial for maintaining competitiveness. Responding
to societal and environmental needs, organizations

are exploring sustainable Human Resource (HR)
practices to attain lasting financial, social, and
ecological objectives (Elias et al., 2023). This
entails adopting HRM strategies that have long
term impacts internally and externally. Sustainable
HRM encompasses three primary research areas:
employee outcomes and well-being, sustainable
employee behavior, and effective sustainable-
HRM systems (Lépez-Fernandez et al., 2018). The
current study specifically examines the relationship
between sustainable HRM practices and sustainable
performance to understand their influence on
organizational success. Empirical studies have
consistently shown a positive relationship between
these variables (Hazra et al., 2021; Pawirosumarto
et al., 2020; Davidescu et al., 2020; Manzoor et al.,
2019), further enhancing the overall organizational
performance (Papademetriou et al, 2023).
Notably, sustainable HR practices are critical for
all organizations, with a particular emphasis on
hotels prioritizing customer service and employee
satisfaction (Papademetriou et al., 2023). In their
research, Duvnjak & Kohont, (2021) found that
sustainable HRM significantly influences employee
sustainable performance by fostering trust and loyalty
among employees. Effective strategic planning,
strong leadership, and proper implementation of HR
policies are crucial factors that engage the workforce,
encouraging their active participation in advancing
their careers and contributing to the organization’s
productivity.
The study was conducted with the primary objective
of investigating and establishing the relationship
between sustainable HR practices and employee
performance, as well as analyzing the mediating
roles of knowledge sharing and job embeddedness
in the relationship.
As a result of our investigation, the following
research question was formulated:
“Is there a positive correlation between sustainable
HR  practices and  employee  sustainable
performance?”
Based on this we hypothesize that:
H1: Sustainable HR practices significantly influence
employee sustainable performance.

Sustainable HR practices, knowledge
sharing and employee sustainable
performance

Knowledge sharing is conceptualized as a cultural
phenomenon that facilitates the exchange of
employees’ knowledge, experiences, and skills
across various departments or organizations. It
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cultivates a shared understanding and a knowledge
network enabling access to pertinent information
and frameworks within the organizational context
(Qamari et al.,, 2019). The exchange occurs at
both individual and organizational levels. At the
individual level, it entails engaging in discussions
with colleagues to gain insights and contribute
more effectively, efficiently, and expeditiously. At
the organizational level, it entails the acquiring,
organizing, reutilizing, and disseminating knowledge
derived from internal experiences within the
organization (Lin & Lee, 2005) ensuring valuable
knowledge accessibility within the business.
HR practices play an essential role in promoting
knowledge  creation, enhancing employees’
awareness, fostering collaboration, and encouraging
knowledge sharing within the organization (Igbal et
al., 2021). These practices have evolved to emphasis
on employee training, development, and involvement
in decision-making. This strategic shift aims to
generate value and efficiently manage knowledge
adding value to the organization and ultimately
improving its performance (Waheed et al., 2019).
The act of knowledge sharing among employees and
external partners empowers organizations to make
better use of their knowledge-based resources. As
a result, knowledge sharing assumes a pivotal role
that organizations must consistently prioritize to
sustain their competitiveness and attain enduring
performance (Mufoz-Pascual et al., 2020). It is also a
vital resource in promoting sustainable performance
among employees (Kianto et al., 2017). The
connection between knowledge management and
sustainable performance is significant acknowledge
is widely recognized as a fundamental catalyst for
advancement at the individual, organizational, and
national levels (Maravilhas and Martins, 2019).
Organizations that embrace knowledge-focused
approaches not only demonstrate higher levels of
innovation but also possess the ability to explore new
avenues for sustainability. Furthermore, hospitality
organizations are proactively seeking efficient
practices to enhance employees’ knowledge sharing
behavior to gain advantages such as enhanced
performance, increased creativity, operational
flexibility, innovative work behavior, and the
development of new services (Lim & Ok, 2021)
which highlights the need for knowledge sharing
among employees working in hospitality industry.
As a result of our investigation, the following
research question was formulated:

“Are sustainable HR practices, knowledge sharing

and employee sustainable performance are co-

related to each other”?

Therefore, based on this we hypothesize that:

H2: Sustainable HR practices significantly influence
knowledge sharing.

H3: Knowledge sharing significantly
employee sustainable behavior.

H4: Sustainable HR practices significantly influence
employee sustainable behavior through
Knowledge sharing.

influence

Sustainable HR practices, job
embeddedness and employee sustainable
performance

Sustainable HRM plays a pivotal role in nurturing
strong relationships and creating competitive
advantages for organizations, enhancing shareholder
value, and ensuring employees’ sustainable
employability (Papademetriou et al., 2023). In the
context of the hospitality industry, sustainable HRM
holds exceptional significance for attaining and
sustaining a competitive edge through a contented,
dedicated, and valuable workforce (Pawirosumarto
et al.,, 2020). In line with this, job embeddedness
is a vital aspect associated with sustainability,
encompassing  various factors affecting an
employee’s decision to stay in their job, including
work-related factors (e.g., relationships with co-
workers) and off the job factors, (such as personal,
family, responsibilities). It encourages sustainable
performance among employees by cultivating
a profound sense of attachment, dedication,
and allegiance to their roles and respective
organizations. When employees experience a deep
level of job embeddedness, they are more likely
to sustain high job performance due to increased
motivation, enhanced job satisfaction, improved
adaptability and organizational commitment (R &
Sujatha, 2023). In a similar context, green HRM
practices implemented by organizations can bolster
organizational sustainability through the adoption of
job embeddedness (Liilfs and Hahn, 2013). A recent
study by Almagharbeh & Alalean, (2023) revealed
that green HR practices significantly influence
the level of job embeddedness among employees,
subsequently promoting organizational sustainable
performance. The study’s findings demonstrated a
positive impact of the mediator job embeddedness in
enhancing organizational sustainability.

As a result of our investigation, the following
research question was formulated:
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“Are sustainable HR practices, job embeddedness

and employee sustainable performance are co-

related to each other”?

Based on this we hypothesize that:

HS5: Sustainable HR practices significantly influence
job embeddedness.

H6: Job embeddedness significantly
employee sustainable behavior.

H7: Sustainable HR practices significantly influence
employee sustainable behavior through job
embeddedness.

influence

THEORETICAL UNDERPINNING

The conceptual framework of this study aims to
investigate the relationship between sustainable HR
practices, considered as the predictor variable, and
employee sustainable performance, the dependent
variable incorporating knowledge sharing and
job embeddedness as parallel mediators. The
study draws upon Social exchange theory (Blau,
1964) to explore the relationships between the
predictor and the outcome variables. This theory
illuminate’s employee performance dynamic within
the relationships. According to this theory, hotel
employees are more likely to reciprocate when they
perceive their employers investing in their growth
and development through activities that extend
beyond regular job responsibilities, benefiting both
them as individuals and the organization as a whole
(Papademetriou et al., 2023). Furthermore, access
to sustainable resources in the workplace creates a
sense of responsibility among employees to uphold
the hotel’s reputation by delivering excellent job

performance, while embedding them in their jobs
and also fostering a supportive and collaborative
work environment through knowledge management.
Consequently, higher levels of job performance
contribute to improved overall organizational
performance.

Sustainable HR practices encompass employee-
centric policies and strategies focused on employee
retention, fostering a healthy work environment,
motivation, and skill enhancement. Such practices
are aimed at achieving long-term success within
organizations. Positioned as the central driver in
the model, sustainable HR practices influence on
both knowledge sharing and job embeddedness,
providing deeper insights into how these factors
impact employee sustainable performance. Job
embeddedness gauges the extent of employees’
emotional connection and commitment to their
organization, while knowledge sharing assesses
their willingness to exchange valuable information
within the workplace. By integrating these variables,
the conceptual framework offers a comprehensive
approach to explore the intricate dynamics and
relationships among sustainable HR practices,
knowledge sharing, job embeddedness, and
sustainable performance in organizational settings.

METHODOLOGY

The research sample encompassed frontline
employees employed in four and five-star hotels
located in and around the vicinity of Chandigarh.
The survey method was employed to access a large
number of respondents, making it suitable for using

Figure 1: Conceptual framework
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questionnaires to collect data. The hotels were
selected from the Federation of Hotel & Restaurant
Associations of India (FHRAI). To obtain the
sample, the researcher approached over 10 human
resource managers. Each HR manager received
approximately 50 questionnaires to distribute to
their employees for data collection. The employees
were asked to complete questionnaires, which were
then collected by the HR managers. Subsequently,
the researcher retrieved the questionnaires from the
HR managers to proceed with data analysis. Out of
total questionnaires distributed, 301 were received
however, 280 were found suitable for further the
analysis.

In this study, we applied nonparametric structural
modeling using the variance-based partial least square
method (PLS-SEM) in Smart PLS 4.0.9 software to
test the hypotheses. It is the preferred multivariate
data analysis method for intricate models (Hair et al.,
2019). The data analysis aimed to predict employee
sustainable performance based on sustainable HR
practices within the hospitality industry. PLS-SEM
was considered suitable for prediction-oriented
research in the social and behavioral sciences
framework (Hair et al., 2019). Moreover, PLS-SEM
was also utilized in this study to analyze mediation
effects and develop sophisticated models. Prior
to conducting structural model assessments, we
performed first-order and second-order measurement
model assessments. Subsequently, 10,000 bootstrap
subsampling (Hair et al., 2022) with a bias-corrected
percentile approach (two-tailed test) was used for the
structural model assessments.

Measurement Scales

The constructs in this study were derived from
established and validated scales, identified through
an extensive literature review. To assess all the
components, multi-item measures were employed,
and deliberate choices were made to utilize the
following scales.

Sustainable HR practices is defined as “a set of
practices that contribute to the economic, social,
and environmental sustainability of a corporation
with a long-term vision and promote the well-being,
commitment, and satisfaction of professionals”
(Genari & Macke, 2022). We adopted the 16-item
SHRP (Sustainable Human Resource Practices) scale
developed by Genari & Macke, (2022). The scale
comprises- attraction and retention of personnel,
health and motivation and skill development.
Knowledge sharing is operationally defined in this
study as the collection of business processes that
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promote the dissemination of knowledge among all
individuals actively participating in various process
activities within the organization (Gold et al. 2001).
To assess knowledge sharing, we utilized a widely
used and validated scale developed by Gold et al.
(2001) consisting four items.

Job embeddedness is the extent to which an
individual feel deeply connected and integrated
into their job and organization, leading to a sense of
commitment and reluctance to leave (Crossley et al.,
2007). To measure this construct, we utilized a seven
items scale given by Crossley et al., (2007).
Employee sustainable performance comprise of two
determinants; employee performance and well-being
and is defined as “regulatory process in which an
individual worker enduringly and efficiently achieves
particular desired work goals while maintaining a
satisfactory level of well-being” (Ji et al., 2021). A
ten items scale given by Ji et al., (2021) was used to
measure the construct.

RESULTS AND ANALYSIS

Descriptive Statistics

Among the 280 participants, 65.3% were male, and
the rest were female. A combined total of 66.1% of
the respondents had worked at the same hotel for 1-5
years, while 34% had longer tenures. The most of
the participants fell within the 20-30 age bracket,
with only 2% being over 41 years old, while 39%
fall within the age range of 31 to 40 years.

First-order Measurement Model
Assessments

The first-order model assessment is a crucial step
which involves evaluating the measurement model’s
individual constructs. The purpose of this process
is to establish the reliability and validity of the
constructs by assessing the connections between
observed indicators and their respective underlying
latent constructs. Various statistical techniques are
employed in this assessment. In our study all factor
loadings were found to be above the satisfactory
limit of 0.70 (Hair et al., 2020) with the exception of
eight items, which were retained in the study since
the AVE value of the construct was found to be above
0.50 (Hair et al., 2022). The findings presented in
Table 2 indicate that both composite reliability and
Cronbach’s alpha values confirm the high reliability
of the constructs.

After testing reliability of the constructs, validity was
assessed through Fornell and Larker (1981) criteria.
In order to meet the criteria, the variance captured
by each construct’s indicators must be larger than
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Table 1. Reliability and Convergent validity.

Constructs Coding Factor Cronbach’s Composite = Composite  Average
Loadings Alpha Reliability ~ Reliability =~ Variance
(rho_a) (tho_¢) Extracted
(AVE)
Attraction and retention AR1 0.726 0.931 0.932 0.946 0.748
AR2 0.927
AR3 0.828
AR4 0.892
ARS 0.877
AR6 0.923
Developing skills DS1 0.915 0.889 0.900 0.923 0.750
DS2 0.867
DS3 0.857
DS4 0.822
Health and Motivation MHI1 0.876 0.808 0.810 0.874 0.636
MH2 0.819
MH3 0.769
MH4 0.721
Knowledge Sharing KS1 0.781 0.722 0.761 0.827 0.549
KS2 0.865
KS3 0.666
KS4 0.629
Sustainable Performance SP1 0.660 0.902 0.908 0.919 0.535
SP2 0.693
SP3 0.681
SP4 0.818
SPS 0.594
SP6 0.658
SP7 0.745
SP8 0.831
SP9 0.796
SP10 0.797
Job Embeddedness JE1 0.732 0.857 0.876 0.889 0.534
JE2 0.712
JE3 0.725
JE4 0.681
JES 0.713
JE6 0.707
JE7 0.833

Table 2. Discriminant validity using Fornell and Larcker criterion. Note: AR: Attraction and retention,
DS: Developing skills, MH: Health and Motivation, JE: Job embeddedness, KS: Knowledge sharing, SP:
Sustainable performance.

AR DS JE KS MH SP
AR 0.862
DS 0.646 0.865
JE 0.408 0.669 0.731
KS 0.418 0.594 0.728 0.741
MH 0.524 0.467 0.312 0.309 0.799
SP 0.370 0.759 0.696 0.685 0.397 0.731
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Table 3: SHRM: Sustainable HR practices, KS: Knowledge sharing, JE: Job embeddedness, SP: Sustainable

Performing

Hypotheses Relationships Beta T Statistics Class Pvalues F square VIF inner
under study intervals

H1 SHRM -> SP 0.337 4.000  {0.181;0.517}  0.000 0.161 1.612

HS5 SHRM ->JE 0.595 8.254  {0.424;0.717}  0.000 0.547 1.000

H2 SHRM->KS 0.550 5262  {0.275;0.709}  0.000 0.433 1.000

H6 JE -> SP 0.292 2.171 {0.048; 0.581}  0.030 0.092 2.389

H3 KS ->SP 0.297 2.614  {0.054;0.502}  0.009 0.103 2214

H4 SHRM ->KS ->SP  0.163 2.188  {0.036;0.330}  0.029

H7 SHRM -> JE -> SP 0.173 2.037  {0.027;0.371}  0.042

the common variance shared between that particular
construct and the other constructs. The results of our
study revealed that the study is free from the validity
concerns. The results are presented in table 3.

Second-order Model Assessment

In this study, the assessment of sustainable HR
practices followed a reflective-reflective mode. The
second-order construct assessments were measured
using the latent variable scores derived from lower-
order constructs. Collinearity issues were identified
and diagnosed by examining the VIF values (Variance
Inflation Factor) and it was found that all Variance
Inflation Factor (VIF) values were consistently
below the advised threshold of 3.33 as given by Hair
et al. (2019). This indicates the soundness of the
second-order model and strengthens the credibility
of the research findings.

Structural Model Assessment

The evaluation of the structural model results adhered
to the guidelines established by Hair et al. (2019,
2022) for hypothesis testing and for evaluating the
model’s capacity to elucidate and anticipate outcomes
(Hair et al., 2022). In the context of sustainable HRM
practices, the development of employees’ skills
emerged as the most notable predictor (B: 0.913, p
= 0.000), with attraction and retention practices (:
0.850, p = 0.000) as well as motivational practices
(B: 0.718, p = 0.000) being subsequent important
factors. The results revealed that the most significant
predictor of employee sustainable performance was
sustainable HRM practices (: 0.913, LB= 