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It is so good to hear that the Institute of Hotel Management, Catering Technology 
and Applied Nutrition, Bhopal is organizing a two-day International E-Conference 
on ‘Gen - Next Hospitality – Fostering Research, Innovation and Entrepreneurship, 
2021’. It takes immense courage and hard work to bring the industry back on 
track and above all to connect the academicians with the industry experts is an 
excellent opportunity to bridge the gap and discover new arenas for the same.
The hospitality industry has always been an emerging sector imbibing a lot of 
developments in service offerings even the prevailing pandemic. The industry 
has geared up strongly amidst the pandemic to cater the revenge tourist. This 
situation has given many opportunities for the researcher to bring up new 
researches which will not only give direction to the industry and society but 
will also highlight the areas which need to be worked upon and segments that 
need appreciation. The initiative of E-Conference taken by students and faculty 
members of the Institute of Hotel Management, Bhopal would definitely cater as 
a platform for many sound and like minds to present their findings which will also 
be beneficial for the industry stakeholders to match the changing pace.
I would like to convey my profound wishes to Dr. Anand Kumar Singh, Principal and 
IHM Bhopal Team on continuing the momentum and bringing in the stakeholders 
and industry together to bounce back efficiently and keeping the spirits high.
 
            With Best Regards,

(Ganji Kamala Vardhana Rao )
Director General (Tourism)

Director’s General Message





I am delighted to know that my alma mater, Institute of Hotel Management 
Catering Technology & Applied Nutrition, Bhopal, (IHM Bhopal), Madhya 
Pradesh under the Ministry of Tourism, Government of India is going to 
organise the second International E-Conference on Gen-Next Hospitality  
(IC-GNH)-2021 - Fostering Research, Innovation and Entrepreneurship on 
7th and 8th October 2021.

I congratulate worthy Principal Dr. Anand Kumar Singh and the entire 
team of IHM Bhopal for organising such a conference that encourages 
professional and academic fraternity to explore the new ideas of practice 
and opportunities for Fostering Research, Innovation and Entrepreneurship 
in Hospitality. 

I am sure that the conference shall bring new insights to the participants at 
various levels and the souvenir brought out on this occasion shall be useful 
and informative for all.

I convey my best wishes for the successful conduct of the conference and 
the publication of the souvenir on this occasion.

Dr. Ashish Dahiya
Professor - Hotel & Tourism Management

Director - Centre for Life Skills & Soft Skills
M.D University, Rohtak - Haryana, India

Email: ashish@mdu.ac.in

Message



The foundations of any leading global Institute of hospitality are laid on 
the essence of academic pursuit of perfection and its continuing thrive 
for excellence. I am extremely pleased to know about another academic 
endeavour that IHM, Bhopal is taking by planning and organising a 
much-needed International E-Conference on “Gen-Next Hospitality”. I 
congratulate Dr. Anand K Singh (Principal, IHM-Bhopal) and his entire 
team as I am very optimistic about the overwhelming response it will 
generate from many contributors of this conference through the proficient 
blend of research articles, discussions, deliberations, and in-depth insights 
on the opportunities with focussed address on the key-issues. This 
conference will surely allow the areas of management and Information 
Communication Technologies (ICT) tools in today’s era is witnessing a 
rapid challenges and changes, as a result hospitality needs to emphasize 
lot on researches by professionals and practicing academicians to keep 
an abreast on latest advancement in these disciplines. IHM, Bhopal’s 
commitment and contribution in the cause of promoting advanced level, 
higher quality research work related to the ‘Gen-Next Hospitality-Fostering 
Research, Innovation and Entrepreneurship’ will significantly contribute in 
the enlightenment of both industry and academia.  This conference will 
surely help in the fruitful exchange of vital information on diversified sub-
themes and thereafter the valuable feedback, therefore stimulating the 
scientific exchange of ideas.

I congratulate each member of the organising committee for their 
endeavours to disseminate knowledge, appreciate their efforts and wish 
this conference to be a great success!

L.K Ganguli
Director (A&F)

NCHMCT, Noida

Message



Director Studies Message 

 

I am glad and overwhelmed by the initiative taken by the Institute of Hotel 
Management, Catering Technology and Applied Nutrition, Bhopal is organizing a two-day 
International Conference on “Gen- Next Hospitality - Fostering research, innovation, and 
entrepreneurship in October 2021. 

Transformation, innovation and upgradation is the key to retain and remain in the market, 
especially in hospitality. Research is the key to know what is the need of the hour, academicians 
and industry experts together shape the future. The purpose of this conference is to uphold the 
legacy and push forward the young researchers and academicians to achieve 360-degree 
development in the field of innovation, research, and entrepreneurship. 

I am certain that the Conference will provide a platform for exchanging ideas and new thoughts 
of next-generation and will lead the stakeholders for a new change acceptance amid this 
pandemic. 

I convey my best wishes to Dr. Anand Kumar Singh and IHM Bhopal's team for this welcome 
initiative and wish this conference will impetus the thoughts and innovation in the field of 
hospitality, research and innovation 

 

With Best Regards, 

 

 

 

(Satvir Singh) 
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Institute of Hotel Management Bhopal

Institute of Hotel Management – Bhopal is a leading ISO 9001-2015 certified 
institution in India providing education in Hospitality Management, Applied 
Nutrition and Catering Technology since the last three decades.

We have been able to create, inspire & contribute a professional community 
of over 3500 within the hospitality industry in India & abroad. Through 
finest coaching, training and industry exposure, we strive to produce the 
best candidates to serve in various hospitality and other allied industries 
globally.

With our undergraduate and certificate programs, IHM-Bhopal offers its 
students a range of opportunities. Explore our programs in hospitality 
studies, our distinctive philosophy, and our impressive facilities.

IHM, Bhopal was originally established as a Food Craft Institute in 1978 to 
teach culinary skills and food science. It was only in 1986 that it was given 
its current identity by Ministry of Tourism, Government of India with the 
motive of facilitating overall development of the Tourism and Hospitality 
Industry in India.

What started with a batch of 40 students, and after almost 31 years of 
existence & dedication, IHM has grown into a full-fledged institute with a 
strong alumni network working in hospitality and various allied industries 
all over the world.



PREFACE

The world is changing rapidly and so is the Hospitality industry. From ancient traditional 
dharamshalas or inn managing to the luxurious grandeur properties, hospitality has seen 
a vivid change and evolved in the multidimensional domains. Even before the recent 
events of the Covid pandemic, our industry was finally beginning to embrace technology 
en-masse and haul itself into the modern era. COVID-19 has further accelerated this 
evolution and forced us to adapt to this change rapidly than ever before.
Covid-19 became a wake-up call for the industry. The use of technologies including the 
‘Internet of Things’, location-based services, artificial intelligence, augmented and virtual 
reality has resulted in the industry offering more attractive, efficient, inclusive, and 
economically, socially, and environmentally sustainable services than its predecessor. 
Laying a solid foundation for the technological infrastructure through property 
management systems will further spur the adoption of cutting-edge technologies.
More restrictive hygiene and travel measures have become the ‘new normal’ and will be 
for the next couple of years. However, we are looking forward to the industry’s ability 
to find innovative ways to create and provide new and better guest experiences in 
spite of these measures as the root of hospitality is the willingness to provide amazing 
experiences to the customer, regardless of the situation. “Vocal for local” and initiatives 
like “Aatmanirbhar Bharat” have pushed the professional one step forward by producing 
quality and quantity at the micro-market level which will lead industry to be more 
regional, cultural, and sustainable.
One of the best ways to remain at the forefront of the industry is to have a look at fresh 
perspectives and stay updated. This new generation of hoteliers, students, scholars, and 
academicians have plenty of thoughts and information, covering topics about how the 
pandemic has fundamentally changed hospitality, the innovation they must like to see, 
solutions for the problem which were there before the pandemic and in present too and 
how to come out as a master in this Pandemic.
The sole motive of this international e-conference Gen-next hospitality 2021 on “Fostering 
Research, Innovation, and Entrepreneurship” was to share the ideas and expectations 
of different people - Scholars, Students, Faculties, hoteliers, and entrepreneurs with 
various points of view and understand as to what ways can be used and what plans can 
be devised to put all this method into execution. Individuals after analysing the data 
recommended some solutions for current situations and problems which the hospitality 
industry is facing. They also listed innovations that we can have for this industry, 
change in education styles, the mind set of students, marketing management, consumer 
behaviour, future trends, etc.
We hope that this conference is fruitful and benefits mankind.
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ABSTRACT
Intent: The sole reason for doing this study was to understand what express check-in 
check-out systems are in the Hotel front office, and how do they add to the value of the 
service provided by the hotels as well as how they help to save the time of the guest. The 
study will also take the opinion of hotel staff working in the front office department of 
hotels spread across the country to have a varied opinion on what do they think about 
the same, especially in the context of post-COVID, whether these systems help maintain 
health safety.
Background: No one likes to wait in line; it hugely affects the guest satisfaction levels. A 
long waiting time can be painful after a gruelling day or travelling. Express check in system 
is an easy way out and the need of the hour as it eliminates the cumbersome check in 
process. Human contact is reduced to the minimum as guests can check in with the simple 
taps on the app. In the light of today’s scenario express check in can aid the front office in 
minimizing the waiting time and eradicate waiting lines altogether. Some challenges can 
be the cost of installation, loss of human touch, relying on the third party apps.
Objectives: The objective of this study was to see the willingness of guests towards 
express check-in and checkout methods in today’s scenario, to find out the average time 
taken in conventional check-in checkout methods. In an industry which thrives on human 
contact and personalization it is an innovation way ahead of its time and a need of the 
scenario. Also, to judge whether these systems help in the operations and SOPs set post 
COVID.
Methodology: For the same purpose a close ended questionnaire was made using 
Google forms, and a sample size of 200 was selected keeping convenience in mind, out 
of which 164 samples of both gender responded. Analytical tools like Arithmetical Mean 
and Likert’s Scale was used in effective analysis of the opinions collected through the 
questionnaire. Results to follow in the main study.
Keywords: express check-in checkout system, Hotels, Front Office, India, New Normal

AN OPINION STUDY ON THE FEASIBILITY OF 
EXPRESS CHECK-IN CHECK-OUT SYSTEMS OF 

INDIAN HOTELS IN THE NEW NORMAL
1
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INTRODUCTION
In the face of COVID pandemic many hotels are looking into their modus operandi as to how 
they can introduce a system which can be fast and efficient yet be aligned with the COVID 
norms. Self check-in checkout terminals are such tools that can be installed in hotels and it 
can work with little to no human contact as well as less staff. Updating outdated procedures 
sure is a challenge but it might also be a blessing in disguise by creating new ways to delight 
guests. Self check in checkout systems also known as mobile check in or contactless check in 
sure is a system to provide world class services yet encouraging social distancing and limited 
staffing keeping in mind the current scenario. 
While self check-in systems were gaining popularity in hotels all around the world covid 
pandemic sure made them a necessity in the day to day front office operations. Even before 
the pandemic standard check in wasn't a beneficial thing, a guest who has travelled long and 
is tired isn't really expecting a good small talk at that time. Nevertheless check in is a crucial 
first step towards a satisfying customer experience, now it isn't so futuristic after all, airlines 
have been a pioneer in the self check in system and proves that it's easily doable. Now there 
are two types of self check in checkout systems.
It is natural to think of kiosks as our only option but with the advancements in technology our mobile 
phones can also act as self check-in checkout terminals. Thus it is entirely possible to implement a self 
check in checkout system without actually spending a dime on the actual terminals or kiosks.
Contactless check in or mobile check in system:
1. Online check-ins can be enabled through the official website or a dedicated mobile application 

which will make the experience more customized and engaging. It can add a level of personalized 
service, provide local recommendations, important info, and ensure that guests have a hassle-
free, amazing stay.

2. Self check in kiosk: A kiosk is a physical tailor-made instrument allowing hotels to automate the 
check in process. Although it's convenient, the no touch policy during the COVID era might make 
it more difficult.

3. Having said that, proper sanitization decontamination is imperative, clear concise instructions 
and good interface will be advantageous. 

 y Along with the standard features kiosks can also:
 y Read debit/ credit cards even take physical payments
 y Offer add-ons and up sell
 y Print room door barcodes and registration keys

While it may seem as if self check-in checkout is hampering the golden standards of customer service, 
in reality it is making the process even more seamless and increasing the quality of the interactions. 
With less work on the admin and paperwork the front office staff can give them the freedom to do even 
more personalized guest service.
There are numerous benefits of installing self check-in/checkout system but some of them are:

 y No more waiting line
 y Speedy check in and checkout
 y Ease in following of the COVID norms
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 y Repeat business due to more standardized service from systems yet personalized from staff
 y Increased revenue opportunities
 y Instant visualization of services providing a physical evidence aspect to an intangible service.
 y Less staff required
 y More time for guests
 y Minimize human error

List of best contactless check in checkout solutions: (list from hotelminder.com)
y Octorate   y SabeeAPP
y GuestJoy   y NexGen Concierge
y Mews

List of best self check in checkout kiosks: 
y Roommatik   y Sezam24
y Abitari    y Ariane
y Agilysys

As hotels are typing to become more customer oriented and personalized self check in checkout 
systems will become the new golden standard.

3. LITERATURE REVIEW
3.1. Customer technology readiness study on Self service technologies
There is a huge advantage of the self service technologies implementation. However the level of 
willingness of customers towards self service technologies and their usage are important in anticipating 
the success of their implementation. Knowing the driving forces of customers’ intentions to accept self 
service technologies is required by all hotel managers (Wang, 2007). Self service technologies give 
the upper hand for customers to commence their business wherever, whenever, and however they 
want. Hotels can build on a guest’s experience by making it seamless and fast to check in and out using 
the self-service solutions. In this way, hotels can improve their bottom lines per room through more 
efficient room upgrades and cross selling of amenities. In 2010 a study of self service technologies 
by Hospitality Technology magazine reflects that 59% of consumers were willing to stay at a hotel 
which offers a self service check-out option over one which does not (Lorden, 2010). On the other side, 
even when the pros of self service technologies are clear, consumers may still avoid them if they are 
hesitant about the technology. Technology Readiness Index (TRI) and Technology acceptance model 
(TAM) are broadly extended and accepted in SST studies. TAM was developed by Davis (1985) to help 
understand better the technology adoption behaviour by people. TAM poses the primary belief for 
computer acceptance patterns to be perceived useful and perceived as easy to use. (Parasuraman, 
2000) Developed Technology Readiness Index (TRI) to measure and predict accurately the perception 
and behaviour of customers. 

3.2. Labor intensive nature of the hospitality industry 
Hospitality industry being one to give more personalized, customized and seamless industry is very 
labour intensive. Extensive manpower and capital during inception and throughout is essential for 
the hospitality business. In order to cater to the ever evolving nature of the industry and intangible 
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aspect labour becomes very important. It is also estimated that there is one employee for every hotel 
room present in the world (Choi, Woods, & Muarrmann, 2000). This labor intensive nature is also 
supported in a study by Pizam and Shani (2009), where hotel management employees confirm the 
huge significance of human capital for the easy operation in hotels.

3.3. Under-staffing and employee turnover 
Due to the labor intensive nature, and the increasing  number of hotels opening all across the globe, the 
hospitality industry has faced problems with recruitment and retention. This has led to under-staffing 
issues which have been seen in many research papers (Baum, 2002) According to a publication by the 
Ministry of Manpower in Singapore (2010), the service industries, including the hotel sector, accounted 
for three out of four of the overall job vacancies in June 2010. Given these demographic trends, the 
under-staffing in the hospitality industry still remains a real problem. These issues can be seen due 
to the negative perceptions of the hospitality industry as a less than ideal working place. Some of the 
reasons include long working hours, low salary scales, lack of career opportunities, poor working 
conditions, low job security, low skills requirements, harassment and the repetitive work found in the 
hospitality industry (Pizam, 1999) .In the coming years, the industry may see immense recruitment 
challenges if these issues are not effectively tackled, and the overall image of the hospitality industry 
remains negative among prospective employees (Hughes, 2008)

3.4. Guest Self-Service Encounter 
The traditional touch points have changed with the inception of self-service technologies where 
the guests interact with technological platforms which deliver an array of services to the customer 
without any human contact (Curran & & Meuter, 2005)  Traditional operations entails guests waiting 
in queues at the reception or being subjected to unsatisfactory customer service from front-office staff. 
(Doyle, 2006) Guests can now interact with the automated interface and obtain the required amenities 
on their own efforts such as check-in and check-out processes via kiosks or making reservations and 
payments through online websites, thus self serving. Technological advances have provided service 
industries an alternative to the traditional employee interactions (Curran & & Meuter, 2005)
Self service technologies are being seen at the forefront of every service encounter in many aspects of 
daily life, where customers are compelled to choose between self-service or staff service (Davis, 1989) 
.Self-service technology has amassed huge attention from hospitality academicians and practitioners 
because of its novelty, strategic importance and standardized service to the hotel sector (Cunningham, 
2009) . (Bitner, 2001) state that technology has already changed service delivery methods and will 
continue to do so in the future. The growth of self service technologies  has caused a big change in 
the nature of service delivery from guest interactions of 15 employee-to-customer to interactions 
between numerous customer-to-SSTs. Some prefer self-service compared to interacting with service 
employees hence companies which remain stagnant and do not evolve may eventually struggle to 
come at par and even stay afloat in the marketplace (Pech, 2002) SSTs have been introduced in various 
service industries such as the banking industry with ATMs and internet self-service options, the retail 
industry with self-scanning terminals at outlets, hotels with electronic concierges and check-in/check-
out kiosks. International hotel brands such as Marriott, Hyatt, Hilton and Starwood, for example, have 
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already introduced automated self-service kiosks terminals in their hotel lobbies, enabling guests to 
perform various processes. The travel industry also allows travellers to virtually check-in onto flights 
via self-check-in options.

STUDY METHODOLOGY
The study was undertaken to find out primarily about the self-check in systems being used in the 
country, which was done by studying an extensive literature regarding the same. To supplement this, 
an opinion feedback in the form of a close ended questionnaire was undertaken in order to understand 
the industry feedback regarding the same. Out of 200 samples approached from the hotels of Delhi 
NCR, 164 samples consented their approval to be included in the study and they responded so as 
to connect the literature with the industry. The tools for analysis included a Likert’s Scale for better 
understanding and quantifying the data for a wider scope of validation. 

OBJECTIVES OF THE STUDY
1. To understand the concept of Self-check-ins/Checkouts 
2. To analyse its validity and usability in the new normal world
3. To amalgamate the literature and findings with industry feedback

RESULTS AND ANALYSIS
The first question was to know about the demographic and the gender that has participated in the 
study. It will later help to ascertain whether these aspects affect or relate to the result that has been 
received in any way or not. It was found out that out of 164 samples, 69 samples were between 21-30, 
45 samples were between 31-40 and remaining 50 samples were above 40. Following this a delicate 
mix of both males and females was considered in the study with 91 males and 73 females. 

Figure 01: Bar grams depicting the demographics of age group and gender of the sample base  
(Source: Author)

The very next question enquired about whether the sample base has heard about the concept of self 
check-in checkout systems which are deployed in the hotels. The majority of them have heard about 
these systems as the answer yes was supported by 156 samples and the remaining 7 samples have not 
heard about the same. This establishes that most than 95% of the sample population is aware about 
the topic on which the questionnaire is established.
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Figure 02: Pie chart depicting awareness of sample base on concept of self check-in checkout  
(Source: Author)

As the majority of samples knew about the concept of self check in and checkout systems, the benefits 
these systems hold were asked to these samples. The most popular advantage of self checkout system 
was voted towards “time saving” as it gathered 53 votes, closely followed by 48 votes given to the 
option of “Convenient”. This was then followed by the option of “WOW Factor” which was selected 
by 33 votes, followed by 19 votes towards “promotes confidence” as the guest is him/herself doing 
hr procedure and thus instilling confidence of whatever he/she has been charged off without any 
interference of front desk assistant, that sometimes may make the guest feel uncomfortable. The last 
option of self-check in check out systems being popular is “Removes Workload of Staff” and was voted 
by 10 samples.  

Figure 03: Bar gram depicting benefits of self check-in checkout systems (Source: Author)

The next question discussed the first thought that comes into the mind of the sample when asked about 
whether the concept of self check-in and checkout system would be beneficial in the post COVID time; 
the samples were to respond in a straight yes or no. Here again, a majority was formed towards the 
yes option with 151 samples voting for it whereas the no option only had the remaining 13 samples. 
It was discovered the self check in and checkout systems help in avoiding any contact and better yet, 
having zero contact amongst the hotel staff and the guest, and in the times of COVID it will help reduce 
changes of contracting the virus and getting sick.



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

7

Figure 04: Pie chart depicting the benefits of self check-in checkout systems during COVID  
(Source: Author)

The next question was paired with the previous 
question so as to understand the level of which 
the effect would be there. The question was 
on what scale the samples would think that 
the self check-in checkout systems would be 
beneficial to both the guest as well as the hotels 
especially from the perspective of post COVID 
new normal world. A Likert’s scale was used 
here in order to quantify the data for a wider 
understanding and better perspective. Scale 
point 1 was not useful at all and scale point 5 was extremely useful. Also to note, scale point 3 was 
considered as a neutral grey area. The majority of the samples voted for scale point 4 i.e. most useful, 
with 49 samples voting it, followed by 42 samples voting for scale point 5. The neutral minded people 
voted for scale point 5 and the number were 30, which was followed by 27 samples voting for scale 
point 2 i.e. not useful, finally scale point 1 i.e. not at all useful being voted by 15 samples. If we analyse 
the percentage of sample base thinking self check in checkout systems 55% were agreeing to this fact 
(both the samples of scale point 5 and scale point 4) whereas 25% of the samples did not agree to this 
fact asked in the question.  It can be concluded that most of the samples agreed that the benefit of self 
check-in checkout systems is huge especially in the context of post COVID new normal world.  
The final question enquired certain problems that will be faced in such a setup wherein the 
implementation and operation of self check-in and checkout systems working in the hotel in the post 
COVID new normal world. It was necessary to understand the negative aspect of this study in order to 
conclude the paper better for the topic. The majority of the samples i.e. 68 voted towards “Technology 
Implementation” reason, followed by “Increases the Guest’s Work” as the reason acting as hindrance 
for effective implementation of Self Check-in Checkout systems, as 34 samples voted towards it. It was 
then followed by “Expensive to Maintain” which was voted by 43 samples, followed by the reason of 
“Defeats Touch-less Concept” which is a must in COVID time as it was voted by 15 samples and lastly 
the reason of “Ineffective” was supported by only 3 samples.

CONCLUSION
This study was undertaken for the sole purpose of understanding what is the scope of the self check-in 

Figure 05: Likert’s Scale depicting usability of Self systems in the post COVID 
world (Source: Author)
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and checkout systems in the Indian 
context and also to understand an 
industry perspective regarding the 
same. For this, a sample base of 200 
was kept as a goal, usually managers 
and executives working in the hotels 
of Delhi NCR, and 164 consented 
their approval. It was found that 
majority of them i.e. 156 out of 
163 knew what the concept of Self 
check-in and checkout systems are, 
and 53 samples were of the opinion 

that it helps save time for both the guest and the hotel when asked about the biggest advantage of such 
systems. Next it was analysed that 151 samples believed that such a concept was very much as per the 
new normal guidelines post the COVID lockdowns. A Likert’s scale was used in order to know how 
much to which a majority of 55% said it was of a higher value. Though the paper analysed that such a 
concept was very much applicable, 68 samples though such a technology will be difficult to implement 
in the India scenario.
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ABSTRACT
This paper identifies and finds of the current future trends in Hospitality and tourism 
marketing prospects in upcoming future trends after impact of Covid-19 effect. So new 
polices and foundations are established in both public & private sectors of the different 
Hospitality Industry. The hospitality, travel and tourism sectors have been badly affected 
and other factors need to adapt in new circumstances in future. Various tourist of future 
travelling will lead the hope of future across range of markets and other levels of markets 
sectors. New trends leads new technologies which structured the new hope of life on 
increasing base of time Various travel and tour companies start making opening process 
again with new hope of income increasing structure There are already indications that the 
pandemic has changed travel preferences, at least in the near future. We can expect to see 
a rise in domestic and non-urban holidays due to corona virus fears and tough household 
budgets. Generations of customers have moved online over the last year, with expectations 
set by digital leaders in other sectors Hospitality sales are different from consumer goods 
sales because marketers must sell tangible as well as intangible products. The hospitality 
industry overcomes with current scenario but new digitalization and more hygienic 
protocol should be applied in all luxurious hotels & others tourism spots. New things and 
trends leads hospitality industry and tourism sectors not only in digitalization but also 
impacts new customer expectations in terms of e-booking, e-checking, and various other 
marketing policies which may changes the pattern of thinking mindset of tourist as well 
as guest expectations level. A new things like hygiene atmosphere, Proper sanitization, 
and other methods which need to be maintained and implemented new SOP policies 
in our organization so the guest priorities and care should be properly taken care. New 
marketing strategies for various tourist places should be planned so that all tourist travels 
should feel safe and comfortable.
Keywords: Geopolitical, cyber-tourism, global tourism, intangible

FUTURE TRENDS IN HOSPITALITY AND TOURISM 
MARKETING MANAGEMENT2
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INTRODUCTION
The future predication cannot be in our hands but we can aware about the present and 
sustain our upcoming future more reliable way and maintain well knowledgeable facts about 
the changing trends  of new hospitality and other tourism sectors. After almost 1.5 years 
recent effect of Covid-19 badly hit the market sectors of Hospitality & tourism base. With 
this a new tendency and trends the hospitality sectors and tourism will emerges to change 
in India. Talking about trends, trying to predict them, and attempting to foresee the future 
is very much a trend in itself. The future of the hotel and hospitality industries is a hot topic 
and the paths to success are potentially many. In general terms, hotel industry trends or 
hospitality trends generally look at new consumer behavior, new technology, and the new 
business theories that are powered largely by the former two factors. Sometimes though, the 
more things change the more they stay the same. Of course, in the next five to 10 years much 
might change within the hotel industry, but we wouldn’t expect the core values of hospitality 
to deviate. In fact, they’ll probably become even more important. It’s the way hotels capitalize 
on new trends that is vital. One thing for sure is that generic or impersonal hotel companies 
will struggle to survive in the future. Your hotel must have a personality that connects to 
both existing and prospective guests. It’s a vital ingredient for travelers who are looking for 
a unique travel experience. Obviously this personality must be conveyed via your staff and 
the property itself. Every hotel room and human interaction should reflect what your brand 
represents

OBJECTIVES
 y This paper aims to determine the new structure of policies which changes the future 

growth of economy of hospitality & tourism areas.
 y To know about future trends of hospitality industry.
 y To understand the upcoming and modify changes in marketing areas and tourism 

sectors.
 y To understand what are future challenges that the hotels face for implementation to 

follow the latest trends and changes on surrounding areas.
 y To know the areas where to develop the hospitality field area and tourism spots

IMPORTANCE OF FUTURE TRENDS IN HOSPITALITY & TOURISM

HOTEL TRENDS
New trends policies are changing is rapidly and policies are placed with new techniques 
following are the ways of new changes

 y Smart hotels
Incorporating the Internet of Things (IoT) into a property is something that excites guests. It 
offers them a high level of convenience and efficiency, and also a sense of luxury. People are 
starting to incorporate tech like this in their own homes so the demand for it in hotels is sure 
to increase.
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 y Sustainable hotels
Generally, society is becoming more environmentally conscious as it becomes clear 
sustainability is an important issue. These changing attitudes are filtering into the way 
travelers choose their hotel. Sustainable hotels look at eco-friendly construction, energy 
saving, waste management as priorities.

 y Robot staff
Some travelers may find it confronting to be served by a robot, others may welcome the 
chance not to have to interact with humans when staying at their hotel. More and more hotels 
are using robots in some capacity, to help automate check-in and check-out, carry luggage 
and acts as concierges, or for room service.

 y Virtual Reality and Augmented Reality
These technologies are no longer the niche segments they once were. Extremely popular 
already in gaming and entertainment as well as attractions, they can also be quite useful to 
hotel customers. Virtual reality replaces the real world with visual and audio input while 
augmented reality layers virtual elements onto the real world. Customers who want to try 
before they buy can take virtual tours of your property and even parts of the destination. With 
AR, a hotel might use something like an interactive map to provide information to guests.

 y Unique brand experiences
Many hotels are now starting to differentiate their brand by doing something unique with 
the way they design, layout, or outfit their property. Travellers are looking more and more for 
cool, experiential hotel stays so anything a hotel can do to provide a novelty factor is going to 
be at an advantage. All of these trends are influenced and informed by greater societal trends. 
This is why it’s so important for hoteliers to look at shifting away from the traditional and 
embrace the radical if they want to maintain a healthy business. There’ll always be a place for 
good old fashioned hospitality but they way it’s delivered probably will need to alter.

 y Sharing economy
Airbnb represented a major disruption in the travel industry and it certainly stuck – but it 
didn’t kill hotels either. Just as Uber and ola cabs hasn’t killed taxis. Rather it’s contributed to 
a growth in the industry which can only be a good thing.

 y Online travel agents
Obviously OTAs changed the entire landscape of the hotel industry. They made it so much 
easier for travelers to find and book hotels, and much easier for hotels to reach target 
audiences. Hotels were able to brand build and occupy their rooms like never before. It did 
come at a price however, with hotels needing to pay OTAs for the privilege of accessing their 
guests. These days, OTAs are a necessary part of a hotel’s sales and marketing strategy.

 y Digital guest experiences
Digital marketing has been a way to reach travelers for a while but it continues to grow. 
Customers themselves are interacting with digital experiences more than ever before and are 
now expecting to be communicated to via digital formats. Apps in particular are seeing a huge 
rise in usage and there are tones of ways hoteliers can use apps to manage the relationship 
they have with prospective and existing guests.
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 y Boom of global tourism
Global tourism has grown steadily year on year, especially as more nations become developed 
and low cost carriers have enabled people to cross the world at a reasonable price. Travelers 
from locations like Korea, China, and India now represent a large body of potential guests for 
hoteliers. Their demand has a big impact on what the hotel offers.

 y Young markets
Young people have always had a sense of adventure and desire to travel. In today’s climate 
they are a huge consideration for hoteliers. Generations Y and Z live for the opportunity to 
getaway and undertake life-changing or life-enriching experiences. They also bring a new 
focus to travel, with older generations thinking about hotels and car rentals while the younger 
group is starting to think about Airbnb and Uber.

 y Power of social media
Since the launch of Facebook and other social media platforms, the power to influence 
travelers has soared – and will continue. The amount of media that can be pushed to global 
audiences is vast and extremely incentivizing. Brands can market much better and are 
constantly finding news ways to use social media to collect loyal customers. Meanwhile, 
when travelers share videos and photos of their trips with friends and family, this is one of 
the most impactful factors in inspiring others to take a trip. The other advantage of social 
media’s growing dominance is that it makes your property available to travelers 24/7 with  
automated messaging.Instagram in particular is the place to be for hotels and travel brands 
given it has one billion monthly users and 500 million users of stories each day. In addition, 
2020 is set to see a mobile phone penetration rate of 73% amongst the world’s population, 
strengthening the power of social media

REVIEW LITERATURE (CASE STUDY/ OPEN ARTICLE) By Shangzhi Charles Qiu, Research 
Assistant at the Purdue Tourism & Hospitality Research Center

 Marketers in the tourism and hospitality field are trying their best to keep up with the 
most fashionable practices in marketing. At the same time we eager to learn from the best 
practices in other industries, we are struggling with matching the popular stuff with the 
unique characteristics of hospitality products. This has been long a huge challenge for both 
practitioners and academics in hospitality. I am not claiming myself an expert in marketing, 
but would like to share some ideas based on my research experience in the area of hospitality 
and tourism marketing. Under the influence of social media, convergence of virtual and 
physical experience, and rise of creative society, I identified five marketing trends that may 
significantly influence future tourism and hospitality marketing practices. They are: 

1. Application of Augmented Reality (AR) Technology to Improve Experience; 
2. Application of Virtual Reality (VR) Technology to Promotion;
3. Viral Marketing through Social Media 
4. Human Spirit Marketing; 
5. Collaborative Marketing..
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Augmented Reality in Marketing
 y Augmented Reality (AR) technology could bring valuable opportunities for 

destination marketing. AR is a view of the physical world with additional information.
 y Examples include a screen that could show a camera feed with digitally generated 

content, and a mobile app that connects the physical objects to digital content. 
 y The success of the mobile video game Pokemon Go released on July 6th, 2016 

demonstrates the power of AR technology in customer experience enhancement. 
 y In Pokemon Go, the virtual world is synchronized with the real world. And the 

location of the avatar is the same with location of the mobile phone, determined by 
GPS. Therefore, in order to move the avatar to different places, the players have to 
move themselves. Players are actually experiencing the life of the avatar by walking 
around the areas searching for pocket monsters. This unprecedented AR game 
experience has achieved unexpected success in only a few days. On the launch date, 
the number of players already exceeded the capacity of online servers. Moreover, 
only 3 days after release, the daily active user number of Pokemon Go was already 
approximate to that of Twitter (Skrebels, 2016). This game has added $7.5 billion to 
the market value of its owner Nintendo in just two days (Reuters, 2016).

 y One opportunity for destinations is to appeal to the experience of pokemon 
collection (pokemon is short for pocket monster, creatures to be collected in the 
game). Pokemon Go has been designed in this way that certain pokemon species 
are common in one area but rare in other areas. In addition to see real wild life 
in the destinations, perhaps there will be another interesting thing to do at the 
tourism destinations: catching new species of pokemon. Destinations can consider 
cooperating with Pokemon Go to have exclusivity of certain species so that players 
have to visit the destination in order to collect the precious pokemon species. 
Attractions can also utilize this platform to increase its awareness. Today, it is 
common to see large numbers of people stop by local landmarks to collect pokemon 
and virtual equipment. Pokémon Go Sydney Walk that got together 2000 players 
at the Sydney Opera House was perhaps one of the earliest events of this theme 
(Rossignal, 2016). The successful launch of Pokemon Go is followed by a series of 
viral events featuring the theme of pokemon world on major social media platforms. 
These eye catching events inevitably draw more attention on the destinations.

 y AR technology has already been used in improving tourist experience, particularly 
adding entertaining elements to the journey. For example, TimeWarp and Urban Sleuth 
are AR gaming applications that actively engage users through the reconstruction of 
historic events and buildings, or by sending tourists on missions within a destination 
(Kouvanis et al., 2012). In the era of experience economy (Pine & Gilmore, 1998), the 
attention of marketing is gradually shifting to experience design and experience co-
creation (Prahalad & Ramaswamy, 2004). AR technology will play a critical role in 
fulfilling this goal by bringing a new concept of experience to consumers so that the 
work of experience creation will be redirected. Tourism marketers will also need to 
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reconsider or even redefine the experience that destination offerings can provide. In 
the future, the AR not just enhances the visitor guide experience, but also adds fun 
to the trip.

Virtual Reality in Marketing
 y Application of VR will change the future of destination promotion since potential 

tourists will have a more direct experience about the tour than just reading other 
tourists’ narratives or watching videos and photos. 

 y Virtual Reality (VR) is an immersive experience. The user’s view is completely 
different than what is in their real world environment. It usually involves a head-
mounted screen that takes over users’ whole field of vision, showing something 
completely unrelated to the world around the users.The sense of sight is very 
important in tourism, where a lot of experiences depend on visual stimulation 
(Guttentag, 2010). 

 y This feature makes simulation of real world particularly valuable for destination 
promotion. Williams and Hobson’s (1995) research revealed that touristic VR 
environments have great influence on tourists’ planning behavior due to enhanced 
interactive experience and the feeling of immersion. 

 y In addition, VR technologies in combination with multimedia can aid destination 
marketers in creating memorable experiences.The potential of VR in future tourism 
marketing practice has been recognized in recent tourism literature (Huang, 
Backman, Backman, & Chang, 2016). Huang et al.’s (2016) study indicated that VR 
touristic environment leads to higher travel intention because of greater perception 
of autonomy, competence and relatedness of the users. Study by Tussyadiah, Wang 
and Huang (2016) demonstrated that VR tourism experience has very strong 
persuasiveness if the users are fully immersed. Users are very determined about their 
(dis)interest in the place after a short time of VR experience.In practice, Destination 
British Columbia (Destination BC) in Canada is the pioneer of Destination Marketing 
Organization applying VR. According to Destination BC (2014), the “The Wild Within 
VR Experience” campaign launched in December 2014 used VR as a promotional 
tool. 

 y The VR experience consists of a 360-degree video of the Great Bear Rainforest, a 
diverse and protected area located along the central Pacific coast of BC. The film 
is shot in both first person and third person view and follows general touristic 
experiences from the view of tourists. Viewers are journeying along the coastline in 
a boat. 

 y To add an interactive element, for example, viewers later have the option to either 
visit a sea lion colony or to go hiking in the mountains. (Destination BC, 2014). 
Today, more and more tourism businesses are trying to apply VR technology to 
product or destination promotion (Huang et al., 2016; Tussyadiah et al., 2016). As 
this technology is gradually applied across different domains of personal life and 
commercial activities, it will become a popular marketing tool for tourism marketing 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

15

practitioners in the coming decades.

Viral Marketing through Social Media
 y Viral marketing has become a mainstream marketing tool used by multinational 

enterprises in different industries, including Nike, Unilever, and Volkswagen. 
 y The recent trend toward viral marketing also has been fueled by the growing 

popularity of social media (Schulze, Schöler, & Skiera, 2014). The case of CityVille, 
an online video game that reached nearly 100 million players in a few weeks, 
demonstrated the power of viral marketing (Schroeder, 2011).

 y The recent success of Pokemon Go is also attributed to the word-of-mouth on 
online social networks that connects billions of consumers.Theses successful cases 
inspire more and more businesses to conduct viral marketing. Theories in social 
psychology and marketing provide reasons behind the success of viral marketing in 
contemporary market environment. First, viral marketing is based on the power of 
word-of-mouth (WOM). 

 y It is commonly recognized that WOM is much more effective than advertising in 
changing consumer’s attitude and purchasing behavior and consumers are more 
inclined to accept information from social sources than from commercial sources 
(Smith et al., 2007). Second, social media that connect billions of consumers in the 
world enables the influence of WOM to expand exponentially. 

 y The ease and accuracy of reproduction of electronic messages by general users 
actualize the exponential growth (Kaplan & Haenlein, 2011). Third, contents used 
for contemporary viral marketing meet consumer’s motivation for sharing. 

 y According to Schutz’s (1966) FIRO (Fundamental Interpersonal Relations 
Orientation) theory about interpersonal behavior, consumers are motivated to 
share the electronic content because its entertaining effect and personal relevancy 
satisfies one or more of three interpersonal needs: inclusion, affection, and control.
Recent literature shows that social media are becoming increasingly important 
information sources for tourists (Xiang, Magnini & Fesenmaier, 2015). WOM is 
regarded as a particularly trustful and reliable source of tourism information due to 
the intangibleness of tourism experience. And recommendation from friends is also 
a major source of destination awareness for many tourists..

Human Spirit Marketing
 y The concept of human spirit marketing was proposed in the book Marketing 3.0. 

It is a response to the rise of creative society. Based on literature discussing the 
increasing need for spirituality and spiritual resources in creative society, Kotler 
et al. (2010) asserted that consumers today are not only looking for products and 
services that satisfy their needs but also searching for experiences and business 
models that touch their spiritual side. Supplying meaning will become an important 
form of value proposition in future marketing. 
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 y To touch consumer’s spirit, companies should first treat consumers as holistic 
human beings rather buyers. And a holistic human has four components: physical 
part, a mind for independent thoughts, a heart that feels emotion, and a spirit which 
is soul and philosophical center (Covey, 2004).

 y Human spirit marketing requires marketers to target consumer’s mind and spirit at 
the same time to touch their heart. In terms of branding, companies should attend 
to brand integrity building in addition to brand identity and brand image building. 
Brand integrity is about being credible, fulfilling promise, and targeting consumer’s 
spirit. For example, Timberland differentiates through the community volunteer 
program “Path of Service” that involves employees. This program manifests the 
spirit of engaged citizenship, environmental stewardship, and global human rights. 

 y This program continues even at the company’s most difficult time because 
Timberland’s leaders believed that community volunteer service is an integral part 
of the brand DNA.Gustavo (2013) analyzed current environment for tourism and 
hospitality marketing and proposed that tourism businesses should develop new 
marketing management models under the Marketing 3.0 paradigm. He witnessed 
that many tourism and hospitality business leaders have embraced human spirit 
marketing. 

 y For instance, in response to a society increasingly sensitive to environmental issues 
and clients who are more emotional and concerned about personal well-being, 
several businesses have centered public relation effort on programs of responsibility 
and environmental awareness. 

 y These businesses includes Starwood Hotels and Resorts who emphasizes the 
responsibility for environmental stewardship and sustainable business practices in 
its mission and strategy, and Emirates Airlines who built a foundation to provide 
humanitarian, philanthropic aid and services for children of Bangladesh, India, Sri 
Lanka and Kenya. Therefore we predict that the concept of human spirit marketing 
will continue to influence the marketing practice in tourism and hospitality field 
because it meets to the requirement of today’s consumers for a trustful brand

Collaborative Marketing
 y Collaborative marketing is another important trend in the era of Marketing 3.0, 

driven by the new wave technology of expressive social media and collaborative 
media (Kotler et al., 2010). 

 y This new wave technology increases the interaction opportunities between firms and 
consumers, firms and firms, and consumers and consumers. As a result, marketers 
no longer have full control over their brands. They must now collaborate with 
consumers and other organizations. For example, the “Free Doritos” advertisement 
that won the top spot at the 21st Annual USA Today Super Bowl Ad Meter was 
actually a user-generated advertisement .

 y The concept of collaborative marketing has been supported by both theory and 
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practice. The service-dominant (S-D) logic theorizes the joint role of organizations 
and customers in the value co-creation process (Vargo & Lusch, 2004). Based on the 
value co-creation assumption, Vargo and Lusch (2004) suggested that companies 
seek to collaboration with other companies and consumers to enhance marketing 
competitiveness. The S-D logic, which aims at becoming the future dominant 
marketing logic, is gaining more and more acceptance in marketing literature. 

 y Meanwhile, new wave technology facilitates the management of value co-creation by 
companies, making collaboration with consumers more feasible (Kotler et al., 2010).
Collaboration is particularly important in destination marketing effort due to the 
fragmented nature of tourism industry. Relevant studies suggested that collaborative 
marketing is a feasible solution to various challenges in destination marketing (Wang 
& Xiang, 2007) and is effective in building consistent brand identity and offering 
competitive value proposition (Park, Cai & Lehto, 2009). 

 y Advancement of social media technology is moving the collaborative effort toward a 
more profitable value co-creation pattern (Cabiddu, Lui & Piccoli, 2013).Researchers 
proposed that practitioners should pay more attention on collaborative marketing 
and value co-creation management in the future (e.g., Cabiddu, Lui & Piccoli, 2013; 
Wang & Xiang, 2007). Both academy and industry are increasingly aware of the value 
of collaborative marketing. 

 y Value co-creation between tourists and organizations has become a hot topic in 
contemporary tourism research (Rihova et al., 2015). Therefore it is reasonable to predict 
that collaboration with consumers and other organizations will gradually become one of 
the mainstream marketing strategies in tourism sector in the coming decades

 METHODLOGY
This research paper is based upon the secondary data and thus has been collected from 
research papers, books, and various sources of websites. The secondary data was collected 
from source of publications such as magazines, journals, research articles, internet, and 
published and unpublished various sources of research papers and sites .

FINDINGS/SUGGESTIONS
Here are some suggestions which we can prepare and planned more better way to handle our 
responsibilities both hospitality and tourism markets 

 y We need adopt the level of technologies in more efficient in  regular level
 y We have to give priority the customer hygiene importance in our daily practices area
 y We need to develop our tourism markets management in E level of technology
 y The new trends will changes the mindset of future customers so we need to focus 

their preferences sustainability growth also.

CONCLUSIONS
As new trends will changes the demand of the customer level of thinking and also from the 
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various sources by giving benefits of gathering and integrating the data from various sources 
of benefits which will now changes the thinking pattern after effect of Covid-19 consideration 
view. New marketing strategizes should be develop in new base of concepts in which all 
things should be consider for proper protocol mandatory to all the sectors of Hospitality 
industry.. For tourism markets we need to focus more on the areas from ground level of 
work like from service style to in house facility should be changed and new adaptation of 
technologies should be implemented in various Tourism spots or Hotels where contactless 
information e check in facility and cashless transactions should be applied so that proper 
hygiene and sanitization work should be monitories. These new trends polices will change 
the aura of atmosphere over there and guest satisfaction will highly increase rapidly. So we 
need to adopt latest technologies and knowledge both in our field area both tourism and 
hospitality business. 
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ABSTRACT

This paper focused on Webometrics and Altmetrics both are commonly used for statistical 
analysis of citation. Webometrics is the application areas of link analysis, web citation 
analysis, and evaluation of search engines, measure web 2.0, and web data analysis. It 
serves web ranking analysis on higher education, citation analysis, web impact factor on 
academic publication for research output. Altmetrics collects the data from other platforms 
and publishes them to calculate the number of views, saved, download, discussion and it 
serves the recommendation. It is using the indicators of impact factor and h- index. 
Keywords: Webometrics, Link Analysis, Web Crawler, Web Impact Factor, Altmetrics
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INTRODUCTION
The term “metrics” was derived from the Latin word “metricus” which means measurement. 
For example, generally, the word metric is often used suffixed to a subject, it respectively 
used in the field of library science areas like Librametrics, Bibliometrics, Informetrics, 
Scientometrics, Altmetrics, Cybermetrics, etc, in the library.
Webometrics is the quantitative study of web page content, web pages, web link analysis, 
web impact factors, etc. It is a standard statistical and mathematical techniques aspect of 
web information. 
Altmetrics is Alt+metrics =Altmetrics. It is a scientific statistical and quantitative measure 
tool. Its key areas are viewed, discussed, cited, saved, and recommended. It is an adaptation 
of various databases like Mendeley, Zotero, PubMed, Web of Science, Scopus, etc.

A. WEBOMETRICS
 The term “Webometrics’’ was first coined by Almind and Ingwersen in 1997 (Chellappandi & 
Vijayakumar, 2018). Webometrics consists of two terms “Web” and “Metrics’’. Web indicates 
the World Wide Web and Metrics means measurement. The science of Webometrics also 
Cybermetrics tries to measure the World Wide Web to get knowledge about the number and 
types of hyperlinks, the structure of the World Wide Web, and usage patterns. (Chellappandi 
& Vijayakumar, 2018) 
Definition
According to Bjorneborn and Ingwersen (2004), the definition of Webometrics is “the study 
of the quantitative aspects of the construction and use of information resources, structures 
and technologies on the web drawing on bibliometrics and informetrics approaches. 
(Chellappandi & Vijayakumar, 2018)
Webometrics, a research area of information science that comes from the related area of 
bibliometrics, can be described as the “quantitative study of web-related phenomena” 
(Ninkov, 2020)
Foundation Theory
Webometrics basic foundation theories from Bibliometrics law (i) Bradford’s Law (1934): 
used for the law of scattering of scientific productivity. (ii) Lotka’s Law (1926): the frequency 
distribution of author’s productivity. (iii) Zipf’s Law (1949):  applies to frequencies of words. 
And other theories are (iv) Pareto Rules: Pareto rule is also called the 80/20 rules. It is 
applied to economics to identify the distribution of income and wealth. (v) Mandelbrot or 
Fractal Theory (1975) used for fractal dimension to measure the complexity of the objects. 
(vi) Leimkuhler Model (1967): This model applies to rank the journals in decreasing order 
of productivity.
Application of Webometrics
Webometrics is mainly used in various fields for quantitative aspects and web information 
use. Thelwall divided four broader areas for the growth and development of Webometrics 
research:
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1. Link Analysis
Link analysis means web link structure analysis. Link analysis is the quantitative study of 
hyperlinks between web pages (Pachuau et al., 2015). It is commonly used to consider those 
web pages that are added for the collections of the record which do not add to the collection 
of records. That means which pages to crawl through search engines. How to order the page 
rank of the document matching query. Its categories are:

 y  Hyperlink Analysis: Hyperlinks are generally written in the HTML language. It is 
provided to make reference mechanisms like image, word, footnote, glossary, etc. 
it should be used to link one page to another page by clicking or tape a hyperlink 
document and it should be precise.

 y  External Link or Outlink: It is used for the count and analysis of outgoing links 
from other web pages or websites.

 In-link or Incoming link: It is used for the count and analysis of coming links from 
other web pages or websites.

 y  Backlink: Backlink is used for Search Engines to detect incoming links that refer to 
all links from other websites referencing the website in a specific query. 

 y  Reciprocal link: When two or more two web pages or websites are available on 
WWW to detect the correct link.

 y  Broken link: Broken link commonly used to detect the many search troubles, 
problematic for website visitors, enable access to the retrieval of information. A 
website that has not been updated for a long time may deteriorate from link root, 
and a term used to interpret a site with broken links.

The best example of Webometrics for the ranking of link analysis academic university 
websites. Such as Webometrics Ranking of World Universities (WRWU), Academic Ranking 
of World Universities (ARWU), Time Higher Education (THE). 
2. Web Citation Analysis
It is calculated by online citations of original published research works in academic 
publishing. Bibliographical citations originating in regular citation indexing databases like 
Science Citation Index (SCI), Social Sciences Citation Index (SSCI), and Arts & Humanities 
Citation Index (A&HCI) for determine the impact and assumed the quality of research and 
author of research publications. Webometrician can use the most popular citation database 
of Google Scholar to distinguish the impact of research publications.
3. Search Engine evaluation
A search engine systematically searches the WWW particular information specified in a 
textual web search query. Search engines consist of three components such as:

 y  Spider: to find out the information on a million web pages, a search engine 
manipulates special software called a crawler. The crawler is also called a web 
crawler. Its main operation of crawling is that the particular program starts with a 
web page and fetches the web pages from specified URLs. Examples of web crawlers 
are LexiURL, SocsciBot.

 y  Search engine software and interface: Search engine software performs the 
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information retrieval program.
 y  Index: Index commonly used for exact matching to word, the title of the content, 

author name, domain name and HTML fields, etc. It is a design keyword base. 

4. Web Data analysis or Measuring Web 2.0
Webometrics is generally used for measuring the website, web content, web ranking from 
different domains of research areas in the discipline of social sciences. The Web Crawler and 
Application Programming Interface (APIs) has been served to extract a great capture of data 
on the web. 
Tools of Webometrics
 Following webometrics tools are discussed below:

 y  SEO (Search Engine Optimization)
SEO tools help to crawl the World Wide Web (WWW) of linked million web pages. Examples 
of search engines are Google (1998), Dogpile (1996), Lycos (1994).

 y  Web Impact Factor (WIF)
The idea of measuring average link frequencies, that is, the WIF, as one of the quantitative 
indicators was developed in 1998 by Peter Ingwersen (Noruzi, n.d.). WIF is one of the 
quantitative indicators or average link frequencies. There are three types such as Self Link 
WIF, External Link WIF, and Revised WIF.

WIF =(Number of  total link pages )/(Number of Web pages indexed by the search engine)

 y  Web Ranking Tools
Webometrics or web ranking provides the largest academic ranking system of higher 
education (Universities) throughout the world. It is a unique ranking system. An example of 
a web ranking tool is Google Page Rank.  It is used for link analysis algorithms.

 y 	WISER	(Web	Indicators	for	Scientific,	Technological	and	Innovation	Research)
The WISER ranking method is the study of websites focused on the visibility and connectivity 
of the various institutions or universities. It has four indicators as Size (S), Visibility (V), Rich 
Files (R), and Scholar (Sc), and each indicator has a particular weightage, to collect and to 
calculate the rank.

 y  Manifested Tools: 
(PRIMOEX) PResence and IMpact of the Openness and Excellence used to identify the 
visibility and connectivity of the web ranking of universities (Higher Education ) websites. It 
has four indicators Presence (P), Impact (I), Openness (O), and Excellence (E) each indicator 
has a particular weightage, to collect and to calculate the rank.

 y  Visualization Tools: 
Visualization tools are commonly used for graphical representation like network diagrams. 
Some examples of visualization tools are Pajek 5.13, Netdraw 2.158,  Ucinet 6.729, NodeXL 
1.0.1.92, etc.
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Techniques of Webometric
Webometric has used some techniques like Cosine Technique, Multidimensional Scaling 
(MDS), and Standard Statistical Techniques for Link Counts, Co-citation Analysis, Multivariate 
Statistical Techniques, Backlink Analyzer, etc.

B. ALTMETRICS
Altmetrics consist of two terms one is “Alt” and another is “metrics”. The term Altmetrics 
was released on 26 October 2010. It is also called Alternative Metrics. It is based on scholarly 
impact metrics but it is not article-level metrics. It is non-traditional bibliometrics and 
scholarly scientific publishing complementary to more classical citation impact metrics like 
h- index and impact factor. It has roots in the #altmetrics hashtag and its generalization of 
article-level metrics.
Features

 y  Although Altmetrics covers the metric research articles, those can be measure and 
analyzed in journals, books, datasets, presentations, videos, people, web pages, etc.  

 y  It used public Application Programming Interface (APIs) over the platforms to 
collect data with the open scripts and algorithms analysis.

 y  It is used in academic search engines for ranking newly published articles.
 y  No one can read everything then use the filter to make the narrow search to gather 

the great data on specific scholarly literature and development to the growth of 
literature.

 y  Online media, online reference management (Mendeley, Zotero) were used to 
calculate scholar impact for online research output.

 y  Peer-reviewed served scholarship fulfills the mandatory criteria for those purposes.

Kind of Altmetrics
According to the ImpactStory and little contribution of Public Library Science (PLOS) in 
September 2012 categories of Altmetrics.

 y  Viewed: It can calculate the number of views for example publishers can count the 
HTML views and pdf views.

 y  Cited: Web of Science, Scopus, PubMed, cross reference, etc are approved in the 
citation of scholarly literature and track the paper.

 y  Discussed: It can calculate the number of discussions, see the metrics and capture 
the discussion history like journal comments, Twitter, Facebook, Instagram, and 
other social media.

 y  Saved: Altmetrics can count the number of time views, saved, and bookmark the 
paper. It can use Mendeley, CiteULike, etc.

 y  Recommended: Many platforms serve the recommendation or ranking of the paper. 
For example, recommendations used by the faculty of 1000.
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Tool of Altmetrics
 y  Impact Story

 It was established in 2011. ImpactStory is a Web-based application. ImpactStory focused 
on open science activities.  It provides easy to track the impact of a non-traditional citation 
on a wide range of research output used in journals, books, datasets, research code, etc. This 
report was generated from Mendeley, Github, and others and that was linked.

 y  PLoS ( Public Library of Science) Impact Explorer
PLoS is non-profit, open access, scientific, technology publisher. It was established in 2003 
and published in seven journals. Harold E. Varmus, Patrick O. Brown, Michel Eisen founder of 
PLOS. It is allowed to browse the discussion collected by altmetrics.com for reports or papers 
published by PLoS.

 y  ScienceCard
Science card provides article-level metrics to calculate the number of citations, number of 
downloads for an individual researcher. Each researcher has a unique authentication like 
PubMed IDs, DOIs (Digital Object Identifiers. Data is collected from social media (Twitter, 
Facebook), online reference management (Mendeley, Zotero), Databases ( PubMed), 
CiteULike, and other platforms.

 y  PaperCritic
PaperCritic is an open and transparent platform. It is allowed to monitor all types of feedback 
on scientific work and easily review the other works.

 y  CrowdoMeter
CrowdoMeter is a web-based tool for Altmetrics. It uses a subset of CiTO (Citation Typing 
Ontology. The characteristics of citation are based on ontology, both factually and rhetorically. 
The result of crowdsourcing is to browse comments linking to scientific articles in real-time. 
It can allow users to add semantic or related information.

 y  ReaderMeter
ReaderMeter is a mashup visualization tool for Altmetrics. It is article-level metrics and 
author-level metrics of scientific production. Data is extracted from online reference 
management software Mendeley, Application programing Interface (APIs). The report 
formats are generated in both HTML as well as machine-readable format as JavaScript Object 
Notation (JSON). It is commonly used for CC-BY-SA 3.0 licenses.

Advantages of Altmetrics
 y  It is easy to use and rapidly acquire, collect and monitor citation metrics by the main 

source of the web.
 y  It can capture the discussion of history to understand the research impact story.
 y  Researchers can impose journal articles, books, datasets, and other scholarly output 

and share those data.
 y  It can calculate the number of time views, the number of downloads, citations to 

study the impact of research output.
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Disadvantages of Altmetrics
 y  Altmetrics cannot provide the whole story of citation-based metrics.
 y  It has limited access to social media, limited scientists, and limited countries.
 y  Available ambiguous information. It is very difficult to identify the correct information 

available on the web.

C. CONCLUSION
Webometrics and Altmetrics are very useful in the field of Library and Information Science. 
Both metrics are useful to various library services like acquisition, library statistics, library 
budget, annual report analysis, book issued, the journal issued, electronic resources, etc. 
Webometrics is the study of the web, it is a statistical and quantitative technique for ranking, 
web citation analysis, link analysis, etc., and Altmetrics are used for the application of 
statistical and quantitative techniques for scientific content; it is a generalization of article-
level metrics. Webometrics is traditional citation-based metrics from bibliometrics and 
Altmetrics is non-traditional citation-based metrics.
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ABSTRACT
Social Media is evolving at a rapid speed and changing the trends in almost every industry. 
Especially, social media platforms have a huge presence and coverage of the Travel and 
Tourism industry. Hence, this research aims to study the influence of social media on 
tourist’s decision making process to travel to a particular destination. It also aims to 
study the nuances of the decision making process such as inspiration/motivation for 
travel, impact of reviews and experiences shared by other tourists, seeking pre-planning 
information by interacting with the other travelers, itinerary planning etc. The study also 
explores which social media platforms are the most influential, reliable and trusted by 
the travelers. Data for this study was gathered through online questionnaire survey of 
252 subjects of varying demographics in India. The study demonstrated that while all the 
social media platforms play the key role in influencing the decision of a tourist in visiting 
a particular destination, some in particular like TripAdvisor, Facebook and Instagram are 
the most influential. Thus leveraging social media presence for branding will be the key 
disruptor for all the players in the tourism industry.
Keywords: Social Media, Tourism, Travel

THE INFLUENCE OF SOCIAL MEDIA ON TOURIST’S 
DECISION MAKING PROCESS4
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INTRODUCTION
Social media is the online communication medium with which one can interact, share content 
and share information. The various types of Social media can be social networking apps, 
forums etc. Facebook, Instagram, LinkedIn, Wikipedia, Pinterest, TripAdvisor and Twitter. 
Nowadays, social media has become an integral part of our life, it is embedded in the culture 
as a way of modern life.. In businesses, social media is generally used to spread the awareness 
about the products and services, promoting brands, to retain the existing customers and to 
find new leads.

Tourism is a social, cultural and economic phenomenon that entails the movement of people 
to countries or places outside their usual environment for personal or business/professional 
purposes. These people are called visitors (which may be either tourists or excursionists; 
residents or non-residents) and tourism has to do with their activities, some of which involve 
tourism expenditure (UNWTO, 2020). Tourism can also create memorable experiences for 
the tourists and some of the main purposes of travelling would be for leisure, exploration, 
relaxation, visitation and also religious purposes (Dusíková, 2018). Nowadays, tourism is 
mostly connected with the internet where tourists can always search for any information 
needed on the web and most of the platforms used by the tourist would be social media. 
According to Statista,36.5 percent of people use social media for travel inspiration and ideas, 
and 60 percent share photos on social media while traveling. Each week, more than 1 million 
travel-related hashtags are searched, so whether we’re planning to travel or vacationing, 
travel and social media are connected. There are three key elements social media and travel 
have in common, which make them so fundamentally relevant to one another: both are about 
seeing and learning new things; both have an inevitable focus on the aesthetic; both expand 
the world beyond the realms of our immediate lives. Reviews, photos and comments that are 
shared by the tourists can be used as a tool or mechanism in helping other tourists decide 
on certain destinations or activities. These can influence the tourist decision making on their 
tourism preference and activities and this will be discussed below.

The goal of the study is to study the influence of social media on tourist’s decision making 
process to travel to a particular destination. It also aims to explore the nuances of the decision 
making process such as inspiration/motivation for travel, impact of reviews and experiences 
shared by other tourists, seeking pre-planning information by interacting with the other 
travelers, itinerary planning etc. The study also explores which social media platforms are 
the most influential, reliable and trusted by the travelers. We all are aware that within the last 
decade, social media changed the way we communicate, connect, and also travel and our aim 
is to find out the extent of the social media to influence travel behavior.

OBJECTIVES OF THE STUDY
1. To study what role does social media platforms play in the decision making process 

to travel.
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2. To study which of the popular social media platforms are the most and least 
influential, trusted and reliable in the travel decision making process

LITERATURE REVIEW
In term of information technology, a domain implies as groups of computers which share the 
common set of rules, thus enable users to access and administer easily. Generally, a domain 
associates with a group of entities which provide audiences with sources of information 
about a specific subject (Hjørland & Albrechtsen, 1995). A selection of links, domain names 
and Web pages which contains multi types of file in hypertext formats can be referred as a 
domain (Xiang & Gretzel, 2010). Hence, an online tourism domain can be defined as a domain 
that delivers a collection of tourism related information (Xiang, Woeber, & Fesenmaier, 
2008). A framework was suggested in which online technology plays an important role on 
the interactions and communications between industry operators and their consumers 
(Werthner & Klein, 1999). Online technology developments not only lets consumers to access 
a vast amount of information but also create a chance for the consumers to give their voice 
and create a two-way conversation with the industry supplier (Galloway, Mochrie, & Deakins, 
2004; Schmallegger & Carson, 2008; Werthner & Klein, 1999). Thanks to the increasing 
number of people who use the internet as a tool to search for information in order to tailor 
their trips, there is a need to analyze tourism domain focusing on its role of a mediating 
entity which serves specific technological functions (e.g., search engine) for tourism purpose 
planning (Xiang et al., 2008). A study conducted by Fesenmaier, Xiang, Pan, & Law (2010) 
showed that most of the people using search engines as a tool to look for information during 
the planning process for their travel trip. Yet, as Wöber (2006) found out in his research, the 
number of tourism online pages which are visible for users on search engine result pages 
(SERPs) is very little compared to the number of pages available on online tourism domain. 
As a result, a lot of tourism websites have very low rankings which apparently prevent 
customers from approaching.

The way that people communicate has been changing rapidly with the invention of the 
internet. People easily express their opinions and share with others through internet and 
quickly receive feedback discussing about the initial idea. All of this reaction process creates 
a new form of word of mouth called “electronic word of mouth” (eWOM). eWOM was defined 
as a: “statement made by potential, actual, or former customers about a product or company, 
which is made available to a multitude of people and institutions via the Internet” Hennig-
Thurau et al. (2004:18). Both marketer and user can generate the eWOM. eWOM does not 
have face-to-face conversation feature but it is armed by the ability of easy scattering and 
accessing by 
anyone in the world (Hennig-Thurau et al., 2004). 

The impact of social media in online travel information search is a complex subject which 
requires a deep look into the overall tourism online domain related to specific information 
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search context (Xiang & Gretzel, 2010). A great number of online American consumers (86 
%) use search engine as a supporting tool to effectively assist them in their travel planning 
(Pan, Xiang, Law, & Fesenmaier, 2011). This illustrates how important a search engine might 
be (Hwang, Gretzel,  Xiang,  &  Fesenmaier,  2006;  Werthner  &  Klein,  1999).  Referring to 
consumers’ behavior toward online travel information search, Xiang et al., (2008) suggested 
an original framework which describes the interaction between three related components: 
(1) the online travelers who generate the need for a number of travel related information 
questions; (2) the online tourism domain, which consists of a selection of domain names, 
webs, links etc. supply with a vast sources of tourism information contributed by many 
“players”, including personal  travelers  posting  through  social  media  channels; and  (3) the  
search engine, (a technological tool provided by IT organizations) which plays a key role in 
determining the  portrayal of tourism websites through the SERPS regarding to a number of 
figures such as the search result rankings, meta tag, page review numbers etc. and has a huge 
influence on online consumer’s perception and their process of choosing tourism products. 

RESEARCH METHODOLOGY
This research is majorly based on primary data such as a structured questionnaire survey 
collected through google forms and secondary data sources such as books, publications, 
journals and news articles to enable a thorough overall interpretation.

FINDINGS AND RESULTS
An online questionnaire was distributed to a varied group of subjects. Below is the findings 
from 176 respondents who successfully completed the survey.

1. Gender: Of the 176 responses recorded, there were approximately 70% of Males as 
compared to 30% of Females in the survey.

2. Age: Out of the 176 respondents, 35% were younger generation aged 18 to 30, about 
26% were 31 to 40 years of age, 30% were aged 41 to 50 years and 5% were aged 51 
to 60, and 3% were aged 60 to 70 years and none were in age group of 71 and above. 
Hence, approximately majority about 85-90% were below 50 years and internet savvey 
generation. 
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3. Time Spent on Social Media: Next we asked the respondents about how many hours in a 
day do they spend on various social media platforms. Out of the 176 respondents, about 
14% spent less than 1 hour on social media, about 40% spent 1 to 2 hours, about 31% 
spent 2 to 4 hours and 15% spent more than 5 hours daily on social media platforms. 
This shows the penetration of the social media platforms in our daily lives; about 70% 
of people spend anywhere between 1-4 hours daily checking their Facebook, WhatsApp, 
Instagram, Twitter and other social media apps. 

4. Popularity of the Social Media Sites used: We had asked the respondents about what are 
the social media platforms they usually use and they were allowed to choose multiple 
answers. It was found that amongst all the social media platforms, WhatsApp was the 
most popular one – around 98% respondents use WhatsApp, 77% use YouTube, 69% 
use Instagram, 64% use Facebook, 19% use Twitter and other social media apps such as 
LinkedIn, Snapchat, Clubhouse comprised about 2%/ 
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5. Does social media photos/comments influence travel behavior: We asked the respondents 
if the posts/photos/blogs/vlogs that they see on any Social Media platform motivate them 
to travel to that particular destination. More than 67% of respondents were influenced 
to travel to that particular destination or plan their travel by seeing the photos, blogs, 
vlogs of other tourists. About 25% said that they were somewhat influenced and only 
8% said they were not at all influenced to travel by seeing the posts and blogs of other 
travelers on the various social media apps.

6. Most and Least influential social media sites which influence the tourist’s decision 
making process: We asked which social media sites influence their travel choices the 
most? (1 is Least Influential; 5 Most influential). We found out that YouTube was the 
most influential, followed by Instagram, followed by TripAdvisor and followed by various 
written travel blogs or articles. Facebook was somewhat influential and Twitter was the 
least influential in tourist’s decision making process.

7. Information for planning travel: We asked if the respondents Strongly Disagree, 
somewhat disagree, Neither agree nor disagree, Somewhat agree and Strongly Agree to 
the following questions:

 y For various ways to collect information about travel, I use social media.
 y Before booking/travelling, I research for reviews/comments from social media.
 y Other tourist’s experiences and recommendations have a great impact on my travel 

plans.
 y I feel travel information in social media is true and well-intentioned to help others.
 y Social media influences my travel itinerary/hotel bookings/duration of stay etc.
 y My travel is better planned due to social media.
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We found out that more than 70% respondents strongly agreed that they use social media 
to collect information about travel, that before booking or travelling they research for 
reviews/comments from social media platforms, and that other tourist’s experiences and 
recommendations have a great impact on their travel plans and social media definitely 
influences their travel itinerary. Hence, social media platforms play an important role in 
influencing the travel decisions.

8. Lastly, we asked the respondents whether they share their travel experiences/photos 
on social media platforms.  We found that about 40% of them do share their travel 
experiences, about 35% share it sometimes and about 25% do not share their travel 
experiences on social media platforms.

 

CONCLUSIONS: 
In light of the findings, the study concludes that social media sites are important in the modern era 
and have a significant impact on the behavioral intentions and decision making process of tourist. 
This influence on the behavior of tourists leads to choosing certain destinations and making travel-
related decisions. Sites like YouTube, Instagram, TripAdvisor and some written travel blogs are 
much more searched and used and impact the way a tourist plans his travel and the choice of the 
destination. Facebook and Twitter are not that popular when it comes to influencing travel trends. 
This research has shown that social media has a powerful impact on Tourist’s decision making 
process in that the tourists use social media to collect information about travel, and before booking 
or travelling they research for reviews/comments from social media platforms about that particular 
destination, and that other tourist’s experiences and recommendations have a great impact on 
their travel plans. Also social media definitely influences their travel itinerary, days of stay, hotel 
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bookings etc. Hence, in the coming years, the way people think about travel and tourism is going 
to be mostly based on these social media posts, photos, videos, blogs of other travelers and thus 
travel companies and brands need to focus more on reaching out to their target clients by creating 
enriching content on their social media sites themselves or providing excellent services which 
can wow the customers which in turn gives them great reviews and promote their company. In 
this photo/video sharing era, the destinations have to be curated that are “Instagram-worthy” or 
attractive so as to reach a far more number of people globally. Finally, as no study is without 
limitations, and this study has some limitations and requires further scientific inquiry.
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ABSTRACT
Community- based Cultural tourism is a tool for job creation and sustainable human 
development .The economic value of community-based Cultural tourism is growing in 
North Bengal as a fast-growing market with the potential to be an important development 
tool. The main focus of tourism promotion is to getting more and more tourist and given 
them maximum satisfaction at a lower price. Sometimes tourism is criticized by the outsider 
where local/ host usually get low end jobs for lack of skills. As a result the community 
feels unhappy with no economic benefit flowing to them from the new development and 
traditional system is disintegrating. Community based cultural tourism, in tribal Villages 
given an alternative to solve all such issues, where community and its culture is kept at 
the centre of tourism development. Community Based cultural Tourism in North Bengal 
always includes tourism facilitation by local tribal Communities lived in the villages.   
The growth of tribal community tourism is depending on a growing awareness and the 
need for more resident responsive, tourism. Many tea garden villages have launched a 
variety of approaches and initiative to promote their local Customs, tradition, culture, & 
community identity. Tribal Communities have a unique customs, & culture, which always 
attracts the visitors, to know about all .Community based cultural tourism or home stay 
in tea gardens or tribal villages of North Bengal, is a unique form of tourism Product, 
managed by the local tribal communities or villagers. Apart from culture, the life style 
of local communities is one of the main agenda for Community based cultural tourism in 
tribal villages of North Bengal. 
Keywords: Community Based cultural tourism, Home Stay tourism facility in tribal 
villages in North Bengal, Promotion of community based cultural tourism, Role of tribal 
Communities.

DEVELOPMENT & SCOPE OF COMMUNITY BASED 
CULTURAL TOURISM IN TRIBAL VILLAGES OF  NORTH 
BENGAL, WITH SPECIAL REFERENCE TO THE ROLE OF 

TRIBAL COMMUNITIES
5
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INTRODUCTION
Tourism is the world’s fastest growing Industries; it is a one of the most important source 
of Employment and Income. Community based Cultural tourism is relatively a new concept 
in the world. It recognises that natural environment includes cultural components and that 
ecologically sustainable. North Bengal is taking a lead in this area to promote community 
based cultural tourism in tribal villages. 
The tribal, home stay facility provides the amazing feelings of community tribal Culture, and 
customs. In home stay facility the tourist can enjoy the local authentic food prepare by the 
local people.  The tourist can enjoy the local tribal culture, custom, by spending some days 
with them. You can take a walk through the villages, and nature trails, get dipper inside the 
lives of the villagers.. In North Bengal most of the tea garden workers and villagers, have 
extended their houses, for home stay tourist facility, at low budget, and offer them homemade 
food, at a home feeling atmosphere.. Some of the well known tribal villages of North Bengal, 
which is surrounded by tea gardens where community based cultural tourism reached in its 
perfection are- Makaibari tea garden villages, New Chamta tea estate tribal villages, Gulma 
tea estate & surrounding tribal villages, Simulbari tea estate and adjoining tribal villages.

 OBJECTIVES OF THE STUDY
There are four objective of the study. 

 y To study, the scope of the community Based Cultural tourism in the adjoining tribal 
villages around the tea gardens of North Bengal region. 

 y To find out, the scope of Promotion of Community based cultural tourism around the 
villages and tea gardens of North Bengal. 

 y To find out, the custom, culture and tradition of the tribal lives in the villages of 
North Bengal and surrounding the tea gardens of North Bengal & communities, 
which helps to promote the Community, based cultural tourism in the tribal villages 
of tea gardens.

 y To find out, how much community based cultural tourism contributes to the 
development of the local community. 

BACKGROUND OF THE STUDY
North Bengal is surrounded with natural beauty of Forest, world famous lash green  tea 
Gardens, tea production factories, Rivers, Wildlife’s, with a maximum number of cultural  
Community tourism. Home stay based cultural tourism is one of the most famous facility 
provided by the community villagers at villages of tea gardens. Tribal Villages, forest Villages 
and natural eco tourism centre, and tea tourism of North Bengal has a super natural capacity to 
prove a complete community based Cultural tourism destination. Community based cultural 
tourism facility in the villages of the tea gardens, and villages in North Bengal, empower 
the local community to control the major management of sustainable growth and control.  
Tribal communities needs to be fully empowered in tourism management for independently 
grow, in which home stay is a part of tourism activity. North Bengal is the most enchanting 
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community based cultural tourism centre, including varies culture, foods of tribes etc. North 
Bengal surrounded by dense forest, wildlife, and tea gardens, also a centre of community 
based cultural tourism, where the  visitors or tourist can enjoy the beauty of hills, forest, local  
tribal culture, community food habits, rituals and local  festivals.

RESEARCH QUESTIONS
  The followings research question was formulated for this research.

 y What are the factors which need to promote the community based cultural tourism 
in the villages of North Bengal?

 y What initiative taken by the Government and local bodies to promote the community 
Based cultural Tourism in rural/tribal villages of North Bengal?

 y Does Community based cultural tourism has a significant impact on the community 
development of the villagers in North Bengal?

LITERATURE REVIEW
The Literature review includes the developments, organisation, planning, & facility of 
Community based cultural tourism, and home stay tourism facility in Villages of North 
Bengal. It helps to understand the study to formulate a theoretical & practical frame work 
and methodology. Community based cultural tourism has been defined as most responsible 
tourism to a community area, by which the local population is improved as well as the local 
environment is conserved (International Ecotourism Society, 2009). Community cultural 
tourism is similar to cultural, and ecotourism or nature based tourism. Community based 
cultural  tourism is a term basically  used to define any  travel activity with a focus on 
community living, without hampering the local culture, customs, tradition,  and sustainability 
community based cultural  tourism although related to nature based tourism bear many of 
the characteristics, like community developments, conserve resources, local rituals,   
Local lifestyles, & conserving ecotourism, Mallya(2011) in his book analyze the 
nature of ecotourism and community based  tourism, around the North Bengal region.                                                                                                                                          
        Not only this, the book is also investigates the role of community participants in the 
development of community based cultural tourism and conservation perspective. The author 
gives some guidelines and recommendation on the development of community based tourism, 
and eco tourism with the participation of local communities. Bera & Biswas(2007),in their 
paper express, that the North Bengal region, present a high percentage of tribal population, 
they are basically lives in the Tea garden area of North Bengal, they are still backward and 
mainly engaged with primary activities and they are still below poverty level .(Wearing & 
Gartrell 2002) , presented that the cultural  is fundamentally a community based activity. 
Community based cultural tourism, sustainable tourism, eco tourism are subsets of the 
concept of sustainable development by the United Nation World Tourism Organization 
(WNWTO 2008). Community based cultural tourism industry of North Bengal; mainly 
depend on the tribal villages, home stay, and ecotourism facilities. Now it’s focuses on social 
and environmental sustainability. 
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RESEARCH METHODOLOGY
The Research methodology use in this study is both Descriptive & Empirical. The main 
objective of this research is to analyze the tourist involvement in the community based 
tourism, of North Bengal villages, and to find out the attraction, activities, destination impact, 
under the perspective of healthy tourism environment. The survey instrument by using 
convenience sampling procedure on tourist. At first theoretical framework applied in this 
study. Then it is followed by brief discussion, regarding the research design, Data collection, 
and instrument development, sampling method and last data analysis.

RESEARCH DESIGN
Exploratory factor analysis followed by descriptive analysis which uses to indentify the major 
issues and problems. The result shows that a tourist visit in the villages of North Bengal is 
highly depend on destination choice or spot community brand image or traditional cultural, 
& customs of the Local spot. Facility, provided to the tourist, followed by local home stay 
tourism facility, or village resorts, or villa in mainly depends on the customer satisfaction 
and local traditional food and culture. In this research design primary data was managed 
through data collection. A total number of ten questionnaires were distributed to the local 
tea garden village peoples, visited by the researcher. On the other hand Respondent was given 
explanation about the question to ensure the data collection meaningful. Five tribal garden 
Villages have been selected in Jalpaiguri & Darjeeling District under the Dooars region, of 
North Bengal where the home stay facility, community cultural tourism facility is active. This 
Research study will help to the communities, and rural tribal villagers of North Bengal, to 
understand the common factor, which are influencing the tourist towards community Based 
cultural tourism. Sampling used to collect the data depending upon the availability of tourist, 
and host in the sample villages at the time of data collection. 

Name of the survey villages: Figure: 1

Name of the Survey Villages. Under 
Block

 Population
(Approx)

Sample collected.
(as 10 percent)

Totopara tribal Villages. Jalpaiguri 650 65

Danguajhar Tea Garden Village. Jalpaiguri 600 60
Gulma tribal Village, Sukna.Siliguri, 
Darjeeling. Siliguri 720 72

New Chamta tea garden Village, 
Sukna, siliguri. Siliguri 1020 102

Simulbari tribal Village.Sukna Siliguri 780 78
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DATA COLLECTION, PROCEDURE & SAMPLES
The field survey was conducted on above listed Tea gardens, tribal villages. Surveyors 
request the visitors and invite them to participate in the survey. As same surveyor request 
the villagers and invite them to participate in the survey. After filling the Questionnaire the 
participants return the complete questionnaire. The surveyor checked if there is any missing 
response. In this process a total number of 450 responses were gathered, which is utilize for 
data analysis. Among 377 respondent, includes tourist, and Villagers, 55% were Female, and 
45% were Male respondent. In the survey of respondent including Tourist, & Villagers, 40% 
are High school pass out, 20% are Graduate degree holder, 8% are post Graduate degree 
holder, and 32% are under class five pass. 
 The data is analyzed through descriptive and empirical statistics, such as percent analysis, 
standard deviation and factors. In terms of the duration of the stay 40% reported for 
one day trip, followed by two days 45%, three days (8%), five days or more (7%).When 
the travel purpose, asked to the tourist, about 60% indicates for relaxation, followed by 
nature(30%),Enjoyment (5%),adventure(5%)

Ratio of Male and Female under survey respondent.Figure:2

Name of the Survey Villages. Sample
Collected Male       Female

Totopara tribal Villages. 65 40 25

Danguajhar Tea Garden Village. 60 40 20

Gulma tribal Village, Sukna.
Siliguri, Darjeeling. 72 42 30

New Chamta  tea garden Village, 
Sukna, siliguri. 102 60 52

Simulbari tribal Village.Sukna 78 40 38

PROBLEMS
North Bengal is surrounded by lash green tea gardens, den forest, rich flora, fauna, and other 
natural recourses and tribal villages. The region is enriched with panoramic view of eastern 
Himalayan foothills, orchids and rich cultural heritage. But the region has not witnessed 
major tourism development activity especially in Community tourism, cultural tourism, or 
home stay tourism. The reason behind it as follows.

 y Lack of Co-ordination between forest and tourism department: There are 
more than 600 tribal villages in the Jalpaiguri, Darjeeling & Alipurduar district in 
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the North Bengal. The living communities of these tribal villages are not properly 
trained regarding the implementation of community based cultural tourism. They 
need a proper training based on home stay and cultural based tourism promotion, 
and activity.. To visit these areas tourist have to be dependent on the forest and 
tourism department or local NGOs. A good co-operation is required between the 
two departments with local bodies and NGOs for the promotion of community based 
cultural tourism in tribal villages of North Bengal..

 y Require proper organization: Systematic organization is another constraint in 
community based cultural tourism in study area. There is no tourism organization 
or association in North Bengal tribal villages for promoting the community based 
cultural tourism in trial villages. An effective tourism planning is required for the 
benefit of community based cultural tourism, around the tribal villages of tea 
gardens in North Bengal. 

 y Funding: For the Promotion and prospect of community based cultural tourism, a 
Government funding is required. Without the Government funding it is very difficult 
to maintain the standard of community based cultural tourism in tribal villages of 
North Bengal.  

RESULT & DISCUSSION
Socio-demographic Variables of the sample are shown below.Figure:3

Variable percentage variable percentage

Gender:
Men
women

45
55

Place of Residence:
Tribal Villages in North Bengal 100

Age
15-30
30-45
45-60
60 and above

15
40
35
10

Academic Level:
Primary  Education 
Secondary  Education 
Higher Education

32
40
28

Interest of tourist in activity: Figure: 4

Activity Men (%) Women (%)

Food 30 24

Accommodation 43 38
Adventure 5 3
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Traditional 
cultural Activity 22 46

As shown in above figure, most of the tourists choose Accommodation and traditional cultural 
activities as their first choice for visit the tribal villages for holiday.  Traditional cultural 
activities are a traditional cultural performed by local tribal/tea garden villagers. Tourists 
are given their second choice for local foods prepared and served by the community villagers. 
It should be pointed out that, during the field survey in the tribal villages, it observed that 
accommodation is normally provided by local peoples in their own house as a Home stay, 
where tourist are feeling home like atmosphere. Similarly other activities like adventure 
were also highlighted. Average evaluation of tourist resources is analyzed by the villagers in 
tribal villages, for tourism resources, as well as infrastructure, and other necessary elements 
for the development of community based cultural tourism. The average evaluation of the area 
(1=poor, 3=Good) as follows:

Average evaluation of tourist resources: Figure: 5

Variable Average Variable Average

Key Factor:
Hospitality
Environment

2.50
3.50

Tourist services:
Food 
Accommodation
information

3.52
2.78
2.00

General services:
Food
Safety
Cleaning
Transport

2.61
2.86
2.50
2.00

Activities:
Ecology
Culture
Adventure
Wildlife

2.70
3.15
2.50
3.56

Table shows that tourist is highly interested in activities, like culture and wildlife. Hence food, 
safety, & ecology also obtain a remarkable score. Tourist also believes that there would need 
to be an improvement in aspects such as hospitality and public transport.

CONCLUSION
Community Based cultural Tourism is developing in West Bengal, as well as North Bengal, 
as a one of the most primary choice of the tourist. It is a gaining of new knowledge as well 
as experience of a new destination or approaches instead of a traditional one. Its facility, the 
local communities to generate wealth, as considering tourism to be an economic activity. The 
tribal communities of tea gardens, and tribal villages in North Bengal, are now more active, 
to participate in tourism and hospitality activity, by proving the home stay tourism facility in 
the tribal villages, and tea garden villages of North Bengal. Forest and tea gardens are always 
be an example of natural beauty. In these tribal villages, community based cultural tourism 
is becoming, one of the key driving forces in the economic development, and sustainability of 
the both the village and the district or block. The initiative for implementation, and promotion 
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of community based cultural tourism, towards the aim of ensuring that the wealth should be 
generated through tourism and has a direct impact to the tribal villagers. The main result of 
the study shows that the typical tourist visits in the tribal villages are comes from different 
parts of India, mainly from Bengal, Sikkim and Odisha. The majority of tourist visits the tribal 
villages, for leisure, and culture. Some tourist spending on tribal villages, or resorts nearby 
villages, or home stay  for gathering the knowledge regarding the community activities ,local 

culture,tradition,food habits, etc. 
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ABSTRACT
India is a developing nation and the hospitality industry is one of the fastest-growing 
sectors in the country. Directly and indirectly, it is contributing around 10% of the overall 
GDP of the nation because of this new opportunities are flourishing and entrepreneurs 
have already started developing various products and services. Creating an ecosystem for 
new business ideas and this ultimately is going to generate a huge amount of employment. 
In the year 2018-2019 industry generated around 87.3 million job opportunities which 
were approx 12.5% of the total employment generated in that particular year.

The paper aims to study the scope and opportunities that are going to revolutionize small 
and medium-size hospitality enterprises in India and the factors that will influence young 
entrepreneurs to get involved in the hospitality business in the coming years. In recent 
years the purchasing power of travelers has increased in the country and Foreign tourists 
are visiting India more often. The most important is the commercial development in the 
country that has resulted in the growth of other sub-sectors of tourism like aviation, event 
management, food, and beverage sector, etc and expansion in these sectors have created a 
need for more skilled working professionals and entrepreneurs. Small and medium-sized 
enterprises contribute around 24.6% of the GDP from service activities. As the industry is 
expanding at a compound annual growth of 13% the day is not so far when the hospitality 
industry will secure a place in the top 5 major industries of the country as per CMIE 
Report.
The survey was conducted among hospitality students, Teachers, and small and medium 
hospitality entrepreneurs to analyze their thought process and mindset about new 
Opportunities, Ideas, Innovations, and the Scope of employment in upcoming years. The 
study was based on primary and secondary data.

ENTREPRENEURSHIP IN SMALL AND MEDIUM 
SIZED HOSPITALITY ENTERPRISES

IN INDIA: FACTORS AND SCOPE OF EMPLOYMENT
6
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Objective
1. To create awareness about the availability of resources
2. To study the issue and challenges related to MSME enterprises
3. o explore the opportunities of hospitality entrepreneurship in the Indian market
Keywords: Opportunities; Challenges; Entrepreneurship; Entrepreneurial mindset; 
Creativity.

INTRODUCTION
The term Entrepreneurship has its starting point in the french word “ entrependre” which 
intends to accomplish something or to attempt. Entrepreneurship is the craftsmanship or 
study of development and hazard taking for development and productivity in business it 
additionally requires a great deal of enthusiasm and will to face challenges of misfortune. 
Innovation is the particular apparatus for business how they exploit changes as a chance for 
various business or administrations. As the travel industry is extending in India increasingly 
small and medium bussinesses are developing. These small and medium businesses are the 
significant supporter of the economy of the country. India is known for its rich and broadened 
workmanship and social legacy this sets out more open doors for new business visionaries and 
the public authority of India has additionally begun supporting MSMEs for the simplicity of 
businessman. Entire enrollment measure has been made on the web, paperless, and depends 
on self-presentation. Likewise, there is no requirement for any documentation confirmation 
just Aadhar is sufficient for the enlistment cycle this assists   small businessman with rapidly 
beginning their business and this additionally helps in the working-age and by and large 
development of the general public. The neighborliness MSME market is unsaturated in India 
as it is presented in the developing stage there is a great deal of potential in the market 
that is the why huge food brands are putting colossal sums in India. Brands like Dominos, 
Mcdonalds, pizza hut know the drawn-out development in the Indian food market and these 
brands are making a ton of open positions in the country. India has a populace of 1.6 billion 
individuals and each individual has an alternate food taste and this additionally brings forth 
new business thoughts. In the 104th meeting of the International work gathering, a report 
was distributed that says “ small and medium-sized ventures are the significant occupation 
makers all throughout the planet “. Furthermore, as the flavor of global food is arriving at 
TIER -1, TIER - 2, TIER – 3 cities and Rural spots of India the work in such places is likewise 
shining reliably. 

1.1 Role of  Small and medium enterprises in Rural India 
 y It helps in the generate ratios of employment
 y It also reduces rural to urban migration 
 y It helps in the Best utilization of local resource 
 y It Promotes rural development & growth
 y It also helps in the Equitable distribution of income 
 y It helps in the Improvement of standards of living of rural families
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 y It also Increases the tax revenue

(source : www.emerald.com)

Not just in the food and beverage sector small and medium-sized ventures are additionally 
making a ton of open positions in the travel industry area. According to the information of the 
travel industry division of India. Approx 10.56 million unfamiliar vacationers visited India in 
the year 2018 for various types of the travel industry exercises and unfamiliar trade income 
from the travel industry around the same time was approx 1,94,881 crore. This obviously 
shows that in the Indian travel industry there is a ton of possibilities. when a tourist visits 
a county he avails various services from different firms like if he needs a tour guide he /she 
will contact a tour and travel agency this increase both the foreign exchange and employment 
as well. India is a large market of tourism and travels it offers a diverse portfolio of tourism 
products Cuisine, Adventure, Medical wellness, sports MICE, Ecotourism, film, rural and 
religious tourism. In the independence day speech from the red fort, prime minister Shri 
Narendra Modi urged people to visit 15 domestic tourist destinations in India by 2022 to 
promote tourism. As tourism is potentially a large employment generator besides being a 
significant source of foreign exchange for the country.
According to WTTC Report, India positioned third among 185 nations as far as movement 
and the travel industry’s complete commitment to GDP in 2018. India was positioned 34th 
in the movement and the travel industry seriousness report 2019 distributed by the world 
monetary discussion the report likewise says that India is additionally one of the biggest 
business producing nations in the current time and the travel industry area and significant 
commitment in this area is given by Small and medium-sized startups.

1.2 Small Industries Development Bank of India ( SIDBI ) Started its independent venture 
subsidizing program way back in 1990. It was set up by an act of parliament, SEDBI is today 
one of the famous names of the public authority monetary organizations. This credit has 
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assumed a functioning part in the advancement and improvement of the independent 
venture industry the primary target of SIDBI is to advance the showcasing of results of 
limited scope enterprises. To redesign the innovation and further more to the modernization 
of limited scope units. To give more monetary help to limited scope subordinate and little 
areas. To empower work situated businesses. Different plans are given by SEDBI to engage 
and develop SMEs are listed below.

 y Direct assistance scheme 
 y Indirect assistance scheme
 y National equity fund scheme
 y Single window scheme
 y Scheme for food processing industries ( FPTUFS )
 y Equipment finance scheme

LITERATURE REVIEW 
Christopher J. Green, Colin H. Kirkpatrick, and Victor Murinde, (2006) in their paper have 
analyzed the manners by which monetary area advancement strategy may add to destitution 
decrease, especially by supporting the development of miniature and little undertakings 
(MSES). This paper features the changing job of MSEs in the advancement cycle and the 
entrance of MSEs to casual and formal money, including the job of microfinance. 
Nanda, Ramana, and William R.Kerr (2009) have communicated the view that financing 
limitations are probably the greatest concern affecting expected business people all 
throughout the planet. 
De, Sankar (2009) in his article has seen that SMEs in India face many difficulties, however, 
maybe none are pretty much as troublesome as the test of financing, both present moment, 
and long haul. 
K, Vasanth, Majumdar M., K. Krishna (2012) in their paper have expressed that since a 
few fruitful models of the supportable SME are steadily developing, organizations of SMEs 
would become fundamental for resolving the foundational issues hidden the modern nature, 
endeavor flexibility, and worldwide store network manageability. 
Fare Import Bank of India, (2012) has fundamentally investigated the current circumstance 
of MSMEs and emotionally supportive networks accessible in India just as in the worldwide 
setting. It has proposed that MSMEs in India ought to approach elective wellsprings of 
capital like holy messenger reserves/hazard capital and so on and that current laws ought 
to viably resolve issues like bankruptcies/insolvencies; need to reclassify as far as possible 
to urge MSMEs to climb the worth chain and need for bunch improvement way to deal with 
increment the degree of seriousness. 
Srinivas K T, (2013) has concentrated on the presentation of miniature, little and medium 
endeavors, and their commitment to India’s financial development and reasoned that MSMEs 
assume a huge part in the comprehensive development of the Indian economy. 
Admittance to simple and moderate money and promoting is recognized as a conspicuous 
test by most ladies’ business people (Panandikar, 1985). 
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Strong costs of crude materials, unwieldy methods of permitting and enlistment, and rejection 
from banking and monetary administrations make impediments for ladies’ business people 
(Vinze, M. D., 1987). 
Ladies business people are frequently tormented with extremely powerless monetary status 
attributable to which they are compelled. The absence of social and family participation, 
lack of education, and ignorance about different government plans and projects frustrate the 
advancement of lady’s business (Rao, C. H. 1991). 
Ladies business people regularly report difficulties related to monetary, work, and promoting 
issues (Chandra, 1991). 
The absence of income and working capital, absence of assembling experience, and weight 
of family obligations represent a genuine test to ladies business visionaries of India (Das, M. 
1999). 
Social molding renders ladies to be bashful, introvert, ed and more worried about family 
commitments. Bashfulness in business cooperations, low accomplishment inspiration, hazard 
disinclined mentality, the lower level of instruction, the weight of family commitments, sexual 
orientation predisposition at the degree of family and society, absence of administrative 
abilities and experience, absence of business-related data, non accessibility of money is one 
of the difficulties, (Singh S. and Saxena, S. C. 2000). 
Difficulties of simple and reasonable working capital and value finance, helpless showcasing 
support, and infrastructural impediments represent a noticeable test to ladies’ business 
venture (Ganesan, et al 2002). 
Scope of social, individual, advertising, portability, government support, monetary, creation 
also, work-related issues, the pressure of balance between fun and serious activities, and 
helpless specialized aptitude are accounted for as the primary difficulties looked at by lady’s 
business people (Dhameja, S. K. 2002). 
Finding some kind of harmony, helpless self-assurance, absence of business-related 
information, timidity also, hesitance in transactions, absence of formal money because of 
deficient security, promoting issues, and shortage of business premises are normal difficulties 
(Sinha, P. 2003). 
A portion of the requirements experienced by ladies is select to them (sexual orientation 
explicit) while a portion of the imperatives is looked at by business visionaries independent 
of sex (unbiased) (Munshi S et al 2011).

RESEARCH METHODOLOGY
A descriptive research design has been used that helps to describe the particular individual 
or a group. This study is concerned with the narration of  facts and characteristics. The major 
goal of this type of research is to describe the data characteristics about the object or the 
topic of the study and the outcomes of this research will surely support SMEs entrepreneurs.
1. Primary data
The primary data is collected through an interview conducted with some of the young 
entrepreneurs having their firms or planning to start new venture. Online survey method 
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via google forms were circulated amongst different entrepreneurs, IHM Graduates, faculties 
and MSc students through email, linked in as well as through personal contact. Structured 
questionnaires comprising of 10 questions ( 8 close-ended and 1 open-ended) this lead to 
better judgment and survey.

2. Secondary data
This paper is primarily based on secondary data the data is collected through the reviews 
of past research, journals, online articles, books, magazines, MSME website, Wikipedia, 
newspaper, electronic journals, ECI website, NSIC website, etc. Google remains the main 
source of gathering secondary data.

3. Sampling
The sample size collected was 60. the sampling method used in this study was simple random 
sampling. In this study, the raw data collected are classified and presented in percentage 
form through Pie charts all the respondents were related to the hospitality industry.

DATA ANALYSIS AND INTREPRETAION 

( Figure 1 )

The first question asked respondents regarding their age. Among 60 people 5% were below 
the age of 20 and 95% of the people were between the age of 20 - 30

( Figure 2 )

The second question was about the gender of the respondent among 60 people 78.3% of 
people were males and 20% were females and the rest of the people prefer not to say about 
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gender.

( Figure 3 )
About 63.3% people were graduates 18.3% of the total respondent were post graduate and 
13.3% of the respondent were diploma holder and few of the people were 12th pass or were 
still appearing in 12th class.

( Figure 4 )
According to 18.3% of the total respondent, various government policies affect the most 
in the growth of small and medium entrepreneurs, and 25% get affected by the location of 
the firm, 16.7% people have given their point that environmental factors affect the most. 
whereas the large group of 40% people considers economic factors as the major factor that 
affects the growth of SMEs.

( Figure 5 )

According to 50% of the total respondent, finance play an important role in starting a new 
venture. 40% of the people strongly agreed over this point 8.3 % people neither agreed nor 
disagree and very few people voted for disagree option.
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( Figure 6 )

50% of the total respondent agreed that yes government help SMEs to grow where as16.7% 
people said that government don’t help small and medium enterprises to grow and 33.3% 
don’t have any idea about this.

( Figure 7 )
About 55% people wanted to start their business in the food sector,18.3% people are 
interested in providing their services in hotel sector whereas 16.7% people want to get into 
travel and tourism sector very few people wanted to start their startup in another sector like 
hospital, clothing, catering and weeding planning.

( 6 ) RECOMMENDATION
1. Create new job opportunities and reduction in unemployment
    For the development of nation its really important to have job opportunities and as the 
small and medium enterprises will grow there will be a good amount of jobs and this will 
lead to the reduction of unemployment.
2. Promotion of entrepreneurship culture in urban as well as in the rural sector
     As the government of India is promoting entrepreneurship culture because the youth of 
the country is now more interested in doing startups and as the connectivity between rural 
and urban places is increasing day by day people of rural places are also now much focused 
on the employment generation.
3. Boosting grassroots economic development at a very basic level
Government need to work at a very basic level. They need to boost the economic development 
of the nation at a very basic level they need to focus more on increasing the per capita income 
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of the nation.
4. Facilitating innovative business ideas and solutions.  
The government also need to facilitate new business ideas and solution because in this 
rapidly changing world there is only place for new ideas and innovations.
5. Promote innovation to further strengthen the competitiveness of the MSME 
sector.

CONCLUSION 
In developing nations like India, small and medium enterprises (SMEs) go about as one of 
the crucial parts for the financial development, destitution easing, and fast industrialization 
of SME business people. SMEs are relentlessly improving themselves so as to become serious 
and to stay the best. SME has learned by the Ministry of Industries as a ‘push area. The SME 
area is work concentrated, thus, it can set out greater business open doors. A dynamic SME 
division will be perceived Similarly as a champion among the focal main impetuses in the 
headway of a market economy. They invigorate private possession and innovative abilities 
and deftly can adjust rapidly to changing business sector interest and supply circumstances, 
produce work, assist with enhancing monetary action, and make a huge commitment to 
fares and exchange. All things considered, in the created market economy’s SMEs look for 
a broad allocation in yield and accordingly work. According to the point of view of SME’s 
relativity and obligation to by and large monetary development and advancement of the 
nation, SMEs financing ought to intently be noticed, examined, and all the more critically, met 
with an all-encompassing methodology by the approach producers of the public authority 
and furthermore the controllers. SME apparently is worried about little and medium 
ventures however its effect on the financial development is enormous scope as it’s making a 
powerful, serious base under the huge modern area. From our itemized research on SMEs, it 
is prominent that for the financial advancement of India SMEs can assume an essential part 
in current era. We have a positive perspective and mentality that assuming the previously 
mentioned proposals are carried out, the development of the SME area in India can be speed 
up.
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ABSTRACT

The small and the medium-sized enterprise plays a vital role in the development of the 
economy of the country. They are the major contributors to the overall gross domestic 
product of the country. India has a rich culture, heritage, art, and craft which has 
embraced the tourist traveling from foreign countries to stay in India and enjoy the 
hospitality of the people. To attract these customer lot of small and the medium-sized 
hotel has popped up to provide a value of money services to the customer Tourism not 
only generates the employment but also helps in the growth of the infrastructure and 
social-culture exchange of the countries. Tourism, directly and indirectly, falls a positive 
impact on the development of the primary and the secondary sectors of the economy. Due 
to the growth and expansion of tourism worldwide, the need to provide better services 
at less prices has increased. It is also necessary to run the small and medium-size hotels 
responsibly to create the overall brand image of the hotel. In the developed countries, 
entrepreneurs are focused to run the business with Corporate social responsibility 
(CSR) as a motto. But in developing countries, there needs to give more attention the 
corporate social responsibility (CSR). This needs rules, regulations, and policies to 
formulate and implement the cooperate social responsibility by the government for the 
welfare of the society. This study formulates a conceptual framework to empirically test 
the relationship between perceptions, participation, and future engagement of corporate 
social responsibility in context with India.
Keywords: Corporate social responsibility (CSR), small hotels, medium-size hotels, 
entrepreneur.

ASSOCIATION OF BENEFITS FOR CORPORATE 
SOCIAL RESPONSIBILITY IN THE SMALL AND 

MEDIUM-SIZED HOTELS IN INDIA
7
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INTRODUCTION
Definition of the small and medium-sized entrepreneur- There is no specific definition of 
the small and medium enterprise. It varies from country to country and measuring its size is 
very difficult. The entrepreneur is defined as small in one area and the same is categorized 
as the medium in another area. Mostly, it is defined by the number of employees employed 
and the annual turnover in the organization. The European Commission (2003) defines 
the small, medium according to the staff headcount, balance sheet, and the turnover of the 
organization. According to the European Commission, an organization with equal and up to 
10 employees is termed as a microeconomic enterprise. Employees with fifty or less than 
fifty employees are termed as small organizations. An organization with employees up to 250 
employees is termed a medium-sized organization. Figure 1 explains the relationship of the 
employee’s count, turnover of the enterprise, and the assets and liabilities of the enterprise 
which defines the size of the enterprise.

Source-Europeon Commission(2003)

Corporate social responsibility involves the environment and social matters in the large 
span of the business. Its focus is on the interdependence between the company and the 
stakeholders of the organization like the consumer, supplier, society, consumer, employee, 
etc. key aspects related to defining the corporate social responsibility such as economic, legal, 
ethical, environmental, socio-culture, consumer-based. The hotel and tourism organization 
uses a sizable amount of water, energy, and disposable product and has a negative effect in 
comparison to other industries. Hence the environmental responsibility and, nature use of 
resources are more in the hotel and tourism industry. Corporate social responsibility helps 
to raise the level of living of the people in society and safeguard the welfare of the employees. 
The three perspectives of corporate social responsibility are as follows.
Comparative- Hotel and tourism industry is involved in the corporative social responsibility 
in a big way because the hotel and tourism industry is involved in the consumption of 
the natural resources of the area like the air, water, electricity, energy, dispose of waste,  
consumption of the local goods and commodities, etc. Corporate social responsibility also 
gives a competitive edge to survive in the local area and to run the business ethically and 
transparently.     
Benefits- corporate social responsibility helps to make a brand image of the hotel and the 
tourism industry. It will increase tourism in the local area. The favorable effects of Corporate 
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social responsibility on business performance by consumer satisfaction, reputation, 
competitive advantage, and organizational commitment. Inoue et al. (2011)
Favorability- The response from the customer also plays a positive role in the selection of 
the destination. The hotel and tourism industry with the implementation of corporate social 
responsibility is more favorable in terms of the visit of the tourist. Tourists are more inclined 
towards responsible and sustainable tourism. It helps to shape the attitude and the loyalty of 
tourists towards the enterprise and also the marketing tools like a mouth to mouth marketing 
bring the potential tourist to the destination.

Literature review
Peterson et al. (Sultan, 2007, p.47) said that quantitative and qualitative data are required 
to measure the criteria of the entrepreneur. The definition of an entrepreneur varies in 
geographic area and the number of employees and turnover is important to measure the size 
of the business.
Gunasekaran et al. (Sultan, 2007, p.47) said that the definition of the entrepreneur varies 
from country to country in which it operates. The concept of the organization varies from 
country to country as per the size of the organisation.
Story (Sultan, 2007, p.48) said that the small size enterprise is defined as the market share 
of profit in the market, the individual personality which operates it, and not having a formal 
management structure like in the medium size of the organization. It is said that innovation 
leads to better job opportunities in small-size enterprises. It leads to improve the product 
and improve the distribution channel of the enterprise.
Tolento (Sultan, 2007, pp.47) said that potential benefits of the small size business like the 
generation of the employment, contribution in the gross domestic product of the company, 
backbone of the large scale organization in their operation of the function, helps in the rural 
development of the country.
Levy et al. (1999) said that the importance of the small size enterprise in the development 
of the rural areas and major contributors of the economic development of the developing 
countries. It reduces the poverty of the area and increases the export, earns the foreign 
currency and manufacturing of the country. It is also likely seen that the development of small 
size enterprises in the rural area also caters to the need of the middle and upper-middle-class 
people of the countries.
The investment in the development of the small enterprise in the area of dairy food items, 
machinery, production of the tools, trade, transportation, production of basic commodities 
of the daily use, cloth industry, agriculture products helps to meet the consumption of the 
middle and poor population of the country.
Tambunan, 2009, pp.2-5): said that the rural areas not having the potential to absorb the 
huge population of unemployed people only in the agriculture sector. Due to the cause of the 
large unemployment in the rural areas, the workers shift to the urban areas. It says that small-
scale enterprise helps to create employment and wealth for the country. The government is 
taking necessary steps to grow directly and indirectly the small size organization in the rural 
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areas to facilitates the growth of the economy of rural areas. In developing countries, there 
are a lot of enterprises and factories in the rural areas due to the ease in the availability of 
the workers. It says that the villagers are poor people and save money to invest in some 
project. It also allows investing in small-scale enterprises. They also can take a risk to start 
the business.
Moutinho (Buhalis, 1996) said that when the hotel is defined it depends on the number of 
beds.
Poon (Buhalis, 1996) said that the hotel which is having 50 rooms or less than 50 rooms 
and the employees 10 or less than 10 is considered as small size hotels. it lists the number 
of the factor which can define the size of the hotel like the turnover of the hotel, distribution 
channel, recruitment and the training practice, financial strength, and operation procedure 
of the hotel.
According to Beaver (Beaver, 2005), said that the small and the medium size enterprise has 
more advantages over the large scale enterprise in the tourism sector.  Following are the 
advantages of the small and medium-sized enterprise.

Entrepreneurship It motivates the owner to work hard, determined to raise the 
business

Niche market 
advantage

The small size business can focus on a niche market or those 
customers which have been ignored by the large scale enterprise. 
Tailor made customers can be targeted

A good relationship 
with the 
stakeholders

The personal touch with the customer, supplier, and distributors 
is an advantage for the small-scale enterprise. It helps in the 
negotiation and the advantage of the term and conditions of the 
supplier

Involvement of the 
family

The involvement of the family helps to generate the human 
resource for the organization

Continuity
Small scale business is run from one generation to other so 
there is no problem of the manpower and the leadership in the 
organization.

Recreation and the 
flexibility

Due to the flat hierarchy, the decision can the taken quickly and 
it can be overtaken by the other person in the same family like a 
family business

Source- Buhalis, D. et al. (2011)

The objective of the study is as follow
1. The objective of the study is to explore Corporate social responsibility in the hotel and 

tourism industry of India.
2. The importance of the role of corporate social responsibility in the participation of the 

present and future engagement of activities.
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3. The objective of the study is to see the attitude of the customer towards the organization 
with corporate social responsibility.

METHOD 
A sample of hotels and tourism is collected from the Delhi region of India. A total of 150 
questionnaires was distributed in which 50 questionnaires were filled by the hotel and 
tourism enterprise. The response was collected in 15 to 20 days. The help was also taken 
from the national association of the hotel and travel agency. The area selected was from the 
entry point of the tourist from the airport to the local area of Delhi.

DATA ANALYSIS
The perception, importance of practice, activities involvement, and future intention were 
examined with linear structural analysis. Linear structure analysis offers several advantages, 
such as the identification of direct as well as indirect influence in the complex relationship 
with variables. The frequency distribution between the variables was established. Also, 
Cranach’s alpha was assessed to check the reliability and validity of the variables which 
ranged from .70 to .86, and was determined acceptable. A series of multiple regression 
analyses were performed. 

FINDING AND RECOMMENDATION  
The questionnaire was distributed and males represented 74% of all the respondents, 
28%were the age group of 18-25, 42% were between 26-35 years old, and 15% were 
between 36-45 years old. Mostly the population chosen were the businessman, manager, 
assistant manager and having experience of up to ten years. The finding of the study was that 
the customer is favorable in the organization which has an implementation of the corporate 
social activities presently and up to five years. It is also seen that in some places developed 
countries, customer demands to the organization to follow the practice of the corporate 
social responsibility. Although there is no statistic available on the advantages of CSR in the 
growth, development, and profit of the tourism and hotel industry.  

         Percentage of employees enganged in different sector of organization in India
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CONCLUSION
This study is to see the hotel and tourism organization and corporate social responsibility 
within the context of India. It is also apparent that due to the pressure from the customer and 
demand the implementation of corporate social responsibility is necessary for the hotel and 
tourism organization irrespective of the small and medium size. The data collected from the 
questionnaire is limited to the capital of India. So the scope of the study was limited in terms 
of the area of study further studies can be performed on the hotel and tourism industry, 
transportation, and travel distribution network in context with CRM in the other part of the 
globe.
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ABSTRACT

The tourism industry has the power to generate many economic sectors and to renew 
them. Tourism presents huge prospects for economic growth, removal of poverty and 
generation of money. As the tourism business works intensively, it creates doors for a 
local community for sustainable livelihoods and jobs. Meghalaya is a region in north 
eastern India with tremendous tourism potential. Meghalaya offers sufficient substance 
of tourism and the potential to attract visitors of various interests, such as regional 
cuisine, wine, adventure and eco-tourism. As visitor intake increases, care must also 
be made to sustainably improve the carriage capability of tourism facilities. Training, 
marketing, advertising, increased investment in the industry and linkages with banking 
firms is also necessary for the different stakeholders. Meghalaya has a lot to offer in terms 
of its environmental landscape, Special Interest Tourism (SIT), so that it would have to 
support its supply systems through a high number of trained people resources. Business 
is regarded a key factor for economic development, generating growth and acting as a 
platform for technological change. The tourism business has been one of the economic 
sectors where small and medium-sized entrepreneurs play a major role. To meet with 
the rising demand for new sorts of tourism needs, expansion of tourism services is 
necessary. These include more tourism sector and community participation options. This 
study focused on Meghalaya’s small and medium-sized enterprises, the role of touristic 
enterprises, the development of rural economic activities through tourism, opportunities 
and problems with several relevant case studies.
Keywords: Entrepreneurship, Tourism Sector, Rural economy, Sustainable Development.

ROLE OF SMALL AND MEDIUM-SIZED 
ENTERPRISES IN TOURISM INDUSTRY- A CASE 

STUDY OF MEGHALAYA
8
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1. OVERVIEW
Tourism has the ability to encourage populations and the tourism development agenda 
must concentrate on how this may be implemented. The first step towards enabling the 
local community to make informed and effective decisions on their tourism development 
is understanding travellers and the tourism process. Significant investments are necessary 
in communication and creating trust amongst tourist stakeholders. In this context, it is vital 
to grasp the relevance of entrepreneurial and human resources management to make the 
development of tourism successful. Tourist companies are considered as key sources for 
employment creation and economic growth. The tourism model is new with enormous 
potential for sustained development of tourist resources based on nature, including 
magnificent and untamed forests and landscapes. In the North-East area in general and in 
Meghalaya, in particular, the tourism industry is still in the discovery stage and has a long 
way to go. Considering the strength of the state, Meghalaya might be called the gift of nature 
to mankind. Deep forests, wild water bodies, rivers in the hills, high mountain ranges and 
luxuriant green valleys provide a perfect environment for animals and flora. The state’s 
biodiversity can only be combined with ethnological diversity. Meghalaya is a natural lovers, 
nature scientists and ethnologists’ delight. However, such diversity is only possible through 
the extremely delicate balance between man and nature and therefore any development 
strategy must be extremely careful to maintain the environment. Meghalaya is among the 
most developing north-eastern states in the country with an area of approximately 22000 
sq km (23 lakhs). This little population, which comprises only around 0.2% of the nation’s 
population, has played a significant role in the national heritage and the economy. The 
government has been the energy supplier in the region not only in electricity and coal, but 
also in food. Just as the state is known as “Eastern Scotland,” so Shillong might be called 
“Liverpool of India,” for from the era of the Beatles it was the growth epicenter for jazz, rock 
music. Dance and music is a lifestyle in Meghalaya and without dance and music, there is no 
celebration.

2. REVIEW OF LITERATURE
The main aspects of tourist destinations are attraction, service, connectivity, information 
and publicity (Blank, 1989; Gunn &Var, 2002). Khadarooa and Seetanah (2008) evaluated 28 
transport infrastructure countries from 1990 to 2000 to attract tourists when they decided 
to pick the destination factors. The results demonstrate that transportation infrastructure is 
a key component in tourism decision making. The native resources which contribute to the 
development of tourism are the most essential factors of indigenous tourist development. 
Empirical research by Johansena and Mehmetoglu (2011) reveals the tribe’s of indigenous 
tourist items, notably, habitat, crafts, and legacy. McIntosh and Ryan (2007) report that 
tourists visiting indigenous sites are interested in five key aspects of culture: appearance, 
lifestyle, authenticity, personal connection, and informal learning. In addition to attractions 
and cultural characteristics, however, indigenous tourism development is a tribe providing 
meals, beverage and accommodation services; providing additional and recreational facilities 
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that meet tourism needs; integration of tourist resources in the local area and of a line of 
products (Chang, Chang, & Wu, 2013; Change & Chang Liao, 2014); convenient external 
shipping (Chang, Chang & Chang Liao) (Chang & Chang Liao, 2014; Lin & Chang, 2013).
A quality entrepreneurship metric is vital to establish since it may assist academics to 
concentrate on raising new and growing firms. This will assist in the identification of a 
range of business, social, political and corporate aspects that can effect entrepreneurship 
development. It will also assist entrepreneurs in productivity expansion and in rural 
development to discover the vital role of high-quality entrepreneurship. One of the 
entrepreneurs’ associations is the notion that they innovate. They generate and employ in 
this way. Entrepreneurship is important for creating a new organization and for building 
new enterprises. It thus plays a key part in the success of economic expansion and leads 
to corporate advantages. Entrepreneurs also harness and modify their entrepreneurial 
objectives and qualities. In small businesses, there could be an organisational extension of 
individual enterprise activities and a social manifestation of entrepreneurship (Wennekers 
and Thurik 1999). In this way the quality of entrepreneurship is linked to job development 
in small tourism enterprises and the growth of the economy. New small tourism enterprises, 
act as essential catalysts or players in technical innovation, aid in the development of 
entrepreneurship, as facilitators in market dynamics and competitive environments, and 
as critical factors in industrialization and enhancing national competitive advantage (Hart 
2003; Porter 1990).

3. RESEARCH QUESTIONS
1. What is the Entrepreneurship and tourism potential in Meghalaya?
2. What are the various small and medium-sized tourism enterprises?
3. What is the importance of small and mediumsized companies in Meghalaya’s tourism 

development?
4. What are tourist entrepreneurs’ challenges?

4. OBJECTIVES OF THE STUDY
The purpose of this paper is to strive to achieve the following objectives:
1. To emphasise the state of Meghalaya’s tourist potential.
2. To ascertain the opportunities and constraints associated with tourism-related 

entrepreneurship.
3. To investigate the role of tourism entrepreneurs in the growth of tourism.

5. METHODOLOGY OF THE STUDY
The current investigation is exploratory in nature. The study examined the entrepreneurial 
development of tourism in the state of Meghalaya. The finding revealed in visits to two recently 
organised festivals: the International Indigenous Terra Madre event in 2015, organised by 
NESFAS, and the North East Food Show 2019, a cooperation between SIAL Group (Paris, 
France) and the Meghalaya State Government. The study is based on a thorough evaluation 
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of the literature, which included journals, books, reports produced by various national and 
state-level bodies, and some valuable websites. Field trips to various tourist destinations in 
the Khasi Hills, Jaintia Hills, and Garo Hills were conducted to collect primary data on tourism 
entrepreneurs, their difficulties, and obstacles. Additionally, the report contains a case study 
of a small and medium-sized business that is helping to Meghalaya’s tourism development.

6. FINDINGS AND SUGGESTIONS 
6.1. Tourism Entrepreneurship
The term “entrepreneurship” is frequently used to refer to creative and original economic 
growth (Schumpeter, 1934). Tourism is no exception. While small tourism businesses have 
been praised for their contributions to regional development, sustainable development, 
and diversification, only a small number are actually entrepreneurial (Page, Stephen. and 
Ateljevic, Jovo 2009). The tourist enterprise is defined as “a collection of products that include 
transportation, lodging, cuisine, environmental assets, entertainment, and other facilities 
and services, such as shops, banks, and other tour operators” (Sinclair and Stabler, 1997). 
Tourism entrepreneurship is a term referring to the activities of the major stakeholder group 
in this service sector that really are primarily focused on the efficient and economic supply 
of a product for tourism products, while also ensuring competitive professional competence 
and a socially useful socioeconomic status.

Tourism Entrepreneur:
“A ‘tourism entrepreneur’ can be described as an individual or a group of individuals who 
create and manage tourism products. Throughout this process, the entrepreneur must 
exhibit the frequently required entrepreneurial characteristics in addition to service sector 
expertise.”

Table- 1

Types of Tourism Entrepreneurs in Meghalaya

Micro Entrepreneurs Sha bad Ja Shop(Tea and Rice Shop), Aloo Muri 
Shop, Kwai(Beetle Nut) Shop, Indigenous 
snacks(Kpu Sla, Kpu moloi, Putharo, Kpu 
doh, Phan karo etc) Shop, Indigenous attires 
renting outlets at tourist destinations

Small Entrepreneurs Souvenir (Art & Craft, Handloom & 
Handicrafts) shops, small food & beverage 
outlets

Small and medium Entrepreneurs Classified Hotels( below 3 Star categories), 
Home stays, Bed & Breakfast (B&B)schemes, 
Resorts
Traditional Health care and Healing centres, 
SPA units, Health & fitness centres, Tourism 
Projects  managed by Self help groups(SHG’s), 
Amusement Parks, Fun Castles for kids
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Social Entrepreneurs Tourism Societies approved by Directorate of 
Tourism, Govt. of Meghalaya and registered 
under The Meghalaya Village Development & 
Promotion Tourism Cooperative Society Ltd.

Women Entrepreneurs Women’s enterprises, Food & Beverage 
outlets, travel agencies and tour operators, 
Adventure tour operators, Tour guides, etc.

Source: Author’s Compilation

6.2. Meghalaya’s Tourism Potential
Meghalaya is endowed with scenic landscapes, suitable geo ecological settings, glittering 
waterfalls, legendary & mythological locations, a thriving native culture, and welcoming 
people. The following are the primary areas of focus for developing the state’s tourism 
potential:

Table-2

Tourism Potentials in Meghalaya 

S. No Tourism Types Places of Interest

1. Adventure Tourism Living Root Bridge, David Scott Trail, Kyllang Rock, 
Sohpetbneng, Cherrapunjee Trail

2. Wildlife Tourism

Nokrek National Park, Selbalgre Hoolock Gibbon 
Reserve, Balpakram National Park, Baghmara 
Reserve Forest, Siju Bird Sanctuary, Nongkhyllem 
Wildlife Sanctuary

3. Eco Tourism

Rhododendron Trek, Thangkharang Park, Double 
Decker Living Root Bridge, Single decker Living 
Root Bridge, lawba Pitcher Plant area, Umngot 
River,
Nongknum Island, Ranikor River Beach

4. Cultural Tourism

Cherry Blossom Festival, Autumn Festival, Hills 
Festival, Saras Festival, Behdienkhlam Festival, 
Wangala Festival, Shad Suk Mynsiem, Shad 
Nongkrem, Wine Festival

5.
Meetings, Incentives, 

Conventions & Exhibition 
Tourism (MICE)

Shillong

6. Wellness, Health & Herbal 
Tourism

Mebai Tribal Health and Wellness centre, AYUSH 
Centre, Destination Meghalaya Project

7. Monsoon Tourism Cherrapunjee(Sohra) and Mawsynram
8. Golf Tourism 18 holes Golf course in Shillong
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9. Pilgrimage Tourism
Cathedral Church(Grotto Chapel), Shillong
Durga Temple, Nartiang, Mahadev Khola, Shillong
Shah Kamal Dargah, South West Garo Hills

10. Legend Tourism Nohkalikai, Balpakram, Indigenous Festivals
11. Heritage Tourism Mawphlang Sacred Grove
12. Music Tourism Shillong

13.
Film & Cinematic 

Tourism Smit, Cherrapunjee(Sohra), Lyngkyrdem

14. Agriculture/Rural Tourism
Chandigre Rural Tourism, Sasatgre, Mawlynong 
Cleanest Village, Ialong Rural Village, Kongthong 
Village, Mawphanlur

15. Cave Tourism Mawsmai, Siju, Arwah, Dam, Riblai, Labit Kseh, 
Tyngheng, Krem Khung and Krem Chympe

16. Wine Tourism Shillong, Sohlia, Sohiong,
17. Gastronomy  Tourism Khasi, Jaintia and Garo Hills
18. Nature  based Tourism Whole of Meghalaya

Source: The Meghalaya Tourism Policy 2011

Role of Meghalaya Institute of Entrepreneurship (MIE) in Entrepreneurship 
Development:
Meghalaya revolutionized entrepreneurship by opting to see every state person who 
manufactures anything for the marketplace as a businessman. To achieve this change 
in thinking, The Meghalaya Entrepreneurship Institute (MIE) is a state owned nodal 
organisation to promote fast financial transformations through educating entrepreneurship 
and promoting micro companies including young people, women and other key target 
populations in the state. 
In this regard, MIE is committed to being one of the best in business awareness and 
development, advancement and ability to apply knowledge, technologies and the 
commercialization  of the rich potential of promising sub-sectors with a clearly defining 
focus on honey production, agriculture, horticulture, floriculture, fish cultivation, aroma and 
medical cultivation, animal breeding, non-farming and other revenue generating  activities.
The Enterprise Facilitation Centres (EFCs) under the Meghalaya Basin Development Authority 
(MBDA) were established with the aim of providing a platform for existing and potential 
entrepreneurs to get access to the necessary support systems and business development 
services for starting an enterprise or for scaling up existing ones. The hope is that a new 
generation of people will emerge from across the state that will look to create jobs rather 
than look for jobs.
In pursuance of its objectives the MIE supports the Enterprise Facilitation Centers (EFC) 
in creation of an ecosystem to support enterprise and self employment growth through 
training, capacitating and hand-holding potential entrepreneur partners who have 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

65

registered themselves in the EFCs and who are desirous of improving their livelihoods 
and are willing to invest their time, labor and money to start an enterprise. The MIE also 
supports line departments in the strategizing, implementation and roll out of specific 
mission interventions geared towards entrepreneurship and that too upon request from the 
departments concerned. As a demand based organization with limited resources the MIE 
does not give grants and has no developmental schemes to implement on its own except for 
training, capacity building and enterprise ecosystem creation and promotion. Partners are 
recommended by the EFCs for training which are then routed to the MIE for mobilization 
of technical and training resources. In keeping with its mandate as a resource, support and 
training institution, the MIE encourages departments and other agencies of the Government 
to take centre stage and ownership of programmes and missions while supporting them 
from behind through training and capacity building.

6.3 Tourism Entrepreneurs’ Challenges in Meghalaya:
The primary challenges faced by Tourism Entrepreneurs in Meghalaya are:
1. High competition level among the similar type of enterprises
2. Tourism market globalisation.
3. Lack of training, Knowledge & Skills
4. Marketing & Destination branding
5. High service and operational costs
6. Absence of micro and rural entrepreneurs’ training development
7. Small level of economic support for tourism companies
8. Less knowledge and skills in entrepreneurship
9. Tight and offline seasons
10. Lack of capability development
11. High tax rate imposition
12. Fast technological change
13. Lack of finance and financial support
14. Non-availability of suitable market and distribution channels

Table-3

Tourism Entrepreneurial Policies of Meghalaya

Entrepreneurial Policies  Primary Focus

Meghalaya Skill Development 
Framework Policy

Empowering the local youths 
and the less privileged sectors of society through skill 
development, research, training & development and 
capacity building.
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Meghalaya Tourism Policy, 
(2011)

Identification, selection and empowerment of the 
rural and urban entrepreneurs, youths from border 
areas, through capacity building, skill development, 
and financial support. Destination based tourism 
development.

Tourism Development Plan for 
Meghalaya (April 2010)

Heritage Tourism Division Supported by: Indian 
National Trust for Ministry of Tourism Art and Cultural 
Heritage (INTACH)

Meghalaya Tourism Development 
& Investment Promotion Scheme

The main focus is to encourage micro, small medium-
sized tourist enterprises in tourism promotion 
and in investing tourism based initiatives in the state 
of Meghalaya.

Meghalaya Industrial And 
Investment Promotion Policy 
(MIIPP), 2012

This policy attracts the local 
potential entrepreneurs and supports them in 
establishing their start-up.

Source: Author’s Compilation

Table-4

Entrepreneur Centric Development Agencies in Meghalaya

Entrepreneur Centric 
Development Agencies

Primary Objective and focus behind the setup of 
Establishment

The Meghalaya Institute 
of Entrepreneurship (MIE) 

To identify, select and empower the budding micro, 
small and medium-sized firms.
To provide skill based training & development, 
business education and encouraging them for rapid 
economic transformation.

Meghalaya State Rural 
Livelihoods Society (MSRLS)

To provide collective action framework based on self 
help and mutual collaboration,
To develop networking with financialinstitutions and 
government agencies.

Meghalaya Basin Development 
Authority(MBDA)

The Meghalaya Integrated Basin Development & 
Livelihood Promotion Programme (IBDLP)   is 
advancing its mission to promote the most efficient 
and effective development and usage of basin 
resources within the context of sustainable 
development. 

North Eastern Development 
Finance Corporation 
Ltd(NEDFi)

To facilitate  financial assistance to micro, small, 
medium and large enterprises for Creating  industrial, 
infrastructure projects in the North Eastern Region of 
India and also Microfinance through MFI/NGOs.

Source: Author’s Compilation
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Table-5

Entrepreneurial  Capacity Building :

Name of the Institutions Core and Outreach activities

Institute of Hotel Management 
Catering Technology & Applied 
Nutrition(IHMCT&AN), Shillong

Hospitality Education, Research, Skill based Training 
& development in different hospitality trades, 
Capacity building for service providers through 
Hunar Se Rojgar Tak Scheme.

Food Craft Institute(FCI), Tura
Hospitality Education, Research, Training & 
development, Capacity building for service 
providers through Hunar Se Rojgar Tak Scheme.

Indian Institute of 
Management(IIM), Shillong

Management Education, Research, North-East India 
centric  entrepreneurship Training & development, 
research and development, capacity building, and 
Consultancy

North Eastern Hill 
University(NEHU),Shillong

Research, Education and 
training in the area of tourism entrepreneurship. 
Conducting conferences, workshops, and 
seminars, pertaining to  entrepreneurship 
development in the tourism sector.

English and Foreign Language 
University(EFLU),Shillong.

Conducting Research, Education and learning 
in foreign languages,  short term certificate and 
diploma programmes in foreign languages. 

Indira Gandhi National Open 
University(IGNOU)

Provide opportunities through distance education 
in Short term certificate and diplomas, Under 
Graduate, Post Graduate, and doctoral level in the 
field of tourism management

Source: State Portal of Government of Meghalaya.

Table-6

Successful Tourism Entrepreneurs in Meghalaya

Travel Agencies/ 
Tour Operators

Indigenous 
food Outlets Souvenirs Shops Home stays, Bed & 

Breakfast Scheme
Incredible Tours and 

Travels Red Rice Khasi Souvenirs 
Emporium Dew Drop Inn

Istaqbal Hospitality Rice Bowl
North Eastern 

Handicraft 
Emporium

Banalari Pine Inn

Van Raps Tour and 
travels Café Shillong Vanrap Collectons April Springs
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Tower Tours and 
Travels Trattoria Local Fruits Wines The Escapade Inn

Nakliar Tourist Info 
Centre & Travels Saw Aiom Local Handicrafts 

and Handlooms Da Blanche

Letz Travels Jadoh Stalls Cane and Bamboo Kaizun (Bed & 
Breakfast)

Meghalaya Adventure 
Tours 

Kharir Jadoh 
Centre

Local herbs and 
spices Sanctum B & B

Quest Holidays You and I Cafe Daniel Syiem Traveller’s Nest

Neer Cyber World Cafe Shillong 
Heritage Glory’s Plaza Maple Pine farm

AA Tours and travels Babotree Rebecca’s Thrift 
Store Pine Hill home stay

Eastern Holiday 
Planner

Don Bosco 
Museum Cafe

Purbashree 
Emporium

Café Shillong Bed & 
Breakfast

Source: Compiled by the authors.

6.4 Key Suggestions:
1. Conducting tourism entrepreneurial capacity building programmes: to cater the various 

need of stakeholders:
 y Entrepreneurial Motivation Programmes (EMPs); 
 y Entrepreneurial Development Programmes (EDPs); 
 y Various types of Training Programmes; 
 y Workshops and Seminars and 
 y Regular courses in different vocational trades. 

2. Sponsoring of local entrepreneurs for implant of training, both inside and outside the 
State, for trades which, incidentally, may not be available in the State, or, need further 
strengthening. 

3. Providing financial support to budding entrepreneurs and tourism start-ups by availing 
loans facility, subsidies grants, and incentives etc.

4. Organising tourism entrepreneurial workshops to micro, small and medium tourism 
enterprises.

5. Organising Travel Trade Shows, Exhibitions, Fairs and Buyers-Sellers Meets with 
participation local tourism entrepreneurs, tourism department, financial institutions 
and banks, local and rural authorities.

6. Focus and integration of local entrepreneurs with  national programmes, Make in India, 
skill India, Start-ups India, Digital India etc. 

7. Develop entrepreneur incubators for angel entrepreneurs.
8. Providing consultancy and generation of new ideas related to tourism centric 

entrepreneurship.
9. Facilitating   marketing and product development support to entrepreneurs.
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10. Motivating social entrepreneurs by tourism societies to promoting micro and small 
enterprises through micro financing and self-help groups (SHGs).

11. Empowering women entrepreneurs with active participation and involvement in tourism 
related enterprises nearby tourist spots.  

12. Government should promote and recognize the spirit of tourism entrepreneurs specially 
women and youth entrepreneurs by nominating best tourism entrepreneur award of 
the year, best tourism enterprising model, best start-ups, tourism practices through 
technological transformation advancement, promoting entrepreneurial CSR activities  
etc.  

7. CONCLUSION
Entrepreneurship development is critical in the north eastern region. In terms of economic 
production and resource mobilisation, tourism and hospitality are the most vibrant sectors 
in north east India. It generates a plethora of work and self-employment possibilities. 
Entrepreneurship is the sole force capable of harnessing the capabilities and abilities of 
Meghalaya’s youth. The growth of the tourist business in Meghalaya is highly dependent on 
the establishment of an effective tourism development policy, as well as on the participation 
and awareness of the local populace. The Shukla Commission advocated the establishment of 
a North-East Tourist Development Corporation to boost regional tourism. Additionally, it has 
proposed issuing Inner-Line Permits, relaxing Conservation Area Permission, and introducing 
Commercial Flights for North East Tour Packages, among other things. Additionally, the 
government’s sincere and robust desire, together with the people’s enthusiastic participation, 
would undoubtedly expand the tourism sector in Meghalaya in the coming years. 
Academic institutions of higher learning must help and encourage youth to pursue 
entrepreneurial endeavours in effort to grow work prospects for other applicants. Perhaps 
the government can welcome these youths and enlist the assistance of institutes such as 
the IHM and North Eastern Hill University (NEHU) in developing a sustainable tourism 
development model for the region. The government might even request assistance from the 
above mentioned organizations in order to educate youths in  cooking and housekeeping 
skills.
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ABSTRACT

Travel has been a very important social activity of human beings since time immemorial 
and tourism as an important sector which has a significant impact on the economic 
development and prosperity to attractive tourist destinations of a country. Local 
communities benefit from sustainable tourism through job creation and infrastructure 
development which in return brings in a lot of revenue and thus the rise in standard of 
living of the local destinations. Though the main advantage of tourism is income and 
employment generation, it also has a benefit of enhancing the historical significance of 
the destination. In many places it is the most important source of welfare and sustenance. 
This paper explores the dynamics of tourism in Shillong from the view point of the tourists 
and the locals and tries to understand whether it is sustainable.
Keywords: Sustainable Tourism, Locals, Tourists, Satisfaction, Archaeological Survey of 
India (ASI).

AN EXPLORATORY STUDY ON SUSTAINABILITY OF 
TOURISM OF SHILLONG, MEGHALAYA9
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INTRODUCTION
Sustainable tourism in a simple way can be understood as a responsible tourism which tries 
to make a low impact on the local culture, assists in conserving the surrounding environment 
and at the same time aids in generating job opportunities and income. According to the 
World Tourism Organization, sustainable tourism is tourism that leads to the management 
of all resources in such a way that economic, social and aesthetic needs can be fulfilled 
while maintaining cultural integrity, essential ecological processes, biological diversity 
and life support systems (Meyer, B., Milewski, D., 2009). It defines sustainable tourism as 
tourism that meets the needs of present tourists and host regions while protecting and 
enhancing opportunity for the future (Koirala, 2020). Sustainable tourism should also ensure 
that tourists are satisfied with the experience and at the same time inculcate in them the 
understanding and responsibility of sustainability (Swarbrooke, 1999).
The present study was conducted in Mawlynnong village in the state of Meghalaya (the 
abode of clouds) of north-eastern India. It is located in the Pynsursla block of East Khasi 
Hills, approximately 90 km from Shillong and 4 km from the Bangladesh border. This village 
is enclosed within clouds on foothills overseeing the plains of Bangladesh, and the road 
leading up to it has some most panoramic and breath-taking views in the vicinity. The main 
occupation of the villagers is agriculture. The village has its own accolade for being the 
cleanest village in Asia in 2003 by Discover India Magazine, which was reinforced by BBC 
and National Geographic in 2004; and in 2006 it is endorsed by UNESCO- thus introducing it 
to the world. Since then it has found a place in the tourist map of Meghalaya.

METHODOLOGY
The study of tourism patterns and tourism sustainability in Mawlynnong with respect to the 
locals and tourists has been done. Primary data was collected from responses of tourists and 
locals using questionnaire and interview method. A total of 91 tourists and 40 residents took 
participation in questionnaire. Various statistical methods like averages, Chi-square test for 
independence and other test of significance were used.

DEMOGRAPHIC DATE ANALYSIS
To study sustainability of tourism in Meghalaya region, Mawlynnlong, 80 tourists were 
interviewed where age varied from 15years to 75 years. It is observed that 70% of the tourist 
sample belonged to younger generation group of 15 yrs-35 years. This could indicate that 
Mawlynnong is a popular destination for younger generation may be because of the trek path 
and scenic beauty both cultural attraction and natural.

Gender Indian Foreigner
Male 38 4
Female 35 3

Table 1: Gender and Nationality of respondents
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H1: Gender has significant difference in visiting Mawlynnong tourist sites. 
H0 : P = 0.5 against H1 : P > 0.5 (P = proportion of male tourists in the population.)
Since Z statistic (1.153) is less than Z tabulated at 5% (1.65) we reject H1 and conclude that 
proportion of males and females is equal in the tourists. This means Mawlynnlong is famous 
and visited by both males and females.
The respondents were asked about profession depicted by table 2:

Profession Frequency
Student 30
Retired 05
Homemakers/Household jobs 25
Business 17
Govt. Jobs 03

Table 2: Profession of Respondents.
It was observed that majority of women were homemakers and were owning shops, groceries 
stores, while their male members (husband, son, brothers, nephews) were working outside 
private jobs like driving cars, supplying goods, daily wage workers. The highest no. was 
students followed by Household jobs and business, daily wage workers.

Satisfaction Levels of Tourists
The main elements which attract tourists to a particular destination are the availability of 
basic amenities. When it was checked for the attitude towards the basic facilities available in 
Mawlynnong it was noted that 63% of our sample tourists were not satisfied with the facilities 
available. However, when asked about their willingness to come back again to Mawlynnong, 
over 78% of them responded positively. This indicated that though the basic facilities like 
food, drinking water and toilets were not of good standard, rather very less, tourists were 
attracted and would want to visit the place again. 
To further identify whether there is any association between availability of good basic 
facilities and willingness to come back again chi-square test was conducted.

H2: There is an association between the two attributes at 5% level of 
significance.
As the Chi-square calculated value was less than the tabulated value at 5% level of 
significance null hypothesis was not rejected and concluded that the availability of basic 
facilities did not seem to affect the tourist’s willingness to come back again. (Chi-square 
calculated = 0.6603 and Chi-square tabulated = 3.841). From the study it was observed that 
58% of the respondents interviewed were willing to pay an increased amount of entry fee 
for the up gradation of basic facilities in their next visit. This depicted a positive attitude in 
people towards the maintenance of this site indicating a growing awareness of importance of 
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conservation of such significant places among tourists.
Satisfaction index was calculated for each factor as shown in table 2 and were ranked in a 
non-increasing order.
The formula used to calculate Satisfaction Index was

Where Nij = number of individuals who derive ith level of satisfaction for the jth factor.
Xi = Value for ith level of satisfaction.
N = Total number of respondents for that factor for all levels of satisfaction.

The satisfaction levels with a range of -2 to +2 for various factors are depicted in the table
(Table 2) given below:

Factor Accessibility Activities Amenities Accommodation Attraction
Satisfaction 

Index 0.89 0.879 1.055 1.385 1.132

Rank 4 5 3 1 2

Table 3: Satisfaction Index and Ranking

From Table-3 it is observed that tourist’s attitude was positive towards all the factors 
discussed. However on ranking them beauty scored the highest thus indicating that tourists 
enjoy the natural beauty surrounding Mawlynnong. One day trek was ranked next. Many 
tourists’ particularly young respondents enjoyed the trekking path and had a pleasurable 
experience. Activities and Accessibility were given relatively lower ranks though in general 
people were satisfied with the present facilities. This was under stood from the responses 
given by the tourists. (58% said Mawlynnong is clean and 80% said Mawlynnong is not 
difficult to reach. However the satisfaction indices though positive are not close to the 
maximum possible value of +2 indicating a need for further betterment and upgrading as 
compared to the present. To attract more tourists as well as to keep them contented the 
government, managing boards, locals and local bodies need to give more importance in 
encouraging accessibility and activities.

With regards to accessibility, Mawlynnong being on the outskirts of the Shillong city it was not 
very easy for outsiders without their private vehicles. Tourists always prefer a place which is 
safe to visit. There is no such security or protection provided at the site. This obviously is a 
good sign for the tourist destination’s development.

Sustainability of tourism for this destination should include, respecting and preserving the 
environment and monuments, maintaining the cleanliness, which does not have a bad effect 
on the locals. To examine whether all these parameters are satisfied, locals were asked to 
give their inputs about few parameters which verified whether Mawlynnong is sustainable 
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to tourism development. Their responses helped to calculate the impact on tourism as shown 
in table 4:

Factor -2 -1 0 1 2 Mean Rank
Maintaining 
Aesthetics 2 8 15 52 3 0.68 3

Environment 0 0 0 75 5 1.06 1
Influence on 
Youngsters 0 0 0 77 3 0.97 2

Thus, it can be seen that according to locals, tourists are very considerate about the 
surrounding and littering around was very less especially considering environment and 
scenic beauty. Environment was ranked highest. Maintaining the heritage place in terms of 
cleanliness and not causing damage to ancient monuments has been given the lowest ranking 
indicating that many tourists ruin the place by carving their names or certain characters 
on the structure and statue. This strongly recommended Response Tourism management 
techniques. Tourists should be educated by Local bodies, NGOs, Government about what 
are their responsibilities towards a tourist place. Placards can be put up everywhere in the 
tourist place to display the dos and don’ts. Here students and academicians can also play a 
big role in creating awareness.
From the above discussion and questioning the tourists and locals we can summarize that 
Mawlynnong is destination which sets very good example for sustainability of tourism 
development.
Every tourism destination will have some good and some causes for concern. The few causes 
of concern are:

 y Poor infrastructure
 y Less Accessibility and activities at destination.
 y Language Barriers
 y Deterioration of scenic beauty, environment due to unplanned development and 

natural barriers.

CONCLUSION
Thus, from the research conducted it is evident that Mawlynnong is a popular tourist 
destination. There is a continuous increase of number of people visiting this place every year. 
It is a beautiful combination of cultural, adventure tour, scenic beauty and a one day relaxing 
picnic in our fast paced life.
Tourist responses indicate overall satisfaction with respect to maintenance of the 
destination. However keeping in mind the growing number of visitors there is lot of scope 
for improvement and better continuance. Government and tourism planners should be 
interested in this distribution of the demand of the tourists over a year. This would help 
them in coming up with better plans. Destination capacity should be estimated and proper 
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arrangements should be made to accommodate excess influx of tourists during peak period. 
Adequate human resource, better infrastructure are the keys for the development of tourism 
and for its sustainability in a tourist destination. NGO’s and local management committees 
should come together and work towards betterment of a destination and support locals 
finding jobs which can be performed during off seasons. Periodic review of the situations 
should be undertaken by the people concerned.

REFERENCES
 y Cooper, C. et. al (1999), “Tourism Principles and Practices”, Addison Wesley Longman 

Publishing, New York, p-124-182
 y Cernat L & Gourdon J. (2007), “Is the Concept of Sustainable Tourism Sustainable? United 

Nations conference on trade and development”. New York, Geneva.
 y Likert, R. C. (1932), “A Technique for the Measurement of Attitude, Archives of Psychology”.
 y Koirala, J.,(2020).”Government preparedness and response for 2020 pandemic disaster 

in Nepal: a case study of COVID19.” Available at SSRN 3564214. https://doi.org/10.2139/
ssrn.3564214

 y Meyer, B., Milewski, D. (2009) Strategie rozwoju turystyki w regionie. Wydawnictwo 
Naukowe PWN.

 y Suroshi V.N., (2012)“A Study of Sustainable Tourist Centres in Parner Tahsil: A 
Geographical Analysis”. Universal Journal of Environmental Research and Technology. 
Vol. 2(4).

 y Swarbrooke, J. (1999). Sustainable Tourism Management, New York: CABI.



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

77

Suman Ghosh *, Banani Mondal**, Sanjay Kumar*** 

* Sr Lecturer, SIHM Durgapur
** Sr Lecturer, SIHM Durgapur
*** Sr Lecturer, SIHM Durgapur

ABSTRACT

Tourism has had a major contribution to the GDP of India for quite a long time. The visit 
of millions of tourists to India has made the country a major global tourist destination. 
Destination marketing and promoting indigenous products through tourism can turn 
out to be a major boost to the sector and at the same time create a brand image for the 
country. This will help in inclusive growth and development of the entire nation. 
The ‘Make in India’ campaign was launched by the honorable Prime Minister of India 
Mr. Narendra Modi in the year 2014 as part of a wider mindset in developing and nation 
building. The campaign was launched in order to encourage the various multinational and 
domestic companies to manufacture their products in India. The campaign was launched 
to create jobs and enhance the skills of the local people through advances in technology. 
It also focused on achieving higher quality standards through use of indigenous raw 
materials with minimum environmental impact. This will help India to develop socially, 
culturally and economically. The local business, handicrafts and skilled manpower will be 
able to develop themselves. This will help to promote indigenous culture and values of the 
destination and as a result will help to develop the entire nation. 
The present study attempts to focus in promoting the campaign of ‘Make in India’ through 
tourism and creating a destination image.
Keywords: ‘Make in India’, destination image, tourism, destination marketing

A STUDY ON PROMOTING ‘MAKE IN INDIA’ AND 
CREATING A DESTINATION IMAGE THROUGH 

TOURISM
10
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INTRODUCTION
The success of any product or services depends on the value it has for the customers. The 
life cycle of the product or service depends upon its specialties or qualities. According to 
the American Marketing Association marketing is defined as the process of planning and 
execution of the conception, pricing, promotion and distribution of ideas, services and goods 
in order to create exchanges that satisfy the individual and organizational needs (Kotler, 
2004). Tourism consist of the activities of persons travelling to and staying in places outside 
their usual environment of not more than one consecutive year for leisure, business or other 
purposes (UNWTO). The tourism sector has turned out to be one of the largest sectors in 
terms of employment generation and contribution to the GDP. Destination branding is a 
relatively new marketing strategy that attempts to build a tourism destination as a brand 
and develop a positive image in the minds of the tourist. In order to attract more and more 
tourist and to provide a boost to the tourism sector destination branding can help to create a 
brand image of India. Moreover the ‘Make in India’ promotion through tourism can also help 
in infrastructural development of India. 
India is ever known for its rich cultural, historical and geographical diversity. Indian is known 
mainly for its cultural, heritage and festive tourism and also has the potentiality in medical, 
business, educational and sports tourism. 
The purpose of ‘Make In India’ was to respond to a very critical situation of 2013 wherein 
the much hyped emerging market bubble had burst and India’s growth rate had fallen to its 
lowest level in a decade (Kamal, 2017).
India has turned out to be one of the key players in the world tourism business but in spite 
of the various positive sides there has not been much rise in the nation’s ranking. Indian 
tourism sector represents 2.5% of the GDP. It is expected in general terms that the creation 
and utilization of a decent brand image will help the society in general to reap the benefits 
of a more attractive region. In order to get things right a clear strategic thinking is very much 
a necessity. It has to be found out what we can offer and what our rivals can and at the same 
time find out what the potential tourists is looking for and how quickly we can adapt to 
changes. In a world where numerous amounts of data are available brand image can turn out 
to be a very important factor.

OBJECTIVES OF THE STUDY
 y To study the policies and strategies of Make in India with regards to Tourism industry
 y To study the promotion of the campaign of ‘Make in India’ through tourism.
 y To study the creation of a brand image of India through tourism.

RESEARCH METHODOLOGY
Research methodology is the technique of thoroughly solving the problem of research. It 
may be understood as a science of studying how research is done scientifically. A researcher 
should think about the way in which he should proceed in attaining his objectives in his 
research work. The researcher has to prepare a plan of action before starting the research. 
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This plan of study of a researcher is called the research design. Descriptive research design is 
used for the purpose of this study. 
Source of data collection: Both Primary and Secondary data has been collected from tourists 
and the text books, research papers and websites. 

REVIEW OF LITERATURE
The biggest advantage of India from the perspective of tourism is its wide range of diversity. 
Unlike many other countries in the world India has the diversity of traditional and modern,  
historical and contemporary, mountains and seas, deserts and forests, and different religions 
and communities. India is an intense kaleidoscope of landscapes, magnificent historical sites 
and royal cities, misty mountains, retreats, colorful people, rich culture and festivals. Modern 
India is the home alike to the tribal with his anachronistic lifestyle and to the sophisticated 
exist amicable with the microchip. Its ancient monuments are the backdrops for the world’s 
largest democracy. 
Tourism in India has emerged as a source of income and employment generation, poverty 
alleviation and sustainable development have changed drastically. Tourism is also an 
important source of foreign exchange earnings in India. It helps in the preservation of several 
places which are of historical importance. Similarly tourism can also help in conserving the 
natural habitat of many endangered species. Tourism tends to encourage the development 
of multiple-use infrastructure that benefits the host country, increasing various means of 
transportation, health care facilities as well as sport centers. In addition to the hotels and 
posh restaurants they cater the foreign visitors also. The development of infrastructure as 
a whole helps in the development of other directly productive activities. The Indian tourism 
and hospitality industry has instigated the growth factor among the service sectors. Tourism 
in India has significant potential considering the rich cultural and historical heritage, variety 
in ecology, territories and places of natural beauty spread widely across the country. Tourism 
is also a potentially large employment generator besides being a significant source of foreign 
exchange for our country. India’s tourism Industry is the third largest foreign exchange earner 
after garments, jewelry and gems. India’s contribution towards travel and tourism GDP is 
ranked as the eighth largest in the world. Being one of the largest service industries, tourism 
is a pivotal part of Make in India initiative. In the year 2018, the total number of domestic 
tourist arrivals within the states and Union Territories stood at 1854.93 mn with an annual 
growth rate of 11.9%. Further, as a value addition to this India registered 10.90 mn Foreign 
Tourist Arrivals (FTAs) in 2019, registering an annual growth of 3.2%. This upward trend also 
indicates that nowadays travelers are interested in numerous shorter holidays throughout 
the year, which is again a driving force for travel products and services throughout the year. 
The five year comparative data can be visualized in Figure 1.
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Figure 1. Foreign Tourist Arrival and Foreign Exchange Earnings (2015-2020)

Role of Destination Branding in Tourism
The primary role of branding destinations is to conceive distinct strategies to enhance social 
& economic development, brand / rebrand / reposition a destination, protect the natural 
resources, advance the cultural rejuvenation that can galvanize the sense of pride and 
strengthened identity of their residents. In tourism perspective, destination branding creates 
unique identity. It defines the purpose of the destination, acquires competitive advantage 
and communicates its image to tourists carrying expectations to experience.
Creating a destination brand or image requires an in depth understanding of the existing 
image, nature of the destination, values, norms, culture, and customs, core attributes and 
personality associated with it, and thus becomes challenges and in turns opportunities too. 
It is decisive to consider the culture and core values of the destination, as it determines the 
exchange of services and relationship that the destination imbibes the tourists’ experience.
Destination branding is a strategic process which inculcates an efficient combination of 
creative and basic services delivered to tourists with the association of local stakeholders. It 
is highly extensive for the nation to brand their destinations not only for producing profit in 
tourism industry but also to preserve the centuries of history, cultural heritage and landscapes 
of divine creation. Though India is witnessing a great development in tourism industry and 
increase in inflow of tourists, many destinations are unrecognized, not maintained properly 
and unprotected. The most prosperous and familiar tourists destination brands have not been 
simply promoted or branded whereas many intensive research studies have been carried 
out and contributed for the development of those destinations and destination brands. To 
attract the inflow of tourist (nationally and internationally), the destination marketers must 
market the destinations demonstrating the distinctiveness of destinations from others, using 
unique marketing communication tools reaching the global tourists. As tourist motivation 
to tour is widely becoming dynamic, it is crucial for destination marketers to identify the 
competency of the destination, its image and personality aspects associated to it, not only to 
attract tourists but also to promote tourist destinations, create business opportunities and 
societal benefit. There are many influencing sources of information such as social networks, 
magazines, travel agencies, movies and other visual and print aids, and information types 
such as advertisements, professional advice and recommendations which influence the 
salience of destination image. 
Destination image can also be portrayed by films, news and print media where tourists 
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or prospective tourists create a perception about the destination. For ex, literary image is 
created based on the historical events, films based on kings and kingdoms. Tourists who visit 
destinations tend to share their experiences and image of destination perceived by them 
with others. Thus, it not only creates a positive or negative emotion but also communicates 
the same to prospective tourists or general people. Destination image influences tourist’s 
future visiting intention, and impacts tourist decision-making process.
Branding destinations is not mere looking on the name, symbol, logo, word mark or other 
graphic visuals but also a process of conveying the promise of memorable experiences that 
is uniquely associated with the tourists destinations. It also acts as a messenger agent by 
consolidating and reinforcing the recollection of pleasurable memories experienced by the 
tourists. Branding destination gives an affirmation of quality experiences, reducing visitors 
search costs, and provides core competency for the destination. To achieve the competency 
in growing competition, developing a positive image in tourists perception is quite difficult 
yet challenging. Stakeholder plays an important role in destination branding, both primary 
and secondary. The distinguishing factors of primary and secondary stakeholders are 
based on their potential influence on the promotion of destination. Primary stakeholders 
are those who often interact and have strategic significance with the brand equity whereas 
secondary stakeholders are critical for specific issues related to the destination. In general, 
branding not only connects the customers but also inculcates the employees of the concern 
in the process of value creation and addition to consumer experiences. In this scenario, 
destination branding becomes significant for stakeholders management, where stakeholders 
role and involvement in tourism planning and administration, is recommended in branding 
destinations. Stakeholders who influence on destination branding are local people, investors 
(domestic and foreigners), employees, visitors (nationals and foreigners), media, opinion 
leaders, entrepreneurs (supporting tourism-based businesses), travel agencies and 
companies, airlines and transport companies, service providers, foreign government and 
businesses. 
In summarizing view, the destination marketers and government must identify the elements 
for empowering the brand image of the destination, and to analyses the significance of 
attributes which may affect during the branding process. The personality traits associated 
with the destination must be considered, as it encompasses the lifestyle of the destination, 
that is, traditional, modern, arousing, western, or down-to-earth etc. Ancestry – the historical 
and traditional aspects associated with the destination, and relative tourism factors such 
as landscapes, natural attractions, adventure, spirituality, religious, medical, or educational, 
etc., must be researched, to position the destination in the competing tourism industry. 
Understanding tourists perception and behavior, existing image of the destination, efficient 
combination of stakeholders, and benchmarking for providing delight experience to tourists 
in all perspectives would help the thereof in branding the destination effectively (Shankar.S., 
2019)
Incredible India, a multi-pronged promotional campaign launched by the Department of 
Tourism. Incredible India was conceptualized in 2002 by V. Sunil (while he was Creative 
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Director, O&M Delhi) and Amitabh Kant, Joint Secretary, Ministry of Tourism. The campaign 
began in the middle of the tourism crisis in 2002 when hotel occupancy rates were down to 
20 per cent. At that time, all outlays used to be divided into 18 foreign offices. Some offices 
called it “Spiritual India”; some called it “Cultural India”, and some, “Unbelievable India”. 
It focuses on the diversity of India as a holiday destination ‘with something for everyone’, 
from beaches to mountains, world heritage sites to cultural fairs and safaris to holistic 
holidays. The ‘Incredible India’ campaign was built around the brand proposition of “India 
as a path to ananda” (wellness, bliss and contentment - in Sanskrit). First, online campaign 
was undertaken by Ministry of Tourism during the period of March 2002 – April 2002. 
The campaign resulted in more than 13 million hits to the website per month. A response 
mechanism was devised to create a dialogue with the users contactus@tourismofindia.
com was made popular through online campaign and website. With success of first online 
campaign, subsequently many more campaigns have been launched and website has been 
revamped to www.incredibleindia.org. Marketing Strategies like DVD advertisement insert 
and digital brochure insert in ZDNet India’s Technology magazine. Direct marketing adopted 
as Incredible India post cards inserts along with tickets to all those who purchased railways 
ticket from Indian railways website. (Chavan.R. & Bhola.S, 2014)

NATIONAL TOURISM POLICY 
A National Tourism Policy was formulated in 2002. However, considering the widespread 
interrelated global advancements, a new draft National Tourism Policy has been formulated, 
which is yet to be approved and has the following salient features:14

 y The focus of the Policy is on employment generation and community participation.
 y Stress on the development of tourism in a sustainable and responsible manner.
 y An all-encompassing Policy involving linkages with various Ministries, Departments, 

States/Union Territories and Stakeholders.
 y The Policy enshrines the vision of developing and positioning India as a “MUST 

EXPERIENCE” and “MUST RE-VISIT” destination for global travelers, whilst 
encouraging Indians to explore their own country.

 y To develop and promote varied tourism products including the rich culture and 
heritage of the country, as well as niche products such as medical &wellness, MICE 
(meetings, incentives, conferences and exhibitions, Adventure, Wildlife and so on.

 y Development of core infrastructure (airways, railways, roadways, waterways, etc.) 
as well as Tourism Infrastructure.

 y Developing quality human resources in the Tourism and Hospitality industry in 
India, across the spectrum of vocational to professional skills development and 
opportunity creation.

 y Creating and enabling an environment for investment in tourism and tourism-
related infrastructure.

 y Emphasis on technology-enabled development in tourism.
 y Focus on domestic tourism as a major driver of tourism growth.15
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Domestic Tourism:
 y Dekho Apna Desh Webinars.
 y Ek Bharat Shrestha Bharat: Various activities like roadshows, Fam trips, B2B 

Meetings, Quiz programmes, webinars between paired States / UTs to promote Ek 
Bharat Shrestha Bharat.

 y Aerial photography of key cities and cultural assets (Delhi, Chennai, Kolkata, Mumbai, 
Bengaluru, Udupi, Aurangabad, Iconic Tourist sites) across the country during the 
lockdown.

 y Regular consultations with industry stakeholders on issues related to opening up of 
Tourism sector.

 y Handling of tourists, protocols of safety and security, services standards etc.
 y Domestic Tourism Promotion Campaign through Webinars, social media and other 

digital platforms.
 y Dekho Apna Desh Campaign has been the mainstay of Domestic Promotion. The 

main focus is to rebuild the trust of the domestic & international travellers in terms 
of India being safe destination to travel in post Covid Scenario.

RESEARCH FINDINGS
Age

 Gender Criteria                                                                    Citizenship

If Indian place of residence
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If answer is (a) then frequency of visit to the tourist spot

Type of Tourist

Purpose of Visit

    

If Foreigner country of nationality:

Respondent  1 Indian
Respondent 2 Scottish
Respondent 3 Finland
Respondent 4 Germany
Respondent 5 UK
Respondent 6 Spain
Respondent 7 Spain
Respondent 8 New Zealand
Respondent 9 UK
Respondent 10 Irish
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Respondent 11 Scottish
Respondent 12 Kolkata
Respondent 13 Scottish
Respondent 14 Carribean
Respondent 15 Denmark
Respondent 16 Australia
Respondent 17 UK
Respondent 18 Canada
Respondent 19 UK
Respondent 20 Philippines
Respondent 21 Korea
Respondent 22 Uk
Respondent 23 Canada
Respondent 24 Abu dhabi
Respondent 25 Indian
Respondent 26 Bhartiye

Places/Destinations of visit or about to visit:

Respondent 1 Nainital
Respondent 2 Daman
Respondent 3 Lonavala

Respondent 4 By road to see all places not only the 
tourist spots.

Respondent 5 Orissa
Respondent 6 Rajgir
Respondent 7 Kerala
Respondent 8 Darjeeling Ladak Northeastern India
Respondent 9 Kolkata Hyderabad Bangalore
Respondent 10 Singapore
Respondent 11 Berlin
Respondent 12 Kolkata
Respondent 13 Mumbai
Respondent 14 France
Respondent 15 Meerut and Delhi
Respondent 16 Delhi and Haridwar
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Respondent 17 Kolkata city and around
Respondent 18 Indian villages
Respondent 19 Tourist attractions
Respondent 20 Metropolitan area
Respondent 21 Eastern India
Respondent 22 Kerala
Respondent 23 Adelaide
Respondent 24 Kolkata
Respondent 25 Quebec city
Respondent 26 Kolkata
Respondent 27 Agra
Respondent 28 Maldives
Respondent 29 Canada
Respondent 30 Kerala
Respondent 31 Hyderabad
Respondent 32 Vizag
Respondent 33 Jodhpur

Souvenirs Purchased

Respondent 1 Artifact
Respondent 2 misc
Respondent 3 Lonavala chikki

Respondent 4 A famous piece which gives the 
essence of the place we visited

Respondent 5 Gift items
Respondent 6 Handicrafts
Respondent 7 Books and Handicrafts
Respondent 8 Bluetooth speaker, small artifacts
Respondent 9 Perfume, chocolates
Respondent 10 Dress, artifacts,artificial jewellery
Respondent 11 Paintings, local handicrafts
Respondent 12 Artwork, Perfume
Respondent 13 Fashionable clothes and shoes
Respondent 14 Small artifacts
Respondent 15 Books and terracotta jewelry
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Respondent 16 Cookbooks and gold jewelry
Respondent 17 Handicrafts
Respondent 18 Chips, Clothing
Respondent 19 Artifacts, paintings
Respondent 20 Apparels
Respondent 21 Handicrafts

Respondent 22 Artificial jewellery, Dresses,Sarees 
and Shoes

Respondent 23 My childhood memories
Respondent 24 Nature
Respondent 25 Meeting new people

If long stay visitor place of stay

Collecting  souvenir

Experience of stay

What did you like of the place?
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Are you agreeing with the marketing promotional strategies which are needed for tourism development 
following by state government?

Do you feel encouraged through the advertisements of tourism to visit a particular destination?

As per the responses there has been good number of foreign tourist visitors to India. Most 
of them were interested in the food and cultural diversity. Even some of them did collect 
souvenirs and many had a very good experience of the place.
Tourists were really pleased with the marketing and advertisement strategies and policies 
of the government but more needs to be done in order to enhance the brand image. The 
purchase of souvenirs is an indication that we are having a right approach to the campaign 
of ‘Make in India’.

CONCLUSION
The identity of India may be defined as a place which has a very rich cultural heritage with 
every 50km. distance one can experience a different and vibrant culture.
India as a country is a developing nation and is looking forward to upgrade to the position 
of a developed nation. The development of a nation involves the inclusive growth and 
development of every sector of the country. Tourism industry is a growing industry and 
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has an impact on the growth of other sectors of the economy. The marketing of the tourism 
destination and creating awareness among the domestic and international tourists can help 
in the growth of the sector. The promotion of ‘Make in India’ and creating a destination image 
through tourism can help in nation building and achieving new heights.
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ABSTRACT

India, the world’s second-most populous country, has over 500 million vegetarians. 
Healthy eating, vegetarian and vegan food are in high demand even more during the 
ongoing pandemic. Many customers don’t like to visit or have meals where both vegetarian 
and non-vegetarian food is prepared. Majority of the mid and small level restaurants, find 
it economically not viable to use different vessels for vegetarian food. Having a double 
kitchen system is too big investment, but one or the other day we have to take step towards 
this concern. The objective of this study is firstly to understand the importance of having 
a separate vegetarian kitchen. Secondly to study the guest  and kitchen staff perspective 
for having a separate vegetarian kitchen and thirdly to compare guest and kitchen 
staff perspective to bring out the changes in the 5 star hotels of India. The convenience 
sampling was used to collect the data from Kitchen staff of different hotels and guests. The 
data was collected using structured questionnaire which were filled by the respondents in 
month of April-May 2021.The study has revealed a requirement of a separate vegetarian 
kitchen from staff and guest perspectives. Customers want a separate kitchen so they can 
frequently visit the restaurant without worrying about contamination. Result in increased 
trust levels among guests. Green kitchen is a new concept which is here to stay to attract 
more guests.  
Keywords: food contamination; green kitchen; staff; guests; 5 star-hotels 

AN EMERGING NEED FOR A SEPARATE VEGETARIAN 
KITCHEN IN 5-STAR HOTELS OF INDIA: A COMPARATIVE 

STUDY OF HOTEL GUESTS AND STAFF PERSPECTIVE
11
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1. INTRODUCTION
India, the world’s second most populous country, has over 500 million vegetarians. 
According to a 2018 survey released by the registrar general of India, Rajasthan (74.9%), 
Haryana (69.25%), Punjab (66.75%), and Gujarat (60.95%) have the highest percentage 
of vegetarians. Most of vegetarian don’t visit restaurants with beliefs that veg and non-veg 
food are prepared in same kitchen with same equipment’s. Food contamination is a prime 
concern for many guests when they visit a restaurant. Majority of the mid and small level 
restaurants, find it economically not viable to use different vessels for vegetarian food. This 
is despite clause 2 of the Food Safety and Standards Act 2006 clearly stating that ‘separate 
cutting boards, knives dishes and preparation area should be provided for raw meats poultry 
and marine products.
During peak hours when the restaurants serve 15 tables with a menu of 150 dishes, there is 
a lot of pressure in the kitchen. Even if restaurants mention they make things separately it 
is a challenge during high occupancy in the restaurants. Certainty a demand for vegetarian 
kitchens is a need which has been a gap identified by our research study. As an increase in 
the healthy eating, vegetarian and vegan food are in high demand. This study explores the 
concept of having a double kitchen/ new vegetarian kitchen /green kitchen. 
This change can lead student to join hotel industry, every individual who hesitate to join 
for cooking meat, vegetarian kitchen will not only increase vegetarian guest especially who 
convert religion, Jain, Brahimi’s, pundits and etc. but also new opportunity for variation in 
chef brigade. It is important to develop separate kitchen  for betterment, even pandemic of 
covid-19 urge for the green kitchen and green food for safety of humans even many thoughts 
of changing their food habits which includes more vegetarian meals.

2. LITERATURE REVIEW 
2.1 Provincializing vegetarianism putting Indian food habit in their place
It is found that the extent of overall vegetarianism is much less—and the extent of overall 
beef-eating much more—than suggested by common claims and stereotypes. The generalized 
characterizations of “India” are deepened by showing the immense variation of food habits 
across scale, space, group, class, and gender. Additionally, it is argued that the existence of 
considerable intra-group variation in almost every social group (caste, religious) makes 
essential group identities based on food practices deeply problematic. Finally, in a social 
climate where claims about food practices rationalize violence, cultural–political pressures 
shape reported and actual food habits. Indian food habits do not fit into neatly identifiable 
boxes.  This paper attempts to see what people in India eat when “let alone” and what 
empirical facts such as intra- and inter-group variation do to claims about group food habits.
We are, consequently, interested in asking: What does in-group variation do to the frequent 
claims about the cultural practices of social groups? What does regional variation mean for 
claims about “national” food practices? We begin with a synoptic representation of our key 
findings which, in our view, seriously question many public claims about food habits. The 
extent of overall vegetarianism is much less than common claims and stereotypes suggest (no 
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more than 30% and more realistically closer to 20% of the population).The extent of overall 
beef-eating is much more than common claims and stereotypes suggest (at least about 7% 
but more realistically closer to 15% of the population).There exists considerable variation 
of food habits across scale, region, group, class, gender; each complicating generalized 
characterizations of India based on meaningless averages.
The considerable spatial variations within social groups ensure that almost no group specific 
claims about food practices can really pass muster. There is evidence of cultural–political 
pressures affecting reported and actual food habits, so that any reported data need to account 
for the bias of under-reporting of meat and beef and over-reporting of vegetarian diet (hence, 
the need to  provincialize vegetarianism).

2.2 Attitudes and orientation towards vegetarian food in the restaurant 
industry
Vegetarian food is on the rise among both vegetarians and non-vegetarians, resulting in an 
unprecedented demand for meatless options. Nevertheless, it has been widely argued that 
restaurants often do not adequately address and utilize this important trend, despite the 
severe fifinancial crisis and fierce competition that characterizes the restaurant industry. 
More recently, certain culinary developments (such as the “Meatless Mondays” movement) 
seem to have a positive effect on the attitudes toward vegetarian. Food in restaurants and 
provide some room for optimism .These indications, however, are based on anecdotal 
evidence such as articles in food service trade magazines and personal impressions of 
restaurant practitioners, rather than reliable empirical-based knowledge.  Consequently, very 
little is known about the attitudes and perceptions of decision makers in restaurants (e.g. 
restaurateurs and chefs) regarding vegetarian food, as well as the challenges and difficulties 
involved in catering to the needs and wants of vegetarians. In this respect, the trade magazine, 
Nation’s Restaurant News, mentioned adding vegetarian/vegan options to the menu as one 
of its top suggested strategies for improving business. It should be noted that catering to 
vegetarians is a challenging task that requires knowledge-based management that relies 
on thorough understanding of the vegetarian segment and its distinctive characteristics 
as well as familiarity with vegetarian cooking techniques, attractive recipes and handling 
animal-free ingredients (Licata,2009).The main objective of the research is to explore the 
participants’ attitudes toward vegetarian food, as well as to gain an understanding of their 
orientation toward vegetarianism and of the challenges their restaurants face, as a result of 
their catering to vegetarians.

2.3 Vegetarian diet : a boon or ban for health ?
A vegetarian diet is a kind of diet that involves little or non-consumption of any meat or 
its products, including meat from cattle, poultry, and fish and / or any other animal. There 
are many types of vegetarian diet which exist today, but none follows a specific pattern. 
This mode of food is gradually gaining popularity all over the world. One of the largest 
vegetarian communities lives in India (35.71%). A large percentage of people also thrive on 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

93

the vegetarian diet in countries like USA (3.78%), UK (8.57%), Germany (9.02%) and Italy 
(9.67%).
Most of the vegetarians follow the vegetarian diet due to their religious beliefs. Most of them 
follow a strict pattern of veganism, involving the complete abandonment of food associated 
with animals, including milk, poultry eggs and other products which are made from animals 
or its products. Particularly, Jain’s (People who follow Jainism) follow even tougher diet 
which not only involves strict vegetarian diet but also involves non-consumption of anything 
which is grown underground such as potatoes and onions.
The objective of this study is first to understand the importance of having a separate 
vegetarian kitchen. Second to study the guest and kitchen staff perspective for having a 
separate vegetarian kitchen and third to compare guest and kitchen staff perspective to bring 
out the changes in the 5 star hotels of India.

3. RESEARCH METHODOLOGY
This study has used a descriptive research design which is used to understand the sample 
being studied. A structured survey is used to get the information about the sample without 
modifying the environment. A structured questionnaire was an the research instrument that 
was prepared after an extensive literature review. The convenience sampling was used to 
collect the data from Kitchen staff of different hotels and guests. The data collection period 
from April-May 2021. The questionnaire was prepared on Google forms and was circulated 
via email and Whats app.

4.DATA ANALYSIS 

4.1: Respondent Profile (Guest) 
The respondent profile (guest) has is displayed in table 1.Maximum respondents fall under 
“18-30 years” with 75%. While looking at gender equal percent of male and female respondents 
have been covered. Majority of the respondents belong to the state of Maharashtra (40%) 
followed by Gujarat (35%). 

Table 1: Respondents Profile (Guest)

Variables Respondent (n=40) 
Number of respondents

Percentage

Age group
18-30 years 30 75%
30-50 years 8 20%
More than 50 years 2 5%
Gender 
Male 20 50%
Female 20 50%
State belonging to
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Maharashtra 16 40%
Karnataka 6 15%
Gujarat 14 35%
Delhi 3 7.5%
Punjab 1 2.5%

4.2 Respondent Profile (Hotel Staff) 
When we look at the respondents (hotel staff) majority of them belonging to the hotels of 
Karnataka (28.6 %). Mostly the respondents have working experience of 1 to 5 years that 
is 47.62 %. In terms of gender 76.19% of respondents are male and remaining 23.81% are 
female. 

Table 2: Respondents Profile (Hotel Staff)

Variables Respondent (n=21) 
Number of Respondents

Percentage

Hotel Location 
Karnataka 6 28.6%
Madhya Pradesh 4 19.04%
Rajasthan 2 9.5%
Maharashtra 2 9.5%
Delhi 3 14.3%
Gujrat 2 9.5%
Chhattisgarh 2 9.5%
Work Experience 
Above 5 years 4 19.04%
1 to 5 years 10 47.62%
Less than a year 7 33.34%

Gender 
Male 16 76.19%
Female 5 23.81%

4.3 Food Eating Habits  (Guest) 
67.5% of the respondents visit a 5 star hotel for eating food at least  once a monthly. When 
it comes their food habits 75% are vegetarian 75% and rest 25% of respondent are Non- 
vegetarian. 60% percent of respondent are comfortable visiting non-veg outlet. In pandemic 
47.5 % of respondents changed their food habits from non veg to vegetarian or vegan.
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Table 3: Food Eating Habits (Guest)

Variables Respondent (n=40) 
Number of Respondents

Percentage

Frequency of eating at 5 
star hotel 
Weekly 0 0
Monthly 27 67.5%
Yearly 13 32.5%
Food Habits
Vegetarian 30 75%
Non-vegetarian 10 25%
Comfort to eat vegetarian 
meal with non-vegetarian 
meal available
Yes 24 60%
No 16 40%
Has pandemic changed 
food habit
Yes 19 47.5%
No 21 52.5%

4. 4 Issues related to a Separate vegetarian kitchen (Guest) 
75% of respondent have felt a need for a separate kitchen for vegetarian preparation of total. 
25% of respondent have marked the option “No”.  While 55% of the respondent have faced 
issues relating to not having a separate vegetarian kitchen.  

Variables Number of Respondent Percentage
Felt a need for separate 

kitchen

Yes 30 75%
No 10 25%

Respondent faced 
problems

Yes 22 55%
No 18 45%

4.5 Kitchen Staff view on a separate vegetarian kitchen: 
71.43% are comfortable in working one kitchen, 28.57% people are not comfortable and thus 
want separate vegetarian kitchen. Majority of the respondents are non vegetarian (61.9%) 
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and 38.1% are vegetarian. 66.67% respondents found feel the need of a separate kitchen 
while 23.81% respondents have opted for option “No”. While 9.52%  “cant say”. When asked 
about the effect of separate vegetarian kitchen on increased sales 85.71% respondents have 
opted for the opted “Yes”. 

Table 4: Kitchen Staff view on a separate vegetarian kitchen

Variables Number of respondents Percentage
Comfort working in non 
veg atmosphere
Yes 15 71.43%
No 6 28.57%
Are you vegetarian?
Yes 8 38.1%
No 13 61.9%
Separate kitchen need
Yes 14 66.67%
No 5 23.81%
Can’t Say 2 9.52%
Will it increase sale
Yes 18 85.71%
No 2 9.53%
Can’t Say 1 4.76%

When asked about the difficulties faced by vegetarian chef working in the hotels. These are 
the responses that have been received. 

Respondents Issues
KS2 yes sometimes if the non-vegetarian food flavour is too strong
KS5 Yes, because in this hotel industry it’s difficult when you are vegetarian 

and if you are working in specialty restaurant
KS14 I never face such difficulty but yes if I might be vegetarian then might 

be an issue
KS 19 Sorry I’m not vegetarian but still I feel different counters can definitely 

help but the food preparation should be done in different kitchen so to 
avoid mixing of utensils and gravies.

KS 21 Yes, there are so many issues with the vegetarian people, if they are 
sitting in non-vegetarian restaurant.

5. CONCLUSION, LIMITATION AND FUTURE SCOPE
To conclude the study has revealed that separate vegetarian kitchen will create opportunity 
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for young generation to choose and work in vegetarian environment and this opportunity 
will build trust for customers to visit without a thought, high risk of contamination is reduced 
most of the time in crowd same utensils are used which can be highly risky . 
The guest perspective on having a separate kitchen was that 75 % of the respondents (guest) 
felt the need for having a separate kitchen for vegetarian preparation even though 75 percent 
of our respondents are meat eaters. While posed with the same question to the hotel staff 
respondents again majority with 66.67 % feel the same need. Even though 71.43 % are 
comfortable in working in one kitchen. 
The need to bring out the changes by having a separate vegetarian kitchen in 5 star hotels of 
India as the study has reveled that 55% of the guest respondent have faced issues relating to 
not having a separate vegetarian kitchen. The ongoing pandemic has also seen a change in 
food habits with  47.5 % of respondents have agreed to have shifted their food habits from 
non veg to vegetarian or vegan. From the point of view of kitchen staff, it is interesting to note 
that 85.71% feel that by having a separate vegetarian kitchen an increase in the sale can be 
achieved. Chefs who are vegetarian believe that non-vegetarian food has strong odour and 
mix up utensils can still happen even though there are separate food processing areas in one 
kitchen. 
A few limitations faced while conducting the study which were time constraint that lead 
to collection of only from a small sample. For further studies a higher percentage of both 
guest and kitchen staff can be addressed by further studies. The perspective of the higher 
management can also be studied as it requires higher cost and large capital to set up a 
separate kitchen only for vegetarian food. 

REFERENCES
 y Provincializing ‘_Vegetarianism
 y https://www.researchgate.net/publication/323534804_’Provincialising’_

Vegetarianism_Putting_Indian_Food_Habits_in_Their_Place
 y Ghassem-Fachandi, P (2009): “The Hyperbolic Vegetarian: Notes on a Fragile Subject in 

Gujarat,” Being T here: Fieldwork rk Experience  and the Making of Truth, John Borne-ma 
n and Abdellah Ham-moudi (eds),  Berkeley: University of California Press, pp 77–112

 y Attitude and orientation towards vegetarian food
 y https://www.researchgate.net/publication/263602254_Attitudes_and_orientation_

toward_vegetarian_food_in_the_restaurant_industry_An_operator%27s_perspective
 y Beardsworth, A. and Bryman, A. (2004), “Meat consumption and meat avoidance among 

young people: an 11-year longitudinal study”, British 
 y Licata, E. (2009), “Healthy menu options can help eliminate veto votes from guests”, 

Nation’s Restaurant News, Vol. 43 No. 11, p. 29
 y Benefits of vegetarian



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

98

Chayanika Kalita*, Bobby Bora** 

* Course Trainer, HASDM
** Course Trainer, HASDM

ABSTRACT
Assam is a land of rich culture and heritage. Tourism and Hospitality is a booming sector 
with 212 million people employed globally within the industry and it is expected to 
contribute Rs.12.68 trillion to Indian economy by the year 2028. The subject Tourism 
and Hospitality is not very popular amongst the people in North East India. However, 
it is the need of the hour. The tourism and Hospitality sector alone can contribute a lot 
towards the economic development of our state. Hence, it has become more important for 
it to gain popularity among the people and to introduce this in the curriculum from the 
middle school level onwards. Conduction of various workshops and seminars by industry 
experts and academicians for students and parents to give a glance at the sector. Nurturing 
young minds in the field of tourism and hospitality by honing their skills will make them 
more job-oriented and hence, make them aware of the many perks that entail the sector. 
Introducing Tourism and Hospitality subject as a part of the curriculum will improve and 
broaden the mindset of people regarding the various facets and opportunities that it has 
within it. It is a field of study which not only generates employment and inspires budding 
entrepreneurs but also helps in overall personality development. In this competitive era 
of globalization, the students can shine with both theoretical and contemporary practical 
knowledge, which will increase their demand in the market. Also, making adequate changes 
in the working conditions of personnel and providing them their rightful compensation 
for the labour put in as well as facilitating more FDI (Foreign Direct Investment) inflows 
will make the native tourism and hospitality market more sought after and hence, less 
migration of people will occur booming up the state economy. Therefore, this paper 
attempts to examine how the introduction of Tourism and Hospitality subjects in the 
curriculum will impact in creating awareness.
Keywords: Education, Tourism and Hospitality, Awareness, Curriculum, Entrepreneurs, 
Employment, Middle school level.

FEASIBILITY STUDY OF IMPLEMENTING TOURISM 
AND HOSPITALITY EDUCATION AND TRAINING 

FROM MIDDLE SCHOOL ONWARDS IN ASSAM
12
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1. INTRODUCTION
Tourism and Hospitality is a booming sector that employs around 212 million people globally. 
The scope of employment in the tourism sector is very bright and has high potential with 
varied opportunities existing in both the public and the private sector. Assam is one of the 
tourist hotspots in the North East region. So, it is the need of the hour to provide education 
and create awareness about the tourism and hospitality industry. Assam has approximately 
45000 schools and 300 colleges and 13 universities providing quality education in a different 
type of courses fabricating entrepreneurs and working professionals. However, only a smaller 
sum of students selects tourism and hospitality sector in comparison to other sectors. To 
make the sector more acquainted, tourism and hospitality can be introduced as a subject 
from middle school onward. In Assam, we are not much familiar with the opportunities that 
the sector can bring to generate a higher per capita income and so as the economy of the state. 
It is also predicted that for every one million rupees invested in tourism, 47.9 direct jobs 
can be created, other than creating paths for indirect employment. Incorporating tourism 
and hospitality management as a subject from middle school will not only increase students’ 
interest in this sector but also will help them to pursue this course after higher secondary 
and build their career. This paper attempts to examine how the introduction of Tourism and 
Hospitality subjects in the curriculum will impact in creating awareness. 

OBJECTIVE
 y Examining the feasibility of implementation of tourism and hospitality subjects from 

middle school onwards.
 y Possible Obstacles which can be faced during implementation of the subject.
 y Create awareness amongst the different groups of people about the sector.

LITERATURE REVIEW
 y Dredge et al (2021) suggested that vocational, soft skills will play a vital role in 

recovery phase.
 y Gogoi (2017) in her paper states that infrastructure facilities, skilled and trained 

tourist guides, cooperation and assistance of NGOs both private and public is needed. 
 y Ali, Murphy & Nadkarni, 2017;Hales & Jennings, 2017; Camargo & Gretzel (2017) in 

their paper The development of such curriculum and new pedagogic approaches is 
the need of the hour for sustainable tourism. 

 y Aynalem et al (2016) in their paper said that to ensure the continuous supply of 
quality human resources and make the industry flourish, tourism and hospitality 
education play a vital role. 

 y Dube & Winnie (2016) in their paper states that involves not only the decision of the 
school management but also the opinion of school teachers, parents. 

 y Chapman (2011) gave detailed explanation on curriculum in schools is everchanging 
and apart from regular subjects’ other vocational courses must be introduced to 
develop students as a whole. 
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 y Felder& Spurlin (2005) in their paper said that workshops could be conducted 
to ensure transferability of theoretical knowledge into vocational skills. These 
workshops could develop reflective practices amongst tourism professionals. 

 y Baum (2002) said that a significant impact has been made on the sustained growth 
of the tourism industry through long term investment made at all levels of integrated 
hospitality skills development via CERT and various tourism colleges around the 
country by making it a national agenda. 

 y Lam & Xiao (2000) described in their paper to make the sector more acquainted, 
tourism and hospitality can be introduced as a subject from middle school onwards. 

 y V.A. Ponmelil said that the scope of employment in the tourism sector is very bright 
and has high potential with varied opportunities existing in both the public and the 
private sector. 

METHODOLOGY
 A survey was conducted from 7-09-2021 to 17-09-2021 among middle school level teachers 
and parents who are residents of Assam belonging to different districts. The primary data 
were collected by conducting a questionnaire survey using Google forms. Also, a telephonic 
conversation was set up with the teachers and students of Jawahar Navodaya Vidyalaya, 
Nalbari (JNV) and North East Skill Centre (NESC), Guwahati for collecting the same due to 
Covid 19 restrictions enforced around the state. Moreover, the secondary data were collected 
from the Management Information Systems (MIS) archives of Assam Skill Development 
Mission (ASDM) which included the information regarding the number of training partners in 
different districts of Assam who are currently providing training on Tourism and Hospitality 
management and generating employment. Data including documented evidence were 
subjected to the method of constant comparison. The sample size was 65 among them 30 
were teachers and 35 were parents.

Image 1: Shows the total responders from the various districts of Assam (IMAGE SOURCE: MAP OF 
ASSAM) :https://www.infoandopinion.com/assam-map-download-free-map-of-assam/1393/
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STATISTICAL ANALYSIS
The data were converted from Google Forms to MS Excel. Further, the statistical data were 
analysed by using IBM STATISTICS Version 22.

RESULTS
Table 1.1: This table shows the awareness in the teachers about Tourism and Hospitality Management.

Awareness Frequency Percent
No 3 9.4
Yes 27 84.4
Total 30 93.8

Figure1.1: The above pie chart shows the awareness of school teachers on Tourism and Hospitality 
Management. 

Table 1.2: This table shows the benefits of Tourism and Hospitality sector in shaping students careers.

Shaping careers Frequency Percent
Yes 30 93.8
No 0 0
Total 30 93.8

Table 1.3: This table shows the average percentage of teachers who are in favour of introducing Tourism 
and Hospitality Management subject in the middle school level.

Introduced Frequency Percent
No 3 9.4
Yes 27 84.4
Total 30 93.8
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Figure 1.2: The above pie chart illustrates the number of teachers in support of introducing Tourism and 
Hospitality subjects from middle school onwards.

Table 1.4: This table shows the average percentage of schools who has well-equipped infrastructure for 
conduction of Tourism and Hospitality Management subject.

Well Equipped Frequency Percent
No 12 37.5
Yes 18 56.3
Total 30 93.8

Figure 1.3: The above pie chart shows the average percentage of schools having adequate infrastructure 
for conduction of Tourism and Hospitality Management subject.

Table 1.5: This table shows the average number of teachers in favour for conduction of seminars.

Seminars Frequency Percent
Yes 30 93.8
No 0 0
Total 30 93.8
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Table 1.6: This table shows the importance of developing job-oriented skills in students right from middle 
school level.

Job-Oriented Frequency Percent
No 4 12.5
Yes 26 81.3
Total 30 93.8

Figure 1.4: This pie-chart denotes the percentage of teachers in favour of introducing job-oriented skills 
in students right from middle school level.

Table 1.7: This table shows the average percentage of teachers who thinks tourism and hospitality 
management subjects will help students to be future entrepreneurs.

Entrepreneurs Frequency Percent
Yes 30 93.8
No 0 0
Total 30 93.8

Table 1.8: This table shows the number of teachers recommending students to study Tourism and 
Hospitality Management subjects.

Recommend Frequency Percent
Yes 30 93.8
No 0 0
Total 30 93.8

STATISTICAL RESULTS BASED ON THE RESPONSES OF PARENTS
Table 2.1: This table shows the awareness of parents on Tourism and Hospitality sector

Awareness Frequency Percent
No 1 .7
Yes 34 25.2
Total 35 25.9
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Figure 2.1: The above pie chart shows the awareness of parents on Tourism and Hospitality sector.

Table 2.2: This table shows the average percentage of parents who want as who don’t want their children 
to study Tourism and Hospitality Management in their curriculum.

Study Frequency Percent
No 2 1.5
Yes 33 24.4
Total 35 25.9

Figure 2.2: The above pie chart shows parents who are in favour and not in favour for their children to 
study Tourism and Hospitality Management in their curriculum.

Table 2.3: This table shows the average percentage of parents who want and who don’t want their 
student to pursue their career in the Tourism and Hospitality sector.

Pursue Frequency Percent
No 4 3.0
Yes 31 23.0
Total 35 25.9
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Figure 2.3: The above pie chart denotes the average percentage of parents who want and who don’t want 
their student to pursue their careers in the Tourism and Hospitality sector

Table 2.4: This table shows the preferred job roles by the parents for their children

Job Role Frequency Percent
Hotelier 20 14.8
Doctor 10 7.4
Engineer 2 1.5
Banker 3 2.2
Total 35 25.9

Figure 2.4: The above pie chart shows the average percentage of job roles preferred by parents for their 
children.

Table 2.5: This table shows the average number of parents who want and don’t want their children to 
study Tourism and Hospitality Management from middle school level onwards.

Middle School Level Frequency Percent
No 5 3.7
Yes 30 22.2
Total 35 25.9
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Fig 2.5: The above pie charts denote the average percentage of parents who want and don’t want their 
children to study Tourism and Hospitality Management from middle school level onwards

Table 3: This table shows the Tourism and Hospitality skill development course district-wise data of 
Assam.

S.
No District

No of 
Institutes 
providing 
training

Trade Year
No of 

Students 
enrolled

No of 
Students 

placed

1 Baksa 02 Front Office 2019-
2021 60 44

2 Barpeta 10
Front Office 2019-

2021
220 220

Tour Operator 28 28

3 Biswanath 01
Street Food 
Vendor-
Standalone

2020-
2021 25 0

4 Bongaigaon 04 Front Office 2019 120 54

5 Cachar (Silchar) 04
Front Office

2019
50 50

Housekeeping 60 60
6 Darrang 02 Front Office 2019 60 53

7 Dhubri 02 Front Office 2020-
2021 50 47

8 Dibrugarh 02 Meet & Greet 
officer

2019-
2020 40 10

9 Hailakandi 06

Front Office 
Associate

2019-
2021

50 41

Street Food 
Vendor-
Standalone

49 0

Meet & Greet 
officer 50 0
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10 Hojai 11 Front office 
Associate

2019-
2021 298 128

11
Jorhat 03

Housekeeping 
Associate

2019-
2021

50 30

Food and 
Beverage 
(Steward)

22 0

12 Kamrup 05

Front office 
Associate

2019-
2020

119 113

Food and 
Beverage 
(Steward)

25 0

13 Kamrup 
(Metropolitan) 41

Food and 
Beverage 
(Steward)

2018-
2021

530 358

Multi cuisine 
Cook 30 30

Front Office 
Associate 387 272

Street Food 
Vendor-
Standalone

30 26

Housekeeping 
Attendant 108 64

Guest House 
Caretaker 21 0

14 Karbi Anglong 
– East 02 Front Office 

Associate 2021 50 0

15 Kokrajhar 04 Front Office 
Associate

2020- 
2021 120 49

16 Lakhimpur 02 Front Office 
Associate 2019 40 28

17 Nagaon 03 Front Office 
Associate 2019 90 0

18 Nalbari 15

Front Office 
Associate

2019-
2021

315 270

Street Food 
Vendor-
Standalone

47 0

Housekeeping 
Attendant 45 0
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19 Sonitpur 36

Front Office 
Associate

2019-
2021

334 282

Food & 
Beverages 
Service 
(Steward)

553 409

Housekeeping 
Attendant 60 23

20 Tinsukia 11

Housekeeping 
Attendant

2019-
2021

20 20

Meet & Greet 
officer 209 94

Front Office 
Associate 60 26

21 Udalguri 02 Front Office 
Associate 2019 60 46

Total 168 4465 2875

Assam Skill development mission (ASDM) is registered under the society act in 2015 and is 
working under the Skill, Employment and Entrepreneurship department which enables the 
youth of Assam to go through various short-term free skill development courses to generate 
employment and make the youth self-sustainable. Apart from courses like Nursing, Driving, 
Plumbing, Tailoring, Tourism and Hospitality Management is also a part of skill development 
short term courses. In Assam, there are around 168 training institutes in 21 districts of 
Assam providing training in tourism and hospitality courses. Approximately 4465 students 
are being trained and placed in this sector. Students who couldn’t complete their studies due 
to any reason and those who want to do a technical course but cannot afford the cost can opt 
for skill development courses, enhance their skills and be a part of the industry or become 
an entrepreneur. ASDM has also created DAKSHA (Digital access to knowledge and skilled 
human resource of Assam) mobile application which works like a service calling application. 
The trained students can register themselves in the application and provide door-to-door 
services against payment. 

DISCUSSION
Based on our statistical data, among the 30 school teachers, Table 1.1 denotes that 90% of 
school teachers are aware of the tourism and hospitality sector whereas 10% of teachers do not 
have much knowledge about the same.100% of teachers agrees that tourism and hospitality 
sector is beneficial in shaping students’ career, shown in Table 1.2.  As per Table 1.3, 90% of 
teachers wants their schools to introduce tourism and hospitality management subject in 
middle school level whereas 10% do not agree. According to Table 1.4, 60% of teachers, their 
schools are well equipped to conduct classes for tourism and hospitality courses, however, 
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40% of teachers states that their school does not have adequate infrastructure to conduct 
classes. Proper fundings are required to make the schools well equipped with practical labs 
and classrooms to administer tourism and hospitality courses. Table 1.5 states that 100% 
of school teachers are in favour of conducting seminars and workshops to create awareness 
among the people. According to the findings of Table 1.6, it is evident that a much more 
organized and steadfast approach to job-oriented tourism and hospitality studies needs to 
be introduced as early as the middle school level onwards. Nowadays, with the availability 
of industry jobs steadily declining due to factors of market competition, profit maximization, 
and global pandemic effects, the concerned parties agree to the fact that the youth should 
be more equipped with marketable knowledge so that they can sell themselves better in 
the market and thus, get a fair wage for the work. Assam has produced many entrepreneurs 
in different sectors. Tourism and hospitality have lot of scopes for the young generation of 
Assam where they can impart their ideas into business and become entrepreneurs. As per 
Table 1.7 and 1.8, 100% of teachers think that the tourism and hospitality course will help 
students to be future entrepreneurs and have recommended this course as a subject from the 
middle school level onwards.
As per our preliminary findings within our survey population. Table 2.1, 97.14% of parents 
are aware of the tourism and hospitality sector whereas 2.86% of people are not aware of 
the sector. The tourism and Hospitality sector brings ample amount of job opportunities and 
inspires entrepreneurs and 94.29% of parents are in support of allowing their children to 
study this course in their classes as per Table 2.2. Table 2.3 states that 88.57% of parents will 
allow their children to build their career in this sector whereas 11.43% of parents are not in 
favour of the same. Table 1.4 represents that 57.14 % of parents feel that their children can be 
future hoteliers, 8.57% of bankers, 5.71% of engineers, and 28.57% of doctors respectively. 
According to the teachers of Jawahar Navodaya Vidyalaya, Nalbari, they have already included 
Hospitality as a stream which a student can choose after 10th educating. Approximately 
10-15 students every year amongst which 80% of students opt for Hotel Management 
and Tourism courses after completion of higher secondary. Institute of Hotel Management 
Guwahati provides B.Sc in Hotel and Hospitality Administration, M.Sc in Hotel and Hospitality 
Administration, P.G.D.A.O.M (P.G Diploma in Accommodation Operation & Management, 
Diploma in Housekeeping, C.C.F.P.P (Craftmanship Course in Food Production & Patisserie) 
and short term courses like “Hunar se Rozgar” which facilitates below poverty line (BPL) 
students. Other institutes like Food Craft Institute Nagaon, North East Skill Centre, Guwahati 
etc also play an important role in refining the young generation of Assam by providing 
Diploma and Certificate courses on various trades of hotel management with a minimal fee 
and also provides sponsorship for BPL students. For the proper functioning of this course, 
professional training should be provided to the teachers of the middle school level. While 
interacting with some of the students from North East Skill Centre and Jawahar Navodaya 
Vidyalaya, Nalbari we found out they want to built their career in this sector whereas there 
is an uncertainty regarding their employment in Assam as there is a less scope in the field 
of Tourism and Hospitality. So, by making adequate changes in the working conditions of 
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personnel and providing them their rightful compensation for the labour put in as well as 
facilitating more FDI (Foreign Direct Investment) inflows will make the native tourism and 
hospitality market more sought after and hence, less migration of people will occur booming 
up the state economy.
It is assessed that only 5% of Indian employees receives formal vocational education. 
National education policy targets minimum 50% students to get exposure in vocational 
education by 2025. To achieve the same, integrated vocational education with regular subject 
in all educational institutions to be introduced in phase manner. Vocational courses to be 
introduced from class 9 to 12. In Assam, this policy is yet to be introduced, our research gives 
positive feedback towards the implementation of tourism and hospitality as a subject from 
middle school onwards.

CONCLUSION
According to the detailed study average percentage of the responders are in favour of the 
introduction of Tourism and Hospitality Management. Whereas infinitesimal percentage 
don’t want the curriculum to be introduced due to factors like not having proper knowledge 
about this sector. Gone are those days when parents wanted their children to become an 
engineer, doctor, astronaut, etc. Recently, tourism and hospitality have become one of the 
primary choices that a student can partake as a livelihood in the future. These changes have 
fuelled up the pre-requisites in the initial stages of life to make a sound career in the sector. 
Now, the concerned authorities need to bring about certain changes in the curriculum as 
well as improve on the already existing infrastructures by coordinating with global big-shots 
of the industry and allocating adequate funds in the upcoming union budgets as well as put 
measures in place for improving the living standards of the employed. With the appropriate 
steps, the tourism and hospitality industry can indeed become a booming sector where 
people will choose to venture and not treat it like a safety net and thus, propelling the country 
to move forward in the development zone. 
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INTRODUCTION
Education in any society ensures the security for the future generations, any hindrance in 
it may result in the state of confusion and insecurity especially among the students who 
are looking forward towards their future. The present stage of pandemic has resulted 
in sudden slump in operations of various flourishing businesses and a curb on the job 
openings, therefore many students who were looking for bright professional future in the 
hospitality industry had been left with very less fascinating openings in their chosen field 
of interest.
As the above mentioned scenario that is being observed in many hospitality institutes; 
many students are left with very little opportunities regarding the placements in the 
hospitality industry. Hotel industry is unable to absorb the potential students as the 
business in these times is not flourishing. Keeping in views of the present situation, many 
students have started catching hold of other entrepreneur opportunities available to them 
such as cloud kitchens, food trucks etc. 

OBJECTIVES
1. To investigate the mindset  shift of students towards entrepreneur education and also 

to find out their preferred mode of learning:
2. To enlist the existing practices and expectations of the students with regard to   

entrepreneurship education. 

REVIEW OF LITERATURE
(Shari) According to Higgins, Entrepreneurship is meant for the purpose of seeing venture 
and manufacture opportunity, organizing in  business  to undertake a new manufacture 
process, raising funds, hiring people, arranging of raw materials, finding location, 
introducing new techniques and merchandise,  finding new openings of raw materials 
and selecting suitable managers for daily business of the venture.

MINDSET SHIFT TOWARDS ENTREPRENEURSHIP 
EDUCATION DURING PANDEMIC TIMES: A STUDY 

ON HOTEL MANAGEMENT STUDENTS
13
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Entrepreneurship becomes more significant in the case of hospitality industry, because of 
its very nature i.e. being a service industry. At most of the destinations members of the local 
population strive to set up their own small business or enterprise for providing services to 
the tourists. In such cases the capital investment are low and infrastructural requirements 
are less. Yet, the entrepreneurial spirit is quite high and direct linkages are established with 
the local economy. However the success, growth and sustenance of the enterprise will depend 
on the Managerial qualities, Application of management skills and Service orientation.
(Rogers, 1993) You must remember that in your own enterprise the functions of an owner 
as well as that of a manager are performed by you only. There is hardly any gap between 
decision making and action. How completely you integrate and exercise these dual functions 
determines the pace of your success of failure
(Borrow, 2006) suggested that keeping yourself appraised of the marketing environment 
that created your business and of subsequent developments in this environment is of primary 
importance for you as leader of the business. For this you require certain traits, qualities 
or behavioural competencies like: Risk taking, Self-staring creativity and innovativeness, 
Initiative, Information seeking, Problem solving and Quality assurance and monitoring.
(Boldureanu, 2020) very categorically mentioned that Education in technical institutes 
specifically for young students who want to be an entrepreneur should involve industrial 
growth as a main goal. The students should be part of self development programs and observe 
small business closely. Various factors regarding entrepreneur traits should be incorporated 
within educational system so as to enable students to develop entrepreneur talents such as 
decision making, risk taking etc. Educations in technical institutes is  important for students 
as it is a fact that owning the business  gives significant boost to economy  in all respects. 
Combination of internal and external factors such as education, occupational experience, 
family background, the desire to do something independently together which together make 
the personality of an entrepreneur should be part of institute curriculum so that  students  
end up in developing skills and traits for entrepreneurship.
Entrepreneurship education gives its part to growth of smaller business. Ventures employing 
the entrepreneur graduates do much better than the business which employs the non 
entrepreneur graduates.  It is seen that new and emerging business has better prospects for 
profits and growth which are run by entrepreneur graduates. This makes the new graduates 
with skill of entrepreneurship more desirable in business which is already established and is 
doing well in market. They also get well paid and this is possible only due their background 
of entrepreneur education
(Spencer, 2020) Online Data with the various innovations such as A.I Application for teachers 
and students both which are being used through a range of devise and tools will definitely  
transform the overall roles and responsibility of students, teachers and parents. Students 
Should be able to learn in present scenario with the flexible approach which makes them 
understand the various inputs irrespective of the online or offline set up.  The students should 
be allowed to follow their own pace while learning, to follow their interest and challenged 
when required for better motivation. Teachers During pandemic need the individual data for 
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the students for the progress of overall development of student’s personality.  The aim of the 
teachers should be to impart knowledge and develop students emotionally during pandemic. 
The support given by the teachers to the students should be appropriate and should result in 
taking every child ahead in his or her learning experience. Parents As a parent one will like 
to be connected to the overall development of their child. This will give better confidence to 
parents especially when handling to the issues which originate during pandemic at homes 
and will also help to impart the confidence to their child.
(Sahoo, 2019) The importance of entrepreneurship education in educational institutes 
has become widely accepted in recent times.  Imparting the entrepreneurial inputs to 
the students has become the most rapidly growing areas in which authorities have been 
interested in recent years.  In order to support the economic growth and self employment it 
is very much essential to inculcate the entrepreneur mindset among the students.  It should 
start at elementary schooling itself and should be continued gradually at higher levels also to 
impart the lifelong support to the needy and potential students. 
Giving such skills to the students makes the students open the horizon to the new world 
of ideas and creativity. It also brings excellence to the institute and develops the overall 
personality of the students. 
Faculties should assist students with the environment which help to develop the proper 
entrepreneurial mindset that will lead them towards success. Teaching such skills through 
school requires in-depth planning, balancing theory with real-life experiences. As these active 
and young minds are still dependent on teachers for edifying them, it is the responsibility of 
the educators to help these children open for them the world of possibilities in a creative way.

RESEARCH METHODOLOGY
A qualitative approach of data analysis was adopted due to large size. The analysis was 
done on location demographic trend to find out the impact of present scenario and the 
overall thought process towards the importance of entrepreneurship and entrepreneurship 
education.
Sampling Design: Primary data was collected from hotel management students.
A structured questionnaire comprising of mindset related questions, various choice 
selections and need based views was designed to collect the data for further analysis and 
interpretation. 
The questionnaire was circulated on Google forms to the various departmental heads and 
managers for the data collection. In total 180 responses were received and were used for 
data collection. Analysis was done for the data obtained from respondents with averages, 
ranks, percentage were used.

RESPONSES AND FINDINGS
1. The location background of the respondents was recorded in order to know the 
demographic trends on the given study. A total of 180 respondents recorded their response 
and out of these majority of the responses were from urban areas (66.7%) followed by rural 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

115

(18.9 %) and sub-urban (14.4%).

 
However, it was observed that location did not play any specific role into the respondent’s 
inclination/aversion towards entrepreneurship education or the use of technology. 

2. On being asked ‘What were your initial career plans when you joined this course?’ And 
they were given a choice to select multiple options with relation to their thoughts at the start 
of this course; Majority of the respondents agreed of aspiring for a hotel job (64%). However 
the choice to opt for allied sector jobs (8-9 %) was seen to be less pursued than choosing 
to be entrepreneur (28%) or opting for higher studies (20%). The data reveals that in the 
earlier normal times the majority of students were joining the programme with the primary 
target to secure an industry job.

 3. On being given a situation that ‘After witnessing the pandemic and lockdown situation, 
which resulted in a decrease in jobs related to your field of study. Choose the option which 
was closest to your thoughts in those testing times’; the most favoured option among the 
respondents were that of opting for higher studies (38%) and joining some skill learning 
course (31%).  
Interestingly the option of going for higher studies was chosen over being an entrepreneur 
and it is to be seen as a major situation specific mindset shift among the students of hospitality 
when it is compared to pre-pandemic times.    
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4. On being given a condition that ‘Suppose, you are left with only one career choice that is 
being an entrepreneur; what business you would feel comfortable to opt for?’; majority of 
the respondents opted for the options dealing into the business of making or selling food & 
beverage.  It was followed by the choice of opting for event management business.  
It is observed here that the hotel management students feel most comfortable with the 
business of F & B to be an entrepreneur; this may be linked to the recent success of food 
delivery apps during pandemic times.

 
5. On being asked ‘whether you agree that a person should acquire some sort of 
entrepreneurship specific education in order to run a business effectively?’ Majority of the 
respondents opted in the favour of the need (Yes 70% and Maybe 26.7%). It is observed that 
the subject specific education need is being felt and understood with reference to recent 
times.  

 

6. When asked whether they attended any online courses related to skill enhancement and 
entrepreneurship development, a major   63 % of people said they didn’t join any such online 
course during lockdown. However, the 37 % people saying yes is a very enthusiastic number 
when compared to the pre-pandemic times. It is observed that the students are taking up the 
other courses on their own feeling the need to know the basics of the business.
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7. When asked about acquiring some information from social media or other internet 
platforms, a majority of respondents (63%) agreed that the internet was a source of getting 
information about being an entrepreneur without joining any specific course for the same.  
It is observed that the new patterns of delivering the content to students have internet and 
social media as a major player. It is to be seen in the light for developing a hybrid mode of 
learning where the regular course topics should be made interesting with the use of social 
media and its trends to ensure reach among the students and making them learn on the go 
and unconventionally. 

  

8. When asked to keep the recent testing times under consideration while evaluating their 
chances of becoming an entrepreneur at some point in future; only a mere 7% of the people 
said a clear No to it. Forty percent of the respondents are willing to do some entrepreneurial 
activity at some point in life. It establishes the need to develop and deliver more content on 
this subject to the younger generation. 
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9. When asked ‘whether they believe that online mode of learning is better than the 
conventional offline mode, especially when it’s about getting educated on a theme like 
entrepreneurship’;  only 13% of the respondents clearly agreed to it. It is observed that the 
need to practice the things physically in a conventional way of learning is more valued and 
it also adds to the importance of initiatives like Entrepreneurship Incubation Centres in the 
institutes.

10. When asked to choose in case of the need to acquire more knowledge about becoming 
an entrepreneur; most of the respondents (59%) supported the idea of being an intern with 
similar business to get the feel of operations. It is observed that in order to make the students 
confident about entrepreneurship ventures, practice exercises and internship modules are a 
must. 

11. When asked ‘Do you feel there is a need for entrepreneurship studies in your graduation 
curriculum?’ Half of the students went with the idea of merging entrepreneurship cases and 
practice sessions into every core subject’s syllabus. One third of the respondents felt that 
there is a need of a separate subject on entrepreneurship into the curriculum.
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12. When asked to rate the practices to inculcate entrepreneurship mindset among the 
students in the institute; the most favoured responses were Creative Thinking Exercises and 
Leadership Development. It is observed that in order to feel confident about the business 
venture, students should be exposed to various practice exercises and delegation of authority 
should be practiced via extensive leadership exercises. 

CONCLUSION
With the onset of the recent pandemic and lockdown situation, the institutes and students 
were exposed to new learning styles and the pattern kept on shifting from physical to online 
and then hybrid mode. As the industry also faced a slump in operations, there was an obvious 
reduction in the job opportunities for the new graduates. This situation made the aspirants 
explore some other career options as well. While analysing the responses, it was seen that 
today’s undergraduates are going through a major shift in their learning patterns and 
behaviour. While internet has started consuming most of their instruction receiving time, the 
students still feel that in order to be confident about entrepreneurship ventures they must 
undergo physical practice and internship programmes. With the advent and acceptance of 
on-the-go internet uses; the hospitality management educators should start coming up with 
their content specifically created for social media platforms. Though the very appreciated and 
successful concepts like Entrepreneurship Incubation Centres are already in place, however, 
a strong need is being felt to make entrepreneurship inputs as a part of regular curriculum.
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ABSTRACT

The covid-19 pandemic has brought about adversities on the livelihood of the tourism 
stakeholders. This is also true in the case of Meghalaya which is a popular tourism 
destination situated in north-east India. In this study, an assessment of covid-19 pandemic 
and tourism of Meghalaya is made by focusing on two major attractions, namely, Sohra 
and Shnongpdeng. The former is a tourism circuit and the latter is an adventure tourism 
site. In relation to data, both secondary and primary sources are used encompassing 
variables such as revenue and profits of tourism enterprises in the periods before and 
during covid-19 pandemic. As such, it spans over a period of two years from September, 
2019 to September, 2021. The results highlight the adverse impact of the pandemic 
on tourism-related livelihood. Amidst these developments, marketing is seen as the 
intervention that can revive back tourism to its pre-pandemic levels. But, what are the 
marketing challenges? This paper throws light on this phenomenon.       
Key words: covid-19, pandemic, tourism, Meghalaya, Sohra, Shnongpdeng, marketing

COVID-19 PANDEMIC AND TOURISM OF 
MEGHALAYA, INDIA: IS MARKETING THE 

SOLUTION?
14
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INTRODUCTION
Tourism augments the growth of businesses, tourism stakeholders at large and the economy 
as a whole. However, it is a sensitive sector and is easily influenced by factors such as law 
and order, security and safety, health and wellbeing, conflicts and wars, etc. Till today, 
global tourism is adversely impacted by a novel corona virus named SARS-CoV-2 which is 
responsible for the disease called covid-19. It is mutating continuously and its impacts are 
still prevalent especially in the developing world. This is a disadvantage as tourism makes 
a contribution towards the development of economies through its direct and/or indirect 
effects (Ashley, 2000; Ashley et al., 2001; Awang et al., 2012; Brida et al., 2008; Fayissa et 
al., 2007; Goodwin, 2006; Komppula, 2009; Othman and Rosli, 2011; UNESCAP, 2005; Vellas, 
2011; World Tourism Organization [WTO], 1995; World Travel and Tourism Council [WTTC], 
2006; WTTC, 2012; Zortuk, 2009). 
The driving force for this dynamism is the flow of tourist. It provides opportunities for growth 
of tourism activities. In the absence of tourist flows, tourism suffers hardships (Gössling et al., 
2020; Lock, 2020; Niewiadomski, 2020; UNDP, 2020). The literature on covid-19 pandemic 
and tourism is evolving. The global impact of covid-19 became a focus on March, 2020 when 
the World Health Organization (WHO) declared it as a pandemic after it affected more than 
118000 people in 114 countries and killing 4291 (WHO, 2020). The world had experienced 
several epidemic/pandemic in the past, yet none had severe implications for the global 
economy as covid-19. During the years 2000 and 2015 the major disruptive events included 
the 11th September, 2001 terrorist attacks, severe acute respiratory syndrome (SARS) 
outbreak in 2003, global economic crisis unfolding in 2008/2009 and the 2012 middle east 
respiratory syndrome (MERS) outbreak. None of these led to a long-term decline in global 
tourism and some were not even notable, with only SARS and the global economic crisis 
leading to a decline in international arrivals of -0.4% and -4% respectively (World Bank, 
2020a; 2020b). 
The impact of covid-19 pandemic on tourism has been in many cases extensive and distressing 
particularly for developing economies that are largely dependent on tourism for growth. It 
has highlighted the need for adaptation and mitigation to the downturn particularly in the 
case of tourism service providers (Abbas et al., 2021; Jaipuria et al., 2021; Karunarathne et 
al., 2021: Organisation for Economic Co-operation and Development, 2020; Salehnia et al., 
2020; United Nations Conference on Trade and Development, 2021). On the other hand, it 
provides striking lessons to stakeholders, policymakers and tourism researchers about the 
effects of global change. The challenge is now to collectively learn from this global tragedy to 
accelerate the transformation of sustainable tourism (Gössling et al., 2020). 

OBJECTIVE, DATA AND METHOD
The study aims at assessing the impact of covid-19 pandemic on tourism of Meghalaya by 
focusing on two popular tourism attractions, namely, Sohra and Shnongpdeng. Whether 
marketing can act as an intervening function in the revival of tourism is the main subject-
matter of inquiry. 
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The secondary data was collected from reports, articles, newspaper and other documented 
sources. The primary data comprised of information from the field collected over the periods 
February, 2021 to September, 2021. In terms of method, the analysis is qualitative in nature 
which is drawn from the interactions and data derived from the tourism service providers.    

DISCUSSION
The year 2020 was a global disaster for tourism. For Meghalaya, the covid-19 pandemic 
happened at a time when the tourism season was about to commence. All the economic 
sectors were adversely impacted. Tourism was the most affected primarily because the 
restrictions on tourism activities were the last to be lifted. The other economic activities 
were gradually opened from September, 2020 whereas tourism was effectively allowed only 
from February, 2021. This basically means that tourism in Meghalaya was at a standstill for a 
period of 10 months (April, 2020 to January, 2021). This equates to 10 months of hardships 
and turmoil for the tourism stakeholders, particularly the ones at the grassroots like micro 
and small tourism services providers such as cafes, souvenir outlets, homestays and bed and 
breakfast accommodations, etc. But, that was not the end of it. Restrictions on tourism were 
re-imposed in April, 2021 because of the second covid-19 wave and such restrictions were 
lifted only on September, 2021.
Sohra (also known as Cherrapunji) is a premier tourism destination of Meghalaya. It is 
considered widely as a tourism circuit stretching from Dympep-Mawkdok Duwan Sing Syiem 
Bridge (also known as Mawkdok Bridge) till towards Laitkynsew village. The attractions on 
offer are primarily nature-based scenic views in addition to caving and trekking (particularly 
at Nongriat village) amongst others. On the other hand, Shnongpdeng is a community-based 
tourism adventure destination along the famous river Umngot in West Jaintia Hills District. 
Its tourism activities include kayaking, boating, cliff jumping, snorkelling, zip lining, scuba 
diving, trekking, etc. In terms of scale, Sohra is bigger than Shnongpdeng. However, the 
covid-19 pandemic did impact upon the tourism of both these places. The consequences 
were primarily economic in nature, but it also includes psychological and social concerns. 
The mental stress and anxiety amongst the tourism service providers was widely prevalent 
and observable in many.          
The covid-19 pandemic is damaging. During the lockdown/restrictions period the revenue 
flows was zero/negligible. In the tourist hub of Dympep-Mawkdok which primarily comprises 
of cafes and souvenir shops the pre-lockdown peak tourism figures used to be a profit of 
` 30000/- to 35000/- per month and sales of ` 5000/- to 8000/- per day. The pandemic 
brought it down to zero and in recent days the revenue flows are just starting to pick up 
again. There was a similar situation in Krem Pubon (also known as Mawsmai Cave). During 
the pre-lockdown peak tourism periods it receives a footfall of 2500 to 3000 tourists a day. 
The food outlets around it do brisk business and the souvenir shops on location manage sales 
of ` 20000/- to 25000/- per day. Here too, tourism is struggling to pick up. 
At Shnongpdeng, the adverse impacts were similar. During the pre-lockdown peak tourism 
periods, it receives a footfall of around 300 tourists and the food outlets do brisk sales of 
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around ̀  20000/- a day. The adventure tourism activities were all in high demand and revenue 
flows were good. Being a small village of around 130 households, these revenue flows are 
hugely significant in terms of development. Since camping is one of the main attractions 
for the tourist; homestays are less in number amounting to only around 10. However, the 
pandemic did bring all these numbers to naught. At present, the destination has opened up 
again along with an effort towards following the necessary covid-19 protocols.          
On the above backdrop, the tourism service providers in these two destinations were having 
a very difficult and uncertain time during the lockdown/restrictions period. Most of them 
depend on tourism entirely for their livelihoods. In Sohra, a lady who runs a small binocular 
and tea joint at the seven sisters falls view point stated that ‘we feel so helpless and lost; we 
do not know a trade other than tourism’. In Shnongpdeng, similar difficulties resounded but 
with a difference. A youth who runs adventure activities noted that ‘the whole village faced 
difficulties, but thank goodness for the river Umngot, we were involved in fishing for food’. 
This was also practiced in nearby villages like Darrang which is only 1.6 kilometers away 
from Shnongpdeng. 
The covid-19 pandemic has focused the need for tourism enterprises to diversify and learn 
to prepare for difficult and uncertain times brought about by uncertainties like novel corona 
viruses. This is important as the challenges faced by the tourism service providers are more 
serious than the ones faced by the tourist. For the tourist, ‘travel insurance’ is available so 
as to mitigate the losses. In fact, travel insurance has now become one of the hot topics of 
discussion amongst the tourists. For the service providers, covid-19 has thrown open a 
vacuum that needs to be filled. The stakeholders who depend on tourism need to be given 
awareness and training on preparing for difficult times. Tourism is a highly sensitive sector 
and the inflow of tourists can stop abruptly. The NGOs and people involved in tourism 
including the Tourism Department of the state government needs to play a vital educational 
role. The awareness focus must not be in terms of a bail-out from the government; rather, 
capacity building so as to empower the stakeholders to mitigate such challenges.   

THE ROLE OF MARKETING
The essence of marketing is ‘relationship building’. This relationship is built after the tourist 
experiences the services of a destination and draws a precept on it. If the tourist gets ‘value’ out 
of a destination then satisfaction and delight is generated. This is what builds a relationship 
and hence, it can be said that marketing has worked. For the tourism service providers, this 
‘value proposition’ is critical. It is the factor that defines the enterprise. It differentiates 
an enterprise from another. It is an offering to the tourist in terms of unique products and 
service quality. This is because of differentiated elements as against the competitors that can 
be seen in terms of taste, texture, quantity, cleanliness, etc. The driving force of marketing 
is two-fold. For the tourists who have already experienced a destination, it acts as a pull 
factor for repeat visits. For the prospective tourist, it acts as a motivation towards travel to a 
particular location. The pull factor can work both ways.  
Post 2016 and before the covid-19 pandemic, Meghalaya records around 11 lakh domestic 
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and around 10000 international tourists yearly. The unique selling proposition is nature-
based scenic beauty on the strength of climatic events such as monsoon, fog and mist. They are 
responsible for setting a March till November peak tourism season. The natural environment 
is the driving force of tourism. The natural beauty including the tourism services offered 
acts as a value proposition to the tourist. It forms as the basis of marketing of Meghalaya 
tourism. It is on this backdrop that marketing can rekindle the travel motives of the tourist. 
The pandemic has resulted on a blanket ban on travel and tourism. This has enticed the 
tourist into travelling as and when conducive. This aspect makes marketing easier. However, 
it is required more in the case of a prospective tourist who has never been to destination 
Meghalaya. In any case, marketing can restore tourist inflows back to 2019 levels. 
In this era, marketing has to factor the new normal measures on account of covid-19. The 
need for masking, hand washing, social distancing, etc is here to stay. Experts are of a view 
that tourism will return to its old normal only from 2024 onwards (2023 at the earliest). On 
account of this development, any effort of marketing needs to ensure compliance of SOPs 
by tourism service providers. In the absence of SOPs and vaccination, tourism is unlikely 
to be revived no matter how appealing the destination might be. To this end, the tourism 
stakeholders have to engage actively in the process. In its absence, the tourist will not have 
confidence into travelling to a destination. Travel confidence and how to build it has become 
a buzzword amongst the destination management organizations. 
In Meghalaya, there is less importance given to marketing till date. This was true even 
during the pre-covid-19 pandemic periods. As such, the challenges of marketing now have 
become two-fold. At present, it is about marketing the destination per say and added to it 
is the dedication of the destination to strictly follow SOPs. Had branding and marketing 
been robust in the past, the situation would have been easier today. In such a situation, the 
marketing of today would have focused more on the strict practices of SOPs so as to build 
travelers’ confidence. Marketing is the solution to the revival of tourism and this is closely 
associated with the livelihood of the stakeholders. However, the government and its agencies 
including the tourism promoting organizations have done little to bring about tourist 
confidence. Things are moving at a slow pace and till the time some drastic action is taken 
through marketing, the socio-economic struggles of the tourism service providers are bound 
to continue into the medium-term.                    

CONCLUSION
Marketing is the solution towards the revival of tourism. The livelihood of the stakeholders 
depends on this intervention. However, such an intervention becomes easier in the presence 
of a brand image. The brand is important as it projects a destination in the minds of the 
clientele. The American Marketing Association defines a brand as ‘a name, term, design, 
symbol or any other feature that identifies one seller’s good or service as distinct from those 
of other sellers’. This differentiation of a product (tourism destination) is the essence of 
marketing. It makes marketing effective. Hence, amongst the efforts of the tourism promoters 
to market the destination post covid-19 lockdown, the absence of a well-defined brand makes 
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the exercise more difficult. An intervention towards this end will go a long way towards the 
long-term growth of tourism and sustenance of livelihood.
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ABSTRACT

India is famous for its delicious varieties of snacks all over country from the centuries. 
The most common snacks are samosa, Aloo chaat, kababs, chole bhature in the north to 
Bara Pao and bhaji, dhokla, khandvi in the west and Idli, Dosai, sambar, vada from the 
south and momos, bati chokha, Rasagulla from the east. Mostly these snacks outlets are 
run by small traders and street vendors and play major role in Indian economy and are 
their basic source of bread and butter. The onset of international chain of restaurants in 
India started offering mouthwatering burger, pizza, French fries etc. These chains adopted 
innovative way of marketing, the use of modern gadgets, secrets recipes, software and 
latest technology adoption-built system and run their outlets by adopting centralized 
manufacturing units, and implement and run by the professionals in a highly hygienic 
condition. So, attracted the youth community which have around sixty percent share of 
total population. This segment is penetrated in the market very deep. The current study 
would discover impact of western snacks over Indian snacks and behaviour pattern among 
youth.  Student t- test method was used to test the hypothesis. To compare data of Indian 
and western outlets, Karl Pearson’s Coefficient of Correlation was used. The conclusion 
part has been derived exclusively from the analysis of survey data.
Keywords: Snacks, Street venders, modern gadgets, Samosa, Burger, pizza, chaat

GLOBAL IMPACT ON INDIAN SNACKS BUSINESS: 
AN ANALYTICAL STUDY15



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

128

GLOBAL IMPACT ON INDIAN SNACKS BUSINESS: AN ANALYTICAL STUDY
In the west, India is known as samosa country. As the food habits of habitat reflects culture, 
tradition and religious belief and these factors assimilate in food and make uniqueness in the 
part of life. The snacks in India can be termed as life line for majority of population. It is the 
country where morning breakfast starts with snacks as poori, khasta, sabji, idli, dosai, sambar 
and finish with samosa, pakora, wada utpam, vada pao, paani poori, chaat etc. The focus point 
is that the majority of population who are engaged in this business from centuries and are 
mostly run by small vendors. So, these are ultimately economic activities thriving millions of 
families in this core food business. 
The features of Indian snacks are ‘varieties’ which vary according to region and geographical 
locations. So, in the north we see samosa, pakora, chole, bhature, kabab and chaat while 
south India has specific food as dosai, idli, sambar, and wada. The west India enjoys with pao 
bhaji, paani poori, khakra, dhokla, khandvi whereas fish tikka, baati chokha, momos, rasgulla 
are the delicious snacks from the east. 
In 1990 the Indian sub-continent opened its gate to foreign companies due to globalization. 
The result was introduction of western food in India basically in the snacks categories. Big 
global players like MC Donald, KFC, Pizza Hut, Domino’s Pizza, Café Coffee Day and many 
more opened its store in India. The people of this country warmly welcomed these foreign 
snacks with open heart and in the very short span of time burger, pizza, French fries, KFC 
chicken, cappuccino coffee, Choco lava invaded on tongues of young generations. 
The market segment of snacks food of India is same. As per the owner ship is concerned, 
Indian snacks are prepared by small vendors under unorganized sectors both in the villages, 
small town and urban area. Whereas western foods are propagated by big players under 
organized sectors with the base of innovative ideas, technology based. The other difference is 
quality control, strictly follow standard recipes, highly hygienic standard, use of sophisticated 
equipment and technology and work procedures and standard system approach.
On the other hand, Indian snacks are prepared by street vendors, dhabas and shop 
owners and their method of preparation is conventional and usually absence of modern 
gadgets. Their recipes vary from place to place. So, basically have no standard recipe, no 
quality control and compromise hygienic standard and adopt traditional system of lay out, 
production techniques and marketing tools. While the global players run by professionals’ 
qualified persons from hospitality back ground and have strong back up support with team 
of expert personnel. Whereas Indian snacks production have no such kind of support system. 
Preparation methods is traditional and transferred from generation to generation. The 
western food outlets have strong electronic and print media presence and advertise their 
products with heavy budgets for global promotion. On the other hand, typical Indian snacks 
are found at the typical remote locations of India to metro cities whereas western snacks 
have market share to the medium and big cities.
 Indian local outlet still has time to reform their business according to present scenario 
by inviting Indian players in small town and villages through franchise model in the rural 
locations  for indigenous food development of same snacks with modern look.  
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Comparative Nutrition Chart
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Sources: 1. WWW.nutritionix.com,  2. WWW.fitbit,com,  3. WWW.fatsecret.com

OBJECTIVES OF STUDY
1. To establish relation between popularity of Indian and Western Snacks
2. To compare Nutritional component and health aspects
3. To study effects of western snacks over Indian snacks
4. To compare pricing pattern of Western and Indian Snacks 

REVIEW OF LITERATURE
India is a land of diversity in life style and so food and this diversity extends to taste from 
region to region. Indian kitchen has a wide variety of snacks. Fast to cook and easy to prepare 
snacks give tempting flavors and mouthwatering taste. Famous snacks like Chole Bhature 
from north and Dosa from south are all set to test one’s taste buds. 
 Indian cuisine is so versatile in recipes, taste, ingredients, and flavor that it cannot be studied 
unless it is divided into four regions of country i.e., North, East West and South.

North Indian Cuisine:  In comparison to other cuisines of India, North Indian food is 
prepared with mélange of spices and aromatic flavors by using right mix of spices in the right 
amount so that the flavors are not lost. These are crunchy, scrumptious and very easy-to-
make snack recipes as they use readily available ingredients in our kitchen like gram flour, 
bread, potatoes and yogurt. From Kathi Kebab Roll to Dahi Papdi Chaat, these recipes taste 
divine and are the best way to quirk up snack table.  The richest snacks of India came from 
this region such as samosa, kachori, dahi papdi chaat, pakora, dhokla, spring roll Panir tikka, 
Namak para and range of kababs. (Dash M. Game)

South Indian cuisine: The cuisine of South India is extremely diverse and is well-known 
for its light, low-calorie appetizing meals. Traditional South Indian cuisine is mainly rice 
based and there are many dishes like dosas, vadas and uttampams that are made by mixing 
rice with lentils. Considered as extremely healthy, South Indian food is a perfect blend of 
flavor, color, taste and nutrition. In other words, South Indian food comprises of dishes from 
four major states including Andhra Pradesh, Karnataka, Kerala and Tamil Nadu. So, while 
there is a common thread running through the dishes from all these regions, they differ in 
terms of preparation and spice content.
 Udupi food is an integral part of the cuisine from Karnataka. The menu of this restaurant 
is greatly influenced by the cuisine of Karnataka. The famous masala dosa traces its origin 
to Udupi cuisine and was subsequently popularized by Udupi restaurants. Udupi cuisine 
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comprises dishes made primarily from grains, beans, vegetables, and fruits. The variety and 
range of dishes is wide, and a hallmark of the cuisine involves the use of locally available 
ingredients.
 The popular dishes from Kerala region are aviyal, olan, shrimp coconut curry, and fish 
poriyal. A typical Tamil meal consists of both spicy and non-spicy dishes. Tamils eat more 
non-vegetarian food. In Tamilian cuisine, food is classified into six tastes namely sweet, 
sour, salt, bitter, pungent and astringent. Traditional Tamil cuisine recommends that one 
must include all of these six tastes in each main meal. Each taste has a balancing ability and 
including some of each provides complete nutrition, minimizes cravings and balances the 
appetite and digestion.
Today, South Indian cuisines is extremely popular not just in India but on the global stage 
as well. This is proved by the growing popularity of South Indian based restaurants that 
are today offering a wide variety of South Indian dishes based on authentic taste and flavor. 
In other words, today South Indian cuisine is enjoyed by people all over the world and the 
popularity of this cuisine is only set to increase in the future as well. (https://en.wikipedia.
org/wiki/South_Indian_cuisine)
The western region of India includes the states of Rajasthan, Gujarat, Maharashtra, 
and Goa. Rajasthan and Gujarat have hot, dry climates, so the relatively smaller variety 
of vegetables available are preserved as pickles and chutneys. Peanuts and coconut are 
important ingredients as they are freely available. Goa with its lush green coastline has an 
abundance of fresh fish and seafood. (https://en.wikipedia.org/wiki/Goan_cuisine)
 Rajasthani food is spicy like Bikaneri Bhujia, Mirchi Bada and Pyaaj Kachori. Other famous 
dishes include Bajre ki roti and Lashun ki chutney, Mawa Kachori from Jodhpur, Alwar ka 
mawa, Malpauas from pushkar and Rassgollas from Bikaner, “paniya”and “gheriya” from 
Mewar. Originating for the Marwar region of the state is the concept Marwari Bhojnalaya, 
or vegetarian restaurants. According to a 2014 survey released by the registrar general of 
India, Rajasthan has 74.9% vegetarians, which makes it the most vegetarian state in India. 
Gujarat’s cuisine is known for its slight sweet touch and is traditionally entirely vegetarian. 
Bikanervala is a manufacturer of Indian sweets and namkeens.has opened its restaurant in 
the line of western culture. (Pal Sanchari)
In Maharashtra, coastal areas are famous for Malvani cuisine while the interiors have the 
more frugal, Vidharba cuisine which uses a lot of dry coconuts.
East India is comprised of the states of West Bengal, Sikkim, Assam, Arunachal Pradesh, 
Meghalaya, Manipur, Nagaland, Mizoram, Tripura and Orissa.  East India has three schools 
of cuisine—Bengali and Assam, the Northeastern states and then Orissa. Preparation is not 
elaborate and neither are most of the ingredients. Steaming and frying are popular methods 
of cooking. People of no other region in India can rival the Eastern Indians’ love for sweets 
and desserts. Some of India’s most popular and world-renowned sweets come from here.
Some popular dishes are momos and Thukpa (a clear soup). Tomato Achaar, Machcher Jhol. 
Sweets are a big deal in East India, and the region is renowned for its sugary treats. Favorites 
include Sandesh and Rasgolla. The snacks of West Bengal are Begun Bhaja, Mansher Singara, 
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Jhalmurhi and Puchka. (J Krishna, Dubey G)
Bihar and Jharkhand’s snacks include Dhuska, Taru, and Bhunja, and the snacks of Odisha are 
Khaaja, Pitha, and Mudhi.
Western Fast-Food Players: Global Food outlet entered into India with strong technology 
backup with professional business standard. The major players which have changed the 
traditional food habit of Indians are-
McDonald’s is the world’s leading food service retailer with more than 31,000 restaurants 
in 119 countries serving more than 50 million customers each day. In India, McDonald’s is a 
joint-venture company. In India, McDonald’s has a network of over160 restaurants across the 
country, with its first restaurant launch way back in 1996. Prior to its launch, the company 
invested four years to develop its unique cold chain, which has brought about a veritable 
revolution in food handling, immensely benefiting the farmers at one end and enabling 
customers to get the highest quality food products, absolutely fresh and at a great value. 
(Business Today, 2018)
McDonald’s India has developed local Indian businesses, which can supply them the highest 
quality products. McDonald’s has also re-engineered its operations to address the special 
requirements of vegetarians. McDonald’s posts it’s first-ever profit in India after 22 years. 
McDonald’s has posted a net profit of Rs 65.2 lakh in FY17-18 in India. In 2016-17, the 
company’s its loss surged to Rs 305 crore. (Wikipedia.org/wiki/McDonald’s)
Pizza Hut is an American restaurant chain and international franchise which was founded 
in 1958 by Dan and Frank Carney. The company is known for its Italian-American cuisine 
menu, including pizza and pasta, as well as side dishes and desserts. Pizza Hut has 18,431 
restaurants worldwide as of December 31, 2018, making it the world’s largest pizza chain in 
terms of locations. It is a subsidiary of Yum! Brands, Inc., one of the world’s largest restaurant 
companies.
Yum! Brands Inc, owner of fast-food chains KFC, Pizza Hut and Taco Bell, has reported a 
strong double-digit sales growth in revenues in India in the fourth quarter ending December 
and in the full year of 2018.At the same time, Pizza Hut reported a system sales growth of 14 
per cent in the fourth quarter and a 19 per cent growth for the full year of 2018 in the India 
region. 
Published on February 07, 2019 Pizza Hut opened in India in 1996. Pizza Hut is believed to 
have about 50% of the market share of the pizza market. It has been so successful in India 
because they offer their pizza at a low price.
(Verma M. Ambwani ) KFC is an American fast food restaurant chain headquartered in 
Louisville, Kentucky that specializes in fried chicken. It is the world’s second-largest 
restaurant chain (as measured by sales) after McDonald’s, with 22,621 locations globally in 
136 countries as of December 2018. The chain is a subsidiary of Yum! Brands, a restaurant 
company that also owns the Pizza Hut, Taco Bell, and Wing Street chains.
There are 350 KFC outlets in India. The company has adapted the standard KFC offerings to 
Indian tastes and the menu options in India include the Hot & Crispy Chicken and Fiery Grilled 
bucket options, Chicken Zinger Burger, Krushers, Rice Bowlz and the more recently launched 
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5-in-1 Meal Box. The business was refranchised in October 2015 after Yum concluded a year-
and-a-half-long exercise to reorganize its business under larger, well-capitalized franchisees. 
In this regard, about a third of its outlets, operated by several of its franchisees, have been 
sold to a newly formed entity—Sapphire Foods India Pvt. Ltd. The new entity is owned by 
a consortium of four private equity funds, led by Samara Capital. The other investors are CX 
Partners, Goldman Sachs Group Inc. and a fourth fund, said a top executive at the local arm of 
the American food company. (Wikipedia.org/wiki/KFC)
Domino’s Pizza: The Company was incorporated on 26 March 1995 as Domino’s Pizza India 
Private Ltd and began operations in 1996. It changed its name to Jubilant Food Works Ltd in 
2009. The company opened India’s first Domino’s Pizza outlet in New Delhi in 1996.
On 24 February 2011, Jubilant Food Works signed a master franchise agreement with 
American coffeehouse chain Dunkin’ Donuts to operate the brand in India. Jubilant Food 
Works opened India’s first Dunkin’ Doughnuts outlet in Connaught Place, New Delhi in April 
2012. Jubilant Food Works was named “Emerging Food Group of the Year” by The Economic 
Times in 2012.
On 19 March 2014, the 700th Domino’s Pizza outlet was opened at HUDA City Centre metro 
station in Sector-29, Gurgaon, Haryana. The company opened 47 new restaurants between 
January–March 2014 and 150 outlets in the 2013–2014 financial year. In January 2016, 
Domino’s opened its 1000th outlet. (Wikipedia.org/wiki/domino’s pizza)
Cafe Coffee Day: Global limited Company is a Chikkamagaluru-based business which grows 
coffee in its own estates of 20,000 acres. It is the largest producer of Arabica beans in Asia 
exporting to various countries including USA, Europe and Japan.
Café Coffee Day was started as a retail restaurant in 1996. The first CCD outlet was set up on 
July 11, 1996, at Brigade Road, Bengaluru, (Karnataka). It rapidly expanded across various 
cities in India adding more stores with more than 1000 cafés open across the nation by 2011. 
As of March 2018, there are 1530 outlets across 28 states of India. (https://en.wikipedia.
org/wiki/Caf%C3%A9_Coffee_Day

Figure A1

Source: Cold Calls and Interaction Sample Customers of different age group in between15-35
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Figure A2

The market share of western outlet usually did not encroach into Indian food outlet in 
unorganized sector but Indian fast food restaurant’s share in organized sector is the matter 
of study. Among western outlets Mc Donald’s share is the highest 35%, KFC 10%, Domino’s 
Pizza 15%, Café Coffee Day 7%, and others 33% in India. While in Beverage segments Barista 
5%, Costa Coffee 3%, Starbucks 2%, Dunkin Donut @% and Coffee Bean 1% market share.

RESEARCH METHODOLOGY
To study current topic, survey-based research was liberally used. The active respondents 
were youth between the age group of fifteen to thirty years both boys and girls. The empirical 
survey was based on opinion. Thus, adequate steps were taken to minimize bias opinion to 
improve reliable information. The criteria for respondent selection were purposive as these 
groups visit more restaurants and taste all kinds of meal. The scope of study was Aligarh 
region and the total number of respondents were 280, out of which 240 were considered for 
research purpose to give consistence results. The rest respondents did not completely fill the 
questionnaire.
The tool to collect data was questionnaire, formulated mostly on MCQ nature to streamline 
the outcome uniformly with personal interview from respondents. The outcome of result 
was based on analysis of primary data.
The principal component factor was analysis which was used scientifically by the instruments 
of statistical methods to validate the inputs into desirable results. Similarly univariate analysis 
was used to analyze some descriptive statistics of both macro and micro variables. Student t- 
test method was used to test the hypothesis. To compare data of Indian and western outlets, 
Karl Pearson’s Coefficient of Correlation was used. The conclusion part has been derived 
exclusively from the analysis of survey.

ANALYSIS 
1. Popular snacks
Test of Objective I: To establish relation between popularity of Indian and Western 
Snacks
To study relation between popularity of Indian and western snacks among Indian youth 
by the instrument of hypothesis testing. Taking null hypothesis that popularity of Indian 
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and western snacks is not same and there is encroachment in market unless proved and 
population mean is equal to hypothesized mean of 13. Hence 
 Hο : µ = 13
 Hα: µ > 13
As the sample size is small and population standard deviation is not known, we shall use t- 
test assuming normal population.

Table B2

S 
No Popular snacks

No of 
Respon-

dent
X

X- Ẍ (X- 
Ẍ)2

% 
age Calculation

1 Samosa 45 30 900 18.75  Ẍ = 240/16 = 15
ỽș = √ ∑ (X- Ẍ)2 / n-1
     = √2066/15
ỽș = 11.74
hence t = Ẍ- µ / ỽș/ √n
            t = o,684
degree of freedom = n- 1 = 15
As Hα is one sided, we shall 
determine the rejection region 
applying one- tailed test at 5 
percent of significance. Using 
table
  R : t ≥ 1.753
The observed value of t is 
0.684 which is rejected at 5% 
level of significance and we 
can conclude that popularity 
of Indian as well as western 
snacks are same.

2 Burger 31 16 256 12.92
3 Pizza 21 6 36 08.75
4 Chow-mein 21 6 36 08.75
5 Khasta Kachauri 20 5 25 08.33
6 Pakora 28 13 169 11.67
7 patties 17 2 4 07.08
8 Momos 17 2 4 07.08
9 Pasta 13 -2 4 05.42
10 Sandwich 12 -3 9 5.00
11 Allu Chaat 16 1 1 06.67
12 French fries 07 -8 64 02.92
13 Dosa with 

Sambhar 04 -11 121 01.67

14 Chilli Potatoes 08 -7 49 03.33
15 Chole Bhature 07 -8 64 02.92
16 others 33 18 324 13.80

Total 240 ∑(X- 
Ẍ)2  

2066

Figure A3
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Survey was done to explain the most popular snack which people like most. The above chart 
exhibits fifteen most liked snacks chosen by the respondents. In which samosa and burger 
was topped with 18.75 percent and 12.95 percent respectively followed by pakora. Apart 
from this pizza, French Fries and pasta only scored 8.75, 2.95, and 5.42 percent. The other 
category included twelve snacks chosen by the respondents.

2.Characteristics of Snacks
Table B3

S.
No Particular In put 

F1
Percentage 

(%)
In put 

F2
Percentage 

(%)
In put 

F3 percentage

I Indian 
Snack

97 40.42 89 37.08 44 18.33

II Western 
Snack

60 25.00 105 43.75 184 76.67

III Both 63 26.25 40 16.67 10 04.17
IV None 20 08.33 6 02.50 2 0.83

Total 240 240 240

F1 = input of delicious food, F2 = input of healthy food, F3 = input of costly food

Regarding delicious snacks, 40.42 percent respondents viewed Indian Snacks are more 
delicious, only 25 % agreed western snack and 26.33 % said both. Similarly, 43.75 percent 
viewed western foods are healthier than Indian snacks which was 37 %. The cost of western 
snacks, 76.67 percent assumed costlier than Indian snacks, I. e. only18.33 percent.

Figure A4

3.Most Common Snacks Eaten 
Table B4

S No Particulars Data Cumulative 
data

Percentage 
(%)
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I East Indian Snack 48

360 61
II West Indian Snack 61
III North Indian Snack 211
IV South Indian Snack 40
V Western Snack 230 230 39

Total 590

Since the survey was done in north Indian city (Aligarh), therefore respondents chosen 
mostly snacks popular in north India region with liking of 211. The western snacks were also 
found equally popular by choosing by 230 respondents.

4. No of times Meal taken per month in outing
Table B5

S 
No Particular No of 

Times F1
Percentage 
(%) No of Times F2 Percentage (%)

I 4-6 times 48 20.00 39 16.25
II 3-5 times 51 21.24 39 16.25
III 1-2 times 42 17.50 114 47.50

IV More than six 
times 95 39.56 23 09.58

V Nil 04 O1.70 25 10.42
Total 240 240

F1 = Indian Snacks, F2 = western Snacks
Indian snacks are taken more than six times in a month by 39.56 percent respondents, while 
mere 9.58 percent people take western snacks per month. One- two times frequency was 
highest for western snacks with 47.5%, while mere 17.5 percent took Indian snacks. Similarly 
20% and 16.25% consumption of Indian and Western food were 4-6 times and 3-5 times for 
Indian 21.24% and 16.25% for western food.

5. Hygienic Outlet and Friendly Atmosphere
Table B6

S No Particular Frequency    
F1

Percentage 
(%)

Frequency 
F2

Percentage 
(%)

I Indian outlet 83 34.58 48 20.00

II Western 
outlet 98 40.84 156 65.00

III Both 41 17.08 31 12.92
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IV None 18 07.50 5 02.08
Total 240 240

F1 = hygienic outlet, F2 = Friendly Atmosphere
Western Food outlet with 40.84% were found more hygienic than 34.58% Indian food outlet. 
Similarly western outlet with 65% were having friendlier atmosphere than mere 20% Indian 
outlet.
6. Choice of outlet

Table B7

S No Particular F1 Percentage F2 Percentage F3 percentage
I Indian 198 82.50 130 54.17 81 33.75
II Western 23 09.58 60 25.00 82 34.17
III Both 14 05.84 45 18.75 72 30.00
IV None 5 02.08 5 02.08 5 02.08

Total 240 240 240

F1 =Frequency of visit of customer with Rs. 50, F2 = Customer with Rs. 100, and F3 = Customer 
with Rs. 200 in their wallets
The choice was given to respondents having Rs.50, Rs100, and Rs.200 in their wallets to check 
their choice of outlet. The study revealed that heavier the wallet drifting of choice occurred 
towards western outlet for having burger and pizza. As with Rs.50, 82.5 percent respondent 
chosen Indian snacks and when amount increased to Rs. 100, the choice for Indian snacks 
reduced to about 54 percent and consequently percentage of western increased to 25%. The 
drift further deepen when amount enhanced to Rs. 200. The choice for Indian outlet further 
fallen to 33.75% and western outlet choice jumped to 34.17%.

Figure A5

7. Choice of Soft Drinks
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Table B8

Grade: 1 to 10, greater the number 
lower the weightage 

Average 
weigh-
tage

Ra-
nk 

S 
No particular Soft 

Drinks 1 2 3 4 5 6 7 8 9 10

I

Indian Soft 
drinks

Lassi 40 4 11 4 5 1 1 5 4 16 4.07 II
II Jaljeera 5 9 2 4 2 8 2 7 2 16 6.26 X
III Sharbat 7 2 5 7 12 5 0 2 7 2 4.96 V

IV Neebu 
Paani 10 3 1 2 6 2 10 7 10 7 6.12 IX

V Mattha 22 4 1 5 3 2 3 7 9 4 4.69 III
I

Western 
Soft drink

Cold Drink 29 8 3 4 6 3 1 7 7 2 3.80 I
II Mock tail 9 5 5 5 4 4 5 8 8 3 5.34 VII
III Cold coffee 10 4 3 4 8 5 3 5 8 2 5.12 VI
IV Shakes 15 4 0 2 6 5 5 5 6 4 4.81 IV
V Fruit Juice 15 4 4 7 5 3 0 3 9 5 5.47 VIII

Comparison between five drinks of Indian with five western drinks were done by choice of 
grading system from grade 1 to grade 10 in table B8. Each grade was defined as 1 highest 
value and 10 lowest values. After comparison it was revealed that three drinks of Indian 
origin i.e. Lassi, Mattha, and Sharbat came IInd, IIIrd, and Vth in rank. While under western 
drinks, cold drink, and shakes came Ist and IVth rank. 

8. Nutritious Snack

Figure A6
Comparison was done which snacks were more nutritious. More than ninety percent 
respondents ranked Indian snacks more nutritious than western snacks. While more than 
fifty percent voted for western snacks as more nutritious.

9. Nutritional Information Influence Purchase
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Figure A7
Questions were asked whether nutrition information influence purchase by customers on 
five scales. More than seventy percent felt that nutrition information influence purchase on 
certain products. While about fifty percent said rarely effects and 43 percent had assumption 
never effects on purchase.

10. Advertisement for Promotion 

Table B9

S No Particular Frequency F1 Percentage 
(%)

Frequency 
F2

Percentage 
(%)

I Most of the Time 62 25.83 135 56.25
II Some Times 15 06.25 83 34.58
III Rarely 115 47.92 10 04.17
IV Never 48 02.00 12 05.00

Total 240 240

F1 = Indian Snacks Promotion             F2= Western Snacks Promotion
Questions were asked whether there was any advertisement for Indian and western snacks. 
For Indian there was only 26 percent most of the time and 56% for western snacks.

11. Influence due to Advertisements
Table B10

S No Particular Frequency F1 Percentage 
(%)

Frequency
F2

Percentage 
(%)

I Very Much 56 23.33 64 26.67
II Much 89 37.08 35 14.58
III Little 81 33.75 131 54.58
IV None 14 58.34 10 04.17

240 240

F1 = Indian outlet, F2 = Western Outlet
Questions were asked whether there was any effects on sale due to promotion of snacks 
outlets through advertisement. About 23 percent respondents said very much, 37 percent 
much, about 34% little and about 58% agreed no effects. While western outlet viewed about 
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27 percent very much. Similarly, about 55% said little effects on western outlet. 
Test of Objective II: To evaluate Nutritional component and health aspects

Figure A8
Nutrition chart TableB1 and figure A8 shows the highest energy Fast food snacks have tag 
of junk food responsible for obesity, CVD, and many other health related issues because of 
high calorific content, high sodium salt, high carbohydrate and trans-fat. The highest energy 
snacks are chow mein, the highest total fat content snack-chow Mein, the highest Sodium 
Salt- Mc Veggie Burger, and highest carb (CHO) are- chow mein again. Similarly, the lowest 
Potassium salts snacks are Pao Bhaji, Aloo Chaat, and KFC Chicken. The lowest digestive 
fibers content is in dosa, Pao Bhaji and the lowest protein content is in Pao Bhaji.

Test of objectives III. To study effects of western snacks over Indian snacks 
market 
Karl Pearson’s coefficient of correlation was used to measure the degree of relationship 
between Indian Snacks and western snacks. This coefficient assumes that there is a 
relationship between the two variables. These variables are casually related which means 
that western snacks variable is independent (being branded global food outlet) and Indian 
snacks food outlet is dependent variable (being run mostly by small traders).
Karl Pearson’s coefficient of correlation (r) = ∑(X- Ẍ) (Y- Ẏ) / n.ỽˣ.ỽʸ
Where X = Independent Variable
And      Y = Dependent Variable

Table B11

S.
No

Variables Western        
( X)

(X - 
Ẍ)

(X- Ẍ)2 Indian
( Y)

(Y - Ẏ) (Y - Ẏ)2 (X- Ẍ). 
(Y- Ẏ)

1 Choice of 
drinks

2 -96 9216 3 -96 9216 9216

2 Wallet of Rs. 
50

23 -75 5625 99 99 9801 -7425

3 Nutrition 
Status

58 -40 1600 91 -8 64 320
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4 Wallet of Rs. 
100

60 -38 1444 31 31 961 -1178

5 Delicious food 60 -38 1444 97 -2 4 -152
6 Effects of Ads. 64 -34 1156 56 -43 1849 1462
7 Wallet of Rs. 

200
82 -16 256 81 -18 324 288

8 Hygiene 91 -7 49 83 -16 1265 112
9 Healthy food 105 7 49 89 -10 100 -70
10 1-2 times 

meal/ month
114 16 256 42 -57 3249 -896

11 Presence of 
Add in media

135 37 1369 62 -37 1369 -1369

12 Friendly 
atmosphere

156 57 3364 48 -51 5001 -2907

13 Costly menu 184 86 7396 44 -55 3025 -4730
14 Most common 

snack
230 132 17424 360 261 68121 34452

∑(X- 
Ẍ) = 
-9

∑(X- 
Ẍ)2= 
2757

∑(Y- Ẏ) 
=
-2

∑(Y- 
Ẏ)2 = 
103340

∑(X- Ẍ) 
(Y- Ẏ) = 
27123

Calculation; n = 14, ∑X = 1364, Ẍ = 98, and ∑Y = 1384, Ẏ = 99

ỽˣ = √ ∑(X- Ẍ)2/n = 60.15 and ỽʸ = √ ∑(Y- Ẏ)2 /n = 85.92, therefore r = 0.375

Hence, r = 0.375 indicates positive correlation between western and Indian snacks market. 
So, there is no negative effects on Indian snacks market with the introduction of western 
snacks by branded company in India.

Figure A9

Test of Objective IV: To compare pricing pattern of Western and Indian Snacks 
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Table B12
S 

N
o

Sn
ac

ks

F1 Rs
. 5

0

W
ei

gh
ta

ge

F2 Rs
 1

00

W
ei

gh
ta

ge

%
ag

e 
Ch

an
ge

F2
- F

1

F3 Rs
. 2

00

W
ei

gh
ta

ge

%
ag

e
Ch

an
ge

F3
- F

2

Av
. W

ei
gh

ta
ge

Ra
nk

I Western 23 1150 60 6000 160.8 82 16400 36.6 99.40 I

II Indian 198 9900 130 13ooo -52.3 81 16200 -60.5 95.60 II

Figure A10

The tabular and graph pattern indicate that the western Snacks are costlier than Indian 
Snacks. As the wallet amount raised from Rs. 50 to Rs. 100 and then to Rs. 200, the people’s 
choice drifted from Indian to Western snacks with inclination of 160.8 percent to 36.6 
percent. On the other- hand the demand of Indian Snacks dip to 52.3 percent and 60.5 percent 
respectively. 

FINDING AND DISCUSSION 
1. The analysis yields that the popularity of Indian and western snacks among youth was 

equal
2. As per survey, the most preferred snacks were Samosa followed by burger. Pizza, pakora 

and Chow Mein were also lovable snacks.
3. The survey report exhibits Indian Snacks have earned as more delicious snacks but in 

terms of health concerns western snacks are healthier being prepared under hygienic 
conditions and follow quality control.

4. As per the pricing are concerned western snacks are costlier than Indian Snacks.
5. North Indian Snacks rule over the snacks business in north India. The presence of 

branded western restaurants serving snacks are giving tough competition to those 
customers who are affluent and have purchasing capacity. 

6. The consumption cycle of Indian snacks in the range of more than six times in a month 
are highest but for western snacks have found lowest in this category. But in the 1-2 
times per month category is highest.

7. Western food outlets were found more hygienic and was friendlier atmosphere than 
Indian counterpart.
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8. Indian soft drinks are natural and healthy than western soft drinks. But the choice of cold 
drink was highest among the youth.

9. Nutrition information on certain food products effects purchasing of customers.
10. Almost all western outlet advertises their products in print and electronic media opposite 

to Indian food outlet.
11. The study reveals that there is no negative effects on Indian Snacks market due to global 

entrance of fast food restaurants.
12. Most of snacks weather Indian and western have lacking digestive fiber, high in carb, fat, 

sodium and calorie. But the combination of Idli, Dosa with sambar make healthy snacks 
with low sodium, moderate energy, high potassium and protein.

13. Since Indian snacks and drinks are healthier than western snacks. So the concept of food 
studio should be developed in villages and towns with modern concept before invasion 
of western outlets.

CONCLUSION AND IMPLICATION
The present research paper highlighted popularity of snacks in India. Since this food group is 
the integral part of Indian life style. On the other side foreign food companies are constantly 
increasing their business in this country after reviewing market demand. These have future 
planning of migrating from metros to medium cities and their future might be targeted to 
small town and villages.
Therefore, local youth may take this opportunities indigenous business start up to new 
concept of village food studios.
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ABSTRACT
Purpose: The purpose of this research paper has been deliberated to examine the effect 
of Covid-19 pandemic on hospitality education and educators of different institutions in 
India. As we all aware that COVID-19 pandemic became a problem all over the world. 
Every country is trying to fight with this pandemic virus, due to which many countries 
announced complete lockdown in their country. 
Problem Statement: As colleges help in generating the social skills and awareness of 
students which is interrupted because of lockdown due to COVID-19. Hospitality students 
have good communication skills, teamwork, social values and many more qualities, which 
are affected due to pandemic difficult to fulfill  through online classes. The issues again 
which is arisen the shifting of traditional classroom method to the virtual or online mode. 
Some common problem like loss of personal interaction with the students, as well as the 
practical aspects of the syllabus. It has been a challenge for the hospitality educators to 
engage students on the online platform.
Research Methodology: The study consists of exploratory and descriptive design, 
questionnaires in addition to that secondary research as well as the qualitative study have 
been conducted through interviews and google forms. The data was collected by taking 
the interview and google forms by hospitality educators and the industry professionals of 
the star category hotels. The research designs were applied in order to collect data to get 
the result as per objectives. Primary and secondary data sources were used and data was 
analyzed using excel statistic formulation tool, as this research reflected the criticality of 
the concerns in the light of previous researches that have been conducted.
Findings: The research paper reveals that the pandemic has a very significant impact on 
the hospitality education and educators, on their life, economic status and they having the 
fear becoming unemployed. Due to the lack of means of communication and the internet 
connectivity very few students attended online classes and its difficult to educator to 
monitor the students.

Keywords: Hospitality Educators, Covid – 19, Hospitality Institutions, Hospitality
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1. INTRODUCTION
The Covid-19 had a diverse and huge impact on each and every sector across the globe 
specially the hospitality and tourism sector. The education system in India and across the 
globe is no exception.  
In the last twenty years, tourism has been contributing 6% of world output, one in 15 
jobs, and 7% of capital investment in hospitality. According to UNWTO, it can be double 
its contribution to the world economy, it will increase jobs by 33% and capital investment 
can increase by 80%. The private hospitality educators are teachers or instructors who are 
hospitality education qualified and work years or more in the hospitality industry and then 
move to hospitality academic to teach certain subjects related to hospitality education like 
food production, front office, food and beverage service and housekeeping, etc. this hotel 
personnel starts their career in different hotel management colleges of institutions in India. 
When they join academics anywhere in India, they scarify their handful salary and luxury life 
with the hectic schedule without seeing the sunrise and sunset in the hotel for the service 
of the guest. But when they tend to join the hospitality academic keeping in their mind that 
they spare some time for their family members and friend and join on lower salary without 
the benefits of medical and earn leaves. This human race, no one can be imagined that one 
day the majority of hospitality professionals and educators either lose their job or work in 
a 30%, 40%, or 50% of salary due to the unexpected corona virus outbreak and the owner 
of the institution had become stubborn. In the century of this modern era, this was the first 
pandemic where there are two types of education is being observed for the lower-class 
population and middle-class population where there is a huge gap in the education. That 
affects the private and public sectors of education in India.

1.1 Emerging trends in hospitality education: New challenges
Hospitality means the connection process between a guest and a host; it also refers to the 
art of being hospitable for the guest. The economic liberalization in India, open sky policies 
within the aviation sector had come during the first 1990s and later stage on the effect of 
globalization, it gave a replacement boost to hospitality education, though the opening of 
mushrooming of hospitality institutes that have posed some threat within the quality of 
education as variety of institutes are being run with none proper infrastructure where the no 
quality of education, the aim of such institutions is to create money only there’s no reference 
to the educations they merely become the shopkeeper of the institution where they need to 
saw the dream to students at the time of admission. But the customer service and customer 
satisfaction are now the keywords for the success of any business. Students passing out 
from hospitality institutes discover their importance not only in hotels, restaurants, cruise, 
and catering fields but also in other non-catering industries like stores, hospitals, telecom 
industries, food packaging, hospitals, private banks, and BPOs. This becomes a horrible 
situation when the scholars had started acting on the roadside to sell the food. The entry 
of more foreign universities and institutions could be a real challenge for hospitality 
institutions in India. Universities and institutions from the USA, UK, France, Australia, New 
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Zealand, and lots of other countries are targeting Indian students from affluent families who 
can speak fluent English. To counter the challenge many hospitality management institutes 
have established strategic partnerships with various international universities to facilitate 
student but no institution has considered the course fee and therefore the job what he or she 
is going to get after the completion of this course.

1.2 COVID-19 pandemic and its effects on faculty education
When, at the beginning of 2020, COVID-19 outbreak in the city of Wuhan, China, the people 
in the rest of the countries of the world could not suspect that the virus would spread all 
over the globe and change the way the people live, interact, work method, teach and learn 
from the conditions. The implications and effects of the Covid 19 pandemic on any type of 
education are yet to be known, but they would definitely be more challenging for educators 
in hospitality and learners in more fragile and unstable contexts all over the world. Most 
of the countries in the world have experienced an unprecedented total or partial lockdown 
which led to the immediate closure of universities and schools as well as hospitality. As such, 
educators and students have to gain instantly how to adapt to remote teaching by digital 
way. This is also true for teacher education. But the private institutions at higher education, 
immediately curtail the salary of educators wherein no institution has to curtail the fees 
taking from the students, this the question mark by the society. 

1.3 Origin of online teaching platform in India
Online teaching in India features a long history having broadcasting space provided by the 
All India Radio and also the Doordarshan that’s recorded educational programs for not 
only educational activity and school-going children. Though many government educational 
institutions in India including UGC, IGNOU, and NCERT were using these services provided 
by All India Radio and Doordarshan. In 1994 there was a paradigm shift because the ISRO 
provided the teleconferencing facility at IGNOU (Indra Gandhi National Open University) 
in New Delhi for the primary time. It had been a one-way video and two-way audio 
communication through subscriber line providing scope of live interaction for the scholars. 
The teleconferencing facility was a booster for an outsized number of online courses that 
were happening already like management studies, technology, and particularly for educators 
training in India. For several years an outsized number of educational institutions and various 
government and personal organizations utilizing the service of teleconferencing provided 
by ISRO at IGNOU. Within the year 2000, teleconferencing had got recognition as a political 
candidate education channel under the Gyandarshan platform which continues to be alive. 
Together with other channels of Gyandarshan it had been then made available within the 
DTH as GD (group discussion) interactive channel. In 2005 a shot had been made by ISRO ( 
The Indian Space Research Organization) together with MHRD (Ministry of Human Resource 
Development) and IGNOU during this regard with the launching of EDUSAT satellite designed 
by late “APJ Abdul Kalam” during his tenure as President of India. Within the year 2020, one 
may find it very easy today. Now within the age of fiber optical and high-speed internet, 
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there are various software are established for online two conversation conduction of classes 
today like zoom meeting, Google meet, Cloud, Skype, Microsoft teams ect. There’s a various 
platform for online conduction of classes with the payment and without the payment but the 
time is restricted.

1.4 Hospitality Education in India: Issues, Challenges and its Future
Hospitality education within the country is fraught with many challenges in its evolution 
way. While a number of the challenges are quite common to several other skill-set with 
specific and professional education field, variety of them are unique to hospitality education. 
The most challenges are associated with the status of the hospitality workers within the 
industry accept one or two organization like Taj, ITC and Oberoi group of hotels those take 
care of their employees and make them happy within the industry and lack of interest by the 
scholars to require up hospitality education as a career option because of long and unsure 
working hours, most of the hotels don’t follow the principles and regulation made labor 
law and therefore the same way lack of interest by the hospitality qualified for becoming 
an educationist further as lack of coordination and cohesiveness among stakeholders of 
the hospitality industry, leading to a shortage of trained educators, lack of standardized 
curriculum by the colleges and institution, etc. The gross annual manpower demand within 
the hospitality industry has crossed five lakh in 2010 and sure to grow to almost 920,000 
in 2020, as per a study commissioned by the Ministry of Tourism (MoT), Govt. of India. But 
due to Covid 19, the forecasting has been put aside because the industry has gone down 
within the year 2020 and also it’ll take time and it’s forecasted that the hospitality industry 
will come up after 2022 or mid-2023 when the full world are going to be vaccinated and 
feel secured from any form of death giving virus “It’s a sarcasm that HM courses have fewer 
takers during a service-sector driven economy ” Sudhir Andrews.

1.5 Objective of the Study:
 y To identify the present status and potential of hospitality education in India.
 y To examine the impact of COVID-19 on hospitality educators and education.
 y To ascertain the challenges and future of hospitality education in India.

1.6 Hypothesis:
 y H0: There is no relationship between corona virus disease and economic status of 

the hospitality educators. 
 y H1: There is relationship between corona virus disease and economic status of the 

hospitality educators.
 y H02: There is no impact of COVID19 on education. 
 y H1-2: There is impact of COVID 19 on education.
 y H03: There is no effect of Corona virus on salary reduction of the educators. 
 y H1-3 : There is effect of Corona virus on salary reduction of the educators.
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2.  REVIEW OF LITERATURE:
Sr. 
No.

Resource 
Persons

Year of 
publication

Findings

1. J. Upoalkpajor & 
C.Upoalkpajor

2020 This study found that such pandemic has a 
worse impact on the education system and now 
it is better understood by the government of any 
country and the program of activities ought to 
include planning for the impacts on the demand 
for education, which the Ministry must supply 
the better education to the country

2. Shivangi Dhawan 2020 A natural disaster like COVID 19 affects the 
education of students due to closure of all 
education institutes which create problem 
in the learning of students. Many institutes 
start adopting e-learning tools for providing 
education and learning to students online. To 
make e-learning better and effective during such 
disaster we need to learn and focus on the use of 
technology in a more effective way

3. Kaushal V & 
Srivastava S

2020 Marked in the study that the Challenges faced by 
many of the organization in today’s scenario can 
be seen in common -Managing Fixed Expenses, 
Payroll, Morale of the Employees and especially 
Cash Flow in the department of hospitality 
education and industry. The payment of salary to 
their employees in the hospitality industry varies 
hotel to hotels from 90 to 60 days except for the 
weddings so working capital to meet out the fixed 
cost is a challenge during this pandemic.

4 T. Baum & N. Hai 2020 This study found that the human rights to 
participate in the field of hospitality, particularly 
in one part of Asia, Europe, and North America, 
were got affected on a small level of a scale 
unprecedented in peacetime. Hospitality and 
tourism will undoubtedly re-emerge from 
the effects of the pandemic over an extended 
timeframe and at varying speeds as it depends 
upon country to country in the world.
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5 Kumar & M. 
Sandeep

2020 The researcher revealed that With insecurities of 
a new recession and economic crisis happening, 
key moments such as these call for strong 
and powerful governance in health, business, 
government, and large society. The immediate 
support measures have to be served and adapted. 
It is further marked that the short and long term 
strategies are required to stabilize and motivate 
the economy during this recession in the country.

6 Zamira Hyseni 
Duraku & Linda 
Hoxha

2020 Students found it difficult to pay attention during 
online learning it may be due to many reasons 
like Distraction, the overload of assignments, 
Doubts and concern about their results, lack of 
organization, time management is the hindrance 
in the learning process.

7 J. Peter & C. 
Daphne

2020 The paper of the researcher reveals the dramatic 
effect the crisis has had on sustainability in the 
hospitality industry. the crisis had offered a 
vision of a more sustainable future of hospitality, 
this future vision can pose a major challenge for 
the industry, and education of hospitality.

8 M. Assunção 
Flores & A. 
Swennen 

2020 This research reveals that the influence of the 
COVID-19 pandemic on a worldwide scale 
has shocked educators at all levels, and at the 
same time it had inspired the educators to find 
solutions to problems they have not encountered 
before.

9 Zahoor Ahmad 
Lone

2017 The education sector in India is going to witness 
major growth in upcoming years, because of 
digital empowerment.

10 Dr. P.S. Aithal & 
Shubhrajyotsna 
Aithal

2016 According to them, the nowadays online 
education system is progressing very fast in the 
higher education system. And the online system 
is also compared with the hypothetical system 
known as “Ideal education system”

3. RESEARCH METHODOLOGY:
This research paper supported the information generated by the primary and secondary 
information of data. The study is predicated on primary and secondary data referred from 
various research journals, papers, articles published, unpublished data and reference books, 
federal government records and data from the ministry of the tourism department, Ministry 
of Statistics and Program Implementation Economic journals, magazine, and related websites, 
etc. the survey has been conducted on 100 respondents. The respondents are hospitality 
educators of different private institutions in the western Maharashtra (Pune) region and the 
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people who are concerned with the hospitality industry. In the data analyses, various tools 
have been used such as table layout, mean value, chi square test, reliability test, Cronbach’s 
Alpha test, and P-value of the data with the help of excel statistics formulation tool to get the 
reliable results for this research study.

3.1 Research Design:
The study employed the descriptive and exploratory design; questionnaires in addition to 
desk research as well as the qualitative study have been conducted through Interviews and 
google forms. The interview was focused on hospitality educators and industry personnel 
from the star category hotels. The designs were applied in order to collect data to get the 
result as per objectives. Primary and secondary data sources were used and data was 
analyzed using excel statistical tools this research reflected the criticality of the concerns 
in the light of previous researches that have been conducted. The 100 respondents under 
this study have been selected from both the segments randomly by the researcher as the 
population of the study. The design was suitable for the study as the study sought the impact 
of Corona on education in Western Maharashtra (Pune) region.

3.2 Sampling & Sampling Procedure:
In the present scenario, it has been felt appropriate to take descriptive and exploratory 
methods of research, in that, the method of data collection was considered to be the survey 
through google forms. In this approach, the structured questionnaire was sent to the 
respondents. Google forms is becoming commonplace in descriptive research study and in 
present circumstances where social distancing had been followed as it was the compliance of 
the order of the government. It had been felt most appropriate for the current investigation.

3.3 Scope of Study:
The research study had been carried out, supported observation, review literature, and 
survey through a simple random sample. The study has been conducted with the hospitality 
educators of private institutions and industry personnel. These two are the respondents of 
Western Maharashtra Region (Pune). An intensive study is not possible in such a pandemic 
period for the researcher to unhide all the areas of western Maharashtra region. Hence the 
most focus of the research study had been done on the effect of the Covid-19 pandemic on 
hospitality educators  and education of western Maharashtra.

3.4 Research Gap:
Although the many research has been done since the corona pandemic outbreak in India with 
the different issues related to the impact, effects of Covid 19 in various part of India and the 
different part of the world. But the research in this segment of Consequences of Covid-19 
Pandemic on Hospitality education & educators of hospitality institutions in India and its 
Challenges, with Special Reference to Western Maharashtra, having no data, and no research 
had been conducted yet on western Maharashtra region’s hotel management institutes.
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4. RESULT AND DATA INTERPRETATION:

Components Mean Chi – Square Composite 
Reliability

Cronbach’s 
Alpha P - Value

Impact on 
Education 4.2 2.20 0.84 0.79 0.05

Economic 
Status 5.1 3.26 0.90 0.83 0.04

Effect on 
Salary 4.5 0.88 0.89 0.85 0.05

Table No. 1 Descriptive Statistics table for the three factors used in the study.

Description of Above Table No. 1. 
Presented that mean value of impact on education, economic status and effect on salary as 
4.2, 5.1 & 4.5 respectively.
The Chi – square values of three factors are 2.20, 3.26 and 0.88 respectively.
The reliability values for all three factors are 0.84, 0.90 and 0.89 respectively.
The Cronbach’s alpha values for all three factors are 0.79, 0.83 and 0.85 respectively.
The ‘P’ values of all the three factors are 0.05, 0.04 and 0.05 respectively.

4.1 Hypothesis Testing:
The ‘P’ significant value for the Impact on education is 0.05, which is equal to 0.05, it means 
the null hypothesis is rejected and the alternative hypothesis is accepted. It also interprets 
that there is a significant impact on education during the lockdown period.
Now the ‘P’ significant value for the economic status is 0.04 which is less than 0.05, so the 
Null hypothesis is not accepted and the alternative hypotheses are accepted. It also interprets 
that there is an adverse impact due to corona on economic status.
The ‘P’ significant value for the Effect on salary is 0.05, which is again equal to 0.05, it 
means that the null hypothesis is rejected and the alternative hypothesis is accepted. It also 
interprets that there is a bad significant impact on salary of  the hospitality personnel of 
western Maharashtra region.

4.2 Findings:
After the testing of hypothesis, the researcher has reached the result that the economic 
status, Impact on education and  Effect on salary all these three factors have a very significant 
impact on the hospitality educators and the Covid - 19 virus has given a negative impression 
in the society. All the three factors that have been taken for the survey had shown the worse 
effects on the different factors on the life and status of the educators in western Maharashtra.

4.3 Conclusion and Suggestion:
COVID-19 was a highly infectious virus that continues to the hospitality and other education 
sectors and it raises serious questions about the today and future survival of the hospitality 
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educators in the private sectors because the demand for manpower has been reduced due 
to the low occupancy rates of the hotel industry in India. The study draws on interviews 
with respondents of the hospitality industry and hospitality educators in private services. 
Various themes that emerged from the content analysis of interview responses Related to the 
COVID-19 pandemic had been condensed and presented the status. The dominant themes 
that emerged out for the qualitative inquiry that has included the need for multi-skill and 
professional development of the employees. The research study has been discussed critically 
and prominent themes in the light of the existing result from the literature and reflects on 
implications for the decision-makers.

4.4 Limitation & Future Research:
This research study is subject to some limitations that ought to be addressed in this chapter. 
Some limitations are highlighted over here and future directions of research also have been 
given. First and foremost the research is based on survey analysis that was conducted with 
responses from private hospitality educators, managers, or senior personnel who may not 
justifiably work toward generalization of the output. Thus with the problem at hand concrete 
qualitative studies are deemed necessary in the immediate course to study the pandemic’s 
impacts on industry and make model based estimations and recommendations. However, 
this research makes a strong point in giving an exploratory study with other qualitative 
investigations. The author could get different variables present as themes that accumulated 
through perspectives gained from the respondents and may operationalize them in future 
research in the area. The important limitation should be addressed is that the perspectives 
reported in the study are from Western Maharashtra (Pune). As the Covid – 19 is the ongoing 
pandemic so that in the future more current research will take place on the same subject.
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Gourav Namdeo

ABSTRACT
The Hospitality and tourism industry are one of the important segments and a reliable 
source of revenue generation in the global economy. The share of India in international 
tourist arrival in2019 was 1.23%. India accounted for 4.97% of international tourist 
arrival in Asia pacific region in2019, with the rank of 7th. Number of domestic tourist 
visits in 2019 was 2321 million as compared to 18553 million in 2018, with a growth 
rate of 25.3%. India is currently ranked 23rd in the world in terms of international 
visitor arrivals, demonstrating its undeniable potential as a development instrument. 
This Covid-19 crisis for the tourism and hospitality industry is an opportunity to 
rethink the tourism sector’s contribution to people and job creation, and to rebuild a 
more sustainable, inclusive, and resilient tourism sector that ensures that the benefits 
of tourism are shared extensively and fairly. The customer is more focused on hygiene 
and eco-friendly products and services, especially after a pandemic. Hospitality hands are 
gearing up with contactless and seamless and exceptional services in this social distancing 
world. This paper discusses the current hospitality scenario, changing customer behavior, 
trends and development in the tourism sector. Since 2020, the hospitality industry has 
shifted from high-touch to no-touch business. Human efforts are reduced with the advent 
of automation, artificial intelligence technology-driven robots, chatbots, and contactless 
services. Contactless options, such as mobile keys and digital menus, have been identified 
while combating the covid-19 pandemic.
This paper focuses on the hospitality and tourism industry, which is experiencing some 
new trends that are complementing the industry’s existing tendencies in the sector. 
These include Workcations, Return of corporate travel, smart hotels, mobile check-in and 
medical tourism. These trends are expanding the horizons of the tourism industry in India 
and generating newer avenues for revenue creation. Paper-based on secondary data to 
probe government annual reports, newspapers, magazines, websites, published and no 
published documents.     
Keywords- Sustainability, Return of corporate travel, workcations.

EMERGING TRENDS IN HOSPITALITY AND 
TOURISM INDUSTRY IN INDIA.17
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1. INTRODUCTION
The tourism and hospitality industries are steadily growing sources of income because 
people will never stop eating and doing leisure activities.  It is estimated that there will be a 
robust demand by 2029. The tourist industry in India is predicted to rise by 6.7 percent to 
35 trillion rupees (US$488 billion) this year, accounting for 9.2 percent of the country’s total 
economy. India moved from 52nd place in 2015 to 40th place in 2017 on the World Economic 
Forum’s Travel and Tourism Competitiveness Index (TTCI). Now India has moved up by 
another 6 positions and is ranked at 34th place in 2019. India is known for its culture and 
offers geographical diversity, world heritage sites, and niche tourism products like cruises, 
adventure, medical, eco-tourism, etc. Incredible India has steady growth in tourist arrivals 
and employment. In the year 2020, it has been seen that international tourists dropped by 
76% because of the pandemic. The hospitality and tourism industry should understand the 
changing behavior of the customer.                       
 In India currently, boutique hotels/homestays away from the city are doing much better 
than the city hotels. There is a trend to book entire properties only among family, friends, 
and customers. rather than for paying clients. Customized travel itineraries are becoming 
more popular than large group bookings, according to tour companies. Customers want 
immersive experiences at one destination with a guarantee of privacy and shelter. There are 
various Campaigns and schemes launched by the Indian government to promote tourism like 
Swadesh Darshan, a theme-based tourist circuit that was launched to connect the tourism 
industry’s potential.

2. OBJECTIVE OF STUDY
To examine the current trends in the hospitality and tourism industry. 

 y To bring to light the challenges faced by the hospitality and tourism industry. 
 y To study about the emerging trends in India.
 y To critically analyze the future prospects of the hospitality and tourism industry.

3. LITERATURE REVIEW
 Abhinav Pipliwal and  Dr. Lalit Pipliwal [1] in their research paper “Emerging Trends in 
Hospitality and Tourism Industry” explained that The hunger of customer will always 
push the industry on betterments as well as making the boring services in a more ease and 
interesting way.
Petermann Thomas and Christoph Revermann[2] in their research paper “Future Trends 
in Tourism” author stated that the senior citizen population is directly proportional to the 
growth of Hospitality Industry.
Mr. Anshul Dogra[3] in their research paper “A Study on Emerging Trends in Tourism 
Industry in India” stated that most of the emerging trends in industry affecting the global 
tourist industry.
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4. RESEARCH METHODOLOGY
The present research paper is mostly based on secondary data sources. I have collected
secondary data required for this paper from annual Reports of the Ministry of Tourism, Govt. 
of India 2020; India Tourism Statistics at a Glance 2020, magazines released by FHRAI, and 
other related information have been collected from research papers published in various 
journals. All collected data were analyzed with the help of trend line analysis. Some of the 
emerging trends in hospitality and tourism industry are-
4.1 Sustainability
Sustainable tourism is not only a rising tourism trend, but it is fast becoming a priority for 
most travelers, not only in India but around the world. In the current scenario, a tourist is 
more concerned about hygiene, safety and environmental friendliness. Major hotel brands 
are starting to promote green, eco-friendly, and sustainable practices, hygiene factors, and a 
COVID-free environment rather than just offering discounts. There is a marked shift towards 
green and sustainable tourism as more and more travelers opt for eco-friendly travel in the 
post COVID19 world. Some sustainable practices include minimizing water usage beyond the 
hotel room, cutting down on food waste, eliminating plastic, conserving energy, creating a 
paperless hotel, and integrating sustainability into the hotel architecture adopted by hotels. 
Some examples of eco-friendly, and green hotels are-
ITC Grand Chola is the largest LEED Platinum certified hotel in the world, CGH Earth which 
maintains an eco-focus across its many properties  , Sher Bagh which isfamous for tiger 
reserve in rajasthan known for a pillar of environmentally conscious tourism, Taj Safaris, 
Vana Malsi Estate., Barefoot at Havelock – Havelock Island, Banasura Hill Resort  Wayanad, 
Kerala.
4.2 Smart rooms with smart controls
There are various smart features offered by smart hotels like room functions, adjusting the 
room temperature, controlling the TV and entertainment systems, or raising the blinds. Park 
Inn by Radisson IP Extension introduced smart hotel rooms with voice assistants. The hotel 
provides rooms with fully automated service requests and virtual control of TV and lighting 
equipment. 
4.3  Flexible Mobile check in
Hotel brands such as Hilton, InterContinental, and Four Seasons are changing the way guests 
check-in and out, pay their bills, and engage with the hotel for room service, among other 
things. The digital key and mobile check-in have already been implemented in Hilton’s two 
hotels in India this year: Conrad (Bangalore) and Hilton Garden Inn New Delhi (Lucknow).
Nowadays the large hotel groups have their mobile apps. Some of the following are                                                          
1. Hilton Honors This hotel brand has its unique mobile app –allows the user to book over 
4,600 hotels of famous world-class brands like Hilton, doble tree, Waldorf Astoria, Conrad, 
Curio Collection, Canopy, Embassy Suites, Homewood Suites, Home2 Suites, etc. Features of 
the app: Mobile phone as a door key, Mobile check-in.
1. Marriott Bonvo The Marriott mobile app makes booking over 4,000 hotels and resorts 

in over 78 countries, and makes reservations across any of Marriott’s 19 hotel brands 
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including The Ritz-Carlton, Renaissance, Moxy, Gaylord, Courtyard, SpringHill Suites, etc. 
Features: The app can be used as mobile key, Mobile check-in, and check-out

2. SPG: Starwood Hotels & Resorts (Now part of Bonvoy app by Marriott). This app has 
users of Starpoints, Four Points, W, Aloft, The Luxury Collection, Le Meridien, Element, 
Westin, St. Regis and other respective brand names of Starwood Hotels & Resorts. Even 
Sheraton hotels also belong here. In 2016 Marriott International, bought Starwood 
brand. Features- SPG Keyless – users have the facility to get access in the room with 
their own mobile device.

3. Accor All - All Accor group hotels like Novotel, ibis, Raffles, Fairmont, Swissôtel, Sofitel, 
Pullman, MGallery, Adagio, Mama Shelter are merged with one AccorHotels booking 
application. Features of this app 360° view of the hotel, Accor Press which allows 
users to free press publications and Real reviews. 

4. Hyatt Hotels Hyatt Hotels secured the third position in the hotel top. features: Room 
charges online, Request Uber.

4.4 Robots, chatbots and artificial intelligence
Robots and artificial intelligence are not new to the hospitality industry, they have been 
developed for many years. Robots and chatbots have played important role in customer 
service in the hotel and travel industry this year, and will continue to improve in the future. 
The rise of robotics and the usage of robots to undertake jobs traditionally handled by 
humans is one of the most exciting technology trends in the hospitality sector. For example, 
robots can now serve as concierges in hotels, receive guests and provide them with important 
customer information. Similarly, some hotels have also begun to use robots for cleaning, 
such as vacuuming the floor and even killing bacteria. In the current pandemic, hotel rooms 
and flights use ultraviolet (UV) rays for cleaning. This approach can be extended to other 
hotels, including restaurants, and the use of robots can also help make the environment 
safer.                                                                                                                                                     
Rajeev Karwal, founder of  Milagrow Robots, mentioned that  they had sold robots to hotel 
groups such as ITC, Oberoi, and Taj Hotels, as well as hospitals such as AIIMS and HN Reliance 
Hospital, says that the evolution was inevitable.
According to Prashant Chadha General Manager, ITC Kohenur, Hyderabad said that “Now is 
the time of reinvention and reimagining, with technology playing an integral role in this ‘new 
normal’, but we must also understand it is not to the detriment of the human touch,”, 
Another hotelier, Alok Kaul, General Manager, Radisson Hitec City, believes that the impact 
of COVID-19 is going to finally change consumer preference and really open up new 
opportunities for automation.
4.5 Short distance tours and staycations
In India, the concept of staycation has become more and more popular in the past two year. 
Staycation, also known as holistay, describes a period of time when a traveler or family 
spends time in their favorite city or town and participates in leisure activities within driving 
distance. This can include day trips to local attractions and fun activities such as horse 
riding, swimming, hiking or visiting museums. Now, the concept of staycation is emerging in 
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India, which is a modest way of enjoying vacations in cheap holiday houses or cottages and 
spending time there with friends or groups. Today, people have a strong interest in exploring 
new tourism and leisure destinations, which are creating new trends that are reshaping the 
tourism and hospitality industry.
4.6 Safety, hygiene and Contactless payment
Nowadays Contactless payments are one of the foremost priorities of all the customers which 
offer a number of advantages to hotels, resorts, restaurants, bars, and cafes, this is why it 
is one of the major technological trends in the hotel industry in recent times. Aside from 
speeding up payments and improving customer satisfaction, contactless tech is also easily 
compatible with loyalty programs Suppose, If the customer does not carry a wallet or credit 
card misplaced, they can also use mobile contactless payment. Since COVID is firmly rooted 
in the minds of hotel guests and other hotel customers, contactless payment can also provide 
an excellent opportunity to reduce contact between people.
4.7 Embracing technology
Contactless hospitality and the industry’s booming technological adaptation set the tone for 
the increase in cashless transactions in the industry. One of the major changes industry have 
made is the introduction of technology at all levels to ensure the safety of our guests and 
employees. From room reservations to check-in, checkout and payment processes, digital 
posters and digital menus, revenue management automation, employee digital training to 
the use of iAuditor-a self-assessment platform. 
 In order to realize contactless guest travel, the hotel brand Accor introduced Accor Key in its 
global hotels, allowing guests to enter their rooms without a physical key. They collaborated 
with Microsoft to bring ALL CONNECT, which is a new hybrid conference concept supported 
by Microsoft. A team that enables guests from all over the world to adapt to the new way of 
working. This new product will enable corporate clients and meeting planners to combine 
physical hotel meetings with virtual interactions in multiple locations at the same time.
Here are some findings results of a quick search of the major OTAs:
Booking.com has a filter for hotel search which mentions properties with ‘additional health 
& safety measures’. In a MakeMyTrip has a search filter of ‘safe and hygienic stays. Oyo has 
a search filter for ‘sanitised b4 ur eyes’. Yatra has a search filter for ‘clean pass’. Goibibo has 
search filters for availability of gloves, face shields, hospital in the vicinity, etc. Expedia has 
a filter for hotel search on ‘Enhanced cleaning-Properties taking additional steps to clean 
and sanitise’. Skyscanner has a hotel search filter for ‘cleanliness’. Also Interestingly on 
TripAdvisor there is a hotel search filter of ‘electric vehicle charging station’
4.8 Voice search and voice control
Voice search and voice control are the evolving technology trends in the hotel and tourism 
industry as more and more guests or customers search digitally for hotels, restaurants and 
cafes. In some environments, the demand for voice control is also growing. This can include 
anything from using smart speakers in hotel rooms (which can control various indoor 
devices) to placing automated orders in restaurants and cafes so customers no longer have to 
wait for waiters to take orders. We all know that voice recognition devices are already being 
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used in millions of homes, offices, and cars via Google and Amazon among others. Amazon 
also claimed that India’s interactions with Alexa increased 67% last year. Amazon announced 
that its voice assistant will enter hotels, from chain stores to vacation rentals. After installing 
the Echo device, guests can ask Alexa for information about the hotel itself-such as where the 
fitness center is, when the swimming pool is open, and other general information. Obviously, 
this kind of development is a huge step forward when trying to improve guest experience, 
giving travellers freedom, convenience, and style during their stay.
4.9 Workcation (work + vacation)
In this epidemic, all business sectors have been severely impacted, but the hospitality industry 
has been affected the worst. There has been a face wise unlock throughout the country and 
the industry is slowly but steadily returning. The concept of working remotely from a coffee 
shop or a beach bar is not new, but it has been recognized that the majority of travelers 
book their favorite hotels and resorts for their business. The concept of long stays, called 
workcations grown from here. The new generation of digital travelers has left the office in 
favor of a flexible work style that allows them to work from anywhere. Some people refer to 
it as business and pleasure. That’s why we like to refer to it as the upsurge of the workcation.
There are various remote locations available under the name of workcations hotels in 
Goa, Himachal Pradesh, Karnataka, Uttarakhand, Rajasthan, and Karela, with facilities for 
comfortable stay, homely meals, uninterrupted WIFI, housekeeping, recreational activities, 
and transportation etc.
4.10 Return of corporate travel     
We all know that the covid-19 pandemic halted business travelers around the globe. Corporate 
travel is important for all hospitality sectors, like airlines and hotels, not only in traffic but 
also in profitability. A Management consulting company called Mckinsey predicts that 80% 
of corporate business travel volume will return by 2023 and will eventually return in phases. 
First, look at the distance of business travel, domestic and regional travel, and whether the 
country is likely to experience a return to international travel. Now, companies have started 
to bring their employees back to their offices.                
Many business leaders schedule meetings and face-to-face meetings with their customers 
and colleagues despite the risks posed by new virus strains and limited visibility into vaccine 
immunity duration. Immunization rates with increased travel anxiety partly improved, many 
organizations are now actively exploring the future of work-including the business travel 
role.
For many companies, covid-19 has proven that there can be more flexibility in the workplace. 
According to Mckinsey, about 70% of executives say their companies will be using more 
temporary workers than they did before the pandemic, and 72% report that their companies 
have begun to adopt agreements. Permanent remote working arrangement for a small group 
of workers.
4.11 ‘Dine-Out to Help Out’ Initiative to help the F&B industry
 The Dine-Out to Help Out ’is one of the government’s policy measures aimed at supporting 
businesses reopening after the COVID-19 lockdown period. In October 2020, The Hotel and 
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Restaurant Association of Eastern India (HRAEI) launched an initiative called “Dine Out to 
Help Out” to influence diners to support local restaurants, whose businesses have taken a hit 
because of the Covid-19 pandemic and the lockdown imposed in March to slow the spread 
of the disease and also to help the F & B industry. The aim of the initiative was to reestablish 
employees of the F & B sectors who had lost their jobs. In this scheme participating 
establishments offered a flat 20% discount on food and non-alcoholic beverages to all their 
customers from Monday to Thursday. The plan aims to provide diners with a “pull mechanism” 
to encourage them to leave their homes and visit their favorite restaurants, bars, and hotels.
4.12 Medical Value Tourism (MVT)
In the recent decade, India has risen to become one of the world’s most popular medical 
tourism destinations. Medical Value Tourism is one of the ten champion sectors selected by 
the Indian government. and we are probably the only country in the world with a dedicated 
Ministry of alternate healing and traditional medicine, the Ministry of AYUSH, the agency 
which promotes Ayurveda, Unani, and Homeopathy medicine. Ayurveda is exploding around 
the world, with its proven effectiveness during the postCOVID recovery period. “
India is ranked 10th in the world for Medical Value Tourism (MVT) because of its cost, 
accessibility, and availability of medical services. The advancement of various high-quality, 
well-equipped healthcare facilities along with a strong base of highly skilled and specialized 
English-speaking medical professionals, offering world-class treatments at much more 
affordable costs compared to developed nations, are some of the reasons for the growth of 
the medical segment in India.
In terms of wellness tourism, it is the world’s seventh most populous country and the third 
most populous in the Asia Pacific region. In 2017, India welcomed 4.95 lakh medical tourists, 
which has increased to more than 7 lakhs in 2019. The government has provided counters 
at airports for medical travelers and provided a portal that has comprehensive information 
on healthcare facilities in the country. Moreover, India will become one of the most popular 
and affordable medical treatment destinations on a global scale, and that will continue to be 
a benefit in the postcovid world.

4.13 Power of social media.
Since we have social media platforms like Facebook, Instagram, and other social media 
platforms, the power to influence travelers has increased - and will continue. The amount of 
media that can be presented to a global customer and traveler is enormous and extremely 
encouraging. Most hotel brands can market better and are constantly on the lookout for 
new ways to use social media to bring together loyal customers. Meanwhile, when travelers 
share videos and photos of their trip with friends and family, it is one of the most powerful 
advantages of social media to inspire others to plan a tour. Another advantage of social 
media’s growing power is that it makes your property accessible to travellers 24 hours a day, 
7 days a week via chatbots and automated messaging.
Instagram is especially the place to be for hotels and travel brands as it has one billion monthly 
users and 500 million daily story users. In addition, 2020 is expected to see a 73% mobile 
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phone usage rate among the global population, further boosting the power of social media.
4.14 Developing tourism circuits.
The government of India has launched a scheme called Swadesh Darsan in 2014-15 to 
develop different tourism circuits like Buddhist Circuit, Himalayan Circuit, Wildlife Circuit, 
Rural Circuit, Spiritual Circuit, Ramayana Circuit, Heritage Circuit Coastal Circuit, Krishna 
Circuit, Desert Circuit, Tribal Circuit, Eco Circuit, Tirthankar Circuit & Sufi Circuit. Since the 
inception of the scheme, a total of 76 projects have been sanctioned covering thematic circuits 
for a revised sanction amount of Rs. 5684.67. Crore out of which Rs. 4278.88 Crore (as on 
31.12.2020) have been release. NorthEast India Circuit, Buddhist Circuit, Himalayan Circuit, 
Coastal Circuit, Krishna Circuit, Desert Circuit, Tribal Circuit, Eco Circuit, Wildlife Circuit, Rural 
Circuit, Spiritual Circuit, Ramayana Circuit, Heritage. Now the Ministry of Railways established 
a committee to formulate policies to promote railway tourism. According to sources, more 
than 90% of the stakeholders who recently participated in a meeting convened by the Indian 
Railways are interested in opening a meeting for Sikh supporters on the Gurdwara circuit. 
Now owners or interested parties can take coaches on lease or even purchase them from 
Indian railways to run them as theme-based cultural religious or circuit trains.

5. DATA ANALYSIS
Chart 1- Occupancy rate in hotels in India from financial year 2001 to 2021. 
In this chart it is clearly depicted that straight fall in occupancy percentage(33.8%) in year 
2021 because of shut down of international market.        

Source- https://www.statista.com
Chart 2- Foreign exchange earnings from tourism in India from 2000 to 2020 (in billion 
U.S.dollar) –       Foreign exchange earnings from tourism in India about 6.15 biilion U.S. dollar 
in year 2020. 

Source- https://www.statista.com
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Chart 3- Share of travelers that believe sustainable travel is important worldwide in 2021.  
Here is a data shown that the number of travelers believes sustainable travel is important 
worldwide. 

Source- https://www.statista.com
Chart 4- Market share of airlines across India in financial year 2020, by passengers carried 
Indigo airlines contribute over 48.2% in total domestic market share. 

Source- https://www.statista.com 

Chart 5- purpose-wise foreign tourist arrivals in 2019( million).
There are about 6.2 million foreign tourist visited india for leisure holiday and recreation 
purpose. 

Chart 6- foreign tourist arriving in india (million).
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Chart 7- foreign tourist arrivals on medical visa in india.

Number of medical tourist is incresing continiously year by year.

6. CONCLUSION
The travel and hotel industry have developed plans, strategies, and innovations for its 
customers. It has been shown that the hotel and the tourism industry pay more attention to 
providing guests with an environmentally friendly and hygienic environment. Due to a sharp 
decline in domestic and foreign tourists, the industry has derailed amid the Covid pandemic. 
Customer behavior is changing in the direction of digitalization, contactless services, and a 
virus-free environment. Once the border will open for foreign tourists the occupancy rate 
rises, the industry will soon be on track.
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ABSTRACT

Customers, guest, clients, and many more are just alternative names for one huge group 
called as consumers. Consumers are the end users; they are the main point of profit where 
the hotel operatives can gain the trust. Customer once satisfied by the service procured, 
will opt for the same again with an expectation of enlightened service, this is where the 
idea of brand loyalty is introduced. In this research we have quested the factors associated 
with customer satisfaction that should be taken into deliberation, also its impact on brand 
loyalty to maximize firstly the business profits and the goodwill of the hotel at the same 
time. The methodology used in the research is observational also through the secondary 
data sampling. The research gives a clear idea about how a satisfied guest can be an 
investment for the hotel. The mouth publicity creates a goodwill of the brand and that 
will ultimately lead to handsome profits and expansion of business. Hence it must be 
understood that if a hotel wants to increase brand loyalty only the standard operating 
procedure cannot bring customer satisfaction, it’s the personalized service, immediate 
response to the customers, specialized arrangement and many other factors that creates 
harmony and shows massive influence in customer satisfaction promoting brand loyalty.
Keywords: Consumers, Customer, Brand, Loyalty, Trust, Profit, Hotels.

RESEARCH STUDY ON THE “CUSTOMER 
SATISFACTION LEADING TO BRAND LOYALTY IN 

HOTEL INDUSTRY.” 
18
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INTRODUCTION
Customer behavior and satisfaction is something that is now not that easy to predict as 
easy it was to understand ten years ago. Customers are the ones who experience all the 
services provided by the property and gives feedback on it. The feedback is not always 
tangible in physical form, the feedback is also a concept where the guest’s behavior, way 
of responding to the staff and services, body language, and every minute detail needs to be 
considered important to evaluate the progress of the hotel in guest satisfaction. The higher 
the satisfaction the higher are the chances of the guest returning to the property with the 
same service expectations or maybe with a higher expectation from the hotel being ready to 
pay for the same. Thus, this situation of the guest returning to the hotel is known as “Brand 
Loyalty”. The concept of guest services and experience will look different tomorrow and for 
the next ten years, also it will be difficult for the hotel industry to bloom through these years. 
Customer service is a process that starts before the customer becomes the actual guest or 
customer for the hotel. And the starting point of the process is through website search or 
telecommunication, so these services if provided with proper standards and care can be a good 
approach towards the customers. Similarly, loyalty is an outcome of the guest experience that 
can be tangible and intangible. Thus, if customer loyalty is the destination, then personalized 
service, specialized experience and utmost privacy in terms of guest information can be a 
bridge to the destination. The pandemic has made people more conscious about cleanliness, 
hygiene and is aware of different measures which can be taken to keep themself safe, hence 
the hotel has a higher responsibility to think from the customer’s point of view and take care 
of not letting down the guest expectations. The expectations of the customers are going to be 
higher in the post-pandemic period and thus to forge loyalty it will take more than rewards 
and discounts, using only the technology won’t be enough and it will take a creative and 
understanding mindset to create the exceptional customer satisfaction which will ultimately 
turn into brand loyalty for the hotel.

WHAT IS BRAND LOYALTY?
Brand loyalty is the positive guild attach to a particular product or brand. Customers who 
exhibit brand loyalty are devoted to a service, which are adopt by their repeat purchases 
despite competitors’ efforts to lure them away. Brand loyal customers commit to a brand 
without respect to price. Brand loyalty is a friendly and optimistic bond of the consumers 
with the brand. Keeping aside the price and drawbacks. The guest is loyal means they are 
habituated and comfortable buying ignoring how you stand different against competitors. 
Brand loyalty can be explained in words and through mouth-publicity. 
Customer Loyalty also can be explained and thus it is clear that the idea of brand loyalty 
is bigger than customer loyalty because it is much more different from handling the same 
customers again and again. 
It is an optimistic approach and memories of the consumer for the brand. A huge part of a 
brand’s success depends upon the potential to incorporate the trust in consumers, strategy 
to bring customers who will prefer the same brand in any given choice. If the consumers 
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prefer your brand that means they have the trust and believe that the brand is best from the 
competitors.

OBJECTIVES:
 y To understand the need of customer satisfaction and brand loyalty
 y To find out the factors that affect customer satisfaction.
 y To find effective ways to increase customer satisfaction.

REVIEW OF LITERATURE:
Earlier rewards, discounts, special packages were a part of a strategy to gain brand loyalty in 
the hotel industry. The satisfied customers in return will be loyal towards the hotel, this was 
the mindset in the management and employees of the hotels. But this current situation of the 
pandemic has resulted in different expectations of the customers from the hotel.
The loyalty of a customer is hard to gain and easy to lose. 44% of the customers say that there 
are almost three or few brands that cater to them with proper high standard, but there are 
90% of brands which believe that they cater the highest level of services to gain maximum 
customer loyalty (reference from research on customer loyalty and digital trust article by 
Chris Knothe has the data which is being taken from insights from the Futurum Research 
Experience 2030 report, the report has specified the above-given figures from both the 
sides of customers and hotel industrialist i.e. consumers and suppliers). Hence to achieve 
customer satisfaction, certain key points need to be kept in the mind by the management 
team and employees. Firstly, it is very clear that no matter how complex the condition is 
due to the pandemic, the existence of satisfaction and loyalty is possible only when there is 
mutual understanding and a physical personal touch between the customer and the brand 
representers. A second key point is keeping the information private i.e privacy, sometimes the 
guest won’t find comfortable sharing the personal information or transaction information 
that is shared on the websites, also they can be curious regarding where exactly the details are 
stored and is it safe. The third point is the engagement of personalized guest experience, the 
starting point being the online application to the on-property communication the employees 
must serve the guest with a smooth contact or engagement of a positive personal touch right 
from the pre-arrival till the departure stage. Also, lastly offering virtual and easy steps to 
make a smooth process in the pre-arrival, arrival, stay, and departure points. (Concerning the 
article written by Jurgen Ortelee, principal director of sales in the Asia Pacific in IDeaS talks 
about the importance of loyalty in the hotel sector in the changing times from the travel daily 
media website) Thus the customer satisfaction if practiced dedicatedly the brand can achieve 
maximum brand loyalty from the customers.

METHODOLOGY 
The research methodology use for research paper is quantitative. Secondary data has been 
collected from the books, websites, journals, government notifications, etc.
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DISCUSSION
From the entire study, it is very clear that a property needs to be on its toes to serve the 
guest on time with proper standards. Also, it is very important to understand that the guest’s 
psychology can be different as per situations. Example: A guest might be ok with a self-helped 
buffet system where the ladles are touched by every single person whereas some might take 
it as a critical point. Hence making correct decisions and forecasting the behavior of the host 
and his guest or overall, of the consumer sector is a great task. 
Thus, the findings can be stated in the following points:
1. Maintain top standards for cleanliness and hygiene.
2. Understand the mindset of the guest and create a wow factor in your services.
3. Develop personalized, prompt, and timely communication. 
4. Understand the basic need of Sympathizing & Empathizing while interacting with the 

guest (if needed).
5. Services rendered by the guest should be delivered and serviced on time.
6. Critical care should be taken at high touch points with proper sanitization.
7. Provide specialized service with an optimistic approach and kind gestures.
8. Stay flexible in adapting and updating new normal norms.
9. Provide a packaging strategy as and when needed as discounts and rewards payback.
10. Satisfy the guest to its fullest and find ways to be in contact to ensure their visits which 

will lead to mouth publicity, goodwill, and brand loyalty.

The first pie and second pie show the attributes of the female and male consumers respectively, 
which includes interest which is more in females by 7% as compared with males. The trust 
which is more by 17% in females, Optimistic approach, Admiration, Acceptance, Joy, Security, 
Amazement, Anticipation, and love is more in females as compared to males. Hence this is 
clear that the consumer is easy to understand using such analysis.

CONCLUSION:
The pandemic has already made the entire consumer sector conscious regarding hygiene, 
contamination, health norms, and they are aware of the ways to avoid these problems, so it is 
the responsibility of the production sector to make sure that the needs of the consumers are 
met also the service providers should update the technology and adapt the modes of services 
that will encounter lowest or least contact side by side meeting the highest satisfaction. The 
consumer sector is not going to be with the same consciousness every time because some 
people just need a break from all the rules and regulations followed in social gatherings and 
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all the norms that are been practiced, therefore to an extent this care must be taken until 
things get back to normal. But the psychology of the consumers is again a fragile factor and 
that process of handling guests with critical care to make them fully satisfied until the ball 
is in our court i.e., until the brand loyalty has been attained. One major factor that must be 
kept in the mind by the hotel industry is that the guest is always having an option ready with 
one click of a website thus even after attaining brand loyalty the management should try out 
different methods to keep the customer in touch and offering them new and special offers. 
Once the wow factor is created rest is just the publicity created by the guest through social 
media, mouth publicity, etc. that will increase the goodwill and customers of the hotel.   

SUMMARY:
Throughout this research paper it is been observed that  customer satisfaction has a 
multidimensional approach also it has higher attention towards attaining brand loyalty 
which basically can be said as the repurchase of the services or product by the customers 
from the same brand other than purchasing it from competitor brands.
 The customer is satisfied with the proper expected services it will come back to the property 
and will affect negatively if not satisfied. The brands being aware of what has to be done now 
in this pandemic situation one person should be given the responsibility to keep a check 
on all the standard procedures that are to be followed and the same time maintaining the 
relationship with the guest and making them aware about the new practices and technology 
that is been used, again one should make sure to inform the guest what is needed to avoid the 
unnecessary problem for the hotel. If kept in mind by the employees of the hotel to satisfy 
the guest by understanding the current need and expectations that will ultimately lead to 
growing brand loyalty.
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ABSTRACT

This research article examines the impact of information systems on customer 
relationship marketing in the hotel industry in new normal. A structured questionnaire 
was developed to gather data from users connected with the hotel industry in Delhi/
NCRassociatedwithHAI for the study. The research design used for the study is 
quantitative data analysis that was helpful in the collection of deep and trustworthy 
data in the field. Regression analyses has been employed to measure the relationships 
and impact among the dependent and independent variables. The findings indicates that 
information system hadbeen significantly used in new normal across Delhi /NCR and had 
an impact on customer relationship marketing that effect on customer satisfaction. The 
paper highlighted the importance of using information systems to implement marketing 
strategies. Thisstudy provides significant insight for the planners and marketers in the 
hotel industry into the benefits of information systems usage in customer relationship 
marketingin new normal. The study contributes to institutional theory and customer 
utility theory.
Keywords- Customer relationship marketing (CRM), Indian hotels,information systems 
(IS), new normal, National Capital Region (NCR), Hotel Association of India (HAI)

INFORMATION SYSTEMS’ IMPACT ON CUSTOMER 
RELATIONSHIP MARKETING IN THE HOTEL 

INDUSTRY IN NEW NORMAL
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INTRODUCTION
Relationship marketing is about determining long-term customer relationships. Customer 
relationship marketing, with the help of information systems, has become the foremost 
strategy to retain customers for companies irrespective of their size (Kelly, 2001). Hotel 
operators are starting to pay more consideration to the possible benefits of information 
systems and their application in hotel management practices which help in customer loyalty 
and retention (KPMG, 2003). Industries can improve their relationship with consumers 
through CRMand thus contribute to greater customer engagement, retention, and profitability 
(Mariani, 2020).One of the most challenging tasks facing any company is to understand novel 
customers, so, more and more research has concentrated on hotel-related impacts of the 
information systems at the personal and organizational level (Tussyadiah, (2020)). 
CRM strategy is a reply to the evolving business situationof COVID-19 and a strategic effort to 
allow businesses to create long-lasting relationships thatoptimize the value of their customers 
over their lifetime (Huang, 2018).The influence of advances in information technologies that 
initiated the arrival of new business paradigms after COVID-19impacts the lives of people all 
over the world with growing rivalry in the economy, wherein every business is stressed to 
survive today (Mariani, 2020). 
CRM is critical in the hotel industry (Figure 1), for hotel chains operating nationally, globally, 
or through global partnerships, and the link between customer loyalty and relationship 
marketing was investigated further using variables such as trust and satisfaction. (Rizan, 
2014). The significance of this study is that it attempts to illustrate the impact of information 
systemson CRM in the hotel industry by disclosing the effect of CRM onthe new normal in a 
variety of ways. The research questions are used in this research are:

 y Does the hotel use information systems in hotels at Delhi/NCR forcustomer 
relationship marketing in new normal? 

 y Whether or not the information systems had an impact on CRM in the hotel industry 
in new normal?

Based on the research questions the objectives were prepared and are as under:
 y To analyse the usage of IS in hotels at Delhi/NCR for CRM in new normal
 y To determine the impact of IS on CRM in Hotels at Delhi/NCRin new normal. 

The rationale of the studyis CRM deals with attracting, developing, and retaining customer 
relationships(Parasuraman, 2006). Delhi/ NCR hotels are highly impacted in attracting, 
developing, and retaining customer relationships in the current situation.CRM through 
information systemsis the major definitivechange that happened in marketing theory and 
practice during this pandemic.CRM assists to build a good relationship between customers 
and organization. Every organization tries to fulfil itscustomer requirements with choice. 
Hence,we are determining the impact of information systemson CRMin the hotel industry 
in new normal. This study helps to recognize what are factors determine the impact of IS on 
CRM in a hotel in new normal.
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THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT
The hotel industry is prone to threats caused by startling events, such as epidemics and 
natural disasters(Huang, 2018). Owing to the global health crisis of COVID-19, the travel 
and tourism industry is already in decline and fighting for survival (Guevara, 2020). The 
COVID-19 pandemic has perpetrated serious blows on hoteliers around the world which 
have put an end to life and have brought about everyday developments and the effect of 
new normal age practices and policies on marketing, including the failure of brand managers 
and market analysts to perform in-person customer interviews and on-site global research 
to identify tastes, behaviours, motives, and behavioural purchases of the targeted client 
(Chan, 2020).The epidemic of the 2019 novel coronavirus disease (COVID-19) has driven 
people with infection and thousands of deaths in the COVID-19 scenario and hotels are 
especially predisposed to reduced tourism and travel along with a slowdown in economic 
activity (Hoisington, 2020.) By way of customer safeguarding behaviour in the situation of 
new normal, it is so noteworthy for marketers to be aware of these developing trends in this 
unequalled period of anticipation of consumer needs as well (Courtney, 2020). 
Customer Relationship Marketing
The hospitality sector is largely public-based, so in the hotel sector, relationship marketing 
is one of the ways to achieve a justifiable competitive advantage (McIlroy, 2000).Therefore, 
upholding long-term relationships with customers is stronger than ever because asignificant 
increase in the number of loyal customers results in a significant increase in the profitability 
of the hotel (Kim, 2002). Christopher in 1991 also recognized a model that represents 
an integrative form of service quality, customer service, and relationships economics 
(Christopher, 1991). According to him, the key task of relationship marketing is to take three 
functional activities, i.e., customer service, quality, and marketing in closer proximity. 
The hotel industry is primarily a service industry in which relationship marketing plays an 
exciting role in building brand loyalty (Maja, 2010).Opportunities created by promise, which 
is also inclined towards prior experience, references by friends, and relatives and brand 
image Later, each guest walks into the moment of truth with an expectation that outlines 
the value of a guest (Doyle, 2001). The evolutionary journey of product-focused consumer 
marketing from the 1950s to the customer-focused relationship marketing of the 2000 era 
has been explained by the progressive trend in the marketing approach and demonstrates 
the shift from marketsegmentations to CRM (Gustafsson, 2005).Relationship marketing 
is a shift in emphasis from the need to conduct transactions to the need to cultivate long-
term customer relationships. (Ballantyne, Relationship Marketing: Looking Back, Looking 
Forward. Marketing Theory, 2003)set up a model that represents an integrative form of 
service quality, customer service, and financial relationships. He demonstrated that the key 
challenge of relationship marketing is to bring three functional activities, namely customer 
service, quality, and marketing, much closer together
CRM in hotel
CRM has been applied to hotel businesses to boost profits and improve, and the effect of its 
implementation on hotels’ competence confirms that CRM provides an excellent opportunity 
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for hotel businesses to recover their performance in terms of customer value, customer 
loyalty, and benefit  (Lin, 2006). In addition, a working CRM programme of a hotel will 
possibly increase the inclusive profitability(Gummesson, 2011).The different dimensions 
of CRM together with trust, commitment, connection, and conflict control have a positive 
impact upon customer satisfaction and loyalty (Rezvani, 2011).
A decisive position in hotels, CRM applications have a healthy prominence in identifying and 
retaining the foremost profitable customers and improving the profitability of less profitable 
customers (Wang, 2012). Hotel businesses that have implemented CRM reap greater benefits 
as a result of finding and retaining the most profitable clients and developing long-term 
relationships with them (Wu, 2012). Another matter is the lack of researcher’s cared to find 
the relationship between CRM and customer satisfaction (Sivesan, 2012).
As a result of the prevalent array of exponential developments in the data environment, a 
sophisticated and ever-evolving technique for customer relationship marketers to grasp 
online customer relationships, such as global distribution system, central reservation system, 
e-commerce, social networking, online communities, mobile and augmented reality, is now 
available in various organizations such as hotels (Kuo, 2017). CRM supports enterprises 
like hotels to overcome challenges such as revenue decline, organizational challenges, 
misalignment of goals and policies in this ever-changing hotel service situation, provides 
hoteliers with an ability to support and delight guests in creative ways through information 
systems, artificial intelligence, and robotics (Huang, 2020).CRM has been extensively viewed 
as a business activity related to developing and retaining customers through improved 
satisfaction and loyalty with the support of information systems. This research model may 
be the basis for a more precise methodology to measure the impact and benefits of applying 
information systems on CRM, understood, as we will contend, both in terms of sustainable 
business models and innovation  (Hermenegildo Gil-Gomez, 2020). CRM can now be a well-
planned IS aimed at digital transformation and long-term business model innovation during 
a pandemic. The impact of information systems on CRM has piqued global interest, with 
research conducted primarily in developed countries. Another issue is a lack of attention 
paid by researchers to determine the impact of information systems on CRM in hotels of 
Delhi/NCR.Therefore
H1: IS has a positive impact on CRM in hotels at Delhi/NCR in new normal
Information System usagein hotels
The information systems in hotels indicates an alternate service concept (Kuo, 2017) and an 
evolving research field (Tuominen, 2016),(Buhalis, 2002)highlights the modern integration 
of other organizations and service providers in modern ‘eTourism’ and recognized the link 
of existing technologies such as global distribution system (GDS) and central reservation 
system (CRS) serving the current distribution model with travel operators and agents, but 
also branded the new ‘eMediaries’ assisting e-commerce;  this being the internet, interactive 
digital TV, mobile devices and mobile commerce (‘mCommerce’).Hotels can connect with 
their customers by offering their products on portals and collecting and analysing customer 
pattern data via customer knowledge marketing, which is a technique for managing 
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relationships between consumers and businesses (Davenport, 2020).Instructions have 
investigated the use of information systems in hotels like GDS and CRS from a variety of 
perspectives, claiming that novel services utilizing robots could boost hotels’ long-term 
competitiveness (Kuo, 2017). Concerning the impact of information systems and robotics on 
travellers’ experience, potential directions for research on customer experience in human-
robot interaction have been predictable (Tung, 2018). Indeed, more hotels are likely to use 
unmanned systems and use the IS to provide fully contactless CRM(Huang, 2018).  
The development of the IS has helped to underpin the interaction between business 
and its consumers in several ways, providing an insight into the rapidity and growth of 
e-commerce between businesses and organizations (G Shainesh, 2019).Amid a pandemic, 
online communications have emerged as a dominant mode of exchange for hotel businesses 
and consumer services. As a result, nurturing online relationships defined as relational 
exchanges mediated by Internet-based networks connected with GDS and CRS presents 
companies with both challenges and opportunities(Li, 2019).The outbreak of COVID-19 may 
thus be foreseeable to accelerate the infiltration of the IS into the hospitality industry.  Real-
time intuition and knowledge infrastructure that anticipates customer desires and wishes 
are momentous for marketers and ensure positive supportive interaction with customers 
in the new normal .Brands can provide real-time assurance and a sense of connection. 
RevPAR (revenue per available room) in the United States, Europe, and Asia will continue 
to fall as leisure and business travel is postponed or cancelled due to COVID-19.(Courtney, 
2020). Despite fresh achievements, researchers should dive deeper into the applications of 
service delivery, service creation, and hotel refitinformation systems(Huang, 2020). More 
explicitly, diverse types of information systems (mechanical, thinking, and feeling) could 
open distinct research streams at the intersection of health crises and hotel management 
in the light of the new normal. Hoteliers should try to find to attach huge data facilities to 
determine or maintain competitive advantages through adapted customer service (Mariani, 
2020). Similarly, the drivers and barriers to IS adoption are concentrated in a variety of 
hotel services as well as specific customer segments. Service interactions appear to be either 
simplified or complicated by data system applications (Mariani, 2020).The success of these 
innovations is heavily reliant on individual customers’ attachment to the system and the 
success of these innovations is heavily reliant on individual customers’ attachment to the 
system (Wen, 2020). 
The outbreak of COVID 19 is expected to accelerate the diffusion of the IS in CRM in the 
hospitality industry. There has been an increase in the involvement of traveler demand since 
the outbreak of COVID-19(Wen, 2020).CRM systems based on information systems have 
been used in a variety of industries, including hotels. CRM delivers analytical, operational, 
and direction capabilities: analytical capabilities increase profitability from customer 
relationships, operational capabilities cut across the customer value process, and direction 
capabilities rely on planned skills and reflect the keenness of long-term support. Despite 
recent achievements, researchers should delve deeper into the implementation of service 
delivery, service development, and service interaction information systems in hotels (Huang, 
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2020). 
To summarize our final theoretical discussion, represents the benefits of CRM implementation, 
both in terms of the current use (customer information) and prospective study (impact), 
based on the CRM’s impact on hotels in this pandemic. The study’s goal was to find out 
how a hotel uses information systems to improve CRM effectiveness. In this pandemic, this 
study could investigate the impact that information systems have on CRM in hotels. Another 
problem with information systems is a scarcity of researchers who have concentrated on 
determining the relationship between IS and CRM, as well as how to incorporate CRM 
practices into customer satisfaction in the hotel industry.Therefore,
H2Information Systems is significantly used by hotels at Delhi/NCR for CRM in new normal
The empirical study
A survey instrument in the form of a close-ended questionnaire was developed to collect the 
main data for the study. A systematic quasi-random sampling method was taken to select the 
respondents of the study. This sampling method was chosen as it permits analysis of possible 
selection bias or error.
Sample Size of the sixty hotels across Delhi/NCR contacted for respondents, one hundred 
and eighty-six respondents connected with fifty-one hotels were chosen as a sample of the 
study. The questionnaire refers to the impact of IS on CRM to specifically examine the effect 
of CRM practices on customer satisfaction and retention in new normal.
Participants
186 respondents are users connected with hotels across Delhi/NCR based on HAI 
membership.
The ratio of male to female participants was approximately 2:1. Participant distribution in 
experimental conditions is described in Table 1.The participants consisted of a diverse user 
at hotels and were contacted through hotels’ bulletin boards and email lists.The research was 
planned and conducted following the guidelines of the hotels.
Procedure
The study was conducted in three mapping stages, the analysis stage, and the concluding 
stage. The first stage (mapping stage) of the study identified the theoretical framework of 
the study through the review of the literature and examined several strategies and areas 
in the hotel industry through a small review. In the second stage (analysis stage), the study 
identified better- known strategies through the study and scrutinized previous studies 
based on selected known secondary strategies used in hotels. The researcher has proposed 
the seven better- known relations into one term i.e., CRM, and another seven with IS in 
hotels. Lastly, at the concluding third stage, all the strategies were compared and analysed. 
Recommendations and future needs were identified at the end of this study. 
Those participated in the study were directed to Google form, an online survey service, where 
they completed the questionnaire. Participants were presented with all relevant information 
about the study, i.e., its aim, procedure and were required to consent to participation. In 
this research, we haveused aFive-pointscale; StronglyDisagree (1),SomewhatDisagree (2), 
Neutral (3), Somewhat Agree (4), and Strongly Agree (5). The questionnaire is broken down 
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into sections. Each one reflects the objectives and hypothesis of the research.The study was 
conducted in November 2020 and April 2021.
Measurements
Existing questionnaires were used to measure the impact of information systems on customer 
relationship marketing Testing for content validity is an important aspect of increased rigor 
in scientific research in the modern positivist paradigm. A strong evidence of convergent 
validity which is relevant here. The analyses were conducted in several phases. All results 
were obtained using IBM SPSS version 25.

RESULTS
A reliability test is done before applying factor analysisto shows the extent to which a scale 
produces consistent results if measurements are made repeatedly. Correlation and regression 
analysis has been employed to measure relationship, impact, and contribution among the 
dependent and independent variables.The ANOVA were obtained to identify in which of the 
conditions the changes occurred.

Table 1: Respondents’ Demographics

Age in 
years Occupation Education Gender

Varia-
bles F % Varia-

bles F % varia-
bles F % Varia-

bles F %

Up to 
18 4 2.2

Business 
man /
profess-
ional

26 14.1 Under- 
graduate 64 34.0 Female 61 32.1

19-35 149 80.1 Farming 1 0.5 Graduate 76 40.9 Male 125 67.9

36-50 29 15.5 Home 
Maker 2 1.0 Post 

graduate 40 21.5 Marital Status

Above 
50 4 2.2 Service 

class 79 42.5 others 6 3.6 Married 60 52.1

Student 78 41.9 Un-
married 126 47.9

N 186 100.0 186 100 186 100 186 100

% = percentage of respondent
In Table 1 the total number of respondents is 186 out of which a greater number of users 
of information systems stands in the age group of 19-35 years with 80.1% followed by 36-
50 years wherein 15.5%. Rest up to 18 and above 50 years standsto2.2% in both the cases. 
Students and service class from the occupation are more aware of the usage and impact 
of IS for CRM which is 42.5% and 41.9%followed by businessman or professional with 
14.1%,homemaker 1%, and farming .5%respectively. In the case of education, graduates, 
undergraduates, and postgraduates are the most used with percentage of40.9, 34 and 21.5 
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followed by others3.6 % respectively. Inthe case of gender male respondents are more 
in number than the female which stands for 67.9% and 32.1 %. Similarly, the unmarried 
respondent is more in percentage than married i.e.,52.1, and 47.9 respectively.

Table 2: Component of CRM Matrixa

Factors FL M SD
IS based CRM helps in analyzing customer satisfaction level in 
hotels in new normal 0.752 3.56 1.08

IS based customers databases have an effective role in CRM 0.727 3.55 1.05
Customer loyalty through IS based CRM possible in the hotel 
industry in new normal. 0.689 3.6 1.136

IS in a hotel can deal with CRM queries. 0.686 3.52 1.131
IS is used to build relationships with customers for marketing. 0.794 3.56 1.08
IS based CRM can affect customer retention in hotels in new 
normal 0.802 3.51 1.097

IS based CRM helps in retaining customer trust in the hotel. 0.836 3.56 1.134
IS benefits in the identification of customers in hotels during a 
pandemic. 0.73 3.59 1.095

IS applied as a tool to improve customer relationship performance 
in hotels 0.692 3.53 1.051

IS is being used as a tool to improve CRM in hotels in new normal. 0.817 3.65 1.066
IS promote effective customer service delivery in hotels 0.733 3.65 1.076
CRM-based IS helps customers to retain themselves in new 
normal. 0.738 3.6 1.046

IS helps with efficient marketing service for customers. 0.781 3.69 1.064
IS playing a pivotal role in the development of CRM plans 0.829 3.63 1.079
Extraction Method: Principal Component Analysis.
a. 2 components extracted. Information System (IS) and customer relationship 
marketing (CRM)
KMO Value: 0.917(greater than 0.5)
Bartlett’s Test of Sphericity: Sig at .000

In Table 2 FL is depicted as factor loading, M as means and SD as standard deviations of 
two components i.e., CRM and IS. Kaiser-Meyer-Olkin Measure of Sampling Adequacy value 
depicted is 0.917 which is above 0.5 closest to 1 with high significance wherein value of 
.6 is a suggested minimum. The extracted factors are information system and customer 
relationship marketing.
Bartlett’s Test of Sphericity – here in Table 2 p-value is less than .05, reject the null hypothesis 
that this is an identity matrix. Therefore,IS has no impact on CRM in hotels at Delhi/NCR in 
new normalstands rejected.
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Table 3: Eigenvalues, Variance and Reliability matrix of each factor

Factors Mean Std. 
Deviation Variance Eigenvalues Cronbach's 

Alpha
CRM 3.6091 0.84313 57.645 8.07 0.881
IS 3.5499 0.83734 14.171 1.984 0.896

In Table 3, the variables are standardized, which means that each variable has a variance of 1, 
and the total variance is equal to the number of variables used in the analysis, in this case, 14 
in number as conducted principal components analysis on the correlation matrix. CRM and 
IS are two components that were extracted i.e., 8.07 and 1,984 having an eigenvalue greater 
than 1. The Cronbach alpha estimated for CRM 0.881 and Information systems is 0.896. As 
the Cronbach’s alpha in this study was all much higher than 0.6, the constructs (CRM & IS) 
were therefore deemed to have adequate reliability.

Table 4: Regression Analysis Model Summary

Model R RSquare Adjusted R 
Square Std. Error of the Estimate

1 .912a 0.832 0.831 0.34447

a. Predictors: (Constant), IS

Table 4 shows the coefficient of determination (R square) 0.832, which means 83.2 % 
variation,the dependent variable (CRM) is explained by the independent variable (IS). 
According to table 4 which describe the criteria for the correlation between independent 
variables and dependent variable, it can be interpreted that independent variables(IS) have 
a high correlation with the dependent variable( CRM) for 91.2%, and from the coefficient of 
determination that is the square of the correlation coefficient (R2) in table is equal 0.831 
that showed 83.1% of the variation that impacts on CRM is described by the independent 
variables (IS), while the remaining 100% - 83.1% = 16.9% are explained by other variables 
which is not described in this research.

Table 5: ANOVA

Model Sum of Squares Df Mean Square F Sig.

1
Regression 107.877 1 107.877 909.149 .000b

Residual 21.833 184 0.119   
Total 129.71 185    

a. Dependent Variable: CRM
b. Predictors: (Constant), IS

Table 5 tries to test overall goodness of fit of a fitted regression model. From the above table 
it can be concluded that the fitted model is significant as P-value of F statistics is 0.00 and it 
is less than the level of significance (α = 5%)
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From ANOVA test or F test table 5 above, it is shown that the value of F count is 909.149 
with 0.000 probability. Since the F count is 909.149 > F table (α = 0.05) 4.36, then H2in 
this research is accepted and the regression model used to predict the CRM (dependent 
variable) or in other words, the independent variables i.e., IS have significantly used for 
CRM(dependent variable)in the hotel during COVID 19. Thus, we may conclude that the 
hypothesis (H2)stating that theinformation systems is significantly used by hotels at Delhi/
NCR for CRM in new normal.

Table 6: Coefficient

Model
Unstandardized 
Coefficients

Standardized 
Coefficients t Sig.

B Std. Error Beta

1 (Constant) 0.281 0.111 2.526 0.012
IS 0.906 0.030 0.912 30.152 0.000

Table 6 helps to determine the regression equation; the column Unstandardized Coefficients 
and its sub column ‘B’ provides the regression coefficients. The first one is constant or y 
intercept and second one is the regression coefficient of CRM (Y) on IS(X). Hence the 
regression equation using coefficient table is ^Y = 0.281 + 0.906 X
The regression coefficient of CRM on IS found to be 0.906 which implies that CRM is having 
an impact on IS. Also, the regression coefficient is significant as p-value (0.00) is less than the 
level of significance level (α = 5 %).

Table 7: Correlation analysis for Information systems on CRM in the hotel.

                             Variables IS CRM

Correlation
IS 1.000 0.912
CRM 0.912 1.000

Sig. (1-tailed)
IS 0.000
CRM 0.000

Significant at; *P < 0.05, **P< 0.01
Scale; Strong (r>.5), Moderate (r=5), Weak (r < .5)
The Table 7 shows the correlation of the relationship between Information systems used 
in hotels and CRM. Results indicate that Information systems are strongly but positively 
correlated with impact on CRM. The correlation was significant. Therefore correlation 
(matrix) analysis was applied to identify the impact among these variables and results are 
revealed in the table7. Results revealed a significant correlation betweenCRM and customer 
satisfaction. Correlation between IS and CRM was positively correlated and hasa significant 
impact. In hypotheses testing p -value is less than 0.05 which is at 1 % of the significant level. 
Therefore, hypothesis (H1)is accepted as there isa significant impact on CRM in hotels at 
Delhi/NCR in new normal.
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Table 8: Data Validity

N %

Cases
Valid 186 100
Excluded a 0 0
Total 186 100.0

a. Listwise deletion based on all variables in the procedure.

In Table 8: A survey of 186 respondents’ associated hotels across Delhi/NCR based on HAI 
membership through structured questions done in the survey where 186 are valid.

DISCUSSION
This research clearly expressed the importance of the functionality of the information 
systems used in the hotel and CRM in new normal and contributed to enhancing the 
conceptual understanding of core points. Information systems have a significant impact on 
CRM in hotels at Delhi/NCR. However, the proportion of impact on CRM was high level. The 
findings highlight that the importance of well-designed CRM processes and the perspectives 
of customers in relationship marketing can be adopted vigorously in the hospitality industry 
with the help of IS. The results imply that users of the hotel are aware of the different effects of 
IS on each stage of CRM. Therefore, usage helped to appropriate strategies for the knowledge 
of the customer and generate and reinforce satisfaction and commitment in hotels. The 
study’s findings revealed that the new normal period has an impact on information systems 
and hotel-customer relationships.
General discussion
Firstly, I hypothesized that the information system itself have positively impact customer 
relationship marketing in the new normal(H1). The results indicate that there is ainformation 
system-specific difference in the way the customer satisfaction is experienced and, 
consequently, how it affects CRM.
Secondly the most significant finding is that in new normal information systems is significantly 
used by hotels at Delhi/NCR for the CRM compared to the pre pandemic situation (H2).
Theoretical implications
This study is an auxiliary information tool to consider as one of the elements of service delivery 
for the hotel.Information systems-based CRM is one of the areas with the most expression 
in the field of marketing, recognized not only by academics but also by practitioners. Its 
application in the hotel is ever more visible and viable. Many features, such as the rapid 
aggregation of multi-source big data and the rapid visualization of information on CRM in the 
hotel industry, have been made possible by information systems(Huang, 2020).Long-term 
customer relationships are critical in the hotel industry for maintaining consistency in an 
increasingly volatile market. The shifting hotel customer relationship environment provides 
an opportunity for hoteliers to better serve and delight guests in creative ways through 
information systems and robotics (Huang, 2018). There is room for scholars in the wake 
of the COVID-19 pandemic, to improve understanding of the IS and to advance literature in 
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this area (Huang, 2020).In the aftermath of the COVID-19 pandemic, there is a lot of room 
for scholars to improve their understanding of the IS and advance literature in this field. 
CRM is an effective management technique that can be used to influence sales potential 
and optimize the customer’s standing in the hospitality industry, transforming this asset 
into a key competitive advantage by retaining those customers with the highest value and 
profitability (G Shainesh, 2019).
Practical implications
Nevertheless, the proportion of benefits of IS in hotels, and its implications for customer 
marketing in this new normal was small. The reason that most hotels are using information 
systems is still trying to build trust among their customers. According to this research, hotels 
use information systems able to handle CRM queries which have far-reaching implications 
soon. The present work is an open book of information for newcomers in the hotel sector. 
Given these advancements in hotel marketing and management practices, future research 
should investigate the role that process automation, perceptive insight, and involvement may 
play in assisting hotels in overcoming the challenges raised by public health crises, as well as 
examine how hotels can use Information systems to mitigate the impact of epidemics. Then 
the use of Information systems in expanding within the hotel sector, the field of business 
intelligence, and large-scale data-driven scrutiny should be forward-thinking within the hotel 
sector because the data is the basis on which artificial intelligence is erected (Mariani, 2020)

LIMITATIONS AND FUTURE STUDIES
This research has been successfully applied only in hotels in Delhi/NCR to what has been 
learned from the literature with support from the hotel market in India in the pandemic 
situation. Other cities in India provide hospitality services but were not included in this study, 
and the remaining marketing links were not considered. Also, it is of practical and theoretical 
importance to extend customer behaviour intentions and consider constructs such as CRM 
and customer satisfaction into consideration to provide more useful suggestions for hotel 
service providers.
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ABSTRACT

In recent years the word marketing is being misused or we can say mix-matched with 
promotional activities of any product or brand although we all know that marketing 
practically is far more different from promoting the product but we end up doing only the 
promotion of our services , products or brands !
Marketing of a product contributes to new ideas; strategies and a complete brainstorming 
as everything except the consumers are a variable which combines to manage a whole 
circuit of marketing.
 The P’s of marketing helps in understanding each brick of marketing process as we 
consider it to be the base to build any marketing plans today in food service sector. The 
P’s include Product, Price, Place, and Promotion. The recent new additions are people and 
Presentation.
In the time of technology presentation plays a key role in marketing as it gives a virtual 
tour to whole business plan to clients, stake holders and consumers too. However in 
the list of existing P’s place also plays a vital role as it gives insight of logistics flow, the 
potential client and a overview of competitors.
The past decade has seen a different scenery of food business from the current market 
with respect to its need as the need depends on time and circumstances of the whole 
scenario of the existing market.
Keywords: Management, Marketing, Food service industry, Promotion, Marketing Mix.

A STUDY ON CHALLENGES AND OPPORTUNITIES 
IN FOOD SERVICE MARKETING AND 

MANAGEMENT IN INDIA
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INTRODUCTION
 y India, where marketing of any product is done by push and pull efforts has its own 

unique challenges and effectiveness, to have a right balance between operator and 
distributer.

 y Food service is a complex business with significant food operators and market 
segmentation 

 y People are more price sensitive in India, and demanding it is very crucial for the food 
service industry to make a balance through it without compromising the product 
quality.

 y these types of food service systems 
 y Conventional, Commissary, ready prepared, assembly serve and these have their 

own pros and cons. 
 y Pros goes like it has quality control, 
 y Cost saving goes more efficient as number of labour and equipment reduced,
 y Cons goes as it requires delivery trucks, sometimes breakdown can happen and 

service may get delayed
 y Requires specialized equipments 

LITERATURE REVIEW
Food Service management means having your hands in many pies: menu planning, operations, 
revenue management, human resources, training, marketing, merchandising, and customer 
service. 
Marketing is an important part of business. As digital ordering gets more popular and 
options keep growing, we might be wondering how to get our business at the forefront of 
consumers’ minds, as food service industry runs upon a professional artistic structure of 
skills, knowledge, vigilance and a moreover how it is presented to the consumers in large 
number generating revenue within the budget inputs of the organization. The importance of 
food marketing is its profit margin, due to food marketing hospitality gains lots of revenue 
in terms of social events, meetings, fine dining, and organizational catering. According  to 
economic outlook the restaurant industry is highly competitive, so to exist in the competition 
the restaurateur needs to analyse about demographic scales of the business area and the 
existing competitors so that it helps him to do SWOT analysis . The restaurant industry in 
India has seen healthy growth over past few years though pandemic hit the country in 2019 
the substantial losses wont get recovered so soon and had become a challenge for the service 
industry.
The spectaculations are that the industry will again regain its hold in the market and can 
stand strongly by 2025 with a turnover of Rs 5lac crore
However as the theory of marketing mix says “the set of controllable variables and their 
levels that the firm uses to influence the target market” that clearly means that every P of 
marketing should not be considered as givens because the only given is the consumer and 
everything else are variables which are considered as controllable.



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

186

NEED OF P’S IN MARKETING
While there will always be success stories of food service industry in different places ,areas 
and countries the product entails its quality ,packaging, and portion size that it will serve 
to consumers. Presentation  plays role in branding of the product or services, having right 
people for the service of the product who can value the consumer needs
Price refers to the range that we fix for any food product for the consumer and also the 
discounts, various seasonal or festive offers, the credits or different payment modes that are 
offered
Now comes the Place ; whose concept is always been misunderstood, it refers to the distribution 
channel , suppliers ,merchandising etc, the movement of food from store to kitchen and then 
to the channels who provide it to the consumers all comes under this category
Promotion adds advertising, promotional activities ,publicity to generate awareness about 
the product in the market

OBJECTIVES OF THE RESEARCH
 y To analyse the food market in current market of 2021
 y To assess the reasons which turns out to be a challenge in food service management?
 y To examine the upcoming opportunities in food service industry

RESEARCH METHODOLOGY
This research has been conducted to to understand about  opportunities and challenges of 
food service management ,the SWOT analysis of the management systems and the marketing 
mix that is being used in this industry to run it successfully
Descriptive Research Design
This research is descriptive as the researcher wants to describe the opportunity and 
challenges faced by food service managements, how they use marketing mix as their tools to 
make profit and generate revenue, how they give employment to the youth. How the P’s of 
marketing helps the business to set its foot deep in the market forefront and gain a identity 
of its own success.

DATA ANALYSIS AND INTERPRETATION
1. Number of hours spent on Swot analysis of food service organisation per month
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2. Supportive tool for making the food service business into success

3.Three biggest hurdles/challenges in the market

4. Three best opportunities to grow your profit margin in market
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CONCLUSION
This research was conducted for knowing the present market share of food service and 
the organisations who are managing the food service business. The profit margin by use of 
marketing mix majorly by doing swot analysis by the management .According to the literature 
review we get to know that P’s of marketing plays a major role in profit making and creates 
awareness about the product among the consumers
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ABSTRACT

The COVID-19 outbreak and the nationwide lockdown have remarkable impact on all 
the five star hotels of India. Besides lesser economic activities and lowering alcohol 
consumption, the pandemic has also led to change in the service styles and hospitality in 
the bars using new possible techniques and standard operating procedures considering 
the safety measures in order to attract guests and get the business going. A significant 
change has been observed in the operations and the service conducts of the bars, such 
as: the staffs are now multi-skilled to minimize staff traffic, employees are responsibly 
following all the COVID-19 protocols to ensure safety of the guests as per their concern, 
self-service as far as possible is encouraged to reduce human contact, most of the order 
taking and payment methods are digitalized. The paper hereby analyses some new 
standard operating procedures of the bars and precautionary measures that are being 
practiced after the onset of the pandemic. The study is carried out through primary and 
secondary sources. A survey using well-structured questionnaire was conducted from 
the bar staffs of five star hotels where the sample size was around 60 and the secondary 
data was gathered from online database, hotel websites, articles, blogs and reports. The 
purpose of the study is to highlight the immediate impacts of COVID-19 pandemic on 
the standard operating procedures of the bars of five star hotels of Delhi-NCR and the 
sincerity of organisations to follow the precautionary and safety measures. The findings 
may extend to the concepts of relationship between new standard operating procedures 
and increase in the business graph of the five star hotel bars. 
Keywords: COVID-19 Pandemic, Safety Measures, Bar Standard Operating Procedures, 
Five Star Hotels 

IMPACT OF COVID-19 PANDEMIC ON STANDARD 
OPERATING PROCEDURES OF BARS OF FIVE STAR 
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INTRODUCTION
COVID-19’s emergence is having an unanticipated impact on every part of our existence. 
The same may be said for the hospitality industry. 2020 (V & Srivastava) Travel limitations, 
group meal limits, and social distancing orders, among other things, have been proposed as 
global strategies to control the spread of the COVID-19 (Gossling et al., 2020) With millions of 
people who have beensuddenly unemployed, unexpected business downfallsand global fears 
of COVID-19 spread and its future wave have led to drastic transformations in hospitality 
industry.From the way of customer interaction to its standard operating procedures, 
everything has been reformed significantly. The Food and Beverage industry is no different. It 
is also witnessing major change in its process of operations. Now, the bars all over the world 
are seeing various changes in the SOPs and its work culture.The present study focuses on the 
impacts of COVID-19 pandemic on standard operating procedures of bars of five star hotels 
and thus highlights them to study the newly formulated SOPs and safety measures (Statista, 
2020; Worldometers, 2020).
A systematic review has been considered and its primary purpose is to identify, summarize and 
analyse the researches of all the relevant studies related to the topic which focuses especially 
on the bars of five star hotels of Delhi-NCR post COVID-19.Regarding the COVID-19 pandemic, 
many authors have proposed articles & journals andhave used a systematic literature review 
to summarize and evaluate the results of the study. For example,Sudhir Andrews, Senior 
Consultant, Hospitality Industry, presented an article discussing the impacts of COVID-19 
on the hotel industry and suggestions for post pandemic recovery(Hospitalitynet, 2020).
Through this study, the authors, (Davahli et al.) have presented reports on systematic review 
of the published literature used to reveal the current research investigating the hospitality 
industry in face of the COVID-19 pandemic.
This particular study discusses the current scenario through the questionnaire and the 
responses, the conclusion hereby provides the output of the survey and describes the status 
of hospitality industry especially bars of five star hotels at the time of pandemic and the 
study also shows remarkable scopes for upholding the bars in five star hotels post COVID-19 
and therefore, ascertains the possible recovery roll-outs of the business post pandemic.

OBJECTIVES OF THE STUDY
 y To check if the new bar SOPs and the updated service style are attracting guests as 

before the pandemic.
 y To ascertain the sincere practice of precautionary and safety measures during the 

bar operations.

LITERATURE REVIEW 
Based on the literature search undertaken to determine the impacts of COVID-19 pandemic, 
the most relevant papers were selected according to the topic & area of study, thereafter, all 
the included reviews were categorized and picked up within the main database. 
The characteristics of the taken studies are presented within the table below:
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Authors Title Resource of Publication
Approach of 
the study/
Discussion

Andrews, S.

Impact of COVID-19 on 
the hotel industry and 
suggestions for post-
pandemic recovery

ETHospitalityWorld
Recovery 
measures of the 
industry

Sharma, S. Regimenting COVID-19: re-
set, re-organize, re-invent ETHospitalityWorld

Recovery 
measures of the 
industry

Roy, H.;
Gupta, V.;
Farouque, R. A.;
Patel, A.;

The impact of COVID-19 on 
the foodservice industry 
in Vancouver, British 
Columbia, Canada, Anatolia

An International Journal 
of Tourism and Hospitality 
Research
Volume 32, 2021 - Issue 1

Content analysis 

Micallef, J. V.
How The COVID-19 
Pandemic is Upending the 
Alcoholic Beverage Industry

Forbes

Reporting the 
impacts of 
the COVID-19 
pandemic

Colbert, S.;
Wilkinson, C.;
Thornton, L.;
Richmond, R.;

COVID-19 and alcohol in 
Australia: Industry changes 
and public health impacts

Wiley Online Library

Comparing 
COVID-19 with 
previous health 
crisis 

Davahli, M. R.;
Karwowski, W.;
Sonmez, S.;
Apostolopoulos, Y.;

The Hospitality Industry 
in the face of the COVID-19 
Pandemic: Current Topics 
and Research Methods

International Journal of 
Environmental Research 
and Public Health

Measuring 
the impacts of 
the COVID-19 
pandemic

Ramalho, R.

Alcohol consumption and 
alcohol-related problems 
during the COVID-19 
pandemic: a narrative 
review

SAGE Journal

Summarizing 
pre-published 
articles and 
presenting an 
overview 

Khan, M. A. A.;
Hashim, H.;

THE EFFECT OF COVID-19 
ON TOURISM AND 
HOSPITALITY INDUSTRY IN 
MALAYSIA, RESURGENCE 
IN THE POST-PANDEMIC 
ERA: A CONCEPTUAL 
CRITERION

International Journal of 
Tourism & Hospitality 
Reviews

Measuring 
the impacts of 
the COVID-19 
pandemic

Verma, V.;
Jyotsna;
Saini, A.

Impact of COVID-19 
pandemic on Hospitality 
Sector and it’s revival post 
vaccine: AReview, Journal of 
Business and Social Science 
Review

Journal of Business and 
Social Science Review

Measuring 
the impacts of 
the COVID-19 
pandemic and 
its recovery 
measures post 
vaccine

Kaushal, V.;
Srivastava, S.;

Hospitality and tourism 
industry amid COVID-19 
pandemic: Perspectives on 
challenges and learnings 
from India

International Journal of 
Hospitality Management 

Content analysis 
of interview 
responses 
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The above mentioned reviewed papers are included in the study and they have used varied 
research approaches and have focused on different area associated with the hospitality 
& tourism  industry during COVID-19 pandemic, but their main concerns always seemed 
associated with the revenue loss, recovery measures of the industry, market position, job 
losses, safety measures, COVID-19 spreading pattern within the country and therefore 
the industry, newly formulated SOPs, hygiene & health aspects, travel pattern, customer 
satisfaction, changed preferences of the guests etc.

RESEARCH METHODOLOGY
The current work considers an epidemic that continues to unfold and spread while the study 
is underway.A group of 60 respondents being the managerial and operational staffs from the 
bars of five star hotels were chosen for the survey. The questionnaire entirely focused on 
the immediate impacts of COVID-19 on the standard operating procedures and the modified 
work culture of the bars in the face of the pandemic. The overall study is carried by primary 
and secondary researches. Secondary researches have been conducted to refine the available 
data. An overview of relevant literatures associated with an equivalent topic was considered 
and therefore the hotel bar service trends were also investigated to propose the research 
agenda. 

FINDINGS
Table 1:

New SOPs in hotel bars attracting guests as before the onset of COVID-19:

Status of Agreement Frequency Percentage
Yes 30 59.6
No 13 15.4
Maybe 13 15.4
No Idea 6 9.6

The managerial and operational bar staffs were enquired if the newly formulated standard 
operating procedures in hotel bars attract guests as before the onset of COVID-19 and the 
answers came out to be so surprising as more than 50% i.e. 59.6% of them gave positive 
response while only 15.4% of the respondents were not convinced and the other 15.4% of 
them were clueless about the data.

Table 2:

The complete bar area is sanitized at the time of closing the shift:

Strength of agreement Frequency Percentage
Strongly agree 35 62.3
Agree 19 30.2
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Neutral 5 16.1
The respondentswere asked about the sanitisation process at their work place before and 
after their shifts and it was found that 62.3% of them strongly agreed to the fact while 30.2% 
just agreed, and around 16.1% of them had neutral opinion about it.

Table 3:

Gloves are used every time before touching any perishable products at the work area:

Strength of agreement Frequency Percentage
Strongly agree 37 66
Agree 16 26.4
Neutral 4 7.6

The bar staffs were asked if they always wear gloves before touching any perishable products 
at their work area and 66% of the staffs strongly agreed that they do wear the gloves and 
follow all the safety protocols, while 26.4% of them were decently confident about the fact.  

Table 4:

Use of straw, picks and unwanted non edible garnishes are avoided:

Strength of agreement Frequency Percentage
Strongly agree 21 37.7
Agree 22 41.5
Neutral 6 5.7
Disagree 8 15.1

According to the recorded data, 37.7% of the employees strongly agreed that the use of straw, 
picks and unwanted non edible garnishes are avoided, 41.5% decently agreed while we see 
that 15.1% of the population disagrees to the given circumstance.

Table 5:

Thermal screening of staffs before entering the work area works significantly:

Strength of agreement Frequency Percentage
Strongly agree 30 56.6
Agree 22 37.7
Neutral 4 5.0

Thermal screening of staffs before entering their work area is one of the utmost importance 
while it comes to the precautionary measures in the face of COVID-19, on asking if the process 
works significantly, 56.6% of the bar staffs agreed strongly and 37.7% were just convinced 
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while 5% of the staffs had no idea of the screening process.
Table 6:

A minimum of 3 feet distance is maintained between bar stools all the time:

Strength of agreement Frequency Percentage
Strongly agree 23 39.6
Agree 25 43.4
Neutral 7 13.2
Disagree 3 3.8

In the times of pandemic, while social distancing is widely followed and is highly suggested, a 
minimum of 3 feet distance is necessary to be maintained between bar stools all the time. So, 
out of all the respondents, only 39.6% strongly agreed, 43.4% decently agreed and the rest 
13.2 % of the population had a neutral opinion about it.

 Table 7:

Bills are presented digitally using technical platforms such as DOTPe and PayTM:

Strength of agreement Frequency Percentage
Strongly agree 31 52.9
Agree 22 39.6
Neutral 2 8.0
No Idea 2 8.0

On enquiring the staffs about the payment methods in the bar, 52.8% of the population 
strongly agreed that all the bills are presented digitally using technical platforms such as 
DOTPe and PayTM, while 39.6% of them just agreed to the fact and rest being the entry level 
staffs had no idea of the payment procedures of the bars. 

Table 8:

In case of payment via cash or cards, gloves are changed immediately: 

Strength of agreement Frequency Percentage
Strongly agree 20 35.8
Agree 24 45.3
Neutral 7 11.3
Disagree 5 5.6
Strongly Disagree 1 2.0

Talking about payment via cash or cards, it’s really very important to change gloves 
immediately to avoid the contamination and it is very much appreciated that 35.8% of the 
population is following it every single time and 45.3% of the population follows it on an 
average basis while 11.3% of them are just neutral about the given circumstance. 
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Table 9:

All the orders are taken through the digital modes:

Strength of agreement Frequency Percentage
Strongly agree 26 50.0
Agree 19 32.7
Neutral 7 11.5
Disagree 4 5.8

Taking orders online in restaurants and bars is already a trend on top as it provides more time 
to browse the menu and is easier to place large orders thus leaving an improved customer 
service, and in face of the COVID-19 pandemic it is more appreciated keeping in mind the 
continuous spread of the virus. Based on the received responses, we see that 50% of the bar 
staffs strongly agree that orders are taken through digital modes, while 32.7% just agree to 
the fact and 11.5% of the population has neutral say with 5.8% of disagreements.  

Table 10:

The training and instructions provided by the management to deal with the current situation during 
operations is helpful:

Strength of agreement Frequency Percentage
Strongly agree 25 46.2
Agree 27 46.2
Neutral 4 11.1
Disagree 1 5.0

In such unforeseen circumstances like COVID-19 pandemic, it is necessary for the management 
team of the organisation to provide training and instructions to the staffs time to time in 
order to deal with the situation and for the ease of the operation, in support of the statement, 
46.2% of the managerial and operational staffs agree strongly while 46.2% of the population 
is decently convinced and 11.1% have just neutral agreement of the fact while rest of the 5% 
population completely disagrees to the fact.    

CONCLUSION
After exploring the reviews of the selected studies and considering the analysis of the data 
collected through online survey, it has been concluded that:

 y More than 50% of respondents believe that the new SOPs in hotel bars are attracting 
guests as before the onset of COVID-19.

 y All the precautionary and safety measures such as sanitising bar before and after 
the operation, using of proper mask and hand gloves, thermal screening of staffs and 
guests before entering the premises etc. are sincerely into practice.

 y Digital order taking and bill paymentsare encouraged in order to reduce human 
touch. 
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FUTURE IMPLICATIONS
This research makes a well-built strongpoint in giving an exploratory stance to trigger 
and support other investigations that will be taken into consideration in the near future. 
Quantitative investigations or maybe triangulation studies, combining the theories, methods 
and observations can bring deeper insights into the fundamental biases arising into the 
studies and thus, can help enrich theirrespective literatures.
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ABSTRACT

In current industrializing world limited resource availability is a raging concern. 
Global warming is causing long-lasting changes to our climate system, which threatens 
irreversible consequences. By 2050, two-thirds of all humanity i.e. 6.5 billion people - will 
be urban. 
Preserving environment is an essential responsibility of every individual. Understanding 
this responsibility has changed trends and preferences of consumers, which is leading 
them to convert their lifestyle which is more Eco-Friendly. Hotels are commonly known 
for providing an exceedingly high level service to consumers. With growth of hospitality 
industry, need for providing eco-friendly services for sustainable development is also 
rising. Hospitality service providers are adopting new measures to adjust according to 
changing perceptions of consumers.
The term “Green Hotel” or “Eco Hotel” is used to define an environment-friendly hotel 
that is involved in eco-friendly practices such as recycling programs, reducing wastes, 
saving water and energy, using eco-labels, and eco-certification, etc.  Green hotel business 
has taken various initiatives to save environment and is also making efforts to create 
awareness among its consumers. In order to reduce high operational costs or expenses, 
choosing eco-sensitive methods are ideal with numerous advantages. This creates an 
image for attracting consumers.
The study focuses on insight into challenges faced by hotels adopting Eco-friendly 
practices in Delhi. Further, effect of implementing sustainability practices on consumer’s 
preference for hotels is discussed.
Keywords: Eco-sensitive, Hospitality, Green hotel, Sustainability practices

“A STUDY ON CHALLENGES ASSOCIATED WITH 
ESTABLISHING AN ECO-SENSITIVE HOTEL IN 

DELHI”
22
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INTRODUCTION
Preserving environment is leading individuals to convert their lifestyle towards sustainability. 
Hotels are commonly known for providing an exceedingly high level service to consumers. 
With growth of hospitality industry, Need for providing Eco-Sensitive services for sustainable 
development is also rising. Hospitality service providers are adopting new measures to adjust 
according to changing perceptions of consumers. (Sudhagar, D.P., 2015)

OBJECTIVES OF STUDY
 y To study practices which promote sustainability in hotel operations
 y To study challenges associated with adopting environmentally friendly practices in 

hotels across New Delhi
 y To study consumer acceptability of hotels following environment-friendly practices

Sustainable development is defined as “development that meets  needs of  present without 
compromising  ability of future generations to meet their own needs’’ (Winchip, 2007). 
Susan M. Winchip defines ‘Sustainable design’ as “design that reflects a respectful interaction 
between people and the earth by conserving resources for current and future generations,” 
in her book Sustainable Design for Interior Environments. UNWTO is working towards 
promoting sustainable environmental practices via 17 Sustainable development goals (SDGs) 
along with United Nations Environment Programme (UNEP), United States Green Building 
Council (USGBC), and Indian Green Building Council (IGBC) (https://www.undp.org/about-
us, https://www.unwto.org, https://www.usgbc.org/press/about-usgbc, https://igbc.in) as 
per UNWTO “Making Tourism More Sustainable - A Guide for Policy Makers” (2005).
The study focuses on identifying and promoting sustainability practices in hotel operations. 
This is a Descriptive research, both primary and secondary data are used. Primary data is 
collected via a convenience-based non-probability sampling method i.e. all respondents 
had equal chances of being selected. A structured questionnaire with a five-point Likert 
scale is used to record preference of consumers towards Eco-Sensitive practices of hotels. 
A structured questionnaire was used to record preferences of respondents via Google form 
platform.
Sustainable development should be propagated in all forms of tourism. Sustainable tourism 
involves equal development of all aspects of tourism i.e. environmental, economic, and cultural 
and stability in these three dimensions ensures its long-term sustainability. Sustainable 
tourism should aim at optimizing resources which ensures environmental conservation. 
Cultural authenticity like values, traditions, and architecture of host population should be 
preserved while securing the economic well-being for benefit of host population. (UNWTO 
“Making Tourism More Sustainable - A Guide for Policy Makers, UNEP and UNWTO, 2005, 
p.11-12 6th September 2021; https://www.unwto.org/sustainable-development)
Sustainability practices are crucial for hospitality industry as it results in lowering carbon 
footprints while reducing operational costs. A major concern is to offer services with 
sustainability as prime focus (Benson, J., 2014). It is vital for hotel businesses to adapt to 
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environmentally friendly practices for utilizing resources responsibly (Jonker & De-Witte, 
2006:1). “The term “Green Hotel” or “Eco Hotel” is used to define an environment-friendly 
hotel that is involved in Eco-Sensitive practices such as recycling programs, reducing wastes, 
saving water and energy, using eco-labels, and eco-certification, etc.  Prime concern of 
green hotels is to promote practices in hotel operations that reduce damage to environment 
(Bohdanowicz, 2005; Tzschentke et al., 2004; Wiserearth, 2008; Yim and Penny, 2007).  
Green hotel business has taken various initiatives to save environment and is also making 
efforts to create awareness among its consumers.”(Kasliwal,N. and Agarwal,S., 2015.)
According to Font, Tapper, Schwartz & Kornilaki, (2008:264).  Right implementation of green 
management initiatives is helping hotel operations in reducing resource consumption and 
maintaining environment. 

Sustainable practices include:
1. Environment management in hotels: Environmental conservation is crucial and is 

done in line with sustainability principles i.e. by planting native plants, collecting rain 
for watering garden and mistreatment of as very little asphalt as possible. Moreover, 
cooperation with environmentally accountable authorities is important for organizations. 
(Mähönen 2010)

2. Energy Management: Hotels consume gigantic amounts of energy resources like 
electricity, coal, oil and natural gases for their operations adding to climate pollution. 
(Sweeting & Sweeting 2003, p. 2). Resources can be saved with smart usage of energy 
resources. This minimizes load on power supply and reduction of negative impact on 
environment (Eronen, 2008). For reducing energy wastage hotels are required to identify 
high energy-consuming areas while selecting appropriate measures to reduce same. 
(Sustainable Business Associates, 2008). Solar panels used for guest’s amenities can 
reduce up to 40% hotel’s energy costs. (SBA, 2008). A reduction in energy consumption 
can be observed via adopting measures such as installing energy-efficient equipment, 
reducing usage of high energy-consuming equipment, Instaling energy-saving bulbs, 
movement detectors, and timers in public areas. Also, greenhouse effect can be reduced 
via installing shades at windows. (Sweeting & Sweeting 2003; Hemmi 2005, p. 162)

3. Water Management: “‘Webster, 2000’ in his study has quoted that, Of all water used by 
hospitality industry, only 5 percent is used for eating and drinking; vast majority of it is 
used either for cleaning or for preparation of food”. For water management, main task 
for an environmentally conscious hotel is to bring it to a rational level and protect local 
resources (SBA 2008, p. 7). Water usage should be routinely checked for determining 
leaks for identifying costs involved. (Ibid, p. 4).

4. Waste and Pollution Management: Waste management is a prime concern for 
hotels to reduce wastage; waste should be sorted (SBA 2008, p. 19). Sorting waste can 
then be recycled resulting in reducing burden on natural resources (Romppanen, J., 
2010. Increasing Environmental Awareness of Hotel Customers, Case: A Turkish Eco 
Hotel). When sorting is not possible efforts should be made to reduce waste quantity 
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(Romppanen, J., 2010. Increasing Environmental Awareness of Hotel Customers, Case: A 
Turkish Eco Hotel). Hotels produce large amounts of waste which pollute surrounding 
environment if handled inefficiently, resulting in environmental degradation. (Sweeting 
& Sweeting 2003, p. 8; SBA 2008, p. 17).    
Hotels can aim at purchasing fewer packages, long-lasting, non-polluting, recyclable, 
non-toxic, biodegradable, less processed, and locally produced products. Waste should 
be disposed of properly. (Hemmi 2005, p. 163 - 164; SBA 2008, pp. 19 - 20)

5. Destination Protection and Local Community Development: An environmentally 
sensitive hotel contributes to preservation of environment and local community 
by promoting perseverance of destination. (Sweeting & Sweeting 2003, p. 14). For 
contributing towards growth of local community, hotels can purchase locally produced 
goods and offer employment opportunities to locals generating positive public relations. 
(Ibid, p.16) 

Challenges faced by Hotels:
Hotels are primarily focused on successful financial performance from continuous demand 
and minimal costs for survival. Sustainable practices may enhance hotels’ portrayal 
by brightening prospects amongst guests. An understanding and implementation of 
sustainability concepts by hoteliers is a cause of concern as they fail to acknowledge cost 
efficiency of adopting such practices.
Another prime concern is that sustainability practices are not conventional. A niche hotel 
market is focused on sustainability along with a lack of awareness on consumer front. 
Benefits via adopting sustainability practices include financial stability, general publicity, 
raising goodwill and brand value, and providing a potential for future consumers demanding 
sustainable services. (Bader, E.E., 2005.)
For reducing operational expenses, choosing eco-sensitive methods is ideal. There are 
numerous advantages of adhering to environmentally friendly practices. Commercial regular 
hotels have started converting their products and services and introduced new Eco-Sensitive 
practices for enhancing hotel image as eco-friendliness helps in attracting consumers. 
(Sudhagar, D.P., 2015) Hoteliers are accountable for responsible business practices because 
their continued existence is also reliant on environment.” (Bader, E.E., 2005)
Financial savings like cost of energy, water, and waste disposal are vital factors for influencing 
environmental initiative’s implementation in highly competitive markets (Brebbia and 
Pineda, 2004:3). Hotels are able to satisfy their guests’ needs but also are able to decrease 
their expenses by not only helping to satisfy  needs and customers expectations in  market 
but also by managing resources better through 3R(reducing, reusing, and recycling) practices 
(Manaktola and Jauhari, 2007). Furter many more hotels are associating in this movement 
for benefits involved (Pizam, 2009; Wolfe and Shanklin, 2001; Kirk, 1998; Mensah, 2006; Yim 
and Penny, 2007). 
Slowly accommodation sector is also realizing  paradigm shift towards green practices and 
is now focused on  implementation of sustainability practices in their general operations for 
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increasing their market share (Claver-Cortes et al., 2007; Chan and Wong, 2006; Manaktola 
and Jauhari, 2007; Wolfe and Shanklin, 2001). It is now convenient for guests to choose eco-
sensitive hotels. (Kasliwal,N. and Agarwal,S., 2015.)

DATA ANALYSIS AND INTERPRETATION
1. Age-group of  respondents 

 
The above pie-chart depicts that 93.3% of respondents were from 18-34 age group while 6.7 
% of respondents were from 35-50 age group.

2. Preference of  respondents for  type of hotel

 
The above pie-chart depicts that 56.7% of respondents preferred to stay at a mid-priced hotel 
while 26.7 % and 16.7% of people preferred an economically priced and a luxury hotel respectively.

3. Travel Preference of  respondents

 
The above pie-chart depicts that 43.3% of respondents travel half-yearly while 36.7 % and 
16.7% of respondents travel annually and monthly respectively.
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4. Duration of  travel 

 
The above pie-chart depicts that 60% of respondents travel for less than a week while 36.7% 
of respondents travel for a week.
5. Prime reasons for travelling chosen by  respondents

 
The  above pie-chart depict that 66.7% of  respondents travel for leisure purposes while 
16.7% and 10% of  respondents travel for business and educational purposes respectively.

6. Preference towards being a green consumer

 
The  above pie-chart depict that 56.7% of respondents consider themselves as green 
consumers while 33.3% of  people are not sure of their response and 10% are not green 
consumers.
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7. Preference towards following  green consumer activities while staying in an 
eco-sensitive hotel

The above chart depicts that 83.3% of respondents would like to reduce resource consumption 
like water and electricity while 80% of respondents would like to avoid usage of single-use 
plastic. 70% would like to use cloth carry bags. 56.7% would prefer to recycle available 
amenities and 46.7% would prefer to re-use bed sheets and bath linen.

8. Reasons for inability towards eco-sensitive practices

 
Above chart depicts that 50% of respondents feel that there is a lack of alternative practices 
available to follow while 46.7% of respondents are unaware of eco-sensitive practices. For 
43.3% of respondents, budget constraint is main concern.

9. Preference for indulging in any environment conservation activity while 
staying at a hotel
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Above pie-chart depict that 86.7% of respondents would prefer to indulge in environment 
conservation-related activity while 13.3% of respondents would not prefer to indulge in any 
such activity.

10. Preference of individual towards a hotel following eco-sensitive practices

 

 

From above charts, we can interpret that 69.3% of respondents would most likely prefer 
hotels following eco-sensitive practices while 24% would likely be interested in such hotels. 
5.3% are neutral about their response and 1.3% is not likely to prefer such hotels.

11. Preference towards Eco-Sensitive Hotel over a Non-Eco-Sensitive Hotel

 
The  above pie-chart depict that 76.7% of  respondents would prefer an eco-sensitive hotel 
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over a non-eco-sensitive hotel while 13.3%   respondents would not prefer to at such hotel 
and 10%   respondents were not sure of their response.

CONCLUSION 
According to  study, sustainability in hotel operations involves Environment, Energy, 
Water, Waste, Pollution Management, Destination Protection and Local Community 
Development practices such as planting native plants, collecting rain for watering  garden, 
usage of Solar panels, energy-efficient equipment, Installation of energy-saving bulbs, 
movement detectors, and timers in public areas, Sorting waste, purchasing fewer packages, 
also purchasing long-lasting, non-polluting, recyclable, non-toxic, biodegradable, less 
processed, and locally produced products is prominent in safeguarding  nature. Waste should 
be disposed properly and locally produced goods are used and offer employment to locals. 
Most respondents were from 18-34 year age group who preferred to stay at a mid-priced 
hotel over luxury hotel travelling for less than a week for leisure purposes. A majority of 
respondents consider themselves as green consumers. Impeding factor towards sustainability 
measures is not standard. Hoteliers lack understanding of sustainability ideas .As per study 
most respondents think that there are insufficient options for implementing sustainable 
habits. Concerns about money and a lack of understanding among customers are other 
stumbling blocks. 
According to study, consumers understand climate change impacts and are adopting eco-
sensitive travelling habits. 86.7%   people would like to indulge in environment conservation 
initiatives/activities while their stay at a hotel. 93.3% would prefer to stay at a hotel that 
follows environment-friendly practices like water conservation, waste management, energy 
preservation, etc. Further respondents like to reduce usage of single-use plastic, recycle 
amenities and re-use linen and prefer stay in eco-sensitive hotel.
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ABSTRACT
Human beings were born to explore and learn about their world . We as an Indian ,we 
have been the pioneers in many skills,arts, science & technology related to nature. As the 
wordings go – “ Necessity  is the mother of inventions”, Tourism has started to exist first 
place  with need for trade with other continents by the ancient rulers and kings. Starting 
from Indus valley civilization where coins and currencies of Egypt and Syria are found in 
exchange of trading articles. As the ancient poets of Tamil vocalise“ I’m the citizen of the 
world” tourism evolved simultaneously with the concept of trade.
  We Indians have the concept of hosting people and initiating the concept of hospitality; 
Our major slogans in hospitality are “ATHITHI DEVO BHAVVA “ , which makes the guest 
equivalent to God/supreme power and need to make the guest comfortable .That’s the 
basic principle behind the excerpts . The world is evolving &the concepts of hospitality 
is advancing exponentially and  branching out in ways any human can possibly imagine. 
Based one the said sub themes I feel the most viable topic to start off   is with 
Entrepreneurship & Hospitality , concept where a individual or set of people create a 
entity of business based on hospitality maybe a single or various styles enthralling to 
profit. The issue here is we are dealing with human beings- homo sapiens – animals who 
walk and live ,evolved into a species living in concept of society ,they expect variables, 
different ideas ,modes, modules to live their  lives. 
They live in a society with personal responsibilities, mundane work culture and obscure 
ideologies . They need a way to disperse their anguish ,hospitality is one of the best way 
for them to live despite their budget constraints. Hospitality has equally grown diverse 
holistically and technologically the people are waiting to experience it. Hospitality started 
off in different ways, right from concept of Inns in England and now it has reached the 
weightless space travel routines.
We will see the different core topics of hospitality and ways people are experiencing it 
via different modes  of  hospitality to meet the Next-Gen where different researches and 
innovations are made to cater to the people of the “Third rock from the Sun – Our Beautiful 
Blue Earth”

HOSPITALITY-FRONTIER FOR EVOLVING 
MILLENIALS23
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INTRODUCTION
Human beings started to roam on this earth after evolution selected them .Of 13 species 
only 1 thrived – homo sapiens(human beings). As time went by they started growing both 
by mind, society & population . Need arouse so did their inventions & integration of intellect 
with  their society. They started to specialise in different skills sets and grew all over the 
globe with concept of culture, traditions and religions. 
As its deemed worthy of entertainment , the government bodies have given clearance for 
the private players to create new kind of themes and sports and different variety of tourism 
& entertainment components. The entrepreneurs have invested in different modules of 
tourism based on their individual creativity, which is itself a boom for the survival of industy 
of tourism & travel.

VISION
To create awareness of ideas existing around globe & supplement the world’s R&D towards 
the route for more new and unique aspects of tourism .

OBJECTIVES
The aim of  this paper is to bring awareness from segments of past & present of human 
civilization ,see the existing efficient ideas present already in tourism industry  & help to see 
the new and evolving new generation of tourism & travel .

METHODOLOGY
We are going to shine some light on the  following sub topics:

 y Entrepreneurship in international tourism & hospitality, 
 y Cultural heritage & International sustainable tourism
 y Climate change & international tourism
 y Education & training in Tourism  & Hospitality Industry

ENTREPRENEURSHIP IN TOURISM & HOSPITALITY
The concept of Inn’s and hotels grew in the last century which has branched into 

unimaginable levels .
Post 2 world wars, we are still learning to grow the entity of  economy with trade and 

business. The industrial revolution kick-started with a bang ,since the 1800s the entrepreneurs 
invested and created a business boom whose blast radius spread across the world. All money 
lords invested and 195os’ onwards the world countries have signed treaties and made World 
economies into a pact of fraternity. 

Then 1980’s brought in the revolutions of the technology and computers . Incorporation 
immediately reached all industries including Tourism. 

The 18th century became prominent with industrial revolution reaching its epitome of 
growth. The concepts of introducing machinery to reduce the work-load for people was on 
trial & error. Soon the society got its taste of metal and it started to mutate in different forms.
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The Wright brothers seemed to invent Aeroplane ,but little did they realise they had 
paved way for new vertical for  a industry of air travel  to grow .Nowadays the Private players  
are  using this path to create a different phase of tourism and travel. 

  

The science element started to pave new doors for tourism & travel. Ship voyages , Air 
travel all were sprouting with new ideas. A few clicks and many failures did happen, one of 
them been the Hindenburg incident.

Tourism has been seen by the world economy as just a place of refreshment and 
entertainment until the New millennium started. 

As globalisation increased, different forms of tourism started to form and emerge to cater 
each and every human being’s ego and comfort.

 Right from renting horse driven stage coaches & carriages  to renting  expensive High-
end models of cars & other varieties of transportations.  For different purposes the travel 
industries entrepreneurs are changing gears as per needs of society & time. 

The element of owning a business in tourism industry is subjective to the knowledge one 
holds as to understand –tourism is a intangible entity. So the entrepreneurs are engaging 
bench marks in creating the “wow effect “ to its customers.
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Right from skydiving sports, spelunking-cave diving, trekking  and many more the 

entrepreneurs in tourism industry have touched the base concepts of ancient architectural 
trips to environmental walks to adventure tourism & the newly evolving concept of space 
travel tourism.

CULTURAL HERITAGE & INTERNATIONAL SUSTAINABLE TOURISM

India been a land of culture, traditions & history .We see the varied types of cultures 
existing here. Right from the tribal population of the sentinel islands, Andaman & Nicobar 
islands to ,age old traditional tamilnadu, birth place of Sangam literature to the people of 
Jammu & Kashmir with the jalatarang musical instruments.

Our ancestors were in fact a smart set of people, despite their lack of technology of 
electrical & electronics. They were living with the environment, they were self sustained until 
the industrial revolution came. Sustainability was seen in every aspect.

Sustainable tourism definition is tourism that minimizes negative social, economic and 
environmental impacts and generates greater economic benefits for local people.
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More people have discovered the beauty of travel, thus making the tourism industry a 
trillion-dollar industry. 

The concept of tourism existed with them the same way. The travel vehicles used were 
non-polluting in the first place ,The concept of keeping their surroundings clean was also 
practised, as they had realised the need for it. 

Most environmental damage caused by tourism is produced by air travel via the emission 
of greenhouse gasses pumped into the atmosphere.

Everyone is talking about sustainable tourism – from the hotels to the tour companies 
and travellers. 

On an individual level, as travellers, consciously or unconsciously contribute to destroying 
the environment through high consumption of resources, threatening natural habitats, and 
pollution of both water and land.

Tourists also had a negative impact on local economies by spending their money on big 
international brands instead of the local businesses.

Earlier days the souvenirs made or bought in these tourist destinations  were traditional, 
made of natural items. In Island of Hawaii the souvenirs found is your Tikki face mask of local 
gods. It is made of woods, so the concept was self-sustaining tourism .

Current trend of tourism is vast and changing in its nature but the concept of sustainability 
was nearly lost. While tourism has a lot of benefits in our lives, the more the industry grows, 
the higher the negative impact on resources, pollution, and local communities. This last 
decade post year 2000, the international communities were made to realise by  UNESCO & 
other international bodies.
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The travelling brethren now stick and adhere to these policies. Travel bloggers in their 
travel VLOG’s emphasize the use of glass bottles instead of plastic ones. This actually creates 
a wave of change in the hoteliers and resorts . 

The Resorts in eastern parts of india are changing their wardrobes and draperies, floorings 
from contemporary tiles to bamboo floorings .

This initiative actually attracts more international guests & environmentalist who have an 
eye for detail in Sustainable tourism ,

  The room amenities offered by hotel chains nowadays are also eco-friendly
Products too, such as bamboo toothbrush etc, .This creates a impact and helps India get a 

iconic profile of adoption on sustainable tourism, enhances the country’s value among other 
international players and also help score a balance in carbon credit systems as per Kyoto 
protocols.
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The Brackish waters of Kerala have utilised the coir availability to its profits. The boat 
houses , floorings, the cutleries, crockery’s and many more guest utilities are made of coconut 
shells also. This actually portrays that the state government emphasises on naturalist & 
Sustainability in tourism. That had let to a different variety of small scale industry in the 
states of india and helping local population gain momentum in the making profits and 
extending their business to world levels.

 Simple yet sustainable, as these products has given Indian handicrafts industry a boost in 
economy as well. Once man was a part & parcel of nature, realised this ideology. 

Once industrial revolution started and growth in monetary aspects were seen flourishing, 
human beings forgot the importance to live with nature.

 After issues of global warming & food scarcity started to lift their heads up, the 
international population see now again, human beings are natural entities and their survival 
depends only if nature exists.

CLIMATE CHANGE & INTERNATIONAL TOURISM
The Earth’s temperature is been changing  , Not that climate change is new to the world , 

but it is to human beings. The Arctic & Antarctica poles were not always covered with ice & 
sleet .

Greenery existed harbouring lives of animals. The events like change in earth’s magnetic 
poles and occurrence of asteroid hitting and destroying the dinousaur and other lifelines. 
The Green planet has seen its fair phase of destruction and terra-forming, but these events 
were natural .

This century had the evolving human beings ,who were keen in building their society 
,ravaging the natural resources ,but forgot they live on the same planet which they are hurting.

Our nature is something so beautiful that each insect or smallest plant or biggest sequoia 
trees live in a balance of energy. Human beings failed to notice this balance, with the greed 
and need they have plundered the elements and brought a imbalance on earth.

Tourism creates 8% of the overall CO2 emissions ,this percentage is constantly growing. 
According to a study published in Nature Climate Change in 2018, tourism activities produced 
emissions will increase by 4% every year. 

The last decade has got a good set naturalists & environmentalists who had identified 
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the faults of last century and now are finding new ways to control this climate changes, The 
united nations and other international bodies like UNFCC- created carbon credit systems 
which are functioning under the regulations of Kyoto protocols. 

International countries have pooled into this with a interest for global welfare .Many 
industrial sectors now are adopting ways and means to make profits but on environmental 
basis.  Tourism & Hospitality industry are also a contributor to this noble deed.

Transportations used are the main cause of global warming in tourism. About 49% of the 
emission is produced during travel. Air travel is considered the most polluting of them all. 
Followed by autos & motorcycles. Other means like touristic buses, trains, and ferries have a 
lower impact.

 Among many positive consequences, such as the increasing cultural exchange and the 
generated profit, lurks the danger of CO2 emissions.

We as human beings have to make sure the ratios of pollution are controlled first, find a 
alternative and then practise these ways to relieve this earth from a century old pollution 
levels.

EDUCATION & TRAINING IN TOURISM  & HOSPITALITY INDUSTRY
Post independence till the 1970’s the concept of tourism & hospitality was seen just as 

a element light as a feather , an entity of glamour, sophistication and sometimes just place 
to sit and have food. The concept of studying about hospitality wasn’t valued that high in 
the society. The 80’s decade had improved the value of tourism and hospitality. The act of 
globalisation had brought the world and its countries closer.

The Kaniyan Poongunranar, also Poongundranar or Pungundranar a Tamil philosopher 
from the Sangam age , 6th century BCE -1st century CE.

His famous Tamil quote “Yaadhum Oore Yaavarum Kelir” meaning i belong to all states 
and countries ,enquire with whomsoever  is at present depicted in the United Nations 
Organisation. G. G. Ponnambalam concluded his 1966 address to the 21st session of the 
United Nations General Assembly by invoking this quote. A. P. J Abdul Kalam was the first one 
to quote this famous quote in European Union Historical Speech by Abdul Kalam in European 
Union. 

This also equally matches with quote by  Diogenes of Sinope : “I am a citizen of the world “
The tourism entity is perfectly a golden horse to be riden and make each and every person 

realise this phrases and the current generation has indeed tried to tame this horse.
The Student community who at present have the thirst to go and see the world around are 

taking up courses of education in tourism & hospitality in esteemed institutions worldwide . 
Its not only the thirst for travel but the hunger to learn new skills sets which are been evolving 
day in day out . The travellers community has assisted the studies of tourism and hospitality 
by providing increased job opportunities in varied skills and interests of students

A student who finishes his graduation from hospitality is eligible to make any course or 
job as per his vision of career .The governments across world has identified this golden egg 
and have opened gateways to international students to learn the culture,heritage ,food and 
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society . This has literally given a boost o economy for the countries and they are investing in 
infrastructure to attract more students and this increases the blood flow for tourism industry 
to live another hundred years. 

There are umpty number of courses for the young generation to acquire knowledge,let 
it be age old Sommelierie which has sprouted new wings to match the taste of the new 
generation or let it mastering cookery which has  brought more contemporary styles among 
the tourism fanatics . This level of changes maybe too much to handle for normal old chap but 
once they see the numerous possibilities to learn and grow there is no limit to grow in this 
beautiful stream of hospitality and tourism.

CONCLUSION
The world has lost taste for battles as all wars went cold ,as of now .They are now 

competing in different fields of skills and intellectual theories. Our old generation may have 
seen some classics but nonetheless we do enjoy the unique new generation & contemporary 
styles of entertainment ,food & lifestyle.

Yes we belong to our ancestors who were  foraging & migrating across the globe. SO this 
is instilled in our blood and flesh . Been born as human shows us that we are here to explore. 
Tourism,travel & hospitality are actually helping us reach our destinations with ease. We 
tend to feel straped and tied due to financial constraints,but globalisation has made sure it 
leaves no traveller less entertained, concepts of AirBnB ,or heritage hotels giving access to 
sharing rooms or much more, the concept of budget constraint has transformed to pocket 
friendly travelling. 

We jut need a plan and open mind to Open and stretch our wings to step out of our comfort 
zone.Let it be a bike travel to Pondicherry, Kanya kumari ,south india, or a long cruiser travel 
to Leh up north in india. Every travel plans are assisted byexpedia or many more travel 
websites

. 
Now all that is left behind is just few things,
Are you Game & How  is your thirst  for travel & adventure?
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ABSTRACT

North Indian dishes are considered to be more popular in comparison to south Indian 
dishes. A need was felt to understand the popularity of the south Indian dishes among the 
tourist visiting southern India.  Bangalore, the capital city of Karnataka and the centre of 
India’s tech industry was selected as the study location.  The objective of the study was first 
to identify food dishes and ingredients in south Indian cuisine; Second to recognize the 
popular dishes among the domestic and foreign tourists and third to make a comparison 
between the preferred south Indian dishes chosen by domestic and foreign tourists. A 
structured questionnaire was prepared after an extensive literature review from different 
online journals and websites. Google questionnaire was used to collect the data from the 
respondents that were sent by email and on WhatsApp. The data was collected using 
convenience sampling between the month of March-May 2021. Our study has revealed 
that south Indian cuisine is not just tasty but healthy at the same time. Extensive use of 
rice and suji is there in the preparation of dishes. The study has brought to notice that still, 
south Indian dishes are more popular with the sample. This leaves a lot of scope for the 
upcoming entrepreneur to venture into the south Indian food business. They should work 
on marketing the south Indian dishes more by improving the menu and introducing new 
variants of the existing dishes.
Keywords: South India Cuisine; Bangalore; Tourist; Ingredients 

TO STUDY THE POPULARITY OF SOUTH INDIAN 
CUISINE AMONG FOREIGN & DOMESTIC TOURIST 

IN BANGALORE
24
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1. INTRODUCTION
Indian cuisine is famous in all over the World, so tourist visit India & spent their   money 
on food. Which   led to a massive growth for business & pleasure. All this opened exciting 
opportunities for the hotel industries. Now i would like to tell you about south India and there 
famous cuisine, which consist 5 states.They are Tamil Nadu, Telangana , Kerala , Karnataka 
, Andhra Pradesh. Mostly people for business purpose like to visit Bangalore which is a part 
of Karnataka state. Now there are some popular dishes from south Indian cuisine Idli, Rawa 
Dosa, Appam , Vada , Payasam. As the food plays an integral part of the tourism and it would 
provide all the cultural and regional aspects to the tourist to both domestic and international 
so cuisine would be manifest of culture.
 Indian cuisine differs as a result of variation in local, cultural, geographical location and 
its culture is evident from the food which is prepared in every region.The Indian cuisine 
comprises of Mughlai cuisine, Awadhi cuisine, Bengali cuisine, Punjabi, Rajasthani, Guajarati, 
Maharashtrian, Andhra, Kerala, Hyderabadi and more as it would be evident from the above 
India would be an tantalizing place to explore the food , people , culture from different parts 
of the world. As foreigner from would adore the Indian food despites the fact it would be 
spicy when compared to other regions. 
This study explores the popularity of south Indian cuisine. The south Indians follow their 
customs and traditions. They serve their food on banana  leaves  which is eco-friendly and 
revenue generated & most important  thing is, it will help us for change. A need was felt to 
understand the popularity of the south Indian dishes among the tourist visiting southern 
India. Bangalore, the capital city of Karnataka and the centre of India’s tech industry was 
selected as the study location.  This research will help us to know the tourist preference in 
terms of south Indian cuisine. 

2. LITERATURE REVIEW
Travelers to the Indian south are in for a glorious treat. They will not be eating tandoori 
chicken, lamb curry, nan or other standard fare, but exotic foods spiced with cinnamon, 
tamarind and pepper, or fragrant with coconut and curry leaves. South Indian cuisine still 
retains many elements of the ancient Dravidian culture that flourished 4,500 years ago: 
steamed dumplings with coconut, jaggery (raw sugar) and cardamom in a rice wrapper; 
food served in banana leaves, or the ubiquitous spice blend kari podi, or curry powder, 
are all indigenous to this region. The geographic and cultural seclusion of the South Indian 
peninsula, separated from the north by the high Vindhyas, has left southern cuisine very 
‘’Indian,’’ unaffected by outside influences
The south Karnataka or the old Mysore cuisine is dominated by ragi, or finger millet, and 
rice. Ragi  in the form of ragi  mudde of dumplings or steamed rice is the centerpiece of a 
meal. Often served with these two dishes are vegetable sides or palya, and a selection of 
soups known as saaru. South Indian cuisine usually encompasses the five Southern states 
of Karnataka, Andhra Pradesh, Tamilnadu, Telangana, and Kerala. Both the geography 
and cultural influence of the South has an influence on the region’s cuisine. As with most 
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countries, there are large regional differences and each state’s cuisine can vary greatly even 
within a specific state. There are typically vegetarian and non-vegetarian dishes for all five 
states. Additionally, all regions have typical main dishes, snacks, light meals, desserts, and 
drinks that are well-known in their respective region.

2.1 Food style
By and large, South Indian cuisine is perhaps the hottest of all Indian food. Meals are centered 
around rice or rice-based dishes. Rice is combined with Sambaar (a soup-like lentil dish 
tempered with whole spices and chilies) and rasam (a hot-sour soup-like lentil dish), dry 
and curried vegetables, meat dishes, and a host of coconut-based chutneys and poppadums 
(deep-fried crispy lentil pancakes). South Indians are great lovers of coffee, which is usually 
a special type made with chicory.

2.2 Popular Dishes of the South 
Some well-known and loved foods include South Indian chicken curry Kulambu (South 
Indian fish curry) Idlis Dosas. South Indian cuisine includes the cuisines of the five southern 
states of India—Andhra Pradesh, Karnataka, Kerala, Tamil Nadu and Telangana—and the 
union territories of Lakshadweep, Pondicherry, and the Andaman and Nicobar Islands. There 
are typically vegetarian and non-vegetarian dishes for all five states. Additionally, all regions 
have typical main dishes, snacks, light meals, desserts, and drinks that are well known in 
their respective regions.  Some authentic and popular South Indian dishes that are sure to 
delight taste buds include Chakra Pongal, Sambar and Vadai from Tamil Nadu; Rava Idli from 
Karnataka; Kadala Curry and Appam from Kerala; and Kebabs and Biryanis from Andhra 
Pradesh.
Traditionally, several dishes are served during the main meal that is typically savoured with 
rice as staple. These include:
1. Sambar or sambhar, a very popular South Indian stew that is prepared with lentils, 

vegetables and tamarind.
2. Rasam, a tamarind-based soupy dish prepared with tomato, cumin, pepper, chilli pepper 

and can also comprise of any combination of vegetables with lentils.
3. Kuzhambu, a gravy dish made of toor dal, urad dal, tamarind and other spices that can 

include different vegetables.
4. Thayir that is curd which when taken with rice is called ‘Thayir Sadam’ where Sadam 

means rice.

2.3 Cuisine of Karnataka
As this state has a higher percentage of vegetarians, most of the dishes in this region are 
vegetarian in nature. The mildest among all South Indian Food, chilli powder is used sparingly 
in all the dishes. On the other hand dishes in these region makes liberal use of palm sugar or 
brown sugar. In addition, Udupi food is an integral part of the cuisine from this region. Udupi 
Hotels are extremely popular in many regions of North India and the menu of this restaurant 
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is greatly influenced by the cuisine of Karnataka. The famous masala dosa traces its origin to 
Udupi cuisine and was subsequently popularized by Udupi restaurants.

2.4 South Indian Drinks
Coffee is the most popular beverage in South India. A normal south Indian cannot live 
without drinking atleast one coffee a day. In South India people generally use gourmet coffee 
beans of the premium Peaberryor the less expensive Arabica variety. The making of unique 
filter coffee is first the coffee beans are roasted and then powdered. Sometimes traditional 
people add chicory to enhance the aroma. They then use a filter set to separate the coffee 
powder dust, few spoons of powdered coffee, enough boiling water is added to prepare a 
very dark liquid which is called the decoction. A 3/4 mug of hot milk is added with sugar, a 
small quantity (depends of the people taste) of decoction is then served in Dabarah/Tumbler 
set which is a unique Coffee cup.
South Indian cuisines is extremely popular not just in India but on the global stage as well. 
This is proved by the growing popularity of South Indian based restaurants that are today 
offering a wide variety of South Indian dishes based on authentic taste and flavor. In other 
words, today South Indian cuisine is enjoyed by people all over the world and the popularity 
of this cuisine is only set to increase in the future as well. After going through extensive 
literature review, the following objectives were framed

 y To identify food dishes and ingredients in south Indian cuisine.
 y To recognize the popular dishes among the domestic and foreign tourists
 y To make a comparison between the preferred south Indian dishes chosen by 

domestic and foreign tourists.

3. RESEARCH METHODOLOGY 
A descriptive research was used in this study as it helps to describe the sample chosen. This  
research design is used to depict the participants in an accurate way. A structured survey was 
prepared to collect the information about the sample. The questionnaire was divided into two 
sections. The first section had questions related to the respondents’ profile and the second 
section had questions related to the food preferences. The questionnaire was prepared on 
Google forms and disturbed over the emails to tourist visit Bangalore. Convenience sampling 
was used to collect the information from all the respondents. A total of 100 responses were 
sent out of which 51 were usable questionnaires which were received back. This shows a 
51 percent of valid questionnaires. For the purpose of data analysis simple tabulation using 
univariate tables along with graphical representation was done using pie chart and column 
charts. Statistical method used for this study is percentile tool.

4. DATA ANALYSIS 
4.1 Tourist Profile
The respondents profile is shown in table 1. It can be noted that majority of then fall in 
the age group of 18 to 25 years with 84.31%. In terms of gender 68.63 percent are males 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

220

and remaining 31.37 % are female. Maximum of the respondents are employed or have a 
business which is 58.82%. Frequency of visiting Bangalore is occasionally with 68.32% (Post 
Covid-19). There are 64.7 % domestic tourist and 35.3% are international tourist. 

Table 1: Respondents Profile

Variable No. Of respondents Percentage (%)
Age (years)
18-25 43 84.31
25-40 6 11.76
42-55 3 5.88
Total 51 100
Gender
Male 35 68.63
Female 16 31.37
Total 51 100
Occupation 
Student 10 19.31
Employed/Business 35 68.63
Other 6 11.76
Total 51 100
Frequency of visit (Post Covid=19)
Weekly 3 5.88
Monthly 4 7.88
Yearly 9 17.64
Occasionally 35 68.62
Total 51 100
Nationality 
Domestic 33 64.7
International 18 35.3
Total 51 100

4.2 Food Preferences
When asked by the type of outlet the respondents would liked to visit, it can be seen in figure 
1 that 58.82% would like to visit a speciality restaurant while remaining would visit a street 
food outlet (41.18 %). When asked about the health benefit of south Indian food 90.20% 
of the respondents agreed to it being healthy. When asked if the respondents would prefer 
south Indian food over north Indian food it was found that 78.43% said “yes” and 17.65% 
were undecided who marked the option ‘Maybe’. 
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Figure 1: Outlet Preference                            Figure 2: Health Benefit

Figure 3 : Prefer South Indian over north Indian food

When asked about the preference of certain popular food dishes of South India for domestic 
tourist (Figure 4) on a scale of 1 to 5. Where 1 stood for extremely dislike and 5 for extremely 
like. For the domestic tourist majority of the respondents marked the option “like” for Mysore 
Masala Dosa with 60.61%. Similarity 67.67 % marked the same option ‘like’ for Mysore Pak. 
For the third item Udapi Sambar and Medu Wada 66.67 % marked the option ‘extremely like’. 
For the Mangalorean Briyani 48.48% marked the third option ‘neither like nor dislike’. For 
Neer dosa 51.52% ‘like’ the dish. There is mixed review on Allugedda as there is no majority, 
36.36% “like the dish. Filter coffee 57.58% ‘like’ it and 42.42% ‘extremely like’ it. 

Figure 4: Preference of South Indian dishes by Domestic Tourist
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The preference of certain popular food dishes of South India for international tourist is 
shown in figure 5.  The maximum international tourist have marked the option “extremely 
like” for Mysore Masala Dosa (33.33%). In the case of Mysore Pak majority can’t been seen 
27.78 ‘dislike’ and the same percentage ‘like’ it as well. For Udapi Sambar and Medu Wada 
44.44 % have marked the option ‘neither like nor dislike’. For the Mangalorean Briyani 
33.33% marked the option ‘dislike’. For Neer dosa 44.44% ‘extremely like’ the dish. In the 
case of Allugedda 38.89% ‘like’ the dish. Filter coffee is liked by a majority with 61.11% of 
the respondents.

5. CONCLUSION AND LIMITATION 
The study has been able to identify food dishes Mysore Masala Dosa; Mysore Pak ; Udapi 
Sambar and Medu Wada ; Mangalorean Briyani; Neer Dosa,; Allugedda and Filter Coffee based 
in the literature review carried out for this research study. The popular ingredients used are 
rice and suji in south Indian cuisine. The study has revealed that the respondents prefer 
having south Indian food at speciality outlets which comprises 58.82% of sample. 90.20% 
are aware of the health benefit of having south Indian food. While 78.43 % of the respondents 
prefer south Indian food to north Indian food dishes
While comparing the dishes which are liked by domestic tourists the study has revealed that 
Mysore Pak and Mysore Dosa have over 60% of the respondents liking these dishes followed 
by Filter Coffee and Neer Dosa.  For the international tourist Filter Coffee has topped the 
majority. For the other dishes, no  clear-cut dishes have been identified but Allugedda and 
Neer Dosa do have a combined majority when we compare the ‘liked’ and ‘extremely liked’ 
category. There is a lot of scope for the upcoming entrepreneur to venture into the south 
Indian food business. They should work on marketing the south Indian dishes more by 
improving the menu and introducing new variants of the existing dishes.
The limitations for this study were a small sample size and limited time for collection of the 
data. Due to the pandemic the respondents could only be reached through online mode and 
personal contact was lacking to get more information from the respondents. 
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ABSTRACT
Developments in technology and reliance on internet has pitched a new pathway for 
marketing through mobile applications.
According toworldwidewebsize.com the internet holds 15- 50billion active websites. 
These websites and applications have outdated many traditional ways of marketing and 
selling products.
A combination of marketing intelligence and technology has reached to the development 
of mobile applications which use internet as a medium to advertise products as well as 
services. 
Customers as well as business houses now a days have a contemporary perception of 
products and services available in the market. 
Marketing strategies are based on online marketing which suits demands of today’s 
customers. 
Keeping in view the online services this paper aims to study the perception of customers 
ordering food through online food delivery apps viz. Zomato, Swiggy in Mumbai.
The research is focused on the people who already use above mentioned food delivery 
apps. A survey was conducted for purposeful analysis to study various attributes of all 
applications to conclude that which amongst these applications is having the best overall 
satisfaction with customers of online food ordering customers. Food is one of the basic 
needs for a human being. Nowadays people can order the food from home with the help of 
internet. Online food ordering is emerging as a new trend all over the world. 
By the increase of usage of internet in India ordering food was becoming more popular.
These days online food ordering in India has been increasing in urban areas. 
In rural areas there is no noticeable increment in rural areas, Marketers such as Food 
Panda, Swiggy, Zomato, Uber eats should know the consumer behaviour to develop their 
performances. They should know the customers in order to update them according to the 
tastes of the people.
This is an attempt to know about strategies and trends of the marketers who deliver food 
online .
Keywords: Online Food Partners, Swiggy, Zomato, Trends.

TO STUDY THE POPULARITY OF ONLINE FOOD 
DELIVERY COMPANIES, SWIGGY AND ZOMATO 

AMONGST THE MASSES OF MUMBAI
25
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INTRODUCTION
Service sector in India is dependent on the Hospitality industry as it has emerged as one of 
the main industry in India in 21st century. 
The needs and desires of the people has been taken care by hospitality industry over the time 
(Prajogo & Sohal, 2006). 
It is very frequent to find customer loyalty and customer satisfaction as prime aspects in the 
hospitality industry which indeed are dependent on the products and services supplied by 
the company meeting the expectations of the customers. 
According to Boston Consulting group in 2015 the food market in India was around 23trillion 
Indian rupees and it is expected to reach42 lakh crores by 2020.
Technology is playing its key role in revolutionizing the food service delivery experiences. 
Dependency of technology has led customers to use online food delivery options to customize 
their meals with their preferences and get them reach their doorsteps with few clicks on 
mobile devices. 
Online food delivery services provide aids in terms of convenience, saving time and effort for 
the customers which is enough reasons to get used to these services. 
An increase in the food delivery services available to the customers and services offered have 
resulted in an increase in terms of customer expectations from these service services. 
The services are convenient enough to search for restaurants with desired cuisines.
Entire menu remains displayed on the app service and the customer can choose from the 
menu with a click of a button. 
These app services differ in terms of features offered and customer values systems.
This research paper aims to study analyze the views of the customers using Zomato, Swiggy 
and uber eats in Ludhiana. 
Zomato:-Zomato was started by Deepinder Goyal and Pankaj Chaddah in year 2008 from 
India. 
It is a restaurant search and discovery service providing restaurant locations and menus to 
the customers along with images of the food dishes and reviews given by previous customers.
Initially the services were started under the name Foodie bay and in November 2010 the 
name was changed to Zomato as the brand name of the company. 
Zomato has reached heights of success and is operational in 24countries around the globe. 
Swiggy:-Nandan Reddy, Rahul Jaimini and Sriharsha Majety from Bangalore have started are 
the founders of the food delivery company Swiggy. 
Company was started in 2014 and is operated by Bundl Technologies Private Limited having 
a valuation of$1.3 billion and its total funding around is $465.5million. 
Since 2008, e-commerce has grown phenomenally for a variety of reasons including changes 
in consumer lifestyles, technological advancements, increase in consumer income and 
education, and rapid financial development throughout the world.
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People started shopping through online due to time saving and energy saving.
E-commerce made people’s life so happier and added a lot of values to their lives which made 
it as a success industry recent times. 
items available in the restaurants with the prices written next to it and the most best thing is 
that hot and delicious food is coming to our doors by just one-click. 
These things happened 5 to 10 years back.
The industry is going massive and now plays a prominent role in the Indian ecommerce 
industry.

OBJECTIVES
 y To know about online food delivery partners
 y To know the popularity of Swiggy and Zomato
 y To understand the factors influencing people’s to order food online
 y To study the consumer satisfaction
 y To know the issues faced by people while ordering food online

REVIEW OF LITERATURE
 y Have identified that customer loyalty on the Internet is a key driver of long 

term profitability. Loyal online customers, just like offline ones, spend more, 
refer more people, and are more willing to expand their purchasing into new 
categories. As a result, they are more profitable than one-time shoppers. 
Online retailers who succeed in building customer loyalty will ultimately be 
more profitable than online competitors who focus only on transactional 
metrics such as number of visitors, number of shoppers, eyeballs, and so forth  
S.Baveja and S.Rastogi (2000).

 y In their article have explained the importance of online shopping, its advantages 
and disadvantages and also the impact of doing business online. The internet has 
become a preferred place for the shoppers to carry out their business. The number 
of shoppers and volume of business continue to surge. They have given three main 
factors which mainly make online shopping attractive, they are abundance (i.e.) the 
customers have a vast choice, vast selection (i.e.) various products can be displayed 
reviewed and compared at no cost in time or funds and quick comparison(i.e.) 
consumers can quickly compare products in terms of price, quality, shipping cost, 
etc., before making a final choice Bhavani and Prakash(2008).

 y Factors like customer quality, perceived security, and customer loyalty are important 
for the success of an e-commerce website. The customer interface and perceived 
quality has affected customer satisfaction and switching costs, which in turn 
increases customer loyalty Chang & Chen (2009).

 y It showed that the consumers, who were willing to pay more for environmental 
friendly products, were likely to be females, married, or with at least one child living 
at home. Consumers believe in maintaining a warm relationship with others, and 
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they often take ecological issues into consideration, when making any purchase 
Laroche, Bergeron, & Barbaro-Forleo (2001).

 y One of the important aspects of consumer perception is that of personality. The factors 
that are linked with personality are a consumer purchasing behavior, innovation, 
media choice, segmentation, product choice, risk attitude, leadership. Personalities 
related to certain qualities in human behavior have fascinated scholars. In the field 
of marketing and consumer perception, personality plays a very important role 
Kassarjian (1971).

 y There are various aspects affecting risks, attitudes, and consumer perceptions. 
It is about how experts and non-experts can study and make decisions about 
technological risk and consumer without this decision, policies may not be effective 
or productive Covello (1983).

 y In their studies aimed to gauge the impact smart device based interface on business 
management and service delivery have concluded them as a supporting factor for 
restaurants in taking orders and delivering foods with more convenience. Authors 
have stated online services as more convenient, user friendly and most effective 
tools for food businesses Varsha Chavan et al. (2015).

 y Specified the growth in the ecommerce industry as prime factor for the success of 
online food ordering and delivery services.  Research has mentioned that more than 
400 food delivery apps are nurturing in India with a funding of about $120million 
from venture capital firms and other such investors. Considering the fact that a 
minimum 3 meals are consumed by each individual in a day the food industry is 
called as a repetitive business industry which attracts the interest of investors and 
entrepreneurs towards this growing business segment Ansar Z. & Jain S. (2016).

 y Have wonderfully investigated the perception, behaviour and satisfaction of 
students towards online food ordering and delivery services. The study emphasized 
the online food ordering and delivery services helping students in time management 
and having their favourite food at any time of the day. Researchers have also revealed 
that easy access to internet as one of the supporting factor to the use of such services 
by the students H.S. Sethu &Bhavya Saini (2016).

METHODOLOGY

Pilot study
Primary data which is base of this study is collected by questionnaire and filled online by 
random people. Pilot study is completed with group of 10 people before collecting primary 
data
Selection of sample: 
For collection of primary data generation z is selected. Sample selected are the young 
generation who use this online platform most. Main target was the people from age group 
16-25.
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Data development: 
Data is developed in the form of a questionnaire. Data is collected from online platform and 
formed in Google forms which helps to collect primary data. Secondary data and pilot study 
was helpful to form the questionnaire.

Collection of Data: 
Data is developed in questionnaire and formed in Google forms so it is shared through the 
online platform by link. It is shared by social media platforms like WhatsApp and Instagram. 
The questionnaire is shared and responses are collected within the time of 7 days.

Analysis of Data: 
Questionnaire was shared in 150 people and 91 responses was received until now. 
Questionnaire was shared in the form of link in the age group of 16-40 years.

RESULTS AND DISCUSSION
Figure: 6.1
According to this chart 94.5% people prefer online food delivery than going to restaurant.

Figure 6.2 
According to this graph 60% people prefer to order food from Swiggy and 58% prefer to 
order from Zomato.

Figure 6.3 
According to this graph 56% people prefer dinner and 43% prefer snacks to order from these 
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platforms, rest preferred are lunch breakfast and supper.

Figure 6.4
According to this pie chart more than 50% people prefer to order food online on the special 
occasion, 30% preferred monthly and very few to order daily

Figure 6.5
 According to this graph online food delivery has become timesaving, convenient and money 
saving because of these app’s and many people prefer because of faster delivery provided by 
these platforms.

Figure 6.6
According to this graph many people prefer Zomato in terms of good food packaging quality 
and faster delivery than Swiggy.
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Figure 6.7 
According to this pie chart many people prefer Swiggy over Zomato in terms of customer 
service.

Figure 6.8 
According to this graph Zomato have more offers than Swiggy

Figure 6.9
According to this graph Zomato offers more discount on orders than Swiggy
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Figure 6.10
According to this pie chart both Swiggy and Zomato is referred by consumers but Swiggy is 
more preferred to refer other consumer.

Figure 6.11
According to this graph many improvements are suggested to these platforms like hygiene 
should be maintained as per new normal, food delivery time should be reduced, services 
should be improved.

Figure 6.12
According to this pie chart both Swiggy and Zomato gives more options in selection in menu. 
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Swiggy have more restaurants associated with company than Zomato.

Figure 6.13
According to this graph Swiggy following safety regulations according to new norms than 
Zomato.

Figure 6.14 
According to this graph Zomato was consumers first choice in lockdown because of offer, 
discounts and choices in menu selection than Swiggy.

SUMMARY AND CONCLUSION
According to the response of questionnaire 94% people use online food delivery service. 
Many of them uses Swiggy as a first preference for food ordering then Zomato and food panda 
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is preferred. 
These deliveries are mostly preferred for dinner but almost all meals are ordered like 
breakfast lunch dinner snacks and supper. 
These meals are ordered mostly on a special occasions, and sometimes monthly preferred. 
Approximate amount spent on delivery is from 150-750 rupees. Online food delivery is 
preferred because it is time saving, convenient , money saving, and faster delivery. 
Zomato provide good service and deliver food faster than Swiggy. Swiggy provide better 
customer service than Zomato. 
Zomato has more offers and discounts on orders than Swiggy. Both Swiggy and Zomato have 
more options in menu selection and can be recommended to others.
Swiggy follows more safety regulations than other companies. Services and hygiene 
improvement are recommended to these companies.
Zomato and Swiggy was the favourite lockdown partner for quarantined people. Both apps 
are popular and liked in people’s of Mumbai.

RECOMMENDATIONS AND LIMITATIONS

RECOMMENDATIONS
I would like to recommend online food delivery platform for ordering food as it is easy to use, 
time saving, money saving (As offers and discounts are offered) and convenient as food is 
delivered at our door step packed excellently and at the serving temperature
I would recommend that we should also research the popularity of Zomato and Swiggy with 
the hotels and restaurants which partner with them.

LIMITATIONS
One of the major limitation was I was not able to collect live responses from public and not 
enable to interview them due to Covid-19 pandemic as I have received all responses with the 
help of  Google form send through social media app.
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ABSTRACT

Purpose- This research investigates whether the pressure of various roles, health quality, 
and ever-changing and atypical working schedules are the key factors contributing to 
poor Work-Life Balance in the hotel business.
Design/methodology/approach- Self-completed questionnaires based on the survey 
were utilized to gather information from hotel’s employees and investigations on different 
variables.
Findings- The study investigates the working circumstances of employees in the hotel 
industry, as well as their experiences with the strain of many roles, constantly changing 
and atypical work schedules, and health hazards, all of which have a beneficial impact on 
their job satisfaction.
Research limitations/implications- The data is gathered from the employees who are 
working in operational departments and not focusing on entire hotel’s employee. Another 
limitation is the study focus only on hotel in Delhi/NCR and not implemented on whole 
India. 
Practical implications- Hotel policies must be such in order to accompany staff and 
treat them nicely. There will be attention given to the formulation of rules to ensure that 
working hours do not interfere with employees’ work-life balance.
The original/value-This study focuses on the relationship between employee’s working 
conditions and their work life balance in the hotels.
Keywords: Working conditions, Working hours, Employee’s exploitation, Attrition rate  

EMPLOYEE PERCEPTIONS OF WORK-LIFE 
BALANCE IN THE HOTEL INDUSTRY WITH A 

FOCUS ON DELHI/NCR
26
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1. INTRODUCTION
The phrase work-life balance (Work-Life Balance) was coined in early 70’s in response to 
rising concerns among individuals and organisations alike that work might impair the quality 
of family life and vice versa, giving birth to the notions of “family-work conflict” (FWC) and 
“work-family conflict” (WFC). The term ‘work-life balance’ (WLB) was originally used in 
the middle of the 1970s to establish a balance between an individual’s job and personal 
life (Newman & Matthews, 1999). Work-life balance refers to a person’s ability to balance 
multiple roles in their life (McCartney 2002). Work-life balance refers to the state of being 
in equilibrium between work and personal pursuits. When an individual has the ability to 
shape for change at both work and personal schedules, his life is said to have a constructive 
and positive Work-life Balance. In today’s world, the vast majority of people appear to be 
working longer and harder than ever before, making it increasingly impossible to attain 
the much-desired work-life balance (Sturges & Guest, 2004). A work-life balance is thought 
to occur when there is proper functioning at work and at home with little role conflict 
(Sturges & Guest, 2004). Work-life balance, as defined by (Edmund Heery and Noon, 2008) 
is the notion that paid employment should be integrated with domestic life and community 
activity in the interests of personal and societal well-being. Technological improvements 
have resulted in considerable changes in the global labour sector. This resulted in an inflow 
of employees, particularly women, into the industry, which unavoidably has an impact on 
their work and family obligations. Equalizing a rigorous career with life outside of work is 
a difficult undertaking for working women. Women face enormous strain while attempting 
to balance work and life at the same time. As a result, the concept of Work-Life Balance is 
more important to female employees in the current situation. The organisation must also 
be concerned about the importance of work-life balance for its personnel. Work-life balance 
is a method of creating a supportive work environment by allowing for job balance and 
personal responsibility, which increases employee loyalty and productivity (Meenakshi et al., 
2013). Work-life balance is a critical component for the firm’s human resource management 
division and has become a joint obligation between the organisation and employees (Lazar, 
Osoian, & Ratiu, 2010). That is no longer a role in the Human Resources division because all 
line managers are responsible for keeping their workforce balanced (Oa, Ho, Obianuju, & 
Demilade, 2018).

REVIEW OF LITERATURE
Work-life balance is based on two concepts: accomplishment and happiness. Someone must 
own both. This is why folks who are deemed successful do not appear to be as happy or 
dissatisfied as they should be (Bataineh, 2019). A person’s success is determined not only 
by how much money he has, but also by whether or not he has a decent family life. Poorly 
managed schedules, personal life difficulties caused by a lack of time to gather and interact 
can lead to sadness and poor company performance (Meenakshi et al., 2013). The elements 
of work-life balance include the individual, who is the most essential factor in work-life 
balance. Second, there are family issues that influence work-life balance, such as marital, 
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child, and parent interactions. Third, in terms of social life, people have responsibilities to the 
surrounding community groups (Delecta, 2011).
(Efeoglu and Ozcan 2013) attempted to investigate the prevalence of work-family conflict 
(WFC) and its relationship with demographic characteristics, job performance, and family 
satisfaction among physicians in a study. The study’s findings suggested that work-family 
conflict (WFC) was somewhat common among physicians. Women are more active at 
work, whereas men are more active at home. Because of their high levels of responsibility 
and lack of control over their work, young physicians endure tremendous levels of stress.
(Lathifah and Rohman, 2014) investigated the influence of work-family conflict on turnover 
intentions with job satisfaction as a moderating variable. Work that interferes with family 
(WIF) has a negative impact on job satisfaction. Turnover intentions are not influenced by 
work interfering with family (WIF) or family interfering with work (FIW), but are influenced 
negatively by job satisfaction.
(Doherty, 2004) discovered that very long hours and a lack of flexibility discouraged women 
from pursuing senior positions in the hospitality industry in her study of WLB for women 
in the business. (Nwagbara and Akanji, 2012) sought to ascertain the impact of Work-
Life Balance on the commitment and motivation of female employees in Nigeria. Female 
employees in Nigerian firms encounter a variety of challenges as a result of postmodernist 
urgency. This is because of occupational stressors as well as the difficulty of juggling social 
and work-related problems. According to the Human Solutions Report (Lowe, 2007), a 
sizable number of employees have an unbalanced and sinking work-life quality. According to 
the same survey, the number of dual-earner households has increased over time, as have job 
performance requirements.
Employee performance is the consequence of a person’s efforts in carrying out the 
responsibilities allocated to him as well as how much the employee contributes to the 
organisation (Rizal, Idrus, Djumahir, & Mintarti, 2014), (Wolor, Supriyati, & Purwana, 2019a), 
& (Wolor, Supriyati, & Purwana, 2019b) (Abdullah, Darwanis, & Zain, 2012). Employee 
performance refers to how a person is anticipated to operate and behave in relation to 
the responsibilities that have been allocated to him (Sutrisno, 2009), (Wolor, Supriyati, & 
Purwana, 2019b). Finally, with the incorporation of the millennial generation into the 
industrial world, it is critical to understand who the millennial generation is. The millennial 
age is known for its technological intelligence (Solaja & Ogunola, 2016), multitasking, desire 
for independence and flexibility in working hours, and openness to connecting with leaders 
(Putriastuti & Stasi, 2019). (Moorthy, 2014). Millennials have a bad trait in that they are not 
loyal to their employers. They are willing to leave their positions to pursue better professional 
possibilities for the millennial generation, indicating a lack of loyalty to the organisation 
(Moorthy, 2014). Conversely, the millennial generation has positive characteristics such 
as being very optimistic, confident, and not hesitating to deliver their best performance in 
order to receive promotions and prizes from the organisation (Wolor, Pratama, et al., 2020). 
(Moorthy, 2014).Millennials crave the challenge of accomplishing their goals (Putriastuti & 
Stasi, 2019). (Anderson et al., 2016).
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OBJECTIVE OF STUDY
1. To identify the elements impacting hotel employees’ work-life balance.
2. to examine the relationship between WLB and employee satisfaction.
3. To discover about the measure’s hotels are taking to balance work and life.

HYPOTHESIS

H0: Work Life Balance does not have a significant relation with the employee satisfaction in 
the hotel industry

METHODOLOGY
The study relies on both secondary and primary data. The primary data were gathered from 
of the classified hotels of Delhi/NCR. Secondary data was collected from books, journals and 
reports.

SAMPLES
A questionnaire has shared with 102 respondents where we received only 76 responses. 
We examined carefully and found 8 questionnaires were incorrect or half-filled so rejected 
the same from sample collection. Hence, 68 responses were found correct and used in data 
analysis.

ANALYTICAL METHOD
Prior to hypothesis testing, the study’s components were tested using a covariance matrix as 
input to examine the distinctiveness of the measures utilized in this investigation. Following 
that, the study hypotheses were tested using Chi Square analysis.

Table 1: Profile of Respondents-Gender Wise

Frequency Percentage
Male 43 63%
Female 25 37%
Total 68 100%

According to the above results, 63% of respondents are male, while 37% are female. As a 
result, the vast majority of replies are men. It is a well-known truth that women in Delhi/NCT, 
particularly the impoverished, labor from dawn to dusk, both inside and outside the home, 
as wage earners or housewives (which is unpaid for and unrecognized). The contribution of 
this considerable sector of the state’s human resources is not insignificant, but it has mostly 
gone unacknowledged. As seen by the results, men outnumber women in the hotel industry. 
As a result, their access to employment options remains limited, with most of their work 
concentrated in marginalized areas.
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RELIABILITY ANALYSIS
The constancy of a metric is referred to as its reliability. If we get the same result over and 
over, the measure is considered dependable.
The constancy of a metric is referred to as its reliability. If we get the same result over and 
over, the measure is considered dependable.

Table 2: Case Processing Summary

N %
Cases Valid 68 89.5

Excludeda 8 10.5
Total 76 100.0

a. Listwise deletion based on all variables in the procedure.

Table 3: Reliability Statistics

Cronbach's Alpha N of Items
.739 14

Table 4: Item-Total Statistics

Scale Mean if 
Item Deleted

Scale Variance 
if Item Deleted

Corrected 
Item-Total 

Correlation

Cronbach's 
Alpha if Item 

Deleted
How satisfy are you in 
job?

40.8382 26.526 .792 .678

Do you get time for 
your family?

40.6471 27.635 .709 .691

Do you enjoy you 
work?

40.8529 26.874 .634 .691

Do you feel pressure 
during job?

41.2353 24.630 .787 .665

Are you looking for job 
change?

42.6176 27.493 .589 .697

Are you able to fullfill 
family requirements?

41.0735 28.517 .726 .697

Do company provide 
housing facility?

42.1029 29.527 .565 .710

Do company offer 
sufficient leaves?

40.6765 27.147 .764 .684

Do company provide 
family health benefits

41.1029 32.870 -.040 .775
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Do company provide 
education facilities for 
your child?

40.9853 32.015 .095 .749

Do you paty with 
collegues

41.1618 32.466 .004 .767

Do company provide 
child care facility

41.7794 32.563 .033 .755

Are you satisfied by 
your working hours?

41.5147 32.313 .024 .763

Are you saisfied by 
your shift?(Morning or 
Night)

41.7206 32.772 -.015 .766

As the above Table 2 case processing summary showing that the total valid cases used in the 
analysis are 68 and missing values are 8. 

CRONBACH’S ALPHA
Cronbach’s alpha is a model of internal consistency dependability based on an instrument’s 
average inter-item correlation” (Rovai, Baker, and Ponton, 2014, p. 545). Reliability statistics 
is showing the value of Cronbach’s Alpha .730 in Table 3 which is very good. The Cronbach’s 
alpha value must above 0.5. Hence internal consistency, of a set of scale or test items are 
good. As above mentioned, Table 4, item-Total Statistics is showing the Cronbach’s alpha 
value which are again more than 0.5 for all items.

FACTOR ANALYSIS
To factor analyse 14 components, the study used principal component analysis or factor 
analysis. The Kaiser-Meyer-Olkin and Bartlett’s tests of sphericity were primarily used to 
prepare the dataset for factor analysis at various stages of the test exercise. Table 6 shows 
that the factor pressure of numerous roles had the greatest factor loading value of 0.972.

Table 5: Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared 

Loadings
Total % of 

Variance
Total % of 

Variance
1 5.900 42.144 42.144 5.900 42.144 42.144
2 1.426 10.186 52.329 1.426 10.186 52.329
3 1.342 9.588 61.918 1.342 9.588 61.918
4 1.123 8.025 69.942 1.123 8.025 69.942
5 1.028 7.346 77.288 1.028 7.346 77.288
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6 1.012 7.231 84.519 1.012 7.231 84.519
7 .644 4.603 89.122
8 .488 3.483 92.604
9 .466 3.329 95.934

10 .318 2.268 98.202
11 .121 .866 99.068
12 .094 .671 99.740
13 .028 .201 99.940
14 .008 .060 100.000

Extraction Method: Principal Component Analysis.

Table 6: Rotated Component Matrixa

Component
1 2 3 4 5 6

How satisfy are you in job? .972
Do you feel pressure during job? .937
Do company offer sufficient 
leaves? .919

Are you able to fullfill family 
requirements? .901

Do you get time for your family? .871
Do you enjoy you work? .863
Do company provide housing 
facility? .692

Are you looking for job change? .576
Are you satisfied by your 
working hours? .895

Do you paty with collegues .630
Are you saisfied by your 
shift?(Morning or Night) .915

Do company provide family 
health benefits .878

Do company provide education 
facilities for your child? .955

Do company provide child care 
facility .946

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
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Rotation converged in 8 iterations.

The above Table No. 5 is clearly showing that 14 variables of WLB have extracted into 6 
components on the bases of Eigen values. Table 6, Rotation Component Matrix Table further 
segregate all 6 components with the values 0.5 or more. 

Table 7: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .661
Bartlett's Test of 
Sphericity

Approx. Chi-Square 819.093
df 91
Sig. .000

In above Table 7 KMO and Bartlett’s test. KMO sampling adequacy is .661 which is again 
acceptable and Bartlett’s test of Sphericity value is 819.093 with significance value is.000 
(P<0.05).

Hypothesis testing by using Chi-Square Test
Table 8: Case Processing Summary

Cases
Valid Missing Total
N Percentage N Percentage N Percentage

How satisfy are you in job? 
* Do you get time for your 
family?

68 89.5% 8 10.5% 76 100.0%

Table 8, case processing summary is clearly stating that total 76 (100%) cases were there 
in which 8 (10.5%) cases were missing so only 68 (89.5%) valid cases were used in this 
analysis.

Table 9: Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 158.772a 9 .000
Likelihood Ratio 105.494 9 .000
Linear-by-Linear 
Association 50.239 1 .000

N of Valid Cases 68

Chi Square test in table 9, null hypothesis has rejected Hence, there is a significant relationship 
between job satisfaction and work life balance. X2 (9, N=68) =158.7, p=.000. As P<.05, 
Employees have an impact on their satisfaction level if there is no proper work-life balance 
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in their job.
Table 10: Symmetric Measures

Value Asymp. 
Std. Errora

Approx. 
Tb

Approx. 
Sig.

Nominal by Nominal
Phi 1.528 .000
Cramer’s V .882 .000

Interval by Interval Pearson’s R .866 .037 14.065 .000c

Ordinal by Ordinal Spearman Correlation .823 .049 11.791 .000c

N of Valid Cases 68
a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.
c. Based on normal approximation.

Strength between job satisfaction and WLB has been shown by table 10, Symmetric Measures 
where Phi and Cramer’s Value is respectively 1.52, .882 and significance level is .000 which is 
P <.05. It indicates that there is a small effect size on this study. It means there are many other 
factors as well which impact on job satisfaction level of employees.

CONCLUSION AND RECOMMENDATIONS
According to findings, employees face difficulties if there is an overlap between their job 
and family timings. Employees experience pressure if they do not get time for their families. 
It creates a negative perception among employees about a job. Although, there is not only 
single factor which impact employee’s job satisfaction few other elements as well as per 
literature review which play an important role to balance job satisfaction level of employee 
and WLB such as full-filling family requirements, working culture, family health issue, child 
care facilities in case of women employment etc. 
Human resource management plays a crucial role in determining where flexibility may 
contribute the most. It is advised that consideration be given to the formulation of guidelines 
to guarantee that working hours do not damage employees’ WLB. Flexible work rules must 
be integrated into the organization’s overall strategic plan. According to the literature, 
managerial support is required for effective work-life balance and this must be reflected in a 
positive organisational culture. Employees needs must be met in the workplace. It is critical 
to understand the relationship between job and family in order to get return on investment. 
Managers must recognize that work-life balance difficulties have an impact on work quality.
The tourism industry, as an employment multiplier, and hotels, as an integral component of 
tourism, require stronger human resource practises in order to retain and utilise talent while 
balancing work and life situations. As a result, the study can be regarded as a framework for 
HR policy and practise in the hotel industry. More research in the topic, on the other hand, 
will produce more accurate results.
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ABSTRACT

Background
An era where people have willingness to invest time in exploring new places, with more 
disposable income at hand, tourism has become an important nationwide recreation 
activity, contributing massively to Indian economy. However, the amount of differentiation 
among many tourist destinations is so narrow that a complex decision making process 
is involved in the selection of destination. If a destination is able to identify and satisfy 
the needs and wants of travellers, they will probably make repeat visits and spread 
positive word of mouth publicity, improving the positioning of destination image, building 
destination royalty. 
Objective
1. Examine whether travellers differ in their preferences for selecting tourist 

destinations.
2. Identify factors that influence travellers to select a tourist destination.
Methodology
The research is based on Primary and Secondary data. In order to validate and substantiate 
the primary data, structured questionnaire were circulated and a few sources of secondary 
data were relied upon. 
Findings
The study confirms that destination image is formed by characteristics a destination has to 
offer, past experiences, motivation, attitude, perception and satisfaction. Results indicate 
that scenic beauty, recreational activities, adventure and sport activities, cleanliness are 
most important attributes while selecting a destination.
Keywords: Tourism, Tourist destination, Travellers’ preferences, Destination image

TRAVELLERS’ PREFERENCES WHILE SELECTING 
TOURIST DESTINATIONS ACROSS INDIA – AN 

ANALYTICAL OVERVIEW
27
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ABSTRACT

The health and wellness industry in the tourism industry strives to become more efficient 
and productive during pandemic. It is critical to make individuals aware of the value of 
health and wellbeing in order to inspire the concept of wellness in tourists and to achieve 
long-term success.
Wellness and Health Tourism has played an essential role in the economic growth of 
territories, the long-term management of local communities, and the promotion of tourist 
sites, all while contributing to the preservation and conservation of natural and cultural 
assets.
The tourism industry have a primary obligation to ensure that both sectors are 
environmentally sustainable. The motivation of humanity to travel is the source of 
inspiration for health and tourism. Human nature has a strong need to travel.
The goal is to raise public awareness about the importance of health and wellness. Tourism 
is defined as a growth in the tourism industry’s revenue and employment.
This paper is entirely based on qualitative research with in-depth study, including a review 
of the most pertinent information about Health and Wellness Tourism, with the goal of 
highlighting the various types of employment in both sectors and generating revenue 
through foreign exchange, as well as a framework to comprehend its use and importance, 
using an exploratory research design primarily based on secondary data.
Because both need to grow in a sustainable manner, the government has entrusted the 
responsibility of health and wellness to them. Their efforts help boost business and 
employment growth. The department will work to promote and improve cross-agency 
coordination and cooperation.
Keywords: Health, Wellness, Tourism, government, employment.

“HEALTH AND WELLNESS TOURISM IN PANDEMIC 
TIMES”28
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INTRODUCTION
The term “wellness” is still in its infancy as a concept. Dr. Halbert Dunn, an American physician, 
coined the term in 1961 as a mix of the words “wellbeing” and “fitness.” Later on,the term 
was used in relation to various health-related publications.
The concept of wellbeing and wellness tourism has a long history. When one considers the 
meticulous attention to well-being paid by Romans and Ottomans, muslim pilgrims’ journeys 
for spiritual enlightenment, or medical seashore and spa tourism of the 18th and 19th 
century European élite, this is, in many respects, one of the oldest forms of tourism.
Health and wellness tourism has become a global trend driven by health-conscious travellers 
looking to improve their overall well-being through their travel experiences. This type of 
customer wants to look and feel better, lose weight, slow the effects of ageing, relieve pain 
or discomfort, manage stress, or improve their health by taking natural supplements such 
as vitamins and minerals. The health spa development frenzy is catching on with resorts 
and hotels, there are few resorts are going into the extent of services currently given by 
destination spas. Similarly, an increasing number of day spas are offering health and wellness 
programming.
Health tourism encompasses all sorts of tourism with the primary goal of improving physical, 
mental, and/or spiritual health through medical and wellness-based activities that boost 
people’s ability to meet their own needs and operate better in their surroundings

OBJECTIVE OF STUDY
The objectives of study are:
1. To Understand the concept about Health and Wellness Tourism  in India .
2. To Know what are the oppurtunities existing for wellness tourism in India.
3. To Study the role of government regarding wellness oppurtunities in India 

REVIEW OF LITERATURE
Wellness tourism as we know it now is a relatively recent subset of the vast tourism business. 
While the notion of wellness travel first emerged in 2004 and 2005, the World Travel 
Association (WTA) and the Global Wellness Institute (GWI) both agree that the language and 
concepts around “wellness tourism” really took off in 2008.
Definition. The term “health and wellness tourism” refers to vacations taken by tourists with 
the primary goal of improving their health and/or well-being.
Tourism has existed for as long as people have travelled; Marco Polo’s storey from the 13th 
century, the British aristocracy’s “great tour” of Europe in the 18th century, and David 
Livingstone’s adventures through Africa in the 19th century are all examples of early tourism.
Medical tourism refers to those who travel only for the purpose of receiving medical care. 
People travel for wellness to preserve or improve their own health and well-being, and 
wellness services focus on preventive and/or curative physical healing, relaxation, or 
beautification.
While medical tourism and wellness tourism are often confused because the traveller 
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is motivated by health concerns, wellness tourists are proactive in seeking to improve or 
maintain their health and quality of life, often focusing on prevention, whereas medical 
tourists travel reactively to receive treatment.
Wellness travellers (particularly secondary wellness travellers) want to maintain their 
wellness lifestyle while on the road, which might include good eating, exercise/fitness 
routines, mind-body practises, natural encounters, cultural connections, and so on.
Wellness travel enhances your physical and emotional health and well-being through 
activities you participate in while on vacation. The idea is to leave feeling better and healthier 
than when you arrived.
This is a thriving industry that has only grown in popularity over time. The high expense 
of healthcare in nations like the United States and the United Kingdom is one of the main 
reasons for the medical tourism industry’s rising popularity and expansion.

PROMOTING MEDICAL TOURISM
 y Use social media to expand your business. Nowadays, the most cost-effective way to 

expand one’s business is to promote it on social media platforms....Create a website.
 y Advertise.
 y Entice clients with lower prices.
 y Employ PR in foreign countries.
 y Gain recommendations.

INTERESTED IN A CAREER IN FITNESS
 y Nutritionist. ...
 y Sports massage therapist. ...
 y Physical education (P.E.) teacher. ...
 y Registered dietician. ...
 y Fitness manager. ...
 y Holistic health and fitness program director. ...
 y Fitness apparel designer. ...
 y Physical therapist.

GOVERNMENT ROLE FOR HEALTH AND WELLNESS TOURISM
The Ministry of Tourism has created a wellness tourism guideline. These standards address 
topics such as making excellent publicity material available, training and capacity building 
for service providers, and participation in worldwide and domestic Wellness events, among 
other things.
The proliferation of wellness clinics around the country has raised concerns about service 
quality. The National Board for Accreditation of Hospitals and Healthcare Services (NABH) 
established the Guideline for Accreditation of Wellness Centers in conjunction with AYUSH 
and released it during a workshop on wellness tourism hosted by the Ministry of Tourism on 
February 15, 2011.
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 Wellness tourism service providers, including accredited wellness facilities, are now eligible 
for the Ministry of Tourism’s Market Development Assistance (MDA) programme. The 
MDA (Market Development Assistance) is now available to wellness centres that have been 
accredited by state tourism departments. After the NABH accreditation requirements are in 
place, all wellness centres seeking MDA will be expected to adhere as closely as feasible to the 
NABH accreditation guidelines.
The Ministry of Tourism has been a driving force behind the accreditation of wellness centres 
by NABH and AYUSH, as well as collaboration with Wellness Tourism Service Providers, State 
Governments, and other stakeholders.
Hindustan Times India News on 21 June 2021
Following the Covid decision, the government aims to increase medical and wellness tourism.
The ministry of tourism proposes a reform of the National Medical & Wellness Tourism 
Promotion Board, headed by the Union minister, as well as a more liberalised visa policy.
“The board will be reformed to improve its efficiency and fulfil its role as a one-stop shop 
for medical value travel. To carry out its tasks, the board will have an advising committee, 
a technical committee, and an executive committee,” it stated in its June 12 draught, which 
is open for public comment through June 30. “Demand for wellness tourism will rise after 
Covid-19, and India, with its diverse options, would benefit greatly.”

ANALYSIS
Factors contributing significantly for growth of Health and wellness tourism.

 y Workplace wellness was a $48 billion market in 2017, and it is expected to rise to 
$66 billion by 2022.

 y Annual growth rate of 4.8 percent from 2015 to 2017.
 y GWI(Global Wellness Institute) estimates that only 10% of the world’s workers have 

access to workplace wellness programmes and services, with the majority of these 
workers concentrated in North America and Europe.

 y GWI(Global  Wellness Institute) estimates that workforce unwellness (chronic 
disease, work-related injuries and illnesses, work-related stress, and employee 
disengagement) costs the global economy 10–15% of annual output.

The Global Wellness Institute Estimates as of November 2017 full list of new project for 
Health and Wellness Tourism.

United states 355
Australia 189
United Kingdom 42
China 39
India 17
Canada 17
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Malaysia 12
Singapore 9
Vietnam 6
Indonesia 6

RESULTS AND DISCUSSION
With these figures and a growing awareness of health, it’s clear that the health and wellness 
industry’s future growth will be driven by how customers approach their physical, emotional, 
and spiritual well-being. With the good and expanding outlook for the wellness industry, 
there is a lot of room for businesses to capitalize on forecast and impending wellness market 
trends.
Sooner or later, the global health sector will witness new health and wellness business trends, 
driven by customer demand and development from the market’s major participants. There 
are other business opportunities to be identified, including those in luxury spas, fashion, and 
wellness tourism.

METHODOLOGY
This is a complete secondary research paper, hence the facts and figures are collected from 
the various sources i.e. journal articles, research reports, policy drafts, websites, videos 
etc. regarding Health and wellness tourism in India and all across globe.  Around 55 such 
different sources have been refereed for this paper and comprehensive wellness tourism 
trends in 1961 are also taken into consideration. The refereed can be further classified as 
per following.

CONCLUSION 
Health and wellness is not only a growing profession in the field of health care; it is becoming 
a valuable role within the corporate and government sectors but due to pandemic the 
health and wellness as become a concern to every individual not in India around the world. 
There will be an emphasis on providing customers with an interesting experience, from the 
development of applications by wellness software development companies that will tailor 
the experience for consumers to the use of technologies.
Simultaneously, the profile of health-care service providers is changing dramatically. Along 
with the established chains, there has been an influx of new firms or startups that have found 
significant success to the surge in client interest. There looks to be a big opportunity for value 
creation with celebrities jumping on board and promoting and cooperating with health and 
wellness firms.
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ABSTRACT

With the growing digitization in every field, Digital Marketing has become an inseparable 
part of every business in every domain. Be it service or product industry, big or small 
organizations all of them rely on digital marketing for promotions and catering a larger 
audience base for their respective businesses. The tourism industry also depends a lot 
on digital marketing for promotions and to be associated with potential and prospective 
customers. Digitalization is seen as a driving force for the transformation of tourism 
industry marketing. In tourism sector, digital marketing has provided consumers with 
all sorts of information viz., the latest offers, trending places, best prices and much more. 
The objective of the study is to determine the use and adoption of digital marketing in 
the tourism sector. The current study is descriptive research which is carried out through 
an exhaustive literature review. The research involves extensive study of secondary data 
gathered from national and international journals, books, articles, government reports, 
websites, annual reports, magazines etc. Today digital marketing has become a critical 
part of every business and the tourism industry is no exception. The current study will 
provide an in-depth understanding of the various digital marketing strategies and how 
these strategies are being implemented for the promotion of tourism sector. The study 
will also disclose the significance of digital marketing and the impact of various tools of 
digital marketing on the behaviour of consumers in the tourism industry.
Keywords: Digital Marketing, Digital Marketing Strategies, Consumer Behaviour, Tourism 
Marketing, Tourism Industry

IMPACT OF DIGITAL MARKETING ON 
CONSUMERS’ BEHAVIOUR IN TOURISM: IN THE 

CURRENT SCENARIO
29
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INTRODUCTION
As a result of digitalization and continuous technological advancements, a rapid 
transformation has been witnessed in the marketing activities adopted in the  tourism 
industry. Digitalization has influenced tourism marketing processes in a revolutionary way. 
Adoption of digital marketing tools have resulted in faster, economical and better information 
distribution irrespective of the geographical and time boundations. Today, digital marketing 
has become an integral part of every business due to the increasing number of millennial 
population, who are spending most of their time on the internet. It has become essential for 
every business organization, including the tourism industry, to adapt and implement digital 
marketing practices for getting progressive results. Another significance of incorporating 
digital marketing is that it gives the organization freedom to choose from the various tools 
such as email, social media platforms, online advertising etc, which suits the best. 
Digital marketing majorly focuses on customers, providing personalized information as 
well as supporting their individual queries which result in enhancing customer relationship 
management. Digital marketing has helped tourism industry in improving operations through 
addressing the problems related to the characteristics of tourism industry viz., heterogeneity, 
perishability, intangibility and invariably and results in sustainable growth of the sector. 
The statistical data revealed that nearly 4.66 billion people around the globe used the internet 
(DATAREPORTAL 2021). This number is continuously increasing with the continuous 
increase in the global population. The global internet penetration rate has reached 59.5%. 
As of January 2021, around  66.6% of world’s total population use mobile phones (i.e. 5.22 
billion) and 53% of world’s total population use social media (i.e. 4.20 billion). Thus, the 
rapid growth in mobile phone usage and social media adoption is contributing to the trend 
of growth in the number of internet users over the years. Considering this growth of internet 
usage and its benefits for the business, companies will continue to invest more in digital 
marketing practices in the forthcoming years as well. 
Today, digital marketing is covering a larger area of the total marketing and has become an 
integral part of it. 
Before getting into detail with how digital marketing is influencing consumer behaviour in 
tourism, it is mandated to first understand the term ‘Tourism’. In general, tourism may be 
referred to as a movement of people to some distant places far from their place of residence 
to coddle in some pleasurable activities. Travel for business purposes is also included in this. 
Tourism is an activity serviced by other industries like hospitality and transport. The reasons 
behind tourism being an industrial sector are increasing mass package tourism business as 
well as development of package holiday companies and retail travel agencies. The tourism 
market involves a range of market segments which have their own demand characteristics. 
Consumer behaviour, on the contrary “is the study of how the people buy the product they 
do, and how they make their decision”. It is a series of activities which are directly involved 
in obtaining, consuming and dispatching a product or service as well as the decision process 
that leads to and follows these actions. For developing effective marketing strategies, every 
organization must have an in-depth understanding of the behaviour of its consumers. 
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Marketing is related with the relationship between consumers and sellers and consumers 
lie at the centre focus of marketing activities. Thus, consumer behaviour is essential to the 
foundation of all marketing activities carried out for developing, promoting and selling 
tourism products. 

In the tourism industry,the consumer decision to purchase a tourism product is of emotional 
significance. Because the holiday purchased by the consumers will probably provide them 
with the beautiful memories, an escape from worklife and to revitalise their spirit. While 
choosing a product, the decision making process of consumers are influenced by various 
internal and external determinants. Digital marketing helps marketers to track consumers’ 
behaviour in real time. Digital marketing is essential for the overall marketing strategy of 
every business as it contributes to the achievement of marketing and business goals by 
enabling the brand to get insights about the consumer behaviour and fulfill their needs.  

LITERATURE REVIEW
González et. al. (2019) conducted a study to investigate the relevance of digital marketing 
as a promotional strategy for tourism in Ecuador. It was revealed that digital marketing 
practices are being adopted by the Ministry of Tourism, travel agencies, tourism promotional 
agencies and several private sector agents. Systematic mapping method was used to 
determine the contribution of various digital marketing tools to support digital marketing 
strategies targeted at promoting tourism promotion in Ecuador.  Digital marketing tools such 
as email, blogs, web pages, and social networking sites help reach more customers. Digital 
tools have proved to be a link with individuals visiting foreign countries as well as maintain 
a communication channel with tourists to provide them a trouble free traveling experience. 

Matura (2018) conducted a study on the various marketing mix strategies in the tourism 
industry as the digitalization has greatly transformed the tourism industry marketing in the 
era of internet economy. Digital marketing mix such as eproduct, eprice, epromotion, eplace, 
epeople, ephysical evidence and eprocess are considered as powerful tools in reevaluating 
tourism marketing at a global level. The study aimed to examine the usage and level of adoption 
of digital marketing mix in the accommodation sector of the tourism industry of Masvingo, 
Zimbabve. Qualitative research design approach was adopted for the purpose of the study 
and a sample of marketing managers and managers of hotels and lodges in and around the 
Masvingo urban area was collected through interviews and digital platforms. After thematic 
analysis of data, it was found that the usage and level of adoption of digital marketing mix 
was varied and low. Most of the hotels and lodges still follow the traditional marketing mix 
strategies. It was recommended that the tourism industry of Masvingo should adopt and 
utilize digital marketing strategies to achieve customer satisfaction and profitability. 

Parlov et al. (2016) studied to present the new trends in tourism destination branding 
through digital marketing. The research involved analyzing the marketing activities and 
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communication strategies of European Countries and comparing them with tourist promotion 
of Croatia in various markets. The analysis revealed that there is still a huge potential to 
improve the implementation of digital marketing in the tourism industry in Croatia. It was 
further recommended that to develop Croatia’s tourism brand in the digital surrounding, 
the digital marketing trends suggested by tourism developed countries can be implemented.

Purohit (2018) carried out an explanatory research to study about the significance of digital 
marketing in the tourism industry. The findings of the research was based on exhaustive 
literature review and analysis secondary data.The study aimed at identifying the  current 
trends of digital marketing, characteristics of a successful digital marketing campaign and 
analysing its significance in the tourism industry.  It was found that for promoting any 
destination, a tourist website is the best tool. The growing digital generation is changing the 
demographic profiles and behaviour of internet users which will make the internet a primary 
source of travel information and experience support. Apart from this, the user generated 
media such as blogs, podcasts, live-streaming, picture sharing and social media networking 
are also playing an important role in supporting travel planning activities and extended 
experience in the post consumption phase of travel. Development of new and innovative 
technologies will also have a significant impact on the tourism industry. 

Magano et. al. (2020) carried out a study on how the fast evolution of digital marketing and 
mobile technology in the past two decades have changed the way tourists travel, plan and 
experience theri holidays. The research was aimed at identifying the role of digital marketing 
and mobile phones in the rapid growth of tourism in Portugal. Qualitative research approach 
was adopted to determine how mobile phones and digital marketing are influencing the 
choices of tourists. Questionnaire was designed for data collection and through analysis it 
was revealed that consumers have modified their purchase behaviour and have started using 
digital channels throughout their journey. 

Tantrabundit and Jamrozy (2019) conducted a study to examine how the online review and 
rating system is affecting the online consumer behaviour. The study involved quantitative 
methods and data was collected through survey method. The findings revealed that the 
perception of online consumers depended on rating score components as well as online 
review components. Rational review content has a significant impact on online consumers’ 
perception and can be increased by providing the identity of reviewers. Apart from this, 
a negative online review will have a more powerful impact on the attitude and purchase 
decision of consumers in the hospitality sector. 

Kaur (2017) in his study highlighted the significance of digital marketing in the tourism 
industry. The advent of the internet has opened up new avenues for reaching more customers. 
Digital marketing has become an integral part of every business and helped marketers in 
offering and promoting their products and services to the existing and potential customers. 
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The need for digital marketing is also felt in the tourism industry to provide access to 
information and inform them about the latest offers and deals. Digital marketing plays a 
critical role in the success of eery business that falls in the tourism industry. The paper was 
aimed at identifying the basic determinants of digital marketing and their significance in the 
tourism industry. 

OBJECTIVES OF THE STUDY
The main objective of the current study are:

 y To study the impact of digital marketing on consumers’ behaviour in the tourism 
industry.

 y To determine the various digital marketing tools used in the tourism industry.
 y To understand the significance of digital marketing in the tourism industry.

RESEARCH METHODOLOGY
The current study is an outcome of explanatory research which involves exhaustive literature 
review. For the purpose of research secondary data has been collected through various 
books, journals, annual reports, government reports, publications, articles, magazines and 
newspapers from various websites focussing on the various aspects of digital marketing in 
the tourism industry. To meet the objectives of the study, the research design is descriptive 
in nature. 

DIGITAL MARKETING AND TOURISM INDUSTRY
Digital marketing has completely revolutionized the tourism industry. The incorporation 
of digital marketing activities such as booking engines, customized experience etc  in the 
tourism industry has helped to reach a large audience group. With the frequent technological 
advancements and growth of internet usage, consumers have access to information related 
to all the aspects of the tourism industry be it accommodation, travel, food or any other. 
Tourism services can be purchased on a mouse click by users after comparing with the 
services provided by other businesses around the world. The most common digital marketing 
tools used in tourism industry include:

Website- An attractive website is a must for businesses with online presence, since it will 
attract more audience to your business. Website acts as a digital destination for audiences 
where business can define the experience of its brand. The website content must be crisp and 
clear and it should showcase the USP of the brand. The website must also include the list of all 
the services provided and relevant information regarding the same. A tourism website must 
incorporate high definition images of various services being offered like hotel rooms, spa etc 
which will help customers to make an informed decision. The website design must allow the 
users to make a purchase without any assistance. It should be regularly updated considering 
the changing needs and preferences of consumers. A website should be developed considering 
the functionality of the industry as it represents the quality the business stands for. 
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Social Media Networking- Social media is the most trending digital marketing tool as it 
allows marketers to understand the customers and the prospects for their business. The 
relevant social media platforms for the tourism sector include Facebook, Instagram, YouTube, 
Twitter, and LinkedIn. Social media plays a significant role in the creation of brand experience 
on internet and consumer engagement through their active participation. Researchers have 
suggested that for a business segment clientele, quality content should be regularly published 
on Facebook, Instagram and Twitter. It was also recommended that having a presence on 
Instagram will enable an independent business to distinguish itself from the current buyers 
and leave a lasting impression on the viewers.  
Social media can be categorized on the following basis:

 y  Social networking platforms (Facebook, Instagram)
 y  Consumer review and rating website (Trivago, make my trip)
 y  Blogs and microblogs (Twitter) 
 y Content communities (YouTube)

Email Marketing- Email marketing helps in getting the potential customers to the 
organization at the most economical price. It provides users with the relevant and updated 
information about the latest deals by the  hotels, special offers on holiday packages, early 
bookings, membership plans etc. Emails serve as the most significant way of maintaining 
relationships with customers post their purchase. Customized mails are sent to the customers 
on their birthdays and anniversaries stating special offers for them on services. 

 Viral Marketing- It involves building traffic either through virtual word-of-mouth or 
through real word-of-mouth communication. For a successful viral campaign these things 
are essential:

 y  Creative content
 y  Viral agent ( it is the creative message or offer and the way it is spread i.e. text, image 

or video format)
 y Seeding (Identifying websites, people or blogs to send mails to start the viral 

spreading) 
 y Tracking (Monitoring the effect and assessing the return from the cost of developing 

the viral agent and seeding)

TOURISM IN CURRENT SCENARIO
Information technology, information and communication technology, digital information and 
communication technology is applied in tourism as digital tourism,e-tourism and e-tourist. 
The digitalization of the process of the tourism and travel industry has enabled managers to 
maximize their efficiency and effectiveness. The various activities covered under e-tourism 
are e-business functions, e-marketing, e-management, e-accounting, e-hrm, e-commerce, 
e-procurement etc. 
Virtual tours are becoming popular among the consumers, as they provide a realistic glimpse 
of the hotel and destination itself. Websites offering virtual tours have more audience 
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attraction and longer duration of website visits. Virtual tours help build trust among the 
guests visiting the website and increase the conversion rate as well. 
Digital marketing has facilitated the tourism industry with personalization i.e. displaying the 
right message, to the right people, at the right time and right places. Marketers can target 
their advertisement to a particular group of people based on the offering. 
As a result of the pandemic several OTA platforms have made several unfavourable changes 
in pricing. In such a case, blogging turns out to be of great help as it helps create the brand 
image, strengthening websites which results in driving direct bookings.  
Along with paid searches on Google ads and Facebook, OTAs are also investing in SEO to 
generate long-term traffic for their business. Search Engine Optimization (SEO) practices are 
greatly implemented by OTAs to optimize their online presence for local searches. SEO has 
helped create brand awareness with the use of keywords as well as teh images. 
Other trends in tourism involve dynamic marketing, Facebook ads, Instagram stories & reels, 
chatbots and artificial intelligence. Travel industry is continuously adopting these current 
trends, as an in-depth understanding and usage of these technologies will help them keep 
pace with the rivals. This will also aid to improve the overall customer experience.

CONCLUSION
Digitalization and application of information technology have had and will profoundly 
impact the tourism industry in near future. The growing usage of mobile devices and the 
internet will increase the number of connections for the tourism industry. The internet and 
technological advancements are considered to be the major source for travel information 
and experiences support. User generated media like blogs, podcasts, live-streaming, pictures 
sharing and social networking will continue to play a vital role in influencing consumers; 
behaviour in tourism industry. 
Rating scores and online reviews are the most influential eWOM components. Online 
reviews and ratings greatly impact consumers’ perception while making a purchase decision. 
Therefore, marketers should encourage and provide more functions for the reviewers to place 
their experience and thoughts about the service on eWOM platforms. The perception and 
attitude of online consumers toward eWOM influence the purchase decisions of consumers 
in the tourism industry.
Nuskiya (2018) carried out research to identify the impact of digital marketing in the tourism 
industry. The findings revealed that organizations are rapidly using digital marketing tools 
and activities like virtual world, social networking, blogs, company websites etc to have 
an edge over their rivals. The implementation of digital tools in the tourism industry has 
led to higher conversion rates and more direct online bookings as compared to traditional 
methods. The use of digital marketing in the tourism industry is promoting services like 
online bookings, customized services as per the requirements of consumers, receiving 
customer feedback to enhance service quality etc. Reliable online services, real time problem 
solving, feedback facility are some of the factors that are positively influencing consumers 
towards digital marketing at the tourism. Also, the various benefits of digital marketing 
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like the ability to reach more customers, getting unbiased feedback, ability to improve and 
enhance customer satisfaction through seamless online services are drawing the interest of 
the tourism industry toward digital marketing. 
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ABSTRACT

The purpose of this research project is to study and explore about the use of social media 
within the tourism sector, how social media is used as a marketing tool in promoting 
tourism, this study aims at determining which social media platforms do people use 
the most, how much time do they spend on social media platforms, which social media 
platforms do they prefer to view the tourism related posts. In this research project we 
also see which social media do they use the most, what do they think about the influence 
of social media on tourism is, does social media really help in promoting tourism, are 
reviews on websites really helpful and true. This research also aims at exploring decision 
making within tourists and how the social media is used during stages of planning, pre-
planning. This research includes literature reviews and surveys. 
People these days prefer social media promotions more than any other promotion tactic, so 
we can say that social media plays a very huge and important role these days in promoting 
tourism. In this research project each of my objectives were answered. With how the social 
media has made an influence other promoting tactics will not work as powerfully as social 
media marketing does, and as seen the influence of social media is more on the younger 
people, there are a very few percentage of people who still do not know much about social 
media platforms, and how they work. We also see that how people prefer posts, how often 
do they check-in into their social media accounts, how much time they spend on social 
media, and what they think about the multiple promotion tactics.
While exploratory in nature, this study tells us about several useful ways in which 
promotions can be done in terms of tourism, as promotion today has turned from only 
pamphlets and advertisements to social media promotion
Keywords: Tourism, Social Media, Online Applications

 COMPREHENSIVE STUDY OF SOCIAL MEDIA AS A 
MARKETING TOOL IN PROMOTING TOURISM30
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INTRODUCTION
We have seen how slowly & steadily the technology/ the internet have taken over. Almost 
everything is based around technology and internet these days. Tourism companies are 
investing in social media via instagram, facebook etc. to promote about their company. 
The effect of internet, the computers, and social media is tremendous as to promote ones 
business, meeting new people. In a very short period of time social media has taken over the 
people around the world, especially amongst the youth. People are just finding new ways 
in which they can promote their business more and more. If we see these days social media 
has grown so much that mostly people use social media or the internet for knowing about 
a particular thing or company. From the younger generation to the people in their 70’s and 
80’s want to know how to social media works, that’s how the social media has influenced 
everyone over the years. 

Social media.
Social media can be defined as a form of electronic communication (such as websites for 
social networking and micro blogging) through which users creates online communities to 
share information, ideas, personal messages, and other content (such as videos, pictures or 
blogs). The first known use of social media was in 2004. As recorded there are 3.5 billion 
social media users worldwide.  Facebook is the most popular social media platform and 
slowly as we can see instagram is also becoming very popular. 

Social media marketing.
Social media marketing is the use of social media websites and social networks to market a 
company’s products and services. Social media marketing provides companies with a way to 
reach new customers, engage with existing customers, and promote their culture, mission.

Digital marketing.
Digital marketing refers to various and different promotional techniques used to reach 
customers through digital technologies. Digital marketing includes lots of selections, 
product, brand, marketing tactics which uses internet as a main promotional medium. Digital 
marketing can also be called internet marketing, but the process differs. So in this particular 
research project we are going to study about how important is social media promotion in 
terms of tourism and in tourism sector and how it is done.

OBJECTIVES
 y Identifying the target audience.
 y To examine the ways in which social media is used for tourism.
 y To see which mediums and platforms do people prefer.
 y Selecting suitable social media channels.
 y Determining promotion tactics for different channels.
 y Analyzing the importance of social media.
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REVIEW OF LITERATURE
 y  Defined social media marketing as a “connection between brands and consumers, 

offering a personal channel and currency for user centered networking and social 
interaction (Paquette, 2013).” 

 y  “Searching has steadily bit turned into a dominant mode in travelers’ utilization of 
the internet because of the enormous measure of data accessible.”(Ly, 2020). 

 y “It has been observed that internet technologies and web-based applications are 
persistently increasing and in the current scenario, technology is more about linking 
people rather than linking customers.” (Yadav, 2017). 

 y  “Online networking participants figure out functional benefits when  performing 
particular desires and actions online, for reasons such  as searching info about travel, 
the association the types of benefits  and social media usage is essential to defining 
travel planning  and social media use in travel.” (Ly, 2020). 

 y  “Social media are defined as “a group of Internet-based applications that build on 
the ideological and technological foundations of Web 2.0 and that allow the creation 
and exchange of user-generated content.” (Andreas M. Kaplan, 2009).  

 y “The social networking sites help users integrate and share their experiences, 
reviews, and comments and use them as source of information for visitors around 
the world.”(Ly, 2020)

 y  “The phrase social networking sites’ is often used interchangeably with social 
media. However, social media is different because it allows participants to unite by 
generating personal information profiles and inviting friends and colleagues to have 
access to those profiles.” (Andreas M. Kaplan, 2009).

 y  “Shopper marketing is a new concept that has emerged, creating a new touch point 
for the interactions between businesses and consumers. Shopper marketing is “the 
planning and execution of all marketing activities that influence a shopper along, and 
beyond, the entire path of purchase, from the point at which the motivation to shop 
first emerges through purchase, consumption, repurchase, and recommendation”. 
(Venkatesh Shankar, 2011).

 y  “While social media provides never ending avenues for communicating, it is the 
individuals who serve as the influencers not the technology”(Gonzalez, 2011).

 y “User generated content produces social currency for marketers because it helps 
define a brand. User generated content describes “the sum of all ways in which 
people make use of social media, usually applied to describe the various forms of 
media content that are publicly available and created by end users” (Andreas M 
Kaplan, 2011) 

METHODOLOGY
For this particular research problem I have decided to do collect the data in a quantitative 
form, because we needed masses opinion on this problem and what they think about this, I 
floated the questionnaire through various group of people ageing from 16 to 60+, I have got 
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total 135 samples.
Pilot study
Firstly my guide told me to prepare a questionnaire on the basis of the objectives, such as the 
questionnaire will fulfill my objectives, then we discussed and made any changes if required. 
We finalized the questionnaire and then floated among my group consisting of 10 people plus 
my guide, I did a pilot study amongst the 11 people from my group as to get an idea or if they 
have any suggestions and my guide. There were no suggestions and changes told to be done 
so I floated the questionnaire to my family and friends later on.
Selection of samples
The topic was to know about how social media helps in promoting tourism. We needed 
quantitative data for this research as we wanted to know what the peoples opinion is and 
what they think about this problem. I first collected some secondary data from other author’s 
articles and previous research’s to get an idea as to how this research has to be done and 
then went through some questionnaires and surveys in order to form my own questionnaire. 
I did a quantitative research through a questionnaire survey. I designed the questions in a 
MCQ and check box format. I chose these particular methods because we are in a middle of 
a pandemic and going to people personally and asking them these questions would not be 
safe option. I created a Google forms link and sent the questionnaire link through my family 
and friends and collected the responses. The target was to collect 100 samples but I got 135 
samples. 
Development of data
For this particular research I used both types of data collection; primary as well as secondary, 
I floated a questionnaire among 135 people and they responded and I drew a conclusion 
on the basis of the results, as a secondary data is concerned I referred to some articles and 
research papers written by other authors.
Collection of data
I floated the questionnaire amongst everyone through whatsapp by Google forms. The 
sample size was 100 and the response rate was 135 responses. The survey consisted of 17 
multiple choice questions; with some being MCQ type questions and some being check box 
types where people can select multiple options. The aim was to collect 100 responses from 
9th Feb. 2021 to 11th Feb. 2021. 
Analysis of data 
135 responses are included in this analysis and through this I am going to draw conclusions. I 
chose these particular methods because we are in a middle of a pandemic and going to people 
personally and ask them these questions would not be safe option. I got 135 responses from 
all age groups but if we observe the amount of young people using social media is more.

RESULTS & DISCUSSION
In this chapter we are going to discuss about the results and graphs we have through the 
google forms and the responses, I will be discussing the results of each graph and the 
questions asked to the respondents. The survey respondents were evenly split in terms of 
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gender; with 43.7% male respondents and 56.3% female respondents (Figure 6.1). When 
comes to the age; the respondents belong to varying age groups and provide us with insights 
as to how convenient is social media in terms of promoting tourism(Figure 6.2).

Figure 6.1: Profile of respondents.

Figure 6.1 is evenly split in terms of gender; with 43.7% male respondents and 56.3% female 
respondents.

Figure 6.2: Age.

Figure 6.2 is very diverse with respect to age; 37.8% belong to 16-20 group, 17.8% belong 
to 21-30 group, 12.6% belong to 31-40 group, 17% belong to 41-50 group, 11.1% belong to 
51-60 group and an additional 3.5% were above 60 years of age.  
In the next part of results and discussion we are going to see the results of the questions 
asked to the respondents.

Figure 6.3: Social media users.
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Figure 6.3 tells us about which social media people use the  most; we can see that the most 
used social media platform is instagram (65.2%),  YouTube (52.6%), facebook (42.2%), 
twitter (8.9%), whatsapp (3.7%), and (6.4%) respondents use other social media like reddit, 
telegram, snap chat etc.

Figure 6.4: Preferences in viewing posts.

 

Figure 6.4 tells us about how respondents prefer viewing posts; from the results we can 
clearly see that most people prefer viewing posts in video form (71.1%), then (68.1%) prefer 
viewing posts in picture form, (65.2%) in articles and blogs.

 Figure 6.5: Checking in on social media account in a week.

 

Figure 6.5 tells us about how many times respondents tend to check-in into their social media 
accounts in a given week;  70.4% respondents check-in into their social media
account, 13.3% check-in every hour, 7.4% check-in every two days, 5.9% check-in every 
other day, 3% check-in once a week. 

Figure 6.6: Preferences on receiving tourism ads and promotions. 
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Figure 6.6 tells about how people prefer receiving tourism ads and promotions; according to 
the respondents, 77.8% think social media, 42.2% think websites, 23.7% think newspaper 
and 0.7% thinks emails. 

Figure 6.7: Social media marketing helps in promoting tourism.

Figure 6.7 tells about if people think social media marketing helps in promoting tourism or 
no;  as we can seen from the graph that a large number of respondents (98.5%) think social 
media  marketing helps in tourism promotion, and only 1.5% of respondents think it is not.

 Figure 6.8: Does social media help attract customers.

Figure 6.8 tells us if people think according to the hype of social media does it really attract 
that many customers; 85.2% of the respondents think that it helps attract customers, 14.1% 
think it somehow does but not always, and 0.7% of the respondents think that it does not at 
all help attract customers. 

Figure 6.9: Use of social media to search for travel related information.

Figure 6.9 tells us if people use social media to search for travel related information; where 
we can see that 86.7% respondents use social media for searching travel related information 
and 13.3% respondents do not use social media for searching travel related information.
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Figure 6.10: Social media in improving travel plans.

Figure 6.10 tells us whether social media platforms help in improving travel plans where 
71.9% respondents agree that it helps in improving travel plans where as 26.7%  feel neutral 
about this and 1.5% respondents think that social media does not help in improving travel 
plans.

Figure 6.11:  Social media platforms help in planning trips.

Figure 6.11 tells us if respondents think social media platforms help in planning trips 
efficiently or not; where as we can see 63% respondents agree with the statement, 34.8% 
think neutral about the statement and 2.2% disagree with the statement. 

Figure 6.12: Social media make it easier to reach travel-related decision.

Figure 6.12 tells if respondents think social media makes it easier for them to reach or 
finalise travel-related decision; where 74.8% respondents agree with the statement, 23% 
respondents think neutral, and 2.2% respondents disagree with this statement. 
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Figure 6.13: Are social media platforms generally easy to use. 

Figure 6.13 tells us if respondents think social media platforms are generally easy to use; 
where 98.5% respondents think it is useful and 1.5% respondents think it is not useful.

Figure 6.14: Social media travel information being honest.

Figure 6.14 tells us if respondents agree or disagree with social media travel information 
being honest; 77% respondents think they can be honest sometime and dishonest, 18.5% 
respondents think they are honest, and 4.5% respondents disagree. 

Figure 6.15: Sources used for travel research and planning information.

Figure 6.15 tells us about which sources respondents use mostly for travel research and 
planning information; 61.5% respondents use tourism agencies and social media platforms 
for travel research and planning information. 43.7% respondents use word of mouth, and 
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4.9% respondents use Google search, websites and reviews.
 Figure 6.16: Influence of social media on tourism.

Figure 6.16 tells us about how much do respondents think the influence social media 
platforms has on tourism; where 45.9% respondents think the influence of social media 
is very much, 41.5% respondents think the influence is moderate, and 12.6% respondents 
think the influence id neutral.

Figure 6.17: Importance of reviews on social media. 

Figure 6.17 tells about how much are reviews on the social media platforms important; 
53.3% respondents think the importance of reviews on social media is very much, 33.3% 
respondents think the importance is moderate, and 13.3% respondents think the importance 
is neutral.

Figure 6.18: Travel and tourism related sites respondents are aware of.

 
Figure 6.18 tells us about how many travel and tourism related sites respondents are aware 
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of; the sites mentioned are trip advisor, booking.com, trivago, agoda, airbnb, makemytrip, 
clear trip, skyscanner, go ibibo. And there are very few respondents that have not heard 
about any of these sites, and most respondents have heard or are aware of these sites.
I have got a very positive response from all the respondents. The amount of social media 
users is more around younger generation, but somewhere or the other each respondent 
visits travel tourism sites to get information, and use social media as the first step to search 
for any travel or tourism related information.

SUMMARY & CONCLUSION
While exploratory in nature, this study tells us about several useful ways in which promotions 
can be done in terms of tourism, as promotion today has turned from only pamphlets and 
advertisements to social media promotion. It has been observed that younger people are 
adopting more into social media like never before. It has also been seen that every respondent 
has at least once visited websites or searched for travel related information through social 
media. People these days prefer social media promotions more than any other promotion 
tactic, so we can say that social media plays a very huge and important role these days in 
promoting tourism. In this research project each of my objectives were answered. With how 
the social media has made an influence other promoting tactics will not work as powerfully 
as social media marketing does, and as seen the influence of social media is more on the 
younger people, there are a very few percentage of people who still do not know much about 
social media platforms, and how they work. We also see that how people prefer posts, how 
often do they check-in into their social media accounts, how much time they spend on social 
media, and what they think about the multiple promotion tactics. 
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ABSTRACT

Change in normal Climate is a well-recorded issue that instils an impact on the overall 
phenomenon of tourism. Researchers from all across the world are concerned by the ever-
increasing negative consequences of climate change on tourism. Almost every country 
has developed climate-change-aware tourism policies. Despite the fact that various 
factors such as air pollution, water pollution, forest fires, and other factors contribute 
to the severity of Climate Change, mitigating the negative consequences appears to be 
a never-ending endeavour. As a measure, governments, policymakers, and researchers 
have attempted their best to address aspects linked to the influence of variation in climate 
patterns that distresses tourism. Since tourism has shown to be an important partner in 
boosting a country’s economy, protecting its potential for future generations has become 
a top priority for the nations. The numerous articles in scientific journals and studies 
bear witness to this. This research study considerably reviews numerous publications on 
‘climate change and tourism’ and highlights emerging patterns that point to new directions 
for future research. This will serve as a beacon for prospective scholars interested in 
branching out into new fields of study. A thorough content analysis of relevant and recently 
released publications is used to support this qualitative investigation. The findings of this 
study will shed light on a wide range of topics that will benefit scholars who choose to 
work on the topic of “climate change and tourism”.
Keywords: Climate Change, Impacts, Review, Research direction, Tourism 

CURATED COLLECTION OF CONTENTS ON 
CLIMATE CHANGE AND TOURISM: A STATE-OF-

THE-ART REVIEW
31
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FORAY INTO THE FOREFRONT 
Many researchers from numerous fields are interested in researching climate change. The 
expanding issues of climate change have also sparked a slew of new scholars in this field, 
resulting in a plethora of findings and enabling academic attempts to mitigate climate change’s 
effects in any manner feasible. Because climate change is a global issue, many types of research 
have emerged, necessitating the need to investigate recent developments in climate change 
research and project emerging trends so that upcoming researchers will have an idea of the 
research direction on which they should focus and continue their climate change research. 
As a result, this study offers an opportunity by summarising recent accomplishments in 
climate change research, with a focus on the tourism industry, identifying research gaps, and 
highlighting the most important subjects for future research.

PURPOSE OF THE PURSUIT
This scholarly study’s main goal is to completely identify the achievements made in this 
arena of research – climate alteration and tourism. Climate change is a broad topic with a 
wide range of multidisciplinary topics. To grasp the enormity of change in climate and its 
impression on the travel sector and tourism industry, this study focuses solely on the harmful 
effects of change in climate conditions on tourism. The selective and obtainable objectives 
are as follows: 

 y To examine recent researches related to the chosen study in a systematic manner 
 y  To identify major advancements from the existing research
 y To classify the specific concepts that have emerged as a result of the research
 y  To identify any research gaps that may exist and to make recommendations for 

future study

CHOICE OF MATERIALS AND RESEARCH METHOD
This study is a systematic review of related articles, and therefore it makes use of what is 
already available. A systematic review aggregates all relevant studies on a certain subject and 
design, then evaluates and synthesizes their findings (Kang, 2015). As a result, the research 
is based solely on secondary data, with no requirement for statistical analysis. So, this study 
uses a qualitative research approach to conduct the research and provide the results. Many 
scholars have argued for this form of review study as a vital endeavour in the research field 
(Schreier, 2012). Kuby and Christ (2019) also observed that Review studies often pave the 
ground for further discussion and research directions in a futuristic manner (Wilkie et al, 
2019). The researchers chose 18 recent papers on climate change and tourism that had been 
published in renowned journals for this investigation. These 18 articles were released in the 
years 2020 and 2021. Elsevier, Taylor & Francis, Springer, and MDPI are among the notable 
publishers of these selected works. The 18 articles were picked using the keywords “climate 
change and tourism” in Google Scholar and the most relevant articles were chosen for the 
study. Using the ‘immersion’ technique, the articles are thoroughly studied and interesting 
themes are discovered.
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CURTAIN RAISER ON CLIMATE CHANGE
Since the Industrial Revolution, the usage of fossil fuels has increased, resulting in a 40 
percent increase in CO2 concentration in the atmosphere, which is also a result of greenhouse 
gas emissions (Christensen, 2016). As the atmosphere warms, the imbalance worsens, 
affecting numerous ecosystems around the world and causing drastic changes in climatic 
conditions. Human intervention has had a significant impact on the failure to sustain the 
nexus between the environment and human actions, resulting in global warming. As a result, 
the accompanying climate change has significantly reshaped the entire order of nature, such 
as melting glaciers, rising sea levels, shorter snowfall seasons, and sea warming, among other 
things (Weir, 2017). For its many activities, tourism is heavily reliant on the weather. Tourists 
organise their travel activities based on the weather. Climate has a role in several different 
tourist attractions. Unfortunately, climate change has interrupted the regular flow of tourism, 
prompting academic debate and study into how to satiate the insatiable desire for reducing 
the detrimental consequences of weather variation on the sector of tourism.

SYSTEMATIC REVIEW OF RELATED RESEARCHES
The next phase focuses on assessing the papers that have been chosen for review. It outlines 
the key themes that have been explored in each article.

In the article “Can tourism contribute to environmentally sustainable development? 
Arguments from an Ecological Limits Perspective”, the author of the paper Abik Chakraborty 
(2021) argues that studies on climate change often overlook the need of examining ecological 
concepts namely limits, Jevons Paradox including entropy. He believes that these factors have 
an impact on tourism as well. He concludes that studies on climate change should also focus 
on biospheric boundaries for sustainable tourism, and the findings should be used to educate 
the public about how to responsibly use the earth’s resources to enable tourism to function.
 
Fang et al. (2021) attempted to find out how climate change affects ski tourism in China. 
They had chosen 116 ski slopes in China and analysed the climate change consequences. 
To determine the effects, a ski simulation model was used. Climate change has an impact on 
ski season length, operational ski days in ski season segments, and professionally produced 
snow and snowmaking requirements, according to the findings.
 
Huang et al. (2021) conducted an intriguing study on the effect of emissions due to carbon 
especially that concerns tourism system. Using spatial econometrics, the researchers 
measured the agglomeration relating to tourism trade and emissions of carbon in 30 distinct 
regions of China. The findings support the idea that agglomeration of tourism sector reduces 
carbon emanations in the native and China’s neighbouring regions.
 
Another important topic of research is determining the bioclimatic comfort levels of the host 
communities of Antalya (Mansuroğlu et al., 2021). The researchers had given the locals a 
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questionnaire to gauge their level of comfort and displeasure. This section is also crucial 
since it indicates the consequences of climate change on the host community’s degree of 
comfort. Statistical analysis and bio-comfort maps were used effectively in this investigation.
 
In the study titled “Climate change impacts and tourism mobility: A destination-based 
approach for coastal areas”, Cavallaro et al. (2021) discusses the disruptions that occur 
due to disturbances in the normal climate on tourism, travel, and transport holistically. It 
predicts the contributions of tourism to CO2 emissions unequivocally. It also sheds light on 
forecasting future demand for tourism based on climate change. The study is based on the 
town of Misano Adriatico in Italy, but similar studies can be held in other destinations too.
 
Knowles and Scott (2020) revealed in their research that media coverage and media 
communication are critical in raising awareness of climate change. They chose ski tourism 
as their research topic and investigated the importance of media inputs on ski tourism. 
According to the findings, the media does not adequately cover the ski tourism market 
geographically and fails to cite credible researchers and experts.
 
Concerns on Snow-based tourism and its status-quo has been studied by Hoogendoorn et 
al. (2020) by taking Afriski in Lesotho as a study destination.  The researchers concentrated 
on adaptation mechanisms as well as the perceptions of the tourists and stakeholders. They 
discovered that the destination is less prepared to adapt to the changing climatic conditions, 
implying that more research is needed to encourage the use of natural resources for long-
term sustainable development. 
 
Another area of research that has been investigated for its susceptibility to climate change 
is coastal tourism and impact chains (Arabadzhyan et al. 2020). They conducted a thorough 
analysis of published material from 2000 to 2019 to identify the primary concerns about 
climate change’s influence on coastal tourism and marine locations. Finally, they concluded 
that the studies focus on a few key impacts while overlooking other elements such as 
relationships and repercussions.
 
Kamb et al. (2021), in a ground-breaking study, discovered an approach to alleviate the 
undesirable consequences due to climate modification by changing tourism transportation 
behaviour. The researchers discovered a correlation between the theoretical potential 
for reducing carbon emissions and the willingness of tourists to choose alternate modes 
of transportation that emit less carbon. They drew the conclusion based on a survey. The 
findings demonstrated that while the mode of transportation has a lesser impact on carbon 
emissions, destination choice has a bigger impact.
 
Climate change’s considerable implications on smaller tourism islands is an eye-opening 
research topic (Wolf et al. 2021). The researchers have chosen small islands in the Pacific 
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for their exploration. In this study, sea-level rise and tropical cyclones are given appropriate 
attention. They’ve also kept track of emissions on the two islands in the conundrum and 
compiled a strategy for sustainably advancing tourism.
 
Antequera et al. (2021) conducted extensive research on the carbon footprints of international 
air travel on islands. Surprisingly, the study looks at which tourists leave the highest carbon 
footprints on their voyages, as well as their origin, distance traveled, number of journeys, and 
the impact of each tourist concerning their emission. The researchers analysed the carbon 
footprints of tourists traveling to the Canary Islands from their home countries. Quantifying 
carbon footprints is critical, according to the authors, for designing strategies to mitigate.
 
In his research, Scott (2021) highlights the challenges of sustaining tourism over the next 
thirty years owing to the changing dynamics of climate. He claims that the totality of research 
undertaken for the last 30 years has had little impact on the preparedness to tackle climate 
change in the next 30 years. He brings the readers’ attention to the +3°C scenario, which has 
the potential to disrupt global tourism and affect millions of people. He also emphasizes that 
there is no way to have a sustainable tourist industry if the world as a whole fails to address 
the issue of climate change.
 
Studies on tourist behaviour relating to climate change were conducted in an interesting 
attempt (González et al. 2021). The researchers discovered four distinct segments using 
cluster analysis: Loyal oriented travellers, risk-averse tourists, risk-specific tourists, and 
“sun, sea, and sand explorers”. For this investigation, a total of 2528 European tourists were 
considered. The researchers highlight the shifting tourist profiles as a result of climate-
related concerns, as well as the implications for island tourism.
 
Gossling and Lund-Durlacher (2021) initiated a beneficial study on Austria’s accommodation 
sector’s energy usage pattern and its effects on climate change. According to the researchers, 
the accommodation sector emits less carbon than the transportation sector and can be 
decarbonized by 2040. The study advises policymakers to increase low-carbon innovation.
 
The creation and transfer of tourism climate change knowledge systems is a major research 
topic that requires careful consideration (Loehr and Becken, 2020). They identified five 
knowledge dimensions: knowledge origin, knowledge design, knowledge influence, 
knowledge content, and knowledge effect. They drew the conclusion that educational 
knowledge yield, applied knowledge requirements, and political knowledge needs are all 
radically different.
 
Another pulsating research area in tourism is climate change and its effects on whale-
watching tourism (Richards, Meynecke and Sahin, 2020). Whale-watching is a billion-dollar 
industry that has been harmed by climate change, particularly during pandemics. The whales 
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are arriving much earlier than usual in Gold Coast, Australia, according to the experts, which 
could result in a significant loss of revenue. According to the researchers, it would take many 
years for this business to recover. 
 
Rising sea levels and their ramifications as a result of climate change are a hot topic currently 
(Dube, Nhamo and Chikodzi, 2021). According to the experts, rising sea levels are putting 
80 percent of Cape Town’s Blue Flag Beaches in jeopardy. They argue that combating the 
negative consequences of climate change on tourism will necessitate a complex public-
private collaboration.

CATEGORIZING THE CONTENTS
The work now focuses on categorising the materials that have been examined thus far in 
terms of their concepts, methodologies, and potential for further research. This can provide 
a picture of the researchers’ entire work and allow for the potential identification of possible 
themes. Table 1 gives an outlook of the researchers, the country from where the work has 
been reported and the key concepts used by them throughout the research.

Table 1. Overview of the reviewed articles

Researcher, 
Year of 

publication, 
Country

Key concepts
Issues/

challenges 
discussed

Methods/
Techniques 

used

Key 
findings/

Scope

Emerging 
themes

Abik 
Chakraborty, 
2021, Japan

Tourism, 
planetary change, 
ecological 
limits, Jevons 
paradox, 
transformative 
change

Less 
usefulness of 
comprehensive 
tourism and 
omission of 
ecological 
concepts in 
academic research

Literature review

Dwindling 
and disa-
dvantaged 
planet and 
its help-
lessness 
to backing 
tourism any 
further

Tourism as a 
wisdom tool 
to understand 
the flimsiness 
of the planet 
earth

Fang et al., 
2021, China, 
Canada, Austria

Climate 
change, 
climate risk, 
adaptation, 
ski tourism, 
snowmaking, 
China

Climate 
variation’s impact 
on China’s ski 
tourism industry 
and estimates for 
the future

Ski season 
simulation 
model 2.0

Ski season 
in China is 
expected to 
be shortened 
as compared 
to previous 
years

Snowmaking 
technology, 
behavioural 
studies on 
skiers

Gossling 
and Lund-
Durlacher, 
2021, Sweden, 
Austria

Accom-modation, 
Renewable 
energy, CO2 
emissions

Energy use and 
emissions in 
accommodation 
sector in Austria

Review of 
national 
documents with 
IPCC and APCC 
quality standards

Hotels use 
high level 
of energy 
which is 
vulnerable 

Low-carbon 
strategy, Low-
carbon menus
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Mansuroğlu 
et al., 2021, 
Turkey

Climate change, 
bioclimatic 
comfort, Tourism 
cities, structural 
equation 
modelling, 
Antalya

To expose the 
bioclimatic 
wellbeing state of 
Antalya and the 
outlook of society 
concerning 
climate change

Interpolation 
method, 
Geographical 
Information 
System, 
Question-naire 
analysis

Bioclimatic 
comfort 
is low in 
Antalya 
and can be 
harmful

National 
measures by 
Government 
and 
participation 
of local people 
in conserving a 
destination

Huang et al., 
2021, China

Tourism industry, 
industrial 
agglomeration, 
carbon 
emissions, spatial 
spillover effect, 
China provinces

Lessening of 
carbon emission 
by tourism 
industry 
agglomeration

Theory of 
agglom-eration 
economy 
and spatial 
econometric 
model

There occurs 
a spatial- 
spill-over 
conse-
quence 
between 
carbon 
discharge 
and 
agglom-
ration of 
leisure 
industry

Promotion of 
low-carbon 
destination 
development 
and impact 
mechanism 
analysis

Cavallaro 
et al., 2021, 
Italy

CO2 radiations, 
climate 
conversion 
resilience, travel 
demand, scenario 
analysis

Impact of weather 
modification on 
tourism and travel 
demand

Heuristic 
technique of 
evaluating 
repercussions of 
climate change

Variation 
in summer 
and winter 
tourism 
demand, 
reduction of 
CO2 emission 
by 2035 
through 
uncon-
ventional 
transport 
means

Cognizance on 
the affiliation 
between 
tourism 
transport 
and climate 
variation

Knowles and 
Scott, 2020, 
Canada

Climate change, 
tourism, media 
perspectives, 
ski areas, media 
analysis

Elucidation 
of immersion 
of climate 
modification in 
“ski tourism” in 
media

LexisNexis 
Academic media 
search, archive 
analysis, 
discourse 
analysis, 
stakeholder 
framing, 
journalistic 
framing

Gap exists 
in media 
coverage 
and comm-
unication

Enhancing 
climate risk 
knowledge 
mobilization 
through social 
media and 
other commu-
nication 
strategies
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Hoogendoorn 
et al., 2020, 
South Africa

Snow based 
tourism, climate 
change, Lesotho, 
adaptation, 
snowmaking

Snow-induced 
tourism activity 
in Lesotho and 
its capacity to 
adjust to climate 
challenges

In-depth 
interviews, 
quantitative 
and qualitative 
survey question-
naires

Artificial 
snow-
making has 
bridged 
the gap but 
may not be 
possible in 
the future 
due to 
climate 
change

Broadening 
of tourism 
products

Arabadzhyan 
et al., 2020, 
Italy

Impact chains, 
meta-analysis, 
Literature review

Climate change 
and Coastal 
and maritime 
destinations

Impact chains as 
methodological 
framework

Physical 
and socio-
economic 
conditions 
due to 
climate 
change 
differs 
from one 
destination 
to the other 
along with 
the metho-
dology used

Detecting the 
unnoticed 
pointers and 
associations 
that are 
imperative 
for framing 
effective 
climate 
strategies at 
destinations

Kamb et al., 
2021, Sweden

Air travel, 
tourism 
transport 
behaviour, 
climate impacts, 
destination 
choice, readiness 
to change 
behaviour, long-
distance travel

Addresses issues 
due to increased 
discharges 
through air travel

Assessment of 
hypothetical 
potential and 
inclination 
potential to 
embrace change 
in travel pattern

Change in 
destination 
choice 
is more 
preferred 
than 
changing the 
travel mode

Tourists’ 
readiness 
behaviour 
to change 
destination 
or transport 
mode, trip 
varieties that 
sources large 
GHG

Wolf et al., 
2021, Germany

CO2 emissions, 
tourism, climate 
impacts, Pacific 
region, Solomon 
Islands, Tonga

Influence of 
weather change 
in Small Island 
Developing States 
(SIDS)

Qualitative 
review and 
purposive 
sampling method

Economic 
growth and 
pollution are 
overlooked, 
paucity in 
research 
leading to 
scarcity of 
evidences in 
this area of 
research

Clean 
technologies, 
climate 
resilience, eco-
system based 
adaptations, 
community-
based 
adaptations, 
investments 
in sustainable 
technologies
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Antequera et 
al., 2021, Spain

Carbon releases, 
greenhouse gas, 
energy, flygskam, 
global warming, 
aircraft

Estimating 
carbon footprints 
at islands due 
to air travel 
and identifying 
nationalities of 
tourists who 
generate the 
maximum carbon 
footprints 

Statistics 
from key 
organizations, 
carbon emission 
calculators

Reaching 
Remote 
islands have 
no other 
choice but 
airplane 
and so 
quantifying 
carbon 
emission 
is vital 
for policy 
decisions 

Emission 
calculation 
based on 
the distance 
travelled and 
country of 
origin, focusing 
on length 
of stay than 
number of 
tourists

Scott, 2021, 
Canada

Climate change, 
climate risk, 
decar-bonisation, 
adaptation, 
sustainable 
tourism, 
sustainable 
development 
goals

Assessment of 
Paris Climate 
agreement, 
overall impact on 
economy

Literature 
review, content 
analysis

Specialists 
remain 
detached 
from the 
evidence 
base that 
exists

Need for more 
research yields 
on climate 
action, need 
for broad inter-
disciplinary 
research

González et al., 
2021, Spain

Islands tourism, 
tourist behaviour, 
segmentation, 
tourism 
resilience

Tourists’ 
preference 
of island 
destinations in 
the perspective of 
weather change

Data-driven 
segmentation 
analysis, Cluster 
analysis

Profiling 
of tourists 
as loyal 
oriented, 
“sea sun 
sand 
seekers”, 
risk averse, 
wild infra 
aversion 
tourists

Segmentation 
of tourism 
market 
grounded 
on tourists’ 
antipathy to 
climate change 
hazards

Loehr and 
Becken, 2020, 
Australia, UK

Climate 
alteration, 
information 
organization, 
rational

Generation 
of weather 
change data on 
hypothetical, 
applied and 
dogmatic domains

“Meta-analysis”, 
use of General 
Systems Theory 
framework

Lack of 
holistic 
method to 
address 
issues faced 
to enable 
sustainable 
tourism

Investigation 
in information 
domains: 
foundation of 
knowledge, 
information 
formation, 
effect on 
knowledge, 
subject matter 
and influence

Richards, 
Meynecke and 
Sahin, 2020, 
Australia

Whale-watching, 
Gold coast, 
Socio-ecological 
indicator values

Analysis of supply 
and demand with 
regard to whale-
watching tourism 
in Australia

Conceptual 
modelling, Top-
down system 
modelling, 
scenario 
modelling

Efficacy 
of whale-
watching 
industry is 
affected due 
to CC 

Whale-
watching 
tourism, 
Using system 
modelling 
in different 
scenarios 
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Dube, Nhamo 
and Chikodzi, 
2021, South 
Africa

Coastal tourism, 
rising sea level

Escalating 
sea-level trend 
in Cape Town, 
SA, its impacts, 
allied weather 
intemperance, 
prospects of 
“coastal tourism 
in Cape Town”

Mixed-technique 
approach, 
mean sea level 
data, remote 
sensing, field 
observations

Cape Town 
beach 
and other 
associated 
attractions 
are under 
threat due 
to Rising sea 
levels

Newer risk 
assessments, 
risk-adjusted 
strategies, 
intensifying 
sea level 
impacts on 
resort set-ups 
and businesses 

DISCUSSIONS
The various results that have developed as a result of the exhaustive review of the selected 
publications have been highlighted in this study. Surprisingly, many of the authors of the 
publications reviewed are from countries other than India. As a result, there is a clear 
opportunity for Indian scholars to study along similar lines and publish their findings in high-
impact journals around the world. The research questions investigated by the researchers, 
as well as the conclusions and findings, are listed in Table 1. This can assist prospective 
Indian scholars in tackling comparable difficulties and contributing to the resolution of 
major concerns such as climate change and its effects on tourism. Table 1 also elucidates the 
numerous strategies and procedures utilised to collect and collage the data in an appealing 
way. Novice researchers can consider and calibrate these tactics in order to improve their 
research skills. A snapshot of the emerging and promising themes that can be regarded for 
future research are represented below, based on the review.

Fig 1. Future research directions on climate change and tourism

CONCLUDING REMARKS
This research paper has made a valiant effort to comprehend contemporary trends in study 
in the field of climate change and tourism by reviewing selected works of researchers and 
serving as a torch bearer by highlighting the research direction. This paper, however, is not 
without flaws. The researchers chose a small number of articles to ensure that the review 
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was representative. Future research along these lines could use a large number of papers to 
uncover a variety of research topics. Instead of merely adhering to the review limits, future 
research will require a meta-analysis. The researchers are pleased with the outcome as it 
provides a strong foundation for future researchers by adding new knowledge to the existing 
literature and allowing them to explore the suggested areas in a broad way, resulting in 
meaningful results and findings that will undoubtedly add value when dealing with climate 
change and tourism issues.
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ABSTRACT

Hospitality industry is among the leading sectors which provides a huge support to the 
economy of a nation. Therefore, it demands a huge amount of work along with enhanced 
skills and creativity. Job in this industry is very hectic and employees have to be very 
much skilled to perform these jobs. Also, they have to be quick decision-maker and a 
good communicator. Not all can perform these skills and get stressed when they become 
a under-performer. There are 3 levels in which the employees working in the hospitality 
industry can be classified: lower, middle as well as top level. This industry is challenging 
as well as demanding for all the 3 levels. Hard work is another skill which is very much 
demanded in the hospitality industry. working hours are not fix and employees have 
to work for long hours and most of the time, they are not provided with extra benefits 
for working extra. For small scale businesses performing in this industry, survival is a 
major concern. All these factors push the employees towards stress. When in stress, the 
performance of the employees reduces, which further reduces their productivity. 
This study conducted a survey to understand and assess the stress levels of the employees 
of the hospitality industry. A data of 58 respondents were collected of the hospitality 
industry employees of Bhopal and Gwalior districts of Madhya Pradesh, India. The 
collection of the data was made with the help of the questionnaire. There are 2 hypotheses 
in this study which were created to accomplish the objectives of the research. The testing 
of the hypotheses was made by applying one-way ANOVA. The results showed that there is 
significant impact of work load on the stress level of employees in hospitality industry.In 
addition, performance of the employees of hospitality industry getssignificantly impacted 
because of their stress level. 
Keywords: Hospitality, employees, stress, job, work load, performance. 
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1. INTRODUCTION
Hospitality industry is basically a very stressful and fast-paced industry and working hours 
are generally very long and irregular. The business in the hospitality sector runs in a cycle: it 
is at its peak during the seasons and are very slow during the rest of the year. Because of this, 
the employees’ workforce is added during the season and reduced when business is low. This 
generates an instability in the sector for the employees as they are not sure of future of their 
employment. (Altintas & Volkan, 2018)
Those employees who wants to work part time are highly benefited because of this 
arrangement. However, dodge employees what dedicatedly working in this field feels pressure 
of being thrown out of the industry when the work pressure is low. This forces the employees 
to work overtime and harder. Working for overtime on a regular basis induces stress in the 
employees. This is stress reduces their performance and making them vulnerable towards 
lesser productivity and inefficient. 
A significant strain can be created on the individuals because of the changing as well as 
uncertain income which creates financial instability and challenges for the employee (Naik 
et al., 2019). It becomes hard for the employees to retain their monthly expenses when their 
income varies from month to month. In the field of hospitality industry, stress has grown to 
be a major issue for all the employees. When the season is down and the business is at its 
lowest, the employees suffer from stress because of the fear of losing their job. On the other 
hand, during the peak season during the peak season the employees are distressed because 
of the work pressure and work timing. (Ghazali et al., 2020)
Employees were working on a short-term agreement with the company and can lose their 
job within a week or a month are afraid of asking for leaves when they are ill or have any 
other issues or have any other issues. The fear of losing the opportunities of continuation of 
the job. Employees who work while being ill are very much vulnerable towards losing their 
performance and efficiency along with their productivity. In addition, it will deteriorate their 
health conditions and will increase their stress level. Further, when employees are ill there 
is a high possibility did the illness is contagious and can pass to other employees. This is a 
major concern in the industry of food and beverages. (Bora, 2017)
In the industry of hospitality, one more requirement state that an employee must work a 
single job at a time so that the company can call them whenever they need. Job in this industry 
mostly work in shifts and it is important that the employees must be ready whenever they 
are called. With such job, working a double shift can be a major issue and can cause illness, 
injury call and stress related issues. (Pallesen, 2007)
There are various ways with which the stress of an employee can be defined. But most 
commonly it is defined as a disturbance among the inside and outside world. The approach 
is with which every individual response over the issue of stress they are facing decides 
their vulnerability towards it. The environment in which an individual works, is a major 
determinant of their stress issue. With so many aspects, defining stress has become very 
difficult. There are many operations in the hospitality industry and it is very hard to maintain 
all those operations. Inefficiency and ineffectiveness make the employees incompetent and 
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force them towards stress issues.

1.1. Causes of stress in hospitality industry
Stress is very common among the employees of the hospitality industries and there are 
no proper training sessions provided to them from their employers to reduce these stress 
issues. Inefficiency in handling stress can lead to major health issues and reduction in their 
performance. 
Hospitality sector deals with large number of customers and it is very important to keep these 
customers secureand comfortable. The destination of tourism gets highly affected by the 
ratings which they receive from the customers. This rating depends over the performances 
of the industry(Gobin, 2016). And this performance highly depends on the employees. When 
employees is in stress, he loses his performance and therefore it affects the rating of the 
business which ultimately affects the profitability. (Ross, 1995)
Leading factors which cause stress are as follows:
1. Long hours: long working hours make the employees feel exhausted and loose focus over 

the work. The get tired both physically and mentally and working overtime regularly is 
considered among the leading factors causing stress. 

2. Heavy workload: Work load is sometimes considered important and is part of 
employment. However, burdening the employees with heavy work load on regular basis 
will make them loose their interest in the work. Heavy workload should be a necessity 
and should not be made a habit in the organization. 

3. Changes within the organisation: when organization makes changes, it makes the 
employees insecure about their job and also, they get stresses for their ability of 
competitiveness. It is important that organization evaluates the after effects of the 
proposed changes and then introduce it to the employees. In addition, organization must 
explains and train (if required) the employees about the new work.

4. Tight deadlines: deadlines are decided by the management of the organization and it 
should be considered that tight deadlines are main reasons for heavy workload and 
long hours of working. Hospitality industry usually have to deal with tight deadlines; 
however, with proper management, an efficient operation program can be designed to 
prevent the employees from stress issues. 

5. Changes to duties: when an employee’s duty is changed, then he/she is sent to a new 
zone of work that creates insecurity in reference to their performance. Management of 
the business can provide the employees with proper training and then assign them their 
new task. This will prevent the employees from panicking and getting stressed about 
their performance. 

6. Job insecurity: job insecurity is the main cause of stress as losing a job cannot be afforded 
by any employee because of their financial instability. When an employee feels insecure 
about the job, it is very likely that the employee will either leave the job or will overload 
the work to avoid getting fired from the job. Management needs to understand the 
employees and eradicate their fear. 
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7. Lack of autonomy: it is important for every individual to be capable of making decisions 
on their own. Incapability of making decisions makes them accept others decisions which 
are not acceptable. Sometimes employees accept the job for which they are incapable. 
This leads to underperformance and becomes a cause for stress among them.  

8. Boring work: when employees are not interested in the work which they are doing, they 
start lose their performance leading them towards stress. To make the work entertaining, 
management can provide some entertainment programs occasionally and increase the 
rest time of the employees. 

Stress has become a major issue for the employees of hospitality industry. Assessing these 
causes is important to eradicate them. On the other hand, if these causes are not solved 
instantly, the impacts caused by these stresses will have major side-effects on both business 
as well as employees. 

1.2. Impact of job stress
Job stress is not just a issue but it is also considered as an illness. Following are the major 
impacts of job stress(Keerthi, 2016):
1. High absenteeism:when an individual is suffering from job stress, it is very likely that he/

she skips the office. Individuals are generally seen to make fake excuses for taking leave 
when they are in stress. 

2. High labor turnover:In an HR context, (high) turnover refers to the number of workers 
who leave the organization. In most cases, these leavers need to be replaced by new 
employees(Hon et al., 2013). Employee turnover often is a result of poor hiring decisions 
and bad management.

3. Poor time keeping:Timekeeping is the process of tracking and reporting work and leave 
time. Everyone is responsible for accurate timekeeping: Employee reports leave and 
approve their time on their timecards. When in stress, employees suffer from poor time 
keeping. 

4. Poor performance and productivity: stresses employees lose their focus which reduces 
their performance that ultimately leads in loss of productivity. (Huang et al., 2018)

5. Low morale: Upon losing the performance because of stress, employees lose their morale 
which again impacts their performance and productivity. It can be considered as a cycle 
of deterioration. 

6. Poor motivation: employees suffering from stress issues make them feel demotivated. A 
poorly motivated employee will also perform poorly. 

7. Increased employee complaints: there is usually a platform provided the recruiters for 
the employees to post their complaints. However, these complaints are rarely seen or 
replied properly. Inefficiency in answering these complaints increases the complaints 
and also, frustrates the employees which shows their stress level. 

8. Increased ill-health, accidents and incidents reports: stress make an individual lose focus 
from the work. Losing the focus is one of the major reasons of getting health issues. 
Losing the focus also causes accidents that can be fatal. 
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These issues are generally avoided by the management of the organization and employees 
are continued over burden of workload. If properly analyzed, it will be found that business of 
the organization is highly related to the stress level of the employees, especially in hospitality 
industry. When an employee is stress free, the performance of that employee hikes and 
productivity increases. On the other hand, a stressed employee will be an underperformer 
and will have low productivity. 

2. LITERATURE REVIEW
(Lo & Lamm, 2005)aimed for drawing attention of the leaders towards the job stress of the 
employees working in the hospitality industry. The authors aimed for exploring their stress 
related perceptions along with their attitude with which they manage their stress and also 
the way with which they response towards the latest additions of stress issues in the “Health 
and Safety in Employment Amendment Act, 2002”. This study also extended the options of 
analyzing several factors employment like organizational factors, interpersonal relationship 
and workloads. These factors highly contribute towards employees’ job stress. There are 2 
case studies conducted under this work. The outcome from the study exhibits that working 
is very stressful within the hospitality industry. In addition, it is found that many workers 
work in a poor and improper work environment and they are paid with a very small amount. 

(Sampson, 2014) researched the working condition and causes of stress in the frontline 
employees of Kumasi Metropolis. To accomplish the objectives of the study, the researcher 
created a questionnaire and collected a data through primary source from the 296 frontline 
employees. The main aim of the researcher was of evaluating the impact as well as causes of 
the stress occurring because of the working conditions. The outcome from the survey showed 
that there are 7 factors which causes stress among the employees. The major complaints 
of the frontline employees were suffering from headaches, frustrations and also losing 
their concentration from work because of stress. The study suggested that involvement of 
management is must in solving stress related issues. Management, with the help of various 
training programs, can encourage the employees and empower them to reduce their stress 
level. Providing sufficient rest time will also decrease the stress level of the employees. 
(Zohar, 1994)stated the importance of investigation of the factors causing job stress 
and also added that even though, these factors are of very high importance and stress is 
major issue, sufficient investigation has not been done over the topic. This motivated the 
researcher for identifying the issues causing stress among the employees. The researcher 
used the primary source for collecting the data and used multiple-regression technique for 
testing the hypotheses. A stratified sample of employees working in the hotel industry was 
used. Various factors including workload was shown as major stressors in this study. The 
researcher also concluded that most of the employees working in the hospitality industry are 
stressed because of their jobs. 
(Anbazhagan et al., 2013) described the competition which has highly emerged among the 
businesses of hospitality industry because of the several reforms made brought in India 
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since the year of 1991. The researchers of this study brought “Occupational Stress Index 
(OSI) constructed by Srivastava and Singh” in use. On the basis of this tool, various stressors 
were emphasized. The collection of data was made with the help of the primary source. A 
questionnaire was created and the hypothesis was tested. The study collected 120 responses 
from employees of hotel industry working in Puducherry. 
(Antonova, 2019) analyzed and conducted a comparative study among 2 Russian hotels. The 
researcher found a significant difference among the loyalty of the employees and job stress. 
In addition, with the help of the outcome of the study, the researcher exhibited that loyalty is 
lower and stress level is higher in independent hotels. 

(Rehman & Mubashar, 2017)conducted an investigation over the restraining impacts of 
the psychological capital in the occupational stress along with the intention of turnover in 
workers working in the industry of hospitality. The researcher collected the data through 
the primary source and with the help of the questionnaire collected 200 responses from the 
employees of the hospitality industry. The study area is selected as various hotels located 
in Lahore, Pakistan. To test the hypotheses, use of Pearson correlation is made along with 
multivariate ANOVA. The researchers concluded that there is positive correlation among the 
psychological capitaland job stress. 

3. OBJECTIVES OF THE STUDY
This study aimed to emphasize the stress of the employees of hospitality industry along with 
the factors which causes stress. Considering work load as major factor of causing stress, it is 
aimed to analyze it impact over the employees of the hospitality industry. Further, impact of 
the level of stress with which the employees are suffering is also included in this study. 

4. METHODOLOGY
This work is based on survey methodology. To accomplish the objectives of this study, 2 
hypotheses are designed.This study has created a questionnaire comprising of 13 questions. 
With the help of a questionnaire tool, data sample of 58 respondents are collected. These 
respondents are associated with the hospitality industry. Further, data is analyzed and 
interpreted. 
The data is collected from the primary source only as it provides a real time data. A primary 
source data is also termed as the original data source that a researcher collects by himself/
herself to accomplish the objectives of the study.
The collection of data in this study is made from employees of hospitality industry of Bhopal 
and Gwalior, districts of Madhya Pradesh. 

5. DATA ANALYSIS AND INTERPRETATION
Data collection is basically a procedure with the help of which informations and views of the 
employees are collected for understanding the proposed hypothesis. This section exhibits the 
collection of data and interprets it in order to understand the responses of the respondents.
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Further, the hypothesis of the study is tested. 
Table 4.1 Age group

Age group Responses Percentage
18-30 years 20 34.48%
31-40 years 12 20.69%
41-50 years 14 24.14%
Above 50 years 12 20.69%
Grand Total 58 100%

The above-mentioned table shows  that 20 (34.48%) respondents belong to age group of 
18-30 years, 12 (20.69%) respondents belong to age group of 31-40 years, 14 (24.14%) 
respondents belong to age group of 41-50 years and 12 (20.69%) respondents belong to age 
group of above 50 years.

 

Figure 4.1: Age group

Table 4.2 Gender

Gender Responses Percentage
Male 42 72.41%
Female 16 27.59%
Grand Total 58 100%

The research comprises of responses from 42 (72.41%) male and 16 (27.59%) female 
respondents. 
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Figure 4.2: Gender

Table 4.3: Education

Education Responses Percentage
10th passed 13 22.41%
12th passed 15 25.86%
Graduate 27 46.55%
Post graduate and above 3 5.17%
Grand Total 58 100%

On the basis of educational qualifications, the responses obtained exhibits that 13 (22.41%) 
are 10th passed, 15 (25.86%) are 12th passed, 27 (46.55%) are graduate and 3 (5.17%) are 
graduate.

Figure 4.3Education

Table 4.4 Responses over questionnaire

Responses
Questionnaire

Strongly 
Agree Agree Neutral Disagree Strongly 

Disagree
Work Load of causes 
dysfunction in the work life 
balance

20 13 7 6 12

Employees feel more stressed 
when they don’t get much 
time for their personal work

17 13 12 10 6

Management forces the 
employees to work overtime 
without giving them 
additional benefits

23 11 9 1 14

 Employees, when in work 
load, are unable to learn new 
things hence forcing them 
towards stress

21 18 7 4 8
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Work load is directly 
proportional to the stress 
level of the employees

17 14 3 12 12

When in stress, employees 
tend to search for breaks 
more often usual

17 16 11 10 4

Stress deprives the employees 
from performing efficiently 23 12 10 7 6

Stress is not considered as 
illness by the management 
and employees are not 
provided with proper 
treatment; hence, 
deteriorating their conditions 

19 13 9 7 10

Hospitality industry need 
more preparedness than 
in other industries and 
this preparedness is highly 
reduced by stress.

15 18 12 11 2

More the stress, more poor is 
the performance 20 18 9 9 2

The above-mentioned table exhibits the responses of the 58 respondents along with the 
questions of the questionnaire.The collected responses of the employees from hospitality 
industry are shown. On the basis of these responses, hypotheses of this study were tested. 

5.1. HYPOTHESES TESTING
Hypothesis 1:
H01: There is no significant impact of work load on the stress level of employees in hospitality 
industry.
Ha1: There is a significant impact of work load on the stress level of employees in hospitality 
industry.

ANOVA
Source of Variation SS df MS F P-value F crit
Between Groups 556.4 4 139.1 12.66849 2.69E-05 2.866081
Within Groups 219.6 20 10.98
Total 776 24     

From the above table, it is observed that the “value of p is less than 0.05, i.e., p=0.000”. Hence, 
null hypothesis is rejected. Thus, it can be stated that there is a significant impact of work 
load on the stress level of employees in hospitality industry.
Hypothesis 2:
H01: There is no significant impact of stress level of employees in hospitality industry on 
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their performance.
Ha1: There is a significant impact of stress level of employees in hospitality industry on their 
performance.

ANOVA
Source of Variation SS df MS F P-value F crit
Between Groups 611.6 4 152.9 23.09668 2.94E-07 2.866081
Within Groups 132.4 20 6.62

Total 744 24     

From the above table, it is observed that the “value of p is less than 0.05, i.e., p=0.000”. Hence, 
null hypothesis is rejected. Thus, it can be stated that there is a significant impact of stress 
level of employees in hospitality industry on their performance.

6. CONCLUSION
This research work is based on assessing the stress and performance of the employees of 
hospitality industry. The study exhibits that there are various causes and impacts of stress 
among the employees of hospitality industry. The survey results shows that work load is 
among the main reasons pushing them towards stress issues. Work load deprives them of the 
time which they need to rest and thus the induced stress level leads towards deterioration 
of performance.The outcome from the study exhibits that working is very stressful within 
the hospitality industry. On the other hand, the associated management don’t take stress as 
an illness and therefore, provides no proper facility to relieve them from stress. It is highly 
recommended, on the basis of this study, that proper training programs should be there to 
cure their stress and boosting their performance. This will also increase their work ability 
and quality, enhancing the profitability of the business. 
Involvement of management is must in solving stress related issues. Management, with 
the help of various training programs, can encourage the employees and empower them to 
reduce their stress level. Providing sufficient rest time will also decrease the stress level of 
the employees.
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ABSTRACT

On 11 March 2020, WHO declared Novel Coronavirus Disease (COVID-19) outbreak as 
a pandemic and reiterated the call for countries to take immediate actions and scale up 
response to treat, detect and reduce transmission to save people’s lives. All countries 
across the globe are currently facing this problem. The economies of all countries are 
in very bad situation. During this pandemic tourism industry became one of the worst 
affected sector. But whatever the situation is people need food to survive. Different 
types of catering establishments are also affected and now gradually they are opening. 
The paper describe how pathogen makes its way in to food service enterprises. How 
food safety knowledge and practices are helping to reduce its spread by ensuring the 
safe operation of the industry. It is necessary that all catering establishment continue 
to monitor development regarding the COVID-19 pandemic and respond by making the 
required adjustments to their work programmes and continue to deliver critical services 
that preserve the integrity of their food safety system.
Keywords: food safety, catering establishment, tourism, employment, hygiene. 

ROLE OF FOOD SAFETY KNOWLEDGE AND 
PRACTICES IN CATERING INDUSTRY DURING 

COVID 19 PANDEMIC 
33
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INTRODUCTION
Food safety is related to preparing, storing and handling food in such a way that it reduces 
the foodborne illnesses to individual. The main moto of food safety is to prevent food from 
contamination and food poisoning. Unsafe food poses global health threats, endangering 
everyone. Infants, young children, pregnant women, the elderly and those with an underlying 
illness are particularly vulnerable. Every year millions of children contract diarrhoeal 
diseases and thousands of kids die. food which is not safe creates a vicious cycle of diarrhoea 
and malnutrition, threatening the nutritional status of the most vulnerable. 
An outbreak of coronavirus infection in Wuhan, China, has led to a global epidemic declared 
a Public Health Emergency of International Concern by the World Health Organization. The 
emergence of a new human coronavirus has become a global public health problem. The 
virus has demonstrated a variety of forms, health effects, and incubation periods. COVID-19 
is resistant to environmental factors, has a high penetration ability, and may be lethal. The 
challenge lies in the new form of the virus and the lack of experience in combating it, as 
well as in the absence of an effective medicine. In the beginning there were no chances for 
recovery of infected patient without medical intervention. Children under 14 and 65-plusers 
are at risk. Since the current trajectory of the COVID-19 outbreak is unknown, authorities 
have to develop public health preventive measures to curb the spread and gain experience 
that could be transformed into treatment recommendations. COVID-19 is a global problem, 
and all global economies are going through hard times. However, there are vital industries 
that require priority measures, food supply being one of them. 
Hotels, catering and tourism sectors had seen huge losses. When lockdown was there, most of 
the industry were closed as high COVID-19 incidence is associated with public places. so, it is 
extremely important to prevent a further spread of the virus in public places. By maintaining 
Social distance, we can stop the spread of COVID-19.  Social distancing is the most effective 
in all cases, like airborne contamination when the microorganism stays viable in the air for 
a long time, or in cases of aerial transmission by coughing or sneezing, as well as in cases of 
direct or indirect physical contact, suppose contaminated surfaces, etc. 
Food service employees have more chances of the COVID-19 infection. They come across 
the customer face to face and have to work with cutlery and table surfaces. however, they 
are exposed to potentially dangerous biological material, e.g. saliva droplets on napkins and 
tableware. So, FSE workers must have knowledge about the necessary safety rules, which can 
play a great role in eliminating the spread of COVID-19. 
The coronavirus outbreak brought serious problems in all sectors of human life, including 
food security. Foodservice is the worst-hit sector in India, and globally. Dining-in for all 
foodservice establishments has been closed due to the lockdown. While food delivery is 
available sparingly, it accounts for less than 5% of foodservice sales. 
There is a decline in B2B due to closure of foodservice business. During lockdown period 
people started cooking at home more than ever so stockpiling started. Now, demand for 
packaged food, particularly staples, has increased. However, supply challenges are expected 
during the lockdown, with disruption in logistics and labour movement impacting raw 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

296

material availability, and the slow movement of final products to stores leading to low 
inventory and possible stock-outs. 
In retail, modern trade1 (2.4% of grocery retail in 2019) has been a short-term beneficiary 
with consumers resorting to hoarding. Although grocery stores in malls continue to remain 
open, with stocked-up pantries and restricted movement, consumers will likely resort 
to topping-up shopping in their neighbourhood grocery stores. The limitation to sell only 
essential commodities will negatively impact the revenue and margins of the modern trade. 
Online retailing remains a negligible contributor in India, accounting for less than 1% of 
total grocery sales in 2019. Although demand has increased exponentially, the limited 
infrastructure of online grocers is restricting them and they are only able to service their 
existing customers. 
The catering industry is one of the hardest hit by coronavirus-induced lockdown in the 
country. Many restaurant and small eatery shop closed permanently. Lots of people in involve 
in catering job have lose their job.  Getting people back into restaurants and regaining their 
confidence after the lockdown is likely to be the next big hurdle in reviving the industry. 
The fear of COVID-19 among customers and a hesitation to visit the catering establishment 
might prove to be a death knell for eateries.  Dining out is a social experience and with social 
distancing norms in place, industry insiders are mulling over how to get past this obstacle. 
As of now, the Restaurants have open for customer by following SOPs laid by government for 
eateries.

OBJECTIVE
Now a day when we talk about catering industry which cater to the customer then in priority 
food safety comes on top. Without knowledge and adaption of food safety we cannot think to 
run a catering establishment. Objectives of this paper are: - 
1. To list down the information of food safety which help to employee in cater to customer 

safely. 
2. To make prepare the food service enterprise to tackle the COVID 19 by adopting food 

safety standards.

ROLE OF FOOD SAFETY IN CATERING INDUSTRY DURING PANDEMIC 
Diners, Café’s and other food eateries expose their employees as well as their clients to 
viruses and bacteria. Employees in this disciple of the catering industry should be educated 
enough about hazard analysis critical control point (HACCP) and be aware on how they can 
prevent the spread of covid-19. This is the only way they can help the staff and customers 
from getting in contact with any kind of virus which could affect the society. 
Catering operations during the COVID-19 pandemic is agitated with extreme conditions. In 
this cadre of the catering industry, the pathogen could possibly spread via the following ways: 

 y Through inhalation of microorganisms that could be suspended in the air for a long 
period of time;  

 y Through direct contact with oral fluids or other bodily materials that enter into 
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catering establishments through the staff or with customers; – 
When the mucous membrane of the nose, mouth, and eyes is exposed to droplets and 
aerosols that contain microorganisms, passes on from the infected person and spreads over 
short distances with coughing, sneezing, or talking without a face mask, that’s when the virus 
spreads. This virus could also spread by indirect contact with contaminated tools and/or 
surfaces 
During the outbreak of the virus, COVID-19, the infection can spread by any of these routes, 
each of which could be associated with an infected person visiting public places, including 
FSEs and interacting with other people by being carriers. 
Hotel, catering and tourism sector did incur huge losses. During the quarantine period, 
most establishments were closed as high COVID-19 incidence was associated with crowded 
places. Therefore, it is extremely important to prevent a further spread of the virus in public 
places. Social distancing is one of the recommended preventive measures suggested by 
WHO. Social distancing is also the most effective and feasible in all scenarios, e.g. airborne 
contamination when the microorganism stays viable in the air for a long time, or in cases of 
aerial transmission by coughing or sneezing, as well as in cases of direct or indirect physical 
contact. via contaminated surfaces, etc. 
Food service employees could run into danger of the COVID-19 infection and are prone to 
becoming a victim of this deadly virus. They communicate with clients face to face and have 
to deal with plates, cutlery and table surfaces. Moreover, they are exposed to potentially 
dangerous biological material, e.g. saliva droplets on napkins and tableware. Therefore, FSE 
employees must be aware about all the protocols which are to be followed. They should also 
follow the necessary safety rules, which could play a great role in preventing the spread of 
COVID-19. 
There is currently no evidence that COVID-19 can be transmitted via food or via food 
packaging. Nevertheless, a person could get ill due to COVID-19 by touching a contaminated 
surface or object and then touching their mouth, nose, or eyes. However, this is not the 
main way the virus spreads. The US Centres for Disease Control and Prevention claim that 
COVID-19 does not live long on surface areas. Therefore, the risk of virus transmission via 
food or packaging is very low. It takes very few days or weeks to deliver food products and 
goods to FSEs. The person-to-person route is more likely, e.g. via close contact with a patient 
or carrier.

CONCLUSION 
Not any single nation but the entire universe has faced the ill-effect of COVID-19 together. 
The hospitality sector especially food and service is badly suffered all in all. Although there 
are SOP’S and HACCP rule’s for food and beverage service but after this pandemic there is a 
need to                            
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ABSTRACT

Hotel business is one of the most vibrant sectors of hospitality industry. The increasing 
prosperity is due to the rising demand and opportunity for travel. Although the industry 
has more number of customers to cater, there are many competitors wooing the same 
customers. However the entire scenario has changed after the outbreak of the Pandemic 
which has brought about completely new way of living. The main purpose of this paper 
is to find out  the impact of COVID on service quality of hotels. This paper deals with 
how well the services provided by the hotels to the guests satisfy their expectations. This 
paper takes into consideration various models of service qualities to find out the impact 
on hotels.
In order to study about the impact analysis of the service quality on hotel industry for pre 
and post COVID time a structured questionnaire is being designed and interviewed for 
different customers staying in the hotel in the region of Bhubaneswar. The data obtained 
is then analysed using various statistical method in SPSS. The study would help the hotel 
industry to know the impact of a pandemic situation on the quality of service that they are 
providing and would also take necessary actions to be prepared for future.
Keywords: Covid-19, Service Quality, Guest Satisfaction, Hotel Industry, Competition

 IMPACT ANALYSIS OF SERVICE QUALITY FOR PRE 
AND POST COVID IN HOTEL INDUSTRY  34
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1.INTRODUCTION
It has been found that since last decade a lot of research work is going on the most burning topic 
that is Service quality and customer satisfaction(Spreng and Mackoy,1996). The main cause of 
success in the environment of competitiveness is the quality of  the service is being delivered 
to the customers and which in turn enhances the level of guest satisfaction(Shemwell, 1998). 
The organisation which has the potential to offer high quality of services to the customers 
can generate considerable amount of satisfied and loyal customers who will be eager to buy 
services from them again and again(Aaker and Jacobson, 1994). Therefore hotels can earn 
more revenue in future. This is only possible if the hotels undergo detailed market survey 
to find out the rising demands of the customers and hence design their services accordingly 
to satisfy the expectations of the guests. However on December 8, 2019, the government 
of China had declared the outbreak of a newly erupted virus, popularly known as  Corona 
Virus Disease 2019(Bakar and Rosbi, 2020). This diseases has forced us to adopt new way 
of serving the guest by following the new standards. However the hotels still cling to their 
objectives of anticipating and meeting the guest needs and expectations as much as possible.
This research attempts to find out the impact of service quality on the level of customer 
satisfaction by studying the different models and dimensions of service quality. Moreover 
this research also aims at finding out the impact of service quality both before and after the 
COVID situation.

2.LITERATURE REVIEW
2.1Service
Service is defined by numerous scholars in different ways. Services are in reality that load of 
monetary exercises wherein the essential yield is neither an item nor a development Quinn 
and Gagnon,1986). However this definition of service has got certain drawbacks. Although 
it describes about economic exchanges but not explain the reason behind un acceptance 
of construction activities as service. Service is also defined as a cycle comprising of a 
progression of pretty much immaterial exercises that regularly, not really consistently, occur 
in communications between the client and administration worker and additionally actual 
assets or merchandise as well as frameworks of specialist organization which are given as 
answers for client issues ( Gronroos, 2007). 
A service is any demonstration or execution one party can present to another that is basically 
immaterial and doesn’t bring about responsibility for something other( Kotler, 2009). This 
definition truly defines all possibilities of exchange between the customers and service 
providers.
2.2Quality
The word quality is defined differently by different quality gurus. Quality of the product or 
services is defined as the features of the products and services which has the capability to 
satisfy the needs of the customers. Hence it helps in enhancing customer satisfaction.
The term quality has been defined by Juran  in 1988 as item execution that outcomes in 
consumer loyalty and independence from lacks and evades client disappointment, in short 
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wellness to use by the clients .
Deming defined the term quality as an item or administration has or has quality in the event 
that it helps someone and partakes in a decent and supportable market.
Moreover quality has been defined by Crosby as “Complying with clear specifications and 
that management is responsible for establishing unequivocal or clear specifications”.    
ISO, 1994 has defined  quality as “totality of features and characteristics of a product or 
service that bears on its ability to satisfy stated or implied needs”. This definition clearly 
indicates that the product or service must satisfy the guests’ needs. 

2.3Satisfaction
Customer satisfaction measures how happy the customers are after using the services or 
products of the organisation. Customers get satisfied with the products and services if 
the organisation is capable enough to meet their expectations. Not only the customers get 
satisfaction from the products and services they purchase but also they get satisfied from 
the atmosphere created before and after the purchase which includes behaviour of the 
sales staffs, after care services etc. ISO 10004 mentions that satisfaction is a judgment, an 
assessment communicated by the client. The level of satisfaction mirrors the hole between 
the client’s vision of anticipated item and the client’s view of conveyed item This definition 
explains that customer satisfaction is a subjective term and it differs from one individual to 
another.
2.4Trust
“Trust is a glue that holds the organisation together”(Forsyth, Adams and Hoy, 2011). Trust 
is considered to be an important agent that binds the people working in an organisation 
together. In the  hospitality industry, the hotels generally make repeat business because of the 
trust the guests’ have towards the service being provided by the hotels. Trust is a subjective 
term. Customers’ trust towards an organisation develops largely due to the expertise of the 
managers in ensuring maximum guest satisfaction.

3.HYPOTHESIS AND THEORETICAL BACKGROUND
While the situation of COVID is in boom, the need for maintaining utmost hygiene standards 
in  the hotel for extending maximum guest satisfaction is at its height. The hotel employees are 
effectively trained to strictly adhere to the hygiene protocols while welcoming and greeting 
the guest at the time of arrival in the hotels. The hygiene standard involves the use of mask, 
hand gloves, hair net and frequent use of sanitizers. In this field , The Oberoi group of hotels 
has taken up continuous measure in seating the guests keeping in mind the norms of social 
distancing, sanitation of the different point of sales and checking the body temperature of 
the guest at the time of entering the hotel premises. Hilton and Marriott group of hotels have 
also been using electronic sprayers and UV light technology in sanitising the hotel premises(.
( Kakkar, P., Chhetri, S., & Dambhare, A. ).
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H1: The satisfaction of the guest has significantly no difference in the welcoming 
procedure of the staff before and after COVID 19.
In term of cleanliness in the guest rooms, the hotel initiate the process of cleaning in the guest 
rooms and in the public area by the use of disinfectant and anti viral agents; by providing PPE 
kits to the housekeeping attendants; by providing effective anti-viral cleaners to help the 
guests to clean the different surfaces frequently; entire details of the procedures of cleaning 
to be undertaken by the hotel specially in the guest rooms must be kept in the prominent 
place in the guest rooms and even the hotels are maintaining the details of the methods and 
frequency of cleaning the guest rooms through the use of appropriate technology(Hussain, 
S., Shah, F.A. & Kareem, S. ,2020). The Oberoi group of hotel is also sanitising the guestrooms 
immediately after the check out of the guests and leaving it vacant for 24 hours from the time 
of sanitation(Kakkar, P., Chhetri, S., & Dambhare, A.)
H2: The satisfaction of the guest has significantly no difference with the room 
cleaning before and after COVID.
In term of food service in the food outlets, Taj hotels have cut down on their elaborate buffet , 
lessened the number of seats in the restaurants to 50 percent, started using electronic menu 
cards and sanitisation of all the touch points(Business Line, 2020).
H3: The satisfaction of the guest has significantly no difference with the service 
of the food in the restaurant before and after COVID.
The hospitality industry has been undertaking numerous measures in dealing with the crisis 
and adopting the new ways of handling the situation. The food production units are trying out 
the new ways to satisfying the clientele by focussing more healthy foods, quick and combo 
meals  and even delivering them at the door steps (Lakshmi & Shareena, 2020).
H4: The satisfaction of the guest has significantly no difference with the quality 
of food before and after COVID.
Hospitality industry has been playing significantly in developing utmost customer satisfaction 
by providing better quality of services. The most popularly known model for service quality is 
SERVQUAL model. This model gives emphasis on service quality in terms of customer satisfaction. 
Customers today are becoming more and more demanding to get better value for money . Hence 
the hotels are forced to offer better quality of services to the guests.(Amin et al. ,2013).
H5: The satisfaction of the guest has significantly no difference with the overall service 
quality offered by the hotel  before and after COVID.

4.DATA  ANALYSIS AND INTERPRETATION
For the purpose of conducting this research work a structured questionnaire has been created 
and distributed to the population out of which 147 people has responded. The questionnaire 
has been distributed to the respondents on the basis of convenient sampling. Initially the 
questionnaire was distributed to 20 respondents to conduct pilot study so as to ensure that 
the questions are understandable or not. As the positive response has been obtained from 
the respondents, this questionnaire has been distributed to the population size of 300 out of 
147 respondents have properly responded. We have to discard 20 responses for incomplete 
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answers. Several demographic factors like gender, age educational qualification, marital 
status etc has been taken into consideration for the purpose of research work. It has been 
found that out of 147 responses, 92 respondents are male and rest 55 respondents are female.

Fig 1: Gender of the respondents

 
It has been found that most of the respondents belong to the age group of 15 to 30 years. 
However only 1.7% of the respondents belong to the age group of 30 to 45 years and 1 % of 
the respondents belong to the age group of above 45 years.

 Fig 2: Age of the respondents

 
Out of 147 respondents it has been found that only 8% of them are master degree holders, 
87% of the respondents are graduates and 4.7% of the respondents are the Diploma/ 
Certificate course holders. However there are no PhD holders among the 147 respondents.

Fig.3:Qualification of the respondents
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As per the employment status of the respondents are concerned, it has been found that 
most of them has preferred not to disclose their employment status, about 13.5% of the 
respondents are self-employed, 8.8% of the employees are employed on a part time basis and 
rest are employed on a full time basis. There are no retired person among the respondents.

  Fig 4: Current employment status of the respondents

 
In terms of marital status, it has been found that only 2% of the respondents are married, rest 
all are unmarried.

Fig 5: Marital status of the respondents

 

Out of 147 respondents 87% of the respondents have visited the hotel after the outbreak of COVID 
19 and have seen the new techniques been adopted by the hostels in anticipating the guest needs.

Fig 6: Number of respondents 
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Summary item statistics

 Mean Minimum Maximum Range Maximum 
/ Minimum Variance N of 

Items

Inter-Item 
Covariances 1.649 1.381 1.989 0.608 1.440 0.018 10

Table 1: Summary item Statistics 

Descriptive statistics/Summary item is helpful in finding out the inter item co-variances 
which aims at finding out the extent of relationship between the scores of different items. 
The size of population is 147. Thee mean value is 1.649. The mean worth is determined by 
including every one of the qualities and afterward partitioning the result with the all out 
number of qualities. The mean value is in between the minimum and maximum value. This 
statistics helps us in finding out how the satisfaction level of the respondents for the service 
quality in terms of welcoming the guests, room cleaning, service of food in the outlets, quality 
of food provided and the overall quality of service extended by the hotels before the outbreak 
of COVID is related to the service of the same mentioned above after the outbreak of COVID. 
Since the value of range is 0.608 which is greater than the ideal average range of inter-item 
co-variances, this means that the services offered by the hotels before COVID is  similar to the 
services after COVID that it seems that they are almost repetitive in nature. 

ANOVA with Friedman's Test

  Sum of 
Squares Df Mean 

Square
Friedman's 
Chi-Square Significance 

Between 
People  2473.312 146 16.940   

Within 
People

Between 
Items 6.694a 9 0.744 14.672 0.100 

 Residual 596.906 1314 0.454   
 Total 603.600 1323 0.456   
Total  3076.912 1469 2.095   
Grand 
Mean = 
2.97

      

Table 2: ANOVA with Friedman’s Test

Correlations
  S1 S2 S3 S4 S5 S11 S12 S13 S14 S15

S1 Pearson 
Correlation 1 .760* .834* .779* .794* .758* .764* .679* .666* .751*

S2 Pearson 
Correlation .760* 1 .818* .771* .816* .727* .802* .737* .739* .788*
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S3 Pearson 
Correlation .834* .818* 1 .841* .842* .794* .811* .744* .737* .805*

S4 Pearson 
Correlation .779* .771* .841* 1 .829* .751* .769* .684* .720* .787*

S5 Pearson 
Correlation .794* .816* .842* .829* 1 .759* .784* .732* .715* .818*

S11 Pearson 
Correlation .758* .727* .794* .751* .759* 1 .858* .827* .767* .836*

S12 Pearson 
Correlation .764* .802* .811* .769* .784* .858* 1 .867* .822* .852*

S13 Pearson 
Correlation .679* .737* .744* .684* .732* .827* .867* 1 .865* .849*

S14 Pearson 
Correlation .666* .739* .737* .720* .715* .767* .822* .865* 1 .847*

S15 Pearson 
Correlation .751* .788* .805* .787* .818* .836* .852* .849* .847* 1

*. 
Correlation 
is 
significant 
at the 
0.01 level 
(2-tailed).

                 

Table 3: Correlation

Correlation coefficient is used to measure the strength of relationship between two sets of 
variables. This statistical tool has been used to measure the strength of relationship between 
the quality of services been extended to the guest in the pre and post COVID stages. Here the 
Pearson correlation has been effectively used to measure the direction and strength of the 
variables. Ideally the value of the coefficient ranges from -1 to +1. The value of 1 indicates 
a strong positive relationship between the variables whereas -1 indicates strong negative 
relationship between the variables. The value of zero indicates no linear relationship 
between the variables. For effective computation of data different short forms are used. 
S1 denotes the satisfaction level of the respondents with the welcoming procedure of the 
hotels before the outbreak of COVID. S11 denotes the satisfaction of the respondents with 
the welcoming procedure of the hotels after the outbreak of COVID 19. On computation of 
linear relationship between S1 and S11 we find that the value of coefficient is 0.758 which is 
higher than 0 and is close to 1. This indicates that there is a positive relationship between S1 
and S11. Moreover the double star on the value also indicates a close relationship between 
the variables. S2 indicates the satisfaction level of the respondents with the room cleaning 
before the outbreak of COVID. S12 indicates the satisfaction level of the respondents in 
room cleaning after COVID. In measuring the linear relationship between S2 and S12, it has 
been found that the value of coefficient is 0.802 which is indicated with a double star. This 
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indicates that there is a close relationship between S2 and S12. S3 denotes the satisfaction 
level of the respondents in terms of quality of food service in the hotels before COVID 19. 
S13 denotes the satisfaction of the respondents in terms of quality of food service in the 
hotels after COVID 19. It has been observed that the value of coefficient in estimating the 
linear relationship between S3 and S13 is 0.744 which is marked with double stars. This 
means that there is a close positive relationship between S3 and S13. S4 indicates the level of 
satisfaction of the respondents in the quality of food served in the hotels before the outbreak 
of COVID . S14 indicates the level of satisfaction of the respondents in the quality of food 
served after the outbreak of COVID. In measuring the linear relationship between the S4 and 
S14, the value of the coefficient is 0.720 which is marked with double star. This indicates a 
close positive relationship between S4 and S14 which clearly states the consistency in the 
quality of food served by the hotels to the guests before and after the outbreak of COVID. S5 
denotes the satisfaction level of the respondents towards the overall quality of service being 
offered by the hotels before COVID, S15 denotes the satisfaction level of the respondents 
towards the overall quality of services being offered after the outbreak of COVID 19. The 
value of coefficient in estimating the relationship between S5 and S15 is 0.818 with two stars. 
This indicates that there is a close positive relationship between the two variables. Hence 
we can say that there is consistency in the overall quality of services being offered to the 
respondents before and after the outbreak of COVID.     

Reliability Statistics
Cronbach's Alpha value Cronbach's Alpha (Based on 

Standardized Items)
Number of Items (N)

0.973 0.973 10

         Table 4: Reliability Statistics

Reliability statistics helped us in finding out the overall consistency of services being offered 
to the guests before and after the outbreak of COVID 19. One set of questionnaire has been 
made in the form of Likert scale- one is to find out the quality of services offered by the hotels 
in pre COVID state and the second one is to find out the quality of services been offered in 
post COVID state. Reliability statistics is used to interpret the reliability of the questionnaire 
that has been made in the form of Likert Scale. The Croncbach’s Alpha mentioned in the table 
is the coefficient of reliability or is the internal measure of consistency. Here the total number 
of items is 10. The coefficient of alpha for the ten items is 0.973 which is higher than 0.70. 
Since the coefficient of alpha is higher than 0.70, it is considered to be highly reliable . This 
indicates that a high overall consistency has been found in quality of services being offered 
to the guests in welcoming them, room cleaning, in servicing the food in the outlet, quality 
of food offered to the guests and overall quality of services been offered before and after the 
outbreak of pandemic. Although certain new standards have been adopted in extending the 
services to the guests after the occurrence of COVID but the quality of services offered to the 
guests are similar to the one been provided to them in pre COVID state in hotels.
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5.FUTURE SCOPE OF STUDY
Apart from the research work that we have done, various technology assisted models can 
be used in assessing the service qualities offered to the guests after the outbreak of COVID.

6.LIMITATIONS
In completion of this research work, we have faced certain hindrances. Among the few 
limitations are the collection of data from the respondents. Although the questionnaires 
are distributed to 300 respondents, many of them are unwilling to respond to the questions 
which made us difficult to collect data. Moreover the time taken in completion of the research 
paper was limited.

7. CONCLUSION
The primary objective of the hospitality industry is to anticipate the guest needs and to 
ensure that the guests receive maximum satisfaction from the services being rendered to 
them. Through this research work we have found out the satisfaction level of the respondents 
in terms of the quality of services been provided to them. Although it has been found that 
the quality of services been delivered by the hotels in terms of welcoming of the guests, 
room cleaning, services provided in the food outlets, quality of the food served as well as the 
overall quality of services been rendered remains the same. However the  level of satisfaction 
enjoyed by the guests differs. 
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ABSTRACT
Technology and new innovations are a necessity. The hospitality industry majorly deals with 
guests’ experiences and expectations. It is very important for the hotel industry to adopt 
new techniques and new processes so that they can connect to both existing and prospective 
customers. Guests over a period have become tech savvy and they are always on social 
media exploring the world through various apps preparing themselves for their tours and 
travels. Guests are looking forward to smart services and are more into online platforms 
for hotel bookings, shopping, flight bookings, MICE (meetings, incentives, conferences 
and innovations), bill payments, car booking, banking etc. The purpose of this research 
is to highlight the guest expectations in this era of technology. The issue referred in this 
research is to focus on the guest’s knowledge and confidence on using Artificial Intelligence 
(AI). Through our research we found even though most of the guests are technologically 
sound, but they do not have the confidence to use the same particularly in India.  Digital 
marketing here plays a major role by providing digital guest experiences flawlessly to make 
the processes fast and effective. Nowadays, customers prefer to communicate via digital 
apps. In this context, few digital marketing trends that are gaining popularity in 2021 
amongst common man are Artificial Intelligence in marketing, augmented reality, voice 
search optimization, programmatic advertising, chatbots, personalized digital marketing, 
automated and personalized email marketing, video marketing, instagram reels, whatsapp 
marketing, live streaming, touch screen visualizing menus in restaurants, room unlocking 
passwords on phone and many more services. Hoteliers can use these new technologies 
to maintain the relationship they have with their potential customers. This study is based 
on primary and secondary data collected through a structured questionnaire. The primary 
data is collected from tourists, hoteliers and common man and the review of journals, 
reports, information materials serves the need of secondary data accordingly. The study 
further clearly explains how to make customers familiar and user friendly with these 
technologies in hotels and also how fast the hospitality and tourism market are changing 
and replacing the real world into virtual reality. At the end, we still found travellers across 
the world visiting India and Indians still prefer the human touch in each and every service. 
Hence we believe in “Atithi Devo Bhava” – Guest is God.
Keywords: New trends, Chatbots, Virtual Reality, Artificial Intelligence, and Digital 
Marketing.

 FUTURE TRENDS IN THE HOSPITALITY AND 
TOURISM MARKETING AND MANAGEMENT  35
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1. INTRODUCTION: 
“The best way to find yourself is to lose yourself in the service of others”

-Mahatma Gandhi
“Quality is never an accident. It is always the result of an intelligent effort”

-John Ruskin

The Hospitality industry is a part of huge group of companies known as travel and tourism 
industry, which provides the required necessary or desirable goods and services to travellers 
worldwide. Both hospitality and tourism are the largest industries are the largest and fastest 
growing industries in the world (Walker, 2010). Hospitality is all about providing excellent 
quality service to the guests and also to anticipate their needs before the guests ask for it.
The travel and tourism industry comprises of tourism lodgings, the transportation services, 
food and beverage operations, retail stores and activities. The hospitality industry includes 
the tourism lodgings, catering companies as well as the food and beverage departments 
operating within the lodgings. Hotels or lodgings provide overnight accommodation, food 
and beverage services and recreational activities for making repeat guests and their stay 
happy.
On the other hand, tourism marketing and management explores the growth of the 
contemporary tourism industry, and its vast impact on a country’s economy, environment, 
culture, residents, and on tourists themselves. With the sudden breakout of Covid-19 
pandemic, if there is one industry that has been hit hard, its tourism and hospitality. According 
to the industry expert’s prediction, the road to recovery could last until 2024. However, some 
industry experts don’t see such a grim picture. Rather, they see the crisis as a rare opportunity 
to make improvements and transform the industry. 
Since, the hospitality industry majorly deals with guests’ experiences and expectations, it is 
very important for the hotel industry to adopt new techniques and new processes especially 
after the crisis created by COVID-19 so that they can connect to both existing and prospective 
customers. Every year hospitality and travel trends come and go, however, 2021 is set 
to be one of tourism’s most significant years till date. As the world slowly recovers from 
COVID-19 and borders gradually start to open, we expect the hospitality industry to look a 
little different than it did pre-pandemic. Guests now have become more technology friendly; 
however these guests who are more into social media exploring the smart services are the 
younger generation who does not even have time to smile and talk to another person. The 
problem here is in this digital world of globalization, there are still a majority of the group 
who are not that confident enough using and adapting these new trends and technologies as 
at the end the original hospitality comes from within and technologies can never replace that 
human touch. Therefore, the purpose of this research is to highlight the guest expectations in 
this era of technology and the research further will explain how to make customers familiar 
and user friendly with these technologies in hotels and also how fast the hospitality and 
tourism market are changing and replacing the real world into virtual reality.
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2. OBJECTIVES OF THE RESEARCH
In the light of the topic under discussion, the following objectives are pursued:

 y To examine the current and future trends in the hospitality and tourism industry.
 y To make customers familiarize and user friendly with the new technologies in 

hospitality industry.
 y To highlight the guest expectations in the era of technology
 y To critically analyse how fast Artificial Intelligence is replacing the human touch.

3. LITERATURE REVIEW:

3.1 Current trends in hospitality and tourism:
 y Globalization – The period before the coronavirus outbreak, people used to travel 

freely around the world without any restrictions. The international tourist arrivals 
from 674 million in 2000, reached the 797 in 2005 (increased by 18.25%) and the 
940 million in 2010 (increase 39.46% in relation to 2000 and increase 17.94 in 
relation to 2005). Respectively, the international tourism receipts (global tourism 
expenditure) from 475 billion US dollars in 2000, reached the 679 billion in 2005 
(increased by 42.94%) and the 918 billion in 2010 (increased by 93.26% in relation 
to 2000).

 y Safety and Security - Security of all types of hospitality and tourism operations is 
critical and disaster plans should be made for each kind of threat. Personal safety of 
guests must be the first priority (Walker, 2010). Increased security measures exist in 
all the international airports and most airline companies have upgraded their security 
measures by investing millions of dollars. Moreover, they make plans in order to 
exceed the requirements of the airline industry through technology advancements 
(Hall et al, 2003). A property’s security program should include certain actions and 
procedures to prevent or discourage incidents (Ellis and Stipanuk, 1999). 

 y Diversity – Hospitality and tourism present a unique opportunity to understand 
new cultural experiences for both employees and the tourists. It is important for 
the personnel to understand and appreciate different cultures in order to enhance 
the nature of their interactions with tourists of different cultures, religions, races, 
colours, ages, genders and sexual orientations. As such, diversity not only facilitates 
easy understanding of different cultural, social and economic perspectives but 
enhances the delivery of satisfactory services as well, through communication and 
observation (Merchant, 2011).

 y Service - Service is at the top of guests’ expectations, yet few companies offer 
exceptional service. World-class service does not just happen; training is important 
in delivering the service that guests have come to expect (Walker, 2010). Service 
quality and the degree of satisfaction derived from service quality are becoming 
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the most important differentiating factors in almost every hospitality environment 
(O’Neill and Palmer, 2004).

 y Technology - Technology has become a tourism business activity in development of 
strategic resources and is considered as a tool to increase competitiveness. Effective 
use of information technology can make significant operational improvements. 
Advanced software and communication tools allow enlarging operational efficiency, 
for example, orders may be made better, faster and cheaper.

 y Demographic changes - According to the United Nations, population ageing is 
increasingly becoming one of the most salient social, economic and demographic 
phenomena of our times. By 2030 the EU can expect 14% fewer workers and 7% 
fewer consumers as 2005. By 2050, the number of people over 60 in Europe will reach 
40% of the total population or 60% of the working age population (Willms, 2007). 
Adapted from “The impact of demographic change on tourism and conclusions for 
tourism policy” (Grimm et al, 2009), the key data on demographic change up to 2020 
are included in the table 1.

Table 1: Key Data on Demographic change up to 2020

Demographic Developments
Feature Top 10 source markets
Population development 
(volume)

Overall: rise (particularly sharp in the emerging markets), 
decrease in Japan and Italy

Migration of the population Net balance of migration in the top 10 countries positive, 
in the emerging markets negative

Age structure More older people (esp. in the top 10 countries and 
particularly in Japan)

Gender
Top 10 countries: slightly higher number of women (will 
decline somewhat in future). Emerging markets: opposite 
trend

Educational Structure Increase in formal education (except in Italy, Austria & 
Japan)

Household structure Overall, households will shrink
Household income To date: rise, in future: no data available

Source: The impact of demographic change on tourism and conclusions for tourism policy (Grimm et al, 
2009)

It is evident that demographic change affects at least five of the six features examined. The 
population volume decreases, migration (internal and international) increases, and age, 
gender, educational and household structures have all changed in recent years and will 
continue to change up to 2020.
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3.2 Green hotels- prove daily that the environmental and economic objectives can be 
achieved at the same time. In August 2011 the Cornell Hospitality Quarterly published 
a survey under the title: Hotel Guests’ Preferences for Green Guest Room Attributes. The 
primary purpose of this study was to identify the attributes that guests would prefer in a 
green hotel room. The analysis revealed that: guests found a green certification as most 
influential among these attributes, they appreciated a recycling policy with a lobby recycling 
centre, and they would be favourable to amenity dispensers instead of small bottles. A longer-
term finding (due to the expense of a retrofit) is that guests would be happy with key cards to 
control the room electricity, instead of motion detectors. The respondents also supported the 
more commonly featured towel and linen reuse policies and energy efficient lighting.
(Source:https://www.researchgate.net/publication/216463080_Current_and_Future_
Trends_in_Tourism_and_Hospitality_The_Case_of_Greece)

3.3 Trends that have reshaped (and are still reshaping) the Hospitality and 
Tourism Industry despite Covid-19: 

a) Digitalized guest experiences and Contactless Technology - Needless to say, the 
trend towards digital and contactless services has gained new momentum in 2020. 
Traditionally customer-facing services are being given an overhaul, thanks to the more 
widespread use of technology-assisted options, such as mobile check-in, contactless 
payments, voice control and biometrics. 
Apps, in particular, are increasingly important in the way hoteliers manage the services 
they provide to their customers and can now control many aspects of the guest cycle and 
experience. Consumers who have become accustomed to unlocking their smartphones 
and laptops using facial and fingerprint recognition will soon come to expect the same 
convenience in accessing their hotel rooms. 
b) Automation and Technology - This broad, sweeping category speaks to the technological 
developments that have been seen to reduce waiting times, “outsource” menial tasks to 
robots and use big data to optimize processes, for example. AI-powered chatbots have 
proven to be a customer service asset both during the booking process and in responding 
to the recurring questions on the protective measures pertaining to COVID-19.
c) Virtual and Augmented Reality - Following on from the orientation towards visually 
appealing content, it seems only natural that businesses in the hospitality industry should 
seek to capitalize on features such as virtual tours, conjuring up a digital environment 
for consumers to picture themselves in. Videos providing 360-degree views of restaurant 
ambiance, sweet little café terraces enveloped in greenery or hotel beachfront locations, 
for instance, are just the ticket to make an establishment stand out this year. As ever, 
keeping the access threshold low is key to reaching as broad an audience as possible with 
virtual reality material: making content accessible on a variety of devices, without the 
need for a VR headset.
(Source: https://www.lifewire.com/applications-of-augmented-reality-2495561)
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d) Generations X and Y - These new generations have different requirements and needs 
compared to older generations. A respondent said “Older generations think about hotels 
and car rentals. Younger generations think about Airbnb and Uber.”
e) Staycations - In stark contrast to last year’s no. 5 hospitality industry trend “booming 
global tourism”, travel restrictions in 2020 have facilitated the rise of the staycation. Some 
vacationers may also be choosing to stay closer to home for environmental or budgeting 
reasons, with this year having seen a marked uptick in holidays spent more locally.
f) Personalization - Today’s guests have grown to expect to be recognized and treated as 
individuals. Establishments are going the extra mile to personally greet their guests, while 
tools such as Mailchimp and Zoho have made personalized e-mail marketing accessible 
to the masses, ensuring highly target audience-specific communications. Far beyond 
simply adding the customer’s name to email greetings, data provides insight into past 
buying habits, enabling hotels to tailor their offers and promotions and automatically 
provide similar services to their previous stays. Customers are more familiar with those 
ads that pop up on social media and certain other websites, ads related to things you’ve 
looked at or purchased online. This is just one example of personalization. As well as 
in marketing tourism more effectively, personalisation can apply to every aspect of 
the tourist experience. Today’s consumers expect experiences that closely match their 
personal preferences, from destinations to accommodation and the kinds of activities 
they will engage in. The more closely an experience can be tailored to a client’s desires 
and expectations, the more likely they are to return and to use the same service again.
g) Sustainability - Last but not least, a hospitality trend that is both current and a 
hallmark of recent years: A natural extension of avoiding disposable plastics, eliminating 
unnecessary paper consumption thanks to opt-in receipts and reducing food waste, more 
far-reaching ethical and environmental considerations are shaping decisions made at 
the hospitality management level. Decisions about things as simple as which towel rails 
to install during renovations have disproportionate repercussions when implemented 
at scale. Simple eco-friendly switches include replacing miniature toiletries with larger, 
locally sourced dispensers, choosing ethically produced bedsheets made from organic 
materials and reducing energy consumption with smart bulbs, etc. Vegetarian and vegan 
options also harbour well-known environmental advantages.
(Source: https://hospitalityinsights.ehl.edu/hospitality-industry-trends)
h) Recognition Technology - Recognition technology is one of those increasingly important 
travel and tourism trends that’s starting to creep into a multitude of different areas. One of 
the most familiar applications of recognition technology for a frequent traveller is the bank of 
automatic gates at some borders. The gates are capable of reading the data on the traveller’s 
passport or ID card and matching it to their face using a camera and facial recognition technology. 
Recognition technology is one of the big tourism trends in the hospitality industry too, with 
voice recognition becoming more and more popular as a method of control in smart hotel rooms.
 (Source: https://www.intellectyx.com/facial-recognition-in-retail-and-hospitality-
cases-law-benefits/)
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i) Internet of Things (IOT) - IoT is relevant to many tourism trends. IoT devices are 
gadgets equipped with a microprocessor and some form of digital connectivity, allowing 
them to connect to, and be controlled from, the internet. IoT devices include heating and 
cooling systems, entertainment systems and other items often found in a hotel room, 
giving rise to “smart” hotel rooms. The IoT is also used to integrate services in a hospitality 
setting, for example by allowing guests to book activities (a session in the hotel’s spa, 
swimming in the pool, training in the gym etc) or requests such things as room service or 
extra linen via a hub or a smartphone application.
j) Robots, Chatbots and Automation - One of the more eye-catching examples of these 
particular tourism trends is Connie, the Hilton Hotel chain’s robot concierge. Other hotels 
have also got in on the robot-staff trend, installing interactive robots to handle certain 
reception duties or even having them serve food and drink to visitors. This kind of novelty 
application, however, is far from the only one. Many customers now book their travel and 
accommodation with the help of internet chatbots, specifically tailored AI who can handle 
queries and assist customers with useful information when human operators are unavailable.
(Source: https://marutitech.com/artificial-intelligence-in-hospitality/) 
k) Artificial Intelligence - As well as the aforementioned chatbots, artificial intelligence is 
becoming increasingly important to the tourism industry. Machine learning technology is 
now firmly entrenched in the marketing of the tourism sector, with AI helping to personalise 
the experience of finding and booking tours and trips. AI is also increasingly valuable in 
contexts such as smart hotel rooms, identifying the likely needs of guests and fine-tuning 
the environment and services to fit the guest’s needs and preferences. Artificial intelligence 
is finding applications everywhere, from customer service to security. Future AI tourism 
trends to watch out for might include self-driving vehicles and virtual guides for tourism.
    (Source: http://www.hospitalitybizindia.com/detailNews.aspx?aid=28397&sid=5)
l) Healthy and Organic food - Today’s travellers know that delicious and nutritious are 
not exclusive concepts. Demand for excellent cuisine with a view to better nutrition is 
driving new tourism trends. The modern tourist wants to know that the food they’re 
eating is as healthy as it is delicious. The organic food movement is also affecting tourism 
trends, with more eateries and hotels offering organic options.
(Source: https://www.revfine.com/tourism-trends/)

3.4 Digitalization of Tourism and Hospitality Industry:
Digital innovations and technological novelties are engines of development and show 
their impact everywhere, especially in the field of manufacturing, ICT (Information and 
Communication technology) and other service industries.
The rapid development of the digital world brings novel and innovative solutions into the 
digital tourism spaces by the day. Peer-to-peer communication is outstandingly important 
in the technological environment of tourism. This type of communication, together with the 
spreading of smart devices have revolutionized scheduling, administration and finances, and 
also opened new horizons for the introduction of innovative sales and marketing technologies 
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in the whole tourism industry. As a result of the digital revolution, the international 
development trends in tourism have opened the way for novel solutions like cloud-based 
booking sites or information and experience sharing via digital platforms.
In previous decades, the results of digital development have opened the door for the real life 
implementation of shared economy theories. It was almost ten years ago that Chris Anderson 
(2009) introduced his pricing theory in digitalization, basically suggesting giving away 
products for free, based on the principle of shared goods and resources. Although at the time 
Anderson’s theory was considered as a technological solution, the principle of digital sharing 
have induced serious social changes as well. One of the most important positive messages of 
shared economy is the maximum use of resource capacities for the purpose of social well-
being (Sundararajan, 2014). Social well-being is also a key priority in tourism, because a 
well-managed tourism industry brings profit not only for the business operators but also for 
the local communities.
(Source: https://www.bu.edu/bhr/2018/05/31/the-digital-future-of-the-tourism-
hospitality-industry/)
As many travelers continue to self-isolate in order to help stop the spread of the coronavirus, 
virtual travel has become one of the best ways to see and experience the world. As a result, 
Airbnb decided to migrate its popular Experiences concept—which connects travellers with 
local experts—from an in-person program to a 100% virtual travel platform called Online 
Experiences. Now, entrepreneurs from around the globe are pivoting to online sessions 
where they can share their passions with travellers anywhere.
Previously, tourism used to be an industry based on personal relations and connections, 
where the trends – and therefore travellers’ decisions – were set out by a limited number of 
large international tourism and travel enterprises. As a result of the digital revolution, the 
transparency of “hidden markets” had been revealed and numerous other factors have to be 
taken into account (Fig.1.)
(Source: https://www.bu.edu/bhr/2018/05/31/the-digital-future-of-the-tourism-
hospitality-industry/ )

Source: Figure 1. Influencing factors of traveler’s decision. Zsarnoczky, (2017)
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4.0 RESEARCH GAP: 
After a detailed overview of Literature, where experts and other sources have proved that 
the tourism and hospitality world is surrounded by new technologies for the ease of the 
customers travelling across the globe both for business and leisure trip. The expectation of a 
customer varies depending on the type of trip, for example a guest while travelling with family 
at the same place and location will have different expectations compared to the same guest 
travelling for business purpose. Also there are many customers (especially aged ones above 
50 years) who are not that well versed and confident enough using these technologies, for 
which they might feel a bit embarrassed and insecure on a trip. At the end when technology 
is replacing the human touch with Artificial Intelligence and Virtual Reality, there are many 
customers are unaware of the new trends.

5.0 METHODOLOGY:
 
5.1 Type of research: 
For further proceeding with the research, we have selected the random sampling method 
which will conveniently take this topic near to conclusion. The number of participants for 
providing their valuable observations for this study is 60 across all over the country. Here, 
we have applied the survey based method for collecting actual facts. It is descriptive in nature 
using both primary and secondary data. Primary data is used to collect the actual scenario 
regarding the future prospects of the hotel industry in the field of tourism marketing and 
management. Secondary data is used to conceptualize the expectations of the customers and 
the recent trends in the hotel industry. 

5.2 Data Collection:
5.2.1 Primary Data: We have collected the primary data through structured questionnaire method 
in the form of google form circulation which includes the type of clientle , their preferences, age 
groups, travelling reasons, awareness of technologies  and trends used in hotels.

5.2.2 Secondary Data: 
Secondary data was collected through various sources such as website reports, previous case 
studies and journals.

5.3 Data Analysis and Interpretation
A survey was conducted wherein a questionnaire was provided to the respondents which 
consisted of twenty questions. It contained a variety of questions, both subjective and 
objective. The purpose is to find out people’s opinion on the topic of the research. Given 
below are the demographics and answers of the participants which have been carefully 
transformed into graphs and charts to present the answers in a more simplified form.

5.3.1 Qualifications of the participants: 
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Most of the participants included in this survey are travellers (both business and leisure) 
across the country, who loves travelling and experiencing new technologies. It is a mix of all 
age groups from 18 and above. Others include people working in the hospitality industry in 
managerial positions travelling and staying in various hotels.

5.3.2 QUESTIONS PROVIDED IN THE QUESTIONNAIRE AND THEIR RESPONSES:
Our questionnaire had 02 parts:
First part consists:
1. Full Name: A total of 60 responses have been gathered from people travelling for 

both business and leisure purposes. Their names have been kept anonymous due to 
confidentiality purposes.

2. Email ID: All the respondents have provided us with their email ID’s for any future 
reference. The same has been kept discreet for confidentiality purposes.

3. Gender: Respondents were also asked to select the gender they belong to so that their 
preferences as customers can be recorded easily.

Second part of the questionnaire consists:
1. Age Group: As evident from the pie chart provided below, the respondents’ age vary in 

groups. It mostly included people in the age demographic of 18-30 which constitutes for 
61.7% of the whole sample size, while 21.7% of the sample included people from the age 
group of 31-40, another 10% of the sample size include people from the age group of 50 
and above. Lastly 6.6% of the respondents were from the age group 41-50.

2. Nationality: We have kept the selection of the nationality as a proof since we have 
targeted the population within the country India and to find out how many Indians 
prefer human touch over technology. In this criterion all the respondents are of Indian 
nationality.
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3. Frequency of Travel: The frequency of travelling depends on an individual’s personal 
choice whether the respondent is travelling for business or leisure. From the following 
chart we can find out that out of the entire population, 28.3% of them travels twice a 
year, 21.70% travels once in a year, 16.7% travels almost every month. However 20% 
of the respondents travel rarely and on the other side 13.3% of the respondents’ travels 
very frequently which means very less percentage of the respondents will be familiar 
with the technologies that are used in hotels nowadays and majority of them is not so 
much familiar with the new technologies adapted by the hospitality industry.

4. Purpose of Travelling: 73.3% of the respondents targeted goes on leisure trips more 
than 6.7% of them going on a business trip. In this context, 20% of the respondents go 
both on business and leisure trips equally.

5. Duration of Stay: From the following data we find out that the maximum percentages 
of respondents are the ones who stay for 2-4 days. 28.3% people they prefer staying for 
4-78 days, 18.3 % of people prefers to stay for longer duration i.e.7days and above. Only 
6.7% of the respondents stay for 1-2 days while travelling.
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6. Are you aware of Artificial Intelligence (AI) and its uses in hotels?
This chart shows that 73.3% of the respondents know about AI and the benefits of it as this 
majority of the respondents are from 18-30 age group and falls under young generation who 
keeps on exploring Internet of Things(IoT). 15% of the people have no idea about AI and its 
uses and 11.7% of them may be or may not be aware of AI. Therefore this proves that about 
26.7% respondents need to be updated with the concept of AI.

7.  As a guest while entering the hotel, who would you prefer to see at the entrance 
to receive you?

The majority of the population  wants everything automated nowadays with so much 
dependent on technology, but this criteria clearly proves that when these people arrives in 
a hotel, out of the whole about 53.3% wants a well dressed hotel personnel to receive them 
with the smile and warmth of welcoming. However 26.7% of them prefer a sensor operated 
door and for 16.7% of them it does not matters at all. Lastly 3.3% which denotes a yellow 
colour wants a robot to welcome them. 

8. Does the Location, Type and Services of a hotel matters to you while staying in a 
hotel?

95% of the respondents say for them location, type and service of a hotel matter a lot and 
which is quite obvious. However 4% of the population is not sure about their decision and for 
merely 1% these criteria do not matter at all.
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9. Which one would you prefer if you have time constraints while check-in on a 
business trip?

The responses to this question proves that when a person is on business trip, he/she is 
running short of time, and needs everything in their finger tips, that’s the reason 59.6% of 
the respondents prefer self operated check-in kiosks and the rest 40.4% are happy with a 
receptionist taking their check-ins. 

10. Which one would you prefer during check-in on a leisure trip?
From the following data it is driven that when guests are on their leisure trips with family and 
friends, they look for relaxation and enjoyment and also they are not in hurry. These guests 
always want personalised services and they are in no mood to do things on themselves as 
they in their vacation. From the data given below we can find out that about 66.1% of the 
respondents prefer a receptionist to take their check-ins whereas the rest of the 33.9 % are 
fine and prefers a self operated check-in kiosk.

11. Would you prefer receiving promotional advertisements on your mobile phone 
through pop-ups and e-mails?

Well digital marketing is an ongoing and the easiest for the sales and team marketing to reach 
out to the potential customers with various offers and discounted package rates. However, 
from the derived results below we found out that about 60% of the population do not want 
such promotional advertisements on their mobile phones as it becomes difficult to access 
other sites when pop-ups continuously pour-in. About 23.3% of them are absolutely fine 
with these advertisements on mobile phones and 16.7% are not sure.
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12. Are you aware of the concept of Airbnb / Homestays?
From the answers of this question we found out that about 85% of the respondents know 
about Airbnb, which is a new concept emerging in the world of hospitality and is also gaining 
popularity as guests like this new concept. Only about 10% of them have no idea about 
Airbnb and rest 5% are not sure about the same.

13. Will you prefer staying in Airbnb/ Homestays while on a business trip?
Since from the last  question we understood that many people are already aware of the 
concept of Airbnb, hence in this survey we found that 33.3% of respondents prefer staying 
in Airbnb/ Homestays. However for 26.7% of them it depends on the company budget. 25% 
people says for them the location matters for choosing the type of hotel. Lastly 15% of them 
do not want to stay in Airbnb / Homestays.

14. While planning a trip, how do you prefer to book a hotel room?
It is very obvious that in the technologically advanced world of hospitality, guests will always 
prefer online booking of hotel. In this context, 45% of the respondents’ does hotel booking 
online through various travel based apps, 35% of booking is through hotel website, 18.3% 
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prefers directly calling up the hotel and 1% prefer travel agents to make their booking.

15. During your stay in the hotel, you prefer to avail
It is true that we are in a technologically advanced world, but when it comes to staying in 
hotels, majority customers prefer a personalised service which is 76.7% than automated 
services in hotels which is preferred by only 23.3% of the population.

16. Would you prefer the most to attend all your requests and service you while staying 
in a hotel?

From the chart given below it is completely understood that till date maximum people 
while staying in a hotel will always want a well groomed hotel personnel to attend to all 
their requests which contributes to 81.7% of the respondents, 11.7% of them prefer a voice 
command like alexa to attend their requests. Rest a robot and chatbot is preferred by only 
3.3% each, which means that guests always wants athat human touch and not a machine or 
technology without any emotions.

17. As a customer, your preferred platform for receiving hotel promotions and offers will be
Under this criterion, 60% of the respondents prefer to receive promotions and products 
through e-mails, rest of them prefer to receive the same through mobile phone conversations, 
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pop-ups and messages which contributes to 13.3% each of them.

18. In terms of marketing / promoting a service or a product, which of the following is 
more convenient and effective?

Digital Marketing plays a great role in promoting the business of hospitality industry and 
henceforth it is proved by the survey of this question where 73.3% respondent believes 
that digital marketing through social media is much more effective than the rest of 26.7% 
respondents who prefer sales person to come in person and market their products.

 
19. While booking a hotel or flight for your stay which online app would you prefer the 

most and why?
Different respondents will be having different choices of online app for booking hotel or flight 
ticket. In this context, we can find out that make my trip is more preferred by the respondents 
than any other apps like booking.com, book my hotel, Skyscanner etc. This was an open ended 
question to the respondents where they can cite reasons for preferring a particular booking app,
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20. In the world of technological advances, where robots and other electronic devices 
are taking orders and serving you, would you still prefer a human touch or you will 
choose technology? Kindly give reasons why?

This is our last open ended question to all our respondents, where 98% respondents said 
they will always prefer a human touch over technology because a robot may carry out orders 
and remember guest names but they cannot show emotions and attachment to the guests 
where a human along with carrying out orders will also have and show emotions, smile and 
can engage in friendly conversation with the guests which a robot cannot.  

 

These were all the questions that were presented in the questionnaire.

6.0 ANALYSIS OF SURVEY:
From the answers interpreted above, the following inferences can be drawn:
1. People travelling from one place to another are business traveller travelling for 2-4 days 

and leisure traveller travelling for 4-7 days and above.
2. Since business travellers travel more than leisure travel they are more aware of the new 

technologies that are used for hotels, airports, transportation hence business travellers 
are more aware and updated about artificial intelligence and its uses.

3. For booking a hotel room and flight seats, guests always prefer to book it through online 
based travel apps rather calling up the hotel directly except for business guests where 
booking is made from the guests’ company. A lot many apps have opened up on social 
media which has made online booking much easier and amongst all the apps, Make my 
trip is the most trusted and respondents in the survey mentions that this app is much 
convenient and gives a lot of offers and discounts on booking.

4. Customers while on a business trip have different demands rather than the same tourists 
on leisure trips. The location, type of hotel and its services has got a major impact on 
maximum customers especially during a leisure trip.

5. During business trips customers do not have much time thus they want quick and 
automated services which means a business travellers will always prefer automatic 
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services or self check-in facilities.
6. The location, type of hotel and its services has got a major impact on maximum customers 

especially during a leisure trip. 
7. Welcoming and check-ins done by a well dressed and groomed hotel personnel are 

always more preferred by both category of guest –business traveller guest and leisure 
traveller guest when they arrive at the hotel until they have time constraints.

8. The concept of Airbnb is not known to many thus Airbnb and its benefits can be promoted 
more, however the business guests who are aware of this concept are not that willing to 
stay because either their stays are depending upon the contract of the company with 
the hotel and when business trips are company sponsored, guests prefer staying in star 
hotels.

9. Digital marketing through social networks is more preferred by customers than a 
salesman coming in person to advertise about a product or offer as people nowadays 
have no time to listen to these advertisement until a senior manager takes appointment 
and comes to meet. At the same time customers do not want advertisement over phone 
calls or to pop-up while internet surfing however advertisement through e-mails and 
messages are acceptable.

10. This is an era where so many technological advancements are ongoing and the entire 
hospitality sector is upgrading with these advancements for making the guests stay 
hassle free, but despite of these, a big percentage of the population still prefers a human 
touch and a well dressed hotel personnel serving them and attending to all their requests 
over these technological advancements.

7.0 LIMITATIONS:
1. Time- Time was a constraint. Enough time was not in hand to do further more detailing 

which could have enhanced the outcome of the research work.
2. Covid-19 Pandemic - Due to Covid-19 restrictions, we couldn’t access people personally 

to discuss and take     opinions. 
3. Lack of Sources- Majorly we collected our information from websites as post covid there 

is no books published which gives a laid out guideline. Though in every platform many 
well known personalities have shared their thoughts and expressed their views and all 
hotels are also following covid protocols. But at the same time there is no confirmed 
detailing provided by govt or doctors per say which guarantees safety of workers at their 
work place and guest. 

4. Data collection- As mentioned earlier we couldn’t approach hoteliers and guest 
personally we has to depend on the technology again to get date from different people 
from different backgrounds. We believe the dates are giving authentic information but at 
the same time personally meeting n discussing across the table would have helped us to 
get more views and opinions of hoteliers and guests.
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8.0 HYPOTHESIS TESTING:
Tabulating the information retained from the responses to the questionnaire and clubbing it 
with the data gathered from the previous articles, extracts from book, etc, an inference can 
be drawn saying that the hypothesis drawn for the research has been proven valid that is :

 y  The future trends of technological advancements in the hospitality industry are challenging 
for many customers who are not that well versed with technologies and up gradations. 

 y  New technologies are applied for serving customers in a more effective and efficient 
way where customers will not have to depend on employees serving them.

 y  As per the need and demand of the customers, a hospitality establishment shall have 
user friendly technologies with proper instructions mentioned and service through 
both technology and hotel personnel should be present for the guests to be served 
as per their choice.

 y Few hotels and restaurants nowadays have started with the concept of robots 
serving at every point, digital marketing is being done through social media, service 
centre attendants have been replaced with chatbots and many more which means 
technology is improving so fast that it can replace manpower.

9.0 CONCLUSION:
As we are embracing the new trends and technology that is reshaping the hospitality 
and tourism industry, it is very important to know whether all guests in this industry are 
technology friendly or not. When artificial intelligence is replacing human touch, the demand 
of guest is also changing with era of technological advancements. By doing a survey with the 
help of google form questionnaire on future trends in hospitality and tourism marketing and 
management, it has been established that the new trends and technologies are a way ahead 
and is taking the hospitality industry into the world of virtual reality and guests are also very 
happy with these changes but there are some guests in the entire population who are still 
not updated with these new trends. However the demand of the guests was moderated by 
conducting a survey. Respondents of the survey mention that while in business trips due to 
lack of time, they prefer automated, quick and self services. But when they are in leisure trip 
they always want hotel personnel to attend all their requests. Hence it is evident that even 
after the advancement of technologies where electronic machines and robots are replacing 
manpower, guests are still looking for human touch or hotel personnel to serve them. Electronic 
machines may perform all duties as instructed and may remember guest names also but they 
can never have the emotional attachment like a human being has. Humans have the power 
of smile and can connect emotionally to the guests which machines cannot. A hotel having 
fully automated services can have proper instructions written on pamphlets in English and 
Hindi language for better understanding of the guests. Hotels catering to both business and 
leisure customers must have both the options of automated services by technologies as well 
as personalised services by hotel personnel. Future research into the type of customers the 
hotels are catering to can be helpful in meeting the needs and the demands of the customers. 
Furthermore, surveys can be done to make it more evident that hotels that have a high guest 
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turnover catering to both business and leisure customers may have two different wings for 
business customers where services will be fully self and automated, whereas the other wing 
of the hotel can be for leisure customers with personalised services.

10. APPENDIX:

Questionnaire:
First part:

 y Your Full Name
 y Your Email Address
 y Gender

Second Part:
1. Age Group you belong to
a)18-30   b) 31-40   c) 41-50  d) 50 and above
2. Nationality
a)Indian   b) Foreigner   c) NRI
3. How frequently do you travel?
a)Very frequently   b)Rarely   c)Monthly   d)Once in a year   e)Twice in a year
4. Purpose of Travelling
a)Business Trips    b) Leisure Trips   c) Both
5. .Duration of stay
a)1-2days   b)2-4days    c)4-7 days    d)7 days and above
6. Are you aware of Artificial Intelligence (AI) and its uses in hotels?
a)Yes    b)No    c)Maybe
7. As a guest while entering the hotel, who would you prefer to see at the entrance to 

receive you
a)Sensor operated door   b) Well dressed hotel personnel   c)A robot    d)Does not matter
8. Does the Location, Type and Services of a hotel matters to you while staying in a hotel?
a)Yes    b)No    c)Maybe
9. Which one would you prefer if you have time constraints while check-in on a business 

trip?
a)Self operated check-in kiosks     b) A receptionist taking check-ins
10. Which one would you prefer during check-in on a leisure trip?
a) Self operated check-in kiosks     b) A receptionist taking check-ins
11. Would you prefer receiving promotional advertisements on your mobile phone through 

pop-ups and e-mails?
a)Yes   b)No   c)Maybe
12. Are you aware of the concept of Airbnb / Homestays?
a)Yes     b)No      c)Maybe  
13. Will you prefer staying in Airbnb/ Homestays while on a business trip?
a)Yes    b)No        c) Depends on company budget     d)Depends on location
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14. While planning a trip, how do you prefer to book a hotel room?
a)Calling the hotel  b)Booking through travel agents  c)Booking through hotel website  d)
Online booking through travel based apps
15. During your stay in the hotel, you prefer to avail
a)Personalized service       b) Automated service
16. Who would you prefer the most to attend all your requests and service you while staying 

in a hotel?
a)A robot    b)Chatbots   c)Alexa/ Voice Command  d) A well groomed and dressed hotel 
personnel
17. As a customer, your preferred platform for receiving hotel promotions and offers will be
a)Conversation on mobile phone  b)E-mails  c) Pop-ups while surfing  d)Messages
18. In terms of marketing / promoting a service or a product, which of the following is more 

convenient and effective?
a)Reaching out customers in person   b) Digital marketing through social networks
19. While booking a hotel or flight for your stay which online app would you prefer the most 

and why?
20. In the world of technological advances, where robots and other electronic devices are 

taking orders and serving you, would you still prefer a human touch or you will choose 
technology? Kindly give reasons why?
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ABSTRACT

The hospitality and tourism industry is one of the key drivers to contribute to the Indian 
economy. It has continuously excelled in other industries in terms of both generating GDP 
and Employment (Center for Economic Policy Research ). According to IBEF (India Brand 
Equity Foundation) Indian tourism is rich in variety, it has natural, heritage, medical, 
religious, and cultural tourism in its account. In FY20 it has created 39 million jobs which 
are 8% of total employment in India. Hospitality is one of the main components of the 
tourism sector, it plays a key role by providing food and lodging, and other services to 
make it a memorable experience. 
The hospitality industry, from which hotels are the main part, is service-intensive and 
consequently relies heavily on its human resources. This paper investigates the required 
core competencies among hoteliers for a successful career.
For this purpose, a survey questionnaire instrument was developed to collect data based 
on the views of hospitality educators. Surveys were circulated using different social media 
modes among the hospitality educators and their views were recorded on the Likert scale.
The major part of the questionnaire was composed of competencies that are part of 
managerial skills like soft skills, Leadership skills, Critical Thinking,  and Financial 
Analysis.
Keywords: Core Competencies, Hospitality Education, Hospitality Management, Hotel 
Industry. 

EXAMINING THE CORE COMPETENCIES IN THE 
HOTEL INDUSTRY FOR A SUCCESSFUL CAREER36
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INTRODUCTION
Travel and tourism accounts for 10.4% of global GDP and 10% employment,  that is 319 
million jobs as reported by WTTC-2019, (World Travel and Tourism Council).  India according 
to IBEF (India Brand Equity Foundation) is very rich in diverse tourism products, it has 
Natural, Heritage, Medical, Religious, Cultural, and other forms of tourism in its account. As 
per the IBEF, 39 million jobs were created in FY20 which is 8% of total employment in India. 
The tourism sector adds a handsome amount of share to Indian GDP, according to the IBEF 
tourism sector contributed US$ 121.9 billion and it is expected to reach US$ 512 billion by 
2028. 
Hospitality is one of the main components of the Tourism sector as it provides not only food 
& Beverages along with Accommodation but also other necessary services like exchange of 
foreign currency, taxi for pick & drops from airport and other places, Concierge and business 
center facility, etc. The hospitality industry, from which hotels are the main part, is service-
intensive and consequently relies heavily on its human resources. Achieving a high quality 
of service and guest satisfaction requires multiple competencies among the hotel industry 
personnel. These competencies are developed and improved by the hospitality educational 
programs and real-life experience gained through training programs such as Industrial 
training, vocational training, and on-the-job training. The hotel industry’s survival depends 
on its loyal or regular guests and satisfied guests with both tangible and intangible services 
provided by the hotel. Tangible services may include Guest rooms, comforts of beds & chairs 
and types & quality of food, etc., and intangible services include hospitality or human touch 
like positive body language, a smile on the face and willingness to serve, etc.
India has lots of potential and opportunities to grab a bigger chunk from the global earnings 
from tourism as the graph of tourism spending rising so the competition of attracting the 
tourists. India is strong in almost all sectors of tourism what it all needs to do is to invest in 
quality learning of the manpower. Because the hospitality sector is more about intangible 
products means human touch. Guest satisfaction can be achieved by making the guest feel 
that he is important and the employees are cooperative, understanding, and willing to serve 
wholeheartedly. 
However, India has a long history of traditions and cultural heritage on hospitality traditions 
and customs. “ATITHI DEVO BHAVA” has been the motto of Indian hospitality since ancient 
times so it is easy to develop & improve hospitality competencies with formal education and 
training. NCHMCT is the apex body in India for Hospitality education and having affiliated 21 
central, 26 states, 1PSU, and 30 private IHMs (www.nchm.nic.in/nchmct-institutes). NCHMCT 
and UGC/AICTE running various undergraduate, postgraduate, and diploma/certificate 
courses to supply competent manpower to the industry. The hospitality sector in India is 
booming and creating more employment for the required skilled competent personnel. More 
hotels are being added to the industry’s umbrella which in turn adding more rooms every 
year to meet the demand of visitors. Many national and international hotels are enlarging 
their reach in India by establishing and operating different kinds and category hotels to cater 
to all status people. 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

333

 Table No. -1 is showing the data of different categories of hotels running in India
.along with the no. of rooms they cater to

Table No.-1

Sl. 
no.

Category SubCategory Hotels Rooms

1. Bed & Breakfast/
Homestay

Total
B&B-Gold
B&B-Silver
Homestay-Gold
Homestay-Silver

468
42
233
32
161

2227
230
1140
163
694

2. Heritage Hotel Total
Basic
Classic+Alcohol
Classical-Alcohol
Grand

60
48
6
1
5

1720
1197
242
18
263

3. Star Category 1 Star 9 286

4. Star Category 2 Star 22 746

5. Star Category 3 Star 532 16632

6. Star Category 4 Star Total
With Alcohol
Without Alcohol

398
254
144

19146
13297
5849

7. Star Category 5 Star Deluxe 154 35051

Star Category 5 Star Total
With Alcohol
Without Alcohol

195
141
54

23652
18452
5200

(All India Summary Report between 01-01-2009 and 12-09-2021/www.nidhi.nic.in/MOT/AllindiaRpt.
aspx)

There is strong competition for employment and success in the industry. A person needs to 
have certain competencies in him for a successful career. However, it seems that there is a 
significant gap between the competencies desired by industry and competencies developed 
by academia.
This paper focuses on the following objectives:
1. Examining and identifying the core competencies required for success in the hospitality 

industry.
2. Find out the relationship between the required competencies and success in a career.
3. Analyzing the views of educators about the necessary competencies.

LITERATURE REVIEW
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It is the job of academia to develop the required competencies among the students. It has 
been a topic of discussion on various platforms where the industry is criticizing academia 
for not providing the students equipped with the desired competencies. The main issue of 
criticism about the competencies is because of the differences between the understanding of 
academia and industry. The industry has been facing a serious issue of poor retention rate 
which is a result of a mismatch between required competencies as shown by Leslie (1991)  
and Robinson (1992).

Table-2                                           Essential skill areas of managing

Managerial skills Explanation

Understanding team dynamics 
and encouraging good 
relationships

Be aware of the diversity regarding personality, 
abilities, skills, and perspectives of team members, 
and pilot those differences in a positive direction

Selecting and developing the 
right people

Have good recruitment skills, because selecting and 
developing the right people is a basic requirement 
for achieving organizational effectiveness. 

Delegating effectively Delegating the tasks to the right people and clearly 
outlining the expectations determine the success of 
the managers themselves and the company overall.

Motivating people Motivation skills are essential for high-performance 
employees who will, through high job satisfaction, 
achieve valuable and meaningful individual and 
organizational goals, and thus contribute to the 
overall business results.

Managing discipline and dealing 
with conflict

Managers must discipline the members of the team 
trying to facilitate a resolution or avoid destructive 
conflict between employees if they want the company 
to progress

Communicating Effective communication skills are essential 
to organizational success because the level of 
communication effectiveness leads to more or less 
successful objectives achievement

Planning, making decisions, and 
problem-solving

These activities, done properly or slovenly, can make 
a great difference not only to individual managers’ 
careers but also to the organization’s position on the 
market.

Avoiding common managerial 
mistakes

It is imperative to learn how to recognize and avoid 
common mistakes that managers make because 
this helps managers to become more successful and 
productive, and consequently, their company can 
benefit.

(Source: Adopted from: http://www.mindtools.com)
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To develop a curriculum that fulfills the requirement of the competencies among students 
a strong relationship between academia and industry is required so that frequent visits of 
industry people to the institutes to acquaint with the new trends and technologies and also 
faculties must be encouraged to visit industry for learning and improvement. As per the 
findings of Nelson (1994), the education provided by the institutes is for the professional 
development of students prior to joining the industry. 
An increase is seen in the development of curriculum incorporating emotional intelligence, 
leadership, teamwork & problem solving, and decision making (Maher, 2004; Wang & Tsai, 
2014). A study done by Dopson and Nelson (2003) found accounting, human resource 
management, computers/MIS, marketing, sales, and public relations, and business 
management as the recent requirements of the industry. Employees believe that students 
entering the industry are work-ready and having the desired competencies (Yorke & Harvey, 
2002). Tesone & Ricci, 2005, mentioned that The industry has identified required job 
competencies and skills for future leaders.

RESEARCH METHODOLOGY
Both primary and secondary data were used to complete the study. The Source of secondary 
data was websites and previously done research. For the primary data self-administered 
questionnaire was developed using a google form to identify the most required competencies 
and distributed among the hospitality educators through various social media platforms like 
Whatsapp, email ids, and telegram. A total of 67 responses were received out of which 4 were 
discarded because of incomplete data.

Data analysis and findings

Demographic characteristics of respondents-

Table No.-3

No. Characteristics Variable N %

1. Gender Male 50 79.4

Female 13 20.6

2. Age 21-30 years old 18 28.6

31-40 years old 24 38.1

41-50 years old 17 27

Above 50 5 7.9

3. How many years have you been 
teaching in Hospitality education

Less than 3 
years

8 12.7

3-5 years 13 20.6

6-10 years 13 20.6

Above 10 years 29 46
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4. As a Hospitality Educator are 
you satisfied with the overall 
education and hospitality 
management competencies 
offered by Institutions, colleges, 
and universities in India?

Very 
Dissatisfied

1 1.6

Dissatisfied 15 23.8

Can’t Say 6 9.5

Satisfied 39 61.9

Very Satisfied 2 3.2
(source: self-developed from primary data)

As we can see in Table no.2, 79.4% of respondents were male and 20.6% were Female. The 
maximum population of respondents was from the age group 31-40 years old, which was 
38.1%, age group 21-30 years old was next in line having 28.6% of respondents, age group 
41-50 years old was 27% and above 50 years old only 7.9%. In the case of teaching experience, 
46% of respondents were having above 10 years of experience, 20.6% of the population was 
having 3-5 and 6-10 years in each group and only 12.7 % were having Less than 3 years 
of teaching experience. About the satisfaction as hospitality educators in developing the 
competencies 61.9% were satisfied and only 23.8% were dissatisfied.

ESSENTIAL COMPETENCIES
Table No.-4

Characteristics Mean
Standard 
Deviation

promoting respect and dignity 4.624 1.536

Communicating with consumers effectively 4.033 1.082

Handling guest problems with sensitivity 4.016 1.106

Acting empathically 4 1.017

Carrying professional attire and body language 4 0.982

working knowledge of products and services 3.966 1.144

Communicating with employees effectively 3.966 1.033

Staying up to date about new trends and techniques in the 
industry 3.873 1.889

making positive relations with consumers 3.83 1.146

Using past and current information to predict future 
revenue and expenses 3.762 1.179
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Being Team player 3.762 1.088

adapting change and circumstances 3.728 1.186

Able forecasting future trends 3.661 1.076

appraising performance of colleagues 3.054 1.063

(source: self-developed from primary data analysis)

Above, table no.-4 shows the result of the analysis done using the opinions of the educators 
of hospitality education. The table is prepared in descending order of the mean value of the 
responses received. It shows that the highest value stands for the most desired competency 
in educators’ opinion and the lowest value for the least desired competency. “Promoting 
respect and dignity” is the competency that is rated highest with a mean value- 4.624 followed 
by “Communicating with consumers effectively” with a mean value of- 4.033 and “Handling 
guest problems with sensitivity” with the mean value - 4.016.
For the internal reliability of the competency characteristics, Cronbach’s alpha was calculated 
with the value of 0.978 which indicates high acceptability.
Competencies related to computation and administrative work were considered less 
important than those which are related to interpersonal skills and emotional intelligence.

DISCUSSION
After the analysis, it can be seen clearly that Competencies related to computation and 
administrative work were considered less important than those which are related to 
interpersonal skills and emotional intelligence. Educators believe that personnel entering 
to hospitality industry must have developed his/her soft skills which in term will help 
them to succeed by earning the trust of not only guests/consumers but the employees. The 
promotion of respect and dignity was considered the most important characteristic for a 
successful hospitality career.

SUGGESTIONS
 y Strong collaboration between the industry and academia is desired to understand 

and develop the required competency among the personnel entering the hospitality 
industry. 

 y More focus should be given to frequent guest lectures from industry people and 
educators must be encouraged for industry visits.

 y Different formats of training should be developed for students to get real-life 
experience in the industry and the opportunity to apply their theoretical knowledge 
in practical situations.

LIMITATIONS
There are some limitations of the study like-
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 y It takes perceptions of educators only, it does not include the industry and students’ 
perceptions, by adding their picture may have been more clear.

 y Time limitations and financial constraints were also there.

CONCLUSION
The hospitality industry is highly dependent on the human touch. Only service delivery is not 
enough to achieve guest satisfaction, it is the hospitality that means genuine positive body 
language, positive gesture & posture, and a true smile. Willingness to serve must be seen and 
felt by the consumer. Attrition problem is faced by most organizations and, to mitigate that, 
respect and dignity should be promoted. Employees should feel welcomed and a sense of 
ownership should be developed.
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ABSTRACT

Culinary Education enables the hospitality industry to have the right profile of professional 
chefs which have the proficient skills, knowledge, and attitude to cater to the industry 
requirements in the present scenario and to meet the challenges of future manpower 
requirements. Many organizations are expanding their hospitality operations as part of 
their strategic development of global expansion. This expansion at the present scenario of 
rapid globalization in the hospitality sector demands high-level qualified and competent 
team members.
The education of future managers and chefs requires a multi disciplinary approach which 
would enable them to grow and develop faster by performing for big hotel organizations.  
It is indeed worthy to note that hospitality education needs better planning and the right 
approach of colleges to cater to the industry needs. Academic institutions should give 
necessary encouragement for conducting new experiments and innovation in teaching 
methods: formulation of courses and preparation of content material.
This paper reviews and tries to understand the gap faced between culinary Institutional 
lab training and its implication for the industry by professional chefs of Delhi, NCR and 
the Data analysis was performed by the content analysis method. In this era of emerging 
technology focused culinary training, it will aid to enhance the process of improving 
the hospitality standard and minimizing the gap between requirements and trainingfor 
hospitality sector.
Keywords: Culinary education, Training, Hospitality, Technology.

NEED FOR REVAMPING CULINARY TRAINING PRACTICES 
IN HOTEL MANAGEMENT INSTITUTES: A PERSPECTIVE OF 

PROFESSIONAL CHEFS OF DELHI NCR
37
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INTRODUCTION
Hospitality education in past years has seen a lot of advancement and particularly a lot 
has been achieved by virtue of Hotel Management schools run by Government and Private 
operators. The last three decades have seen a tremendous growth of opportunities in this 
sector. Culinary education and training form an integral part of the curriculum of the Hotel 
Management courses and further there are specialised institutions which are engaged 
in imparting culinary education and training to aspirants who wish to pursue a career in 
‘Culinary Arts’.
Human capital has been regarded as vital for the efficient functioning of anorganisation 
because of its contribution in improving productivity, business performance andeconomic 
growth (Schultz, 1961).Training is an effective tool to achieve the organization’s goals and 
the vision. Training, coaching, and mentoring the team are key pillars of a good management 
system for a successful implementation of processes through nurturing talent.
Culinary education has become popular in recent years with the advent of mediachannels 
boosting celebrity chefs.A lot of exposure through social media and the recognition as well as 
respect associated with being a professional “Chef”, the role of a chef has become important. 
Well trained and educated employees are in demand at all levels in leading hotels, restaurants, 
catering establishments, hospitals and the role of a Chef is a lot more than just dishing out 
food, it encompasses leadership skills, human resource management, accounting, Hygiene 
standards to name a few.
The key for development of culinary arts as anacademic disciplinewhich need to be addressed 
include “What abilities,knowledge, or competencies do graduates need to be successful in the 
workplace?” (Dopson &Tas, 2003). 
The quality of the teaching faculty determines the quality of education. Hence, it becomes 
essential for educational institutions to make sure that their faculty is up to date with 
theoretical knowledge and industry practices that ensure the desired learning outcomes in 
the classrooms and make students’ industry-ready.’

RESEARCH PROBLEM
Culinary education faces great challenges in the development of chefs. Even though the main 
purpose of the hospitality programme is to equip students with knowledge and skills to 
meet industry needs, graduates are not able to articulate their skills in which they have been 
trained to work. The study therefore seeks to explore the gap between institutional culinary 
training and hotel requirements of basic skills needed in the hospitality sector. 

RESEARCH OBJECTIVE
 y To study the gap between culinary education in colleges and in requirement of 

professional chefs.
 y To understand the basic requirements to works effectively in professional kitchens 

with the latest developments in product, equipment and techniques.
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REVIEW OF LITERATURE
The widening of skill gap and skill shortage is one of the top challenges faced by industry 
today.  Deficiency of experienced trainers and subject matter experts attributes to this growing 
gap.An effective collaboration between academia and industry can push our economy and 
transform into growth of industry. When educational institutions of higher learning and 
industry come together in a working symbiotic relationship, both will find a common ground 
to meet each other’s needs and create a substantial and sustainable collaboration for all.
Wood, (2003) conducted research to identify specific management skills that industry 
recruiters perceive as important for success in the hospitality industry. The results of the 
study indicated that leadership was the number one skill that employers felt was important 
for hospitality students to possess. That means there is a great need to focus on culinary 
skills along with leadership skills. 
Studies of employer expectations of graduates (Tas, 1988) note demand for communications, 
People management and problem solving, despite the growing number of people who want 
to take up cooking as a career, restaurants both in hotels and standalones continue to face 
a talent crunch. As an outcome experiential learning methods have emerged as a powerful 
way of better preparing students for the unique environment they will face when employed 
in Hospitality Industry.
For the future growth in hospitality and tourism industry ‘Chefs’ have an important role to 
play. Currently the hospitality and tourism industry is facing a rapidly changing environment, 
which requires people including chefs to be professionally trained. To have the aspiring 
students aligned with the requirement of the industry and making them suitable to adopt the 
best industry practices it is necessary that we have a two pronged approach. The initiatives 
have to come from both sides sothat chefs are able to deliver high culinary quality and 
continuously upgrade their skills.
This all starts from the basic knowledge and skills being imparted to the future chefs in the 
culinary institutions. There is a shift from operational and technical skills to corporate and 
strategic skills, as well as managerial skills (Suhairom et al., 2019). Therefore it is very much 
important for academic institutes to focus on these parameters also as per the industry 
Trends.
Trends in hospitality industry keep on changing in a rapid manner and therefore it is 
important for the institutional curriculum to keep up the pace in order to match the changing 
needs of the industry (Kumar, 2018).
Colin Pinto (January - May 2013) explained that , Seeing is believing is a proverb that is widely 
acknowledged , and practitioners should emphasize that this should be mode of teaching for 
hotel management curriculum; where students are required to have hands on activities as 
part of program.
(Kusluvan, 2003) study suggested that it is very vital to understand the career perception of 
students who are currently pursuing hospitality management course to gain an insight.
It is important to note that the relationship between the Academic institutions and industry 
is growing at a very slow pace as they both are performing on their own terms with little 
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collaboration and as a result of that academia grooms a workforce that industry is not able 
to utilize well for the intended skills, Industry on its part is unable to nurture talent because 
they lack the needed infrastructure to train and develop new aspirants

RESEARCH METHODOLOGY
The current study was focused on an attempt to understand the skills developed by future 
culinary professionals from their formal education. Given the circumstances, it was felt 
appropriate to take a qualitative stance of research, in that the method of data collection was 
considered to be the email interviews.
Sample size for the current study at the outset 60 individuals were approached for their 
participation in the study. Out of those approached, 28 accepted to participate, which resulted 
in a response rate of 46.6 percent. As the participants were in the senior positions and were 
mostly occupied with various tasks the intention was to reduce delays in getting reverts.

A summary of the participant profiles is presented in Table 1

S.no. Designation Organisation
Experience 

(years) Type of Organisation

P1
Executive 

Chef Taj City Centre, Gurugram 20 Hotel

P2
Consultant 

Chef Self Employed 31 Hotels, Food Courts
P3 Chef Travel food services 25 Airport 

P4
General 

Manager The Imperial Spice 12 Speciality Restaurant

P5
Executive 

chef HMS HOST Bharat Pvt Ltd. 20 Airport F&B Outlets

P6

Director of 
Food and 
Beverage IHG 31 Hotel

P7
Executive 

chef Travel Food service Tfs 25 Airport 
P8 Head chef Poddar Spices 12 Cloud Kitchen

P9 Principal IHM 33
Hotel Management 

Institute

P10

Assistant 
Lecturer cum 

Assistant 
Instructor

Institute of Hotel 
Management 4

Hotel Management 
Institute

P11
Assistant 
Lecturer IHM 3

Hotel Management 
Institute
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P12
Commissary 

Chef Crowne Plaza , IHG 19 Hotel
P13 Banquet Chef Surya 18 Hotel

P14
Executive 

Chef Radisson 14 Hotel

P15

Director 
of Human 
Resources IHG 16 Hotel

P16 Sous Chef Plaza Premium Lounge 10 Airport Lounge
P17 Head Chef Fortis Healthcare 9 Hospital

P19
General 

Manager Holiday Inn, Gurugram 23 Hotel
P20 H R Manager Lemon Tree 11 Hotel
P21 Sr. Manager IRCTC, Indian Railways 15 Railways Catering
P23 Sous Chef The Park 24 Hotel
P25 Sous Chef Taj Palace Hotel 24 Hotel

P26
Executive 

Chef Fio 21 Speciality Restaurant

P27
Executive 

Chef Desi Vibes 14 Indian Restaurant

P28
Executive 

Chef Bikanerwala 18 QSR - Base Kitchen

Content analysis of the responses resulted in varied sub-themes from the open ended 
questions asked in the email interviews. For the purpose of content analysis of interview 
responses were read and re-read several times to interpret variations and discern similarities 
and differences in the content. 
This kind of analysis is valuable, systematic and one of the ways to recognise data and identify 
recurring themes (Thyme et al., 2013). The responses were coded/labelled to uncover the 
similarities, which turned out to be helpful in understanding them. The content was discussed 
and summarise to have a clear view of study.

DISCUSSION & INTERPRETATIONS
Data was collected through Questionnaire method. The respondents were Senior Hospitality 
professionals, experienced Chefs, Culinarians and Academicians. The responses were 
analyzed, and key inferences are detailed as under:
1. Most important skill required functioning effectively in professional kitchens?
Knowledge and Skill was considered as the highest requirement followed with a right 
attitude, subject knowledge with endurance is also considered the most required in 
professional kitchens.
2. The Suggested changes that will further facilitate/improve Academia-Industry 
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collaboration?
The responses focussed that there is a need to build an attitude for smart work in students 
at the academic institutions. There should a guideline for academia to have at least 6 years 
of industry experience for being eligible for teaching. Faculty should engage in refresher 
programs after every 2 years so that they can update themselves with the developments and 
the trends. These refresher programs should be at least for duration of 3-4 weeks for faculty 
members. It should also be mandatory for the industry to provide opportunities to academia 
to train and upgrade. There should be a revamping of curriculum in collaboration with Chefs 
from Hotels and allied industry so as to make it more relevant. The focus areas should be 
exposure to modern equipment, alignment of course based on on-going trends in food and 
adapting to future trends.
3. Key attributes that an aspiring Chef should have?
The key responses had common indication towards positive attitude, confidence, knowledge 
of basic culinary skills and Hygiene practices. An ability to learn quickly and work in a team 
was also picked as key attributes.
4. Three skills that you look out for in a trade test of an entry level candidate?
The qualities that are judged, as shared by respondents, were knife skills, organisation 
of the work station, and attitude towards others, the basic preparation, cooking and 
seasoning skills. The dishes prepared with respect to visual appeal, portion size, taste, 
texture, garnishes and accompaniments were also considered important.
5. What fresher’s lack at the time of joining hotels after passing out from college?
The responses had wide range, the key common points were; an attitude to learn and a sense 
of direction. They lack the understanding that immediately after passing out from college 
they are not becoming a Chef. They don’t possess the expected practical knowledge. It is 
sometimes noticed that there is not much exposure to the work environment and working 
hours. 
6. What steps should be taken by colleges to bridge Industry-Academia Gap?
The Culinary educators should replicate industry standards. Some other noticeable 
suggestions were to invite industry experts to conduct sessions for both staff and students. 
Introduce newsletters with latest industry updates. Tie up with hotels and conduct more 
tours and workshops to have more interaction and clear expectation setting.
Development of course materials in discussion with professional chefs from industry, 
Collaborative research between faculty and hotel members, mentoring system by culinary 
leaders, strict vigilance on students to see overall effectiveness during industrial exposure 
training.
7. What steps should be taken by industry to bridge industry-Academia Gap?
Hotels should provide an opportunity to train and upgrade, offer senior management 
expertise to conduct training sessions for both students and faculty members; Interactive 
seminars should be organised, senior leaders of industry to provide counselling sessions 
and guidance for job interviews. Employing hotels and organisations need to develop the 
incumbents by providing a healthy work environment.
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8. Reasons according to you why students lack in culinary skills.
The reasons which came in highlight were; lack of practice and patience, practical once a 
week, poor infrastructure of institutions, poor training and curriculum,  students lack interest, 
absence of learning and reading outside course syllabus. Improper designed practical, labs 
menus not standardised. The lack of abilities of the educators also sometimes contributes to 
under developed knowledge and skills of the students.
9. Few suggestions for getting students skilled as per the industry requirements
The suggestions received were as follows:

 y Offer more internship for industry exposure, Create good infrastructure and 
curriculum.

 y Get subject experts as trainers and specialised training. The industrial exposure 
should not be limited to hotels, there is a lot happening outside hotels and the 
students should be given exposure which can help in making them more suitable for 
specific organisations.

 y Focus on applied knowledge, case based learning and frequent industry visits with 
aggressive industry exposure. Inculcating practical knowledge with theory.

SUGGESTIONS & RECOMMENDATION
 y Industry should be deliberate about making inputs in the design of curriculum and 

regularly contribute to reviewing it to reflect industry required stands.
 y Faculty should work on bridging the gap between theory and application by visiting 

industry with students regularly in order to help them have a hands-on experience 
each semester.

 y “Need of the hour is Specialised Hospitality Institutes where R & D can be done for 
Regional cuisines,

 y Tie-ups with international institutions create ample opportunities for both the 
institution in terms of curriculum development, resource sharing (including faculty), 
and vital access to the best practices of the global organisations.

 y The quality of the teaching faculty determines the quality of education. Hence, it 
becomes essential for educational institutions to make sure that their faculty is up 
to date with theoretical knowledge and industry practices that ensure the desired 
learning outcomes in the classrooms and make students’ industry-ready.’

 y The widening of the gap between academic training and industrial requirements 
might be the result of lack of sufficient basic and advanced infrastructure, limited 
availability of quality faculty, faculty workload, unsynchronised faculty promotion 
policy, self-sponsored courses and the demand-supply ratio, lack of student interest 
due to limited exposure.

 y Outcome based education (OBE) is very much important as Starting with a clear 
picture of what is important for students to be able to do then organising the 
curriculum, delivery and assessment to make sure learning happens and learning 
objects achieved. As in this system of education teachers are focused on helping 
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students in developing new skills. Students’ knowledge assessment is done on the 
levels that track their learning & skills.

 y Need of continuous and close interaction between the hospitality professionals and 
students in order to impart the knowledge and skills

 y There is a need for revamping culinary training practices in hotel management 
Institutes.
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ABSTRACT

Background Backpacking is now an emerging sector of the tourism industry. It is 
considered as the ultimate resource to travel the world. However Despite of its growth, 
limited research has been conducted in this field. 
Objective This paper explores this market with respect to the awareness of backpacking 
tourism among youth generation. It also aims to analyze the motivation level of them to 
undergo backpacking tourism and their expectation regarding the services available from 
different sectors of backpacking tourism like food, accommodation and transportation. 
Method The methodology adopted quantitative approach to gain insight into youth 
awareness and expectation level about backpacking tourism. Semi-structured 
questionnaire and personal in depth interview was a tool to gather information. 
Result The findings indicate that there exists a moderate level of awareness among youth 
regarding backpacking and about the services available from the different sectors of 
backpacking tourism.
Conclusion The study concluded that by understanding youth distinct expectations, their 
motivation level could be enhanced to take backpacking as an alternative form of tourism 
and also high level of satisfaction can be experienced during travel. 
Keywords: Backpacking tourism, expectations, and satisfaction.

A STUDY ON PERCEPTION OF BACKPACKING 
AS AN ALTERNATE FORM OF TOURISM AMONG 

YOUTH
38
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INTRODUCTION
The origins of tourism and its various forms cannot be dated. Tourism has a business can be 
dated at least 2000 years back. Over the years many forms of tourism have evolved. People of 
have travelled for many years, carrying their belongings with them, on animals or self-backs. 
In early times the travel was majority stemming out of need rather than recreation.
As the tourism evolved, so did many alternative forms of tourism also took shape. Due to 
these alternative forms was backpacking tracing backpacking to the 1960s’ to 1970s’ where 
it is majority associated with the hippie tail which followed sections of the old sick route.The 
hippies usually spend more time interacting with the locals rather than following the tradition 
tourist itinerary. They have absolutely no interest in any luxury-attachedperipherals.They 
believe in basics and travelling solo.The exact origins of backpacking as a recreational activity 
are relatively unknown; some sources suggest that trends began after Lloyd F. Nelson’s 
invention of the camping backpack in 1920.Many define backpacking as combination of 
hiking and camping.Essentially backpacking defined by Cambridge dictionary the activity of 
travelling or going camping while carrying your clothes and other things that you need in a 
backpack.Backpacking tests one’s strength, both physically and emotionally and encourages 
individuals to move outside theircomfort zone through new experiences. And it’s not only 
young people that enjoy this form of travel. An increasing number of families and seniors are 
choosing backpacking over traditional ways of seeing the world.
Backpacking is enjoying a growing popularity due to low cost airlines & budget accommodation 
available across the planet.There is a surge in the tourists who wish to explore something 
other than regular. The backpacking essentially is looking for multicultural engagement, 
infusion & adaptation.

LITERATURE REVIEW
Many researchers have been conducted studies on various forms of tourism and its awareness 
among youth.  (Pearce, 1990, Loker, 1993:1995, Ross, 1993:1995) have pointed out that how 
backpacking tourists separate themselves from other type of tourists and what motivates 
them to travel. Studies were also attempted to understand the differing needs and desires of 
the backpackers (Murphy- Pearce,1995, Ross, 1997). 
Zhu (2008) concluded that backpackers are now becoming Eco tourists. Firth and Hing (1999) 
investigated that on backpacker accommodation preferences and concluded by stating that 
backpackers mainly prefer budget accommodation, as their main intention is to explore the 
different culture of various places and not on luxury accommodation. He also founded his 
study that one quarter of backpacker respondents were more likely to select an eco-friendly 
hostel over another. in contrast to the above stated studies Backpackers have also been 
identified as irresponsible and environmentally insensitive (Scheyvens, 2002).  Wearing et al.  
(2002) Recognized  that  the  desire  to  participate  in  eco-friendly  tourism behaviors did not 
always came into action and found that even those backpackers who initially declared to  live  
and travel in an  eco-sustainable  lifestyle  often continued with many environmental issues. 
Wearing et al. (2002) concluded that the mismatch between awareness, intentions and 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

349

behavior. This was when  travelling resulted from of a lack of information about available 
products in various countries 
(Mohsin&Ryan,  2003;  Sicroff,  Alos,  &Shrestha,  2003;  Wearing  &  Darcy,  1999; 
Westerhausen& Macbeth,  2003) considered  the  backpacker market as fundamental to 
sustainable development in remote mountain areas in Nepal and China. 
(Backpackers are not a homogeneous group of travelers; rather it is a very heterogeneous 
group (Ateljevic and Doorne, 2001). Richards and Wilson, 2004) have found that the nature 
of backpackers is heterogeneous and that there is no clear line that can distinguish among 
who is a backpacker, a traveler or a tourist 
Other terms like ‘alternative traveling’ were also associated with the backpacking tourism 
however some of the backpackers realized that naming themselves as ‘backpackers’ would 
help them to be linked with the mainstream traveling instead of choosing to use the term 
‘independent traveler’ (Hottola, 2004).
Noy and Cohen (2005) added to the literature by providing the concept of backpacking 
as a form of lifestyle travel in broader way, relating and challenges the ways an individual 
experiences themself and different places over time (Welk, 2004).

OBJECTIVES:
 y To understand the awareness level of Backpacking as an alternative form of tourism 

among youth.
 y To determine what drives the youth to select backpacking in relation to other 

traditional forms of tourism.
 y To analyze the level of services availed by the backpackers from three components of 

tourism (accommodation, food and transportation).

RESEARCH METHODOLOGY
 y This study utilized both primary and secondary data to assess the perception of 

backpacking tourism among youth. 

4.1 PRIMARY DATA:

4.1.1 Qualitative Approach 
 y The study was conducted using qualitative research methodology. This was used to 

help the researcher seek the views from various youth tourists about backpacking 
tourist. As qualitative research, respondents were offered the opportunity to respond 
to questions more elaborately. 

4.1.2 Instrumentation
 y The primary data through questionnaire was collected through semi-structured, 

personal in depth interviews conducted with youth tourists.
 y Semi structured interviews are more flexible and allows the interviewer to probe into 

issues and in some cases follow the order dictated by the situation. Consequently, 
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tourist of youth age from Jaipur was identified.
 y The interview was conducted at the respondent’s work place or researcher’s office 

and it took approximately 30 minutes for each respondent. 
4.1.3 Population and Sampling Procedure

 y The population of the study-included members from various students from colleges, 
working employees and tourists staying various budget accommodation places 
Sample size is 55.

 y The study is limited to City Jaipur 
 y Simple Random Sampling method was used to collect data.

Questionnaire is broadly divided in to 5 sections: 
 y Section 1 gathered background information of the participants i.e. (name of the 

respondent, age, gender,occupation, experience details, place of work)
 y Section 2 enabled us to know information about the awareness level of concept of 

backpacking as an alternate form of tourism. It also helped us to know about various 
issues related to backpacking tourism like budget, accommodation, transportation 
and food.

 y Section 3 dealt with two short answer questions to include anything, which might 
have been skipped by the researcher in the questionnaire above and also to get a 
personalized view of the respondent in relation to their experiences while travelling.

Secondary data
 y Secondary data is collected from the tourism magazines, websites and other 

published sources.It was used to compare previous year research regarding 
perception of backpacking tourism as an alternate form of tourism among youth. 
The data selected by secondary data collected in a longitudinal manner. The studies 
were similar but maintained little difference in supporting questions.

SCOPE AND LIMITATIONS OF STUDY
 y The study is dependent on having access to people & organizations at times with 

some reason access was denied or limited in some way.
 y The time available to investigate a research problem and to measure change or 

stability over time further added to the limitations of the survey. 
 y The incomplete filling of questionnaire did not lead to concrete result.
 y Had money not been a constraint, the research could have been made more 

comprehensive.
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FINDINGS
Demographics: 

(Age, Educational Qualifications, Department of Work)

As expected majority of the respondents of males. Since the target age group is the youth, 
91% of the respondents are below 20 years of age group.
Majority of the respondents are below 20 years old, clearly currently they are studying and 
pursuing graduation program.
A meagre 31% of the respondents had prior information about what backpacking is all about. 
Majority of the youth did not have any knowledge whatsoever about the backpacking. A 
quarter of the respondents had heard about it and had a vague idea about the same

A major source of awareness comes through free group. As expected the rule of peers is very 
high and influential in the age group. The second highest awareness channel is internet. These 
days not just the youth but the people across the demographic reach out to the internet for 
any information of travel guides to also to sell the offbeat destination and try to popularize 
this form of tourism.

Amongst the youth of today the most popular reason to travel is to experience different 
culture and living style. Today’s youth is very curious to broaden its perspective of the world. 
They are also interested in expanding the circle of friends at this age. These life experiences 
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can be highly transforming. The second most popular reason was to do something different, 
fun and unique. In this age usually one has the urge to do 
something which has been never done before. Exploring 
new places, new ideas, meeting locals, are other popular 
reason that gives the push to today’s youth to travel.
Since the age group under 20 is usually low on budget it 
comes as no surprise that Bus is the most popular means 
of transport. Keeping in with the budgetary means of 
transport. Train comes close second only 25.6% and car 
as the third highest with 15.6%

Coming to what factors influence the most while 
choosing the means of transportation its convenience 
and financial reasons. Nearly 40% also emphasized on 
the comfort level to be important characteristics.
During backpacking a whopping majority with 80.6% 
showed in trust in visiting the tourist places.
Heritage walk also popped up as a popular activity. 
An equal number leaned towards watching cultural 
programs &shopping. Both these reasons being the 
third option.

Preferred accommodation as expected which is a trend amongst the backpackers are hostels. 
Camping site & hotels see a split of votes between the rest of 50%. A few backpackers as 
expected (20%) did opt for hotels as some cannot forego luxurious and privacy while on 
travel.

While selecting the choice of accommodation the cost 
factor was rated the highest. Second on lines was safety 
& security. While on a budget travel which the most 
backpackers at are usually on, it is imperative that they 
take into account the cost factor, safely security of the 
places where they choose to stay.
Exploring any places requires some time and for a budget 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

353

holiday 3-4 days is apt. Expectedly 68.8% have 
voted this to be favourite time frame.Rrest all 
the frames are either too long or too short as 
the votes are very low.
The young group definitely loves to travel 
with friends 61% showed inclination towards 
doing backpacking with friends and exploring 
new places. The next highest option is to travel 
alone.

Backpacking essentially being a budget hoilday 
where in people would like to atleast have 3 – 
4 days with them , a budget of 3000 – 5000 INr 
seems ideal and is the option voted most for.

Backpacking is still seen as adventure form of 
tourism vis a vis a luxury form.The second hightest 
voted option under the budgetary form clarifies 
this notion pretty well.

It has been observed that backpacking is 
becoming poplular form of tourism because of 
being safe and secure source and budget efficient.

RECOMMENDATIONS
Recommendations are of the opinion of the 
researcher, based on the results of the survey 
done with tourists.

 y Level of awareness should be increased 
among youth so that they can explore 
new form of tourism which can also led to 
increase in economic development of the 
unexplored place

 y Various styles of accommodations are 
available for the backpackers. Although the 
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majority of backpackers are satisfied with the budget 
accommodation specifically hostels elaboration 
could be done by providing more variations in 
sleeping arrangements. 

 y  To ensure higher level of satisfaction from the 
services (accommodation, transport and other local 
activities) availed by the backpacking tourist focus 

should be given to areas such as provision 
of banking facility for easy transactions, 
concessions on travel taxes, food delivery to 
areas which are far from main city.

 y It should be ensured that the tourist 
should heavily explore local culture either by 
making arrangements in the accommodation 
premises or by organizing outside activities.  

 yAll the aspects of tourism should be taken care of 
properly in order to ensure a satisfactory visit for 
travellers so that word of mouth publicity can be 
ensured. Moreover it also helps in promoting the 
unexplored areas of our country and develops the 
economic position of the areas. 
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ABSTRACT

Hospitality Industry is one of the sectors wherein there is always growth as such there 
is need for manpower at all levels of the Industry. The majority of quality manpower 
that is required comes from the Hospitality Institutes. So it is of prime concern that the 
Education sector keeps updated with the development in the industry and adopts new 
trends to face the global competition.   Rapid technological advancements   demand 
change in Hospitality Education and expects the use of technology. One of the major 
changes the Education sector needs to make is fostering Research and Innovation in the 
Hospitality Education. Research plays a vital role in making the students understand the 
developments as well innovations required in the rapidly developing Hospitality Industry. 
Innovation is the prime concern for the Hospitality Industry to remain economically 
viable and sustainable. Research in education syllabus is mostly constrained to basic idea 
of taking notes from Google and making the research project only for the submission 
purpose.  The pandemic has also made the Industry Professionals think of development 
and application of variety of innovations and introducing newer effective concepts for the 
development of Hospitality Industry.  Till now research and innovation was concentrated 
on Industry and not on the education.  Students need to understand the Industry as well 
they need to be aware of the technological changes and the challenges the Industry faces. 
To make the changes and understand the changes Research and Innovation needs to be 
introduced effectively in the Hospitality Education syllabus.
 This paper is the study of effective ways to introduce Research and Innovation in the 
Hospitality Education. This study  focuses on encouraging research and innovation in 
Hospitality Education among the students as they are the future of Hospitality Industry.
Keywords: Innovation, Research, effective, Education, technology, development.

THE STUDY OF EFFECTIVE WAYS TO FOSTER 
RESEARCH AND INNOVATION IN HOSPITALITY 

EDUCATION
39
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INTRODUCTION
India has always been the place of learning with famous Universities like Nalanda and Taxila 
contributing to the Higher Education system. These universities and similar ones have given 
us scholars, scientists, social scientists, engineers, architect who have influenced the world 
with their thoughts and ideas. The Higher Education today is undergoing a gradual and 
progressive change. However a lot needs to be improved with respect to the technological 
changes and challenges such as globalization, focus on skill development and employability.
The Hospitality Education Sector has not yet developed and has been slow in its pace with 
the technological advances of the Industry.  A lot of development is required and this can 
come only through research and innovation. The Hospitality Education has lots of challenges 
like skill development, brain drain. So there is an urgent need for reassessing our research 
policy framework. New Strategies to be adopted  and research quality to be promoted on 
the level of Hospitality education sector. The development in the Hospitality Industry has to 
match the development in the Hospitality Education, this can be achieved through quality 
research framework, goal oriented research policy and procedure. There is lot of innovation 
in the Industry but innovation may not be restricted only to the Industry but can also be 
part of Hospitality Education. Innovation in teaching methodologies, curriculum needs to be 
introduced. 
The most important requirement for quality research and innovation is funds.  Funds for 
research can be identified at regional, national and international levels through private 
institutions, public institutions, Non-Governmental organizations. There is a need to set up 
research infrastructure for enhancing research and improving research quality. Adequate 
trained, qualified manpower is required to run the research centers. And so to develop such 
manpower, research methodology needs to be introduced in the UG and PG syllabus. The 
curriculum designed should inculcate among students creativity, critical, analytical and 
innovative thinking. This thus encourages research mindset among the students.  Apart 
from this research policies which are goal oriented, comprehensive and focused need to be 
introduced at the institutional, state and national levels. Such attempts will enhance and 
promote research quality.  Universities can organize research fairs  that allow the research 
students and faculties to visit them and register their problems, based on which research 
projects are prepared and research undertaken to find solutions to their 
actual problems. Research institutions must consider implementing best research practices 
such as setting up of Research centers so as to encourage the spirit of research. There is 
need to innovate our programmes and course curricula by starting new courses like Facility 
Management, Entrepreneurship Development, Research Projects, Travel and tourism, 
etc. just to name a few. Our academic research should focus on the creation of new ideas, 
perspectives, and arguments. The research process is not simply collecting data, evidence, 
or ‘facts’, then putting this collected information into paper. The  research process is about 
asking questions and developing answers through serious critical thinking and thoughtful 
reflection. 
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 REVIEW OF LITERATURE
Hospitality education has long been viewed as “professional in nature” (Barron & 
*Anastasiadou, 2009). Field of hospitality expects professional behavior and hence it is 
necessary for the faculty to deliver lecture based on practicality.
Consisting four main operational subjects, each subject has theory as well as practical’s for 
better understanding of learners **(Johnson, 2009). Despite of understanding the need of 
practicality in the industry, hospitality schools in India fall short to match the international 
standards. That gap is due to the reasons like lack of infrastructure, less use of technology 
(multimedia tools), innovative and modern approach towards teaching (Chakravoty, A. & 
Lakhawat, P., 2016)
Despite of the need, there has been very less research conducted in the field of hospitality 
education. Hospitality is the business which is completely man- managed. The content of 
the syllabus is blend of industry information and technical skills. Hospitality management 
educators differ from management educators due to service oriented nature of the industry. 
To meet the needs of the industry, various guidelines like organizing special program  for 
students to interact with industry professionals, internship for the students, vocational 
training is framed. Yet, other than this practical component there is a very little research 
done on the methods used by faculty in the classroom (Deale,C., O‟Halloran, R., Jacques,P., 
& Garger,J., 2017). Even though the growth, Indian hospitality faces a scarcity of trained 
manpower and high turnover. These problems are generally the effects of less practice and lack 
of knowledge and reality of hard working nature of the industry. To solve the purpose of the 
problems, hospitality schools has very important role to play in developing the professionals 
for the better future of the industry. The informative society expects involvement of modified 
teaching patterns for teaching.
Teaching begin the continuous process becomes boring at one moment. To illustrate, 
lecturing is the method which has no or almost zero involvement of students, as the result of 
continuum only 10% of learners pay attention to the lecturer ***(Redecker, 2008).  In similar 
fashion, it makes a very little sense to use traditional methods of teaching to achieve the 
objective of learning, however traditional method can prove helpful for subjects like Finance, 
Engineering and so on. Faculty need to draw the attention of undergraduates and consider 
use of new teaching methods ****(Simplicio, 2000). It appears that innovative instructing is 
fundamental for the present and eventual chance of training to help understudies achieve 
their maximum capacity (Ferrari, Cachia and Punie, 2009). An innovative method of teaching 
is a need for all educators keeping in mind to meet the end goal. Researchers also believe 
that, the use of innovative methods of teaching enhances the quality of education and has 
better learning outcomes. With the change in time and technology, teaching method of 
PowerPoint presentation is quite common, but the question of learning outcome still remains 
unanswered. Likewise, use of audio-visual tools, multimedia tools are also featuring now-

*  Barron &  Anastasiadou, 2009 , p. 140 as cited in Harrington,J., et.al.,2010,pp -108-130
**  Johnson, 2009, p. 179 as cited in Harrington,J., et.al., 2010,pp -108-130 
***  Redecker, 2008 as cited in Zhu C., et.al 2013
**** Simplicio, 2000 as cited in Zhu C., et.al, 2013
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a-days in teaching. According to Nicolaides, A. (2012), self-learning in higher education is 
necessary to develop critical thinking in the learners. Critical thinking also helps in making 
decisions, tackling problems etc. which is the most important part of hospitality education. 
Hospitality industry being skill based industry requires inculcation of innovative methods 
of teachings. In other words, problem-solving skills are required rather than problem-based 
learning. As graduates or learners of this field directly interact with the guests on daily basis 
and have to tackle different types of problems efficiently and effectively. Teaching content and 
methodology thus should be based on the aspect of their future world of work. To develop 
learner’s future, use of case studies related to the industry and step-by-step problem solving 
methodology should be practiced as they become obliged problem solvers who further then 
obtain problem solving skills (Nicolaides,  2012)
Funding for Research- One of the most important requirements for research is the 
availability of adequate funds. We need to explore possibilities of funding for our research 
at regional, national and international levels through public institutions, private industries, 
Non-Governmental Organizations (NGOs) as well as through opportunities for public private 
partnership.(Talat Ahmed,2020)
Infrastructure for Research - We need to develop our research infrastructure for enhancing 
our research and improving our research quality drastically. This can be made possible by 
identifying and establishing research institutes and research centers within those institutes 
that are capable of undertaking high quality research. (Talat Ahmed,2020)
Manpower for Research - Apart from funds and infrastructures, it is the trained manpower 
that really makes the things to happen. Adequate, qualified, trained, well-oriented and 
specialised manpower is needed in the right numbers to run the research centers and carry 
out research in identified thrust areas. For developing such manpower courses related to 
research, methodology needs to be incorporated into the UG and PG curriculum at college 
as well as university levels so as to develop a research culture and harness a research 
temperament among our students and scholars. Even at the school level curriculum should 
be inquisitive enough to promote creativity, critical, analytical and innovative thinking among 
our students who in later course of their life could emerge as ace researchers. Specialized 
training needs to be imparted to the selected manpower on need-basis depending upon the 
prioritized thrust areas of research identified by the experts (Talat Ahmed,2020)
Policies for Research - We need comprehensive, goal-oriented and focused research policies 
at the institutional, regional/state levels as well as the national level for enhancing research and 
promoting research quality in tune with fast changing global trends.(Talat Ahmed, 2020)
Quality of research must receive priority over quantity of research under all circumstances and 
the peers and experts in the field must evaluate the quality of research-based on their experience 
and by using journal metrics like impact factor and citation index. (Talat Ahmed, 2020)
Research institutions must consider these best practices apart from establishing  entrepreneurship 
and innovation-incubation cells within their research centers so as to harness the spirit of 
entrepreneurship through research. These cells must provide sufficient startup grants as seed 
money to the budding entrepreneurs for incubating their innovative ventures.(Talat Ahmed, 2020)
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There is need for greater coordination between researchers and policymakers for 
incorporating research findings and recommendations into our administrative policies. 
Researchers need to be made part of policymaking for better productivity, effectiveness, and 
robustness of the government policies.(Talat Ahmed, 2020)
It is hard to achieve quality in research unless awareness about the importance of integrity, 
transparency and accountability is promoted and incorporated as an inherent component of 
the research.( Talat Ahmed,2020)
Course curriculum that is being taught at our universities can be modified in light of the 
remarkable technological changes taking place worldwide. Our higher education system has 
not gone through substantial reforms and changes vis-à-vis curriculum innovation over the 
past several years. Curriculum renovation that is realistic and student-centered, quick in 
rejuvenating and revitalising hope and passion for acquisition of broad-based knowledge 
that is worthwhile for a learner should be the focus of our higher education structure.(Talat 
Ahmed, 2020)
At the same time changes and innovations of our higher education system must involve 
the emergence of elastic curricula models and educational policies which emphasise 
interdisciplinary courses, open-ended systems, inter-generational and inter-professional 
relationships and sustainability (Parashar and Parashar 2012).   

DATA COLLECTION
1. Primary Data
Questionnaire
2. Secondary Data
Books and Websites

DATA FINDINGS
In order to understand the viewpoints of Industry experts on above topic a survey was 
conducted through the mailed questionnaire.
Respondents includes Industry professionals from Academics & Hotel Industry.
Following are the common questions in questionnaire and the viewpoints of the selected 
population on the questions:
1. According to you how relevant is Research in Hospitality Education?
Viewpoints:
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66.7% of population agreed that Research is highly relevant in Hospitality Education whereas 
33.3% believe that it is moderately relevant.
“Majority of population thinks of Research as essential part to be taught in Hospitality Education”
2. So far the Hospitality Industry seen by you, how much do you think is India’s Hospitality 
Sector Technologically Advanced? 
Viewpoints:

Majority of population (66.7%) thinks that India’s Hospitality Sector is moderately advanced 
in terms of technology, on the other hand 33.3% thinks of Least Advanced. Need for 
Technologically Advancement in Hospitality sector can be further evaluated by observing 
inputs on other questions.
3. Taking the current Hospitality Education in consideration, what do you think about the 
research based knowledge given to the students? How will you rate the research based 
knowledge given to the students by education institutes?
Viewpoints:

Only 13.3 % believes that High level of research based knowledge is given to the students in 
the educational institutes, on the other hand 53.3% says that knowledge is at low level.
Therefore if we consider Medium plus low level of knowledge as a majority factor over 86 
% population agree that the research based knowledge given to the students is at lower side 
hence the above data and the relevant data from question no.1 emphasizes the maximum 
need of research based education in our curriculum.
4. As you know Research is an extensive work and hospitality sector is busiest industry to 
work, how well the researcher will remain motivated in doing research along with his daily 
busy role?
Viewpoints:
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From the above responses we can say that 13.3 % of population thinks that the motivation 
level of researcher will be at maximum and 40 % thinks that of Moderate level.
On the other hand 33.3% thinks that of low motivation & 13.3% think of not motivated at all.
Above data says that 53.3% (Max +Moderate) of respondent thinks that researcher will 
remain quiet motivated for carrying out research whereas 46.6 % (Slight+No) of respondent 
thinks that researcher will remain moderate to low motivated.
If we take veiws of 46.6% populations into consideration we can say that an “adequate 
amount of time must be provided to the researchers who wish to ethically complete their 
research related work along with their normal tasks and reponsibilities”.
5. Do you agree that creating “Tech Savvy Hospitality Students” for Hospitality Industry will 
lead to decrease in employment opportunities in the sector? 
Viewpoints:

From above data it is clear that 46.7% + 13.3% which is 60 % of population do not see a 
possible threat of decrease in employement opportunities if we have the force of Tech Savvy 
Hospitality Students as future of Industry.
Whereas 40% population agree that there can be possible threat, therefore one can say that 
creating Tech Savvy Students through research based education should done in a harmony 
with recent education system so that there can be a good proportion of Technical Advanced 
and Traditional work force.
6. Do you agree that due to Innovations and Technology in Hospitality Sector & Education, 
the true essence of Hospitality i.e. “Personalized Service” or “Service before self” will be lost?
Viewpoints:

As per the above data maximum (53.3%) population believe that there will be no threat & 
13.3% polpulation thinks that there can be a threat to the core Hospitality Values due to 
Innovations & Technology in Hospitality Education. 33.3% have given the mixed reactions on 
threat. Therefore we can say that even if there are innovations and technological advancement 
in education, the core values of Hospitality Sector must be given the highest priority in entire 
education as we all know “Services are Intangible” and Tangible cues in the form of Hospitality 
Services should be always employed in order to keep the spirit of Hospitality Alive. 
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7.  Research needs lot of Data Collection, according to you how easy or difficult will it be for a 
researcher student to collect the data (as he/she has not seen the industry yet) from the Hospitality 
Sector industry so that true facts and figures for research can be collected and analyzed?
Viewpoints:

From above diagram we can say that 26.7 % of population thinks that data collection will be 
very hard & 46.7 % population thinks that data collection will be slightly hard for a researcher. 
26.7 % of population thinks that data collection will be very hard for a researcher.
Therefore we can say that researcher must be in very close touch with real life hospitality 
industry so that the relevent data needed for redearch can be collected.
8. If an Industry expert like you is proposed to be as an Advisory on the Board of Hospitality 
Research & Innovation Institute, what will be your comfort level in guiding & counselling the 
research student?
Viewpoints:

From above responses we can say that 53.3 % of respondents feel Highly comfortable to help 
the research students in guiding & counselling for research, whereas 40% of respondents 
feels that they will be moderately comfortable.
Only 7 % respondents feel low comfortable.
Therefore, we can say that Industry professionals can really be helpful in guiding & counselling 
the research students for their research and innovation projects.
9. According to you what level of Industry knowledge should a student possess before starting 
a research project on any aspect of Hospitality Sector?
Viewpoints:
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Above data says that 46.7 % of population feels that Researcher must possess Mid Industry 
level knowledge where as 33.3 % thinks that Researcher must have Advanced level of 
Industry knowledge. On the other hand only 20 % feels that Researcher must have Student 
level of knowledge.
Therefore, we can come to conclusion that Research student must possess Advanced to Mid 
Industry level of knowledge in order to carry out research and innovation effectively.
10. Do you agree that the current education curriculum of Hospitality Studies is lacking in 
Research & Innovation as a major course?
Viewpoints:

From above data it can be observed that about 60 % of population agrees that current 
education curriculum of Hospitality Studies is lacking in Research & Innovation whereas 40 
% strongly agrees on it.
Therefore, we can clearly say that current curriculum of Hospitality Education needs to put a 
lot of emphasize in prioritizing Research & Innovation in Hospitality Studies Syllabus. 
11. In your opinion kindly let us know - how will RESEARCH AND INNOVATION IN 
HOSPITALITY Education help to develop new skill set for the Hospitality Sector in India. 
(Please answer in specific sentences)
Viewpoints: Following views were expressed by population:

 y Research and Innovation will help the students understand the industry and to 
operate in an easy manner.

 y Research and Innovation should  be included in Course Curriculum.
 y This will create new ideas and opportunities. Research should be systematically 

and genuinely carried out by students. The hospitality education sector should 
incorporate newer technology, new service and attitude.

 y It will help the students to understand the industry and to operate in an easy manner.
 y It will reduce the cost and increase volume and Revenue.
 y Experience creation for guests.
 y Need to introduce Modern gastronomy, and must have deeply understanding of 

flavour.
 y It will help to grow the industry; Research should be proper as lots of loop hole are 

there in hospitality industry.
 y This will lead to new methods and innovation. Indian hotel industry must break free 

rather away from the traditional service that the have been engaged for ages. New 
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service and attitude must be inculcated.
 y It will lead to innovation and good solutions to many basic problems

12. According to you what can be the challenges while conducting Research & Implementing 
Innovation in existing Hospitality Education System? (Kindly answer in specific sentences).
Viewpoints: Following views were expressed by population:

 y To compete in the market, implementing the new trends is need of the hour. Definitely 
reinvestment is the only challenge and the damages of business during the time is an 
another major issue.

 y Being Tech savvy is very useful to know the current status. It depends on how the 
data or resources are available to the researchers.

 y Since the industry is not yet highly educated it will take time to bring to certain level 
that follows the High standards.

 y Right Opportunity of carrying out research.
 y The instructor has to be well versed and connected with what’s happening in the 

industry.
 y Hierarchical pressures.

CONCLUSION 
Hospitality Education needs a lot of changes with reference to Research and Innovation. 
To see quality and excellence in academics, innovation and research is required in every 
part of Hospitality Education. There should be holistic development in curriculum design, 
teaching pedagogies, research design, research methodology,  research publications, faculty 
development, collaboration with foreign universities for student teacher exchanges, feedback 
mechanism, student development plans and strategies for long term development. It is time 
that we foster multidisciplinary approach in research and innovation.
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ABSTRACT

Uttarakhand is a rich state in natural resources like mountains, glaciers, dense forests 
and rivers with topographic diversity, pristine natural beauty and religious shrines 
which provide an ample number of opportunities to the tourists for adventure, leisure, 
ecotourism and most importantly religious tourism. Because of the beauty of the place, the 
consistent increase of tourist activities has been increasing here since last few decades so 
the sustainability of the destinations has been compromised although the sustainability of 
biodiversity is very important for the existence of the place. However, Covid -19 pandemic 
has also played an adverse role in the sustainable tourism development of Uttarakhand. 
The secondary research methodology has been applied for the study. The data has 
been collected through the literature, journal articles, government documents etc. The 
study explains tourist behavior, destination choice, tourism planning and strategies in 
new consequences under the light of sustainable development as a form of alternate 
tourism This study focusses on various aspects for the sustainable tourism post covid 
-19 in Uttarakhand which will be relevant for destination management organization and 
communities to foster sustainable development and propose as a model for mitigating 
mass-tourism.
Keywords: Covid-19, Destination planning, Sustainable tourism, Tourism Planning, 
Uttarakhand. 

ASPECTS OF SUSTAINABLE TOURISM 
DEVELOPMENT IN UTTARAKHAND

POST COVID -19
40



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

367

INTRODUCTION
It is obvious that ‘Tourism’ values the things that are most valuable in our country and it is 
one of the major catalysts for the growth of the local economy of the place, and providing 
good opportunities for the stakeholders and good quality jobs as well but if it is not being 
handled with care it may harm the local environment, communities, people too which 
will surely lead to the decline of tourism in the destination. So, the aim of sustainable 
tourism becomes very important so that the positive impact of tourism can be enhanced 
with minimization of the negative ones and this can only be achieved by protecting natural 
environments, wildlife and natural resources when developing and managing tourism 
activities and providing authentic tourist experiences that celebrate and conserve heritage 
and culture and creating socio-economic benefits for communities through employment and 
income-earning opportunities, therefore, tourism is the important economic pillar for the 
Uttarakhand. the outbreak of Covid-19 has badly affected the tourism of state but due to this 
the air quality of the place became pure and water pollution steeped down with minimal noise 
pollution too and reduced the emission of harmful gases as well (Basu,2020). This pandemic 
has reduced the extreme pressure on the tourist destination of Uttarakhand which surely 
restores the ecology system of the place itself in addition there are worst consequences of 
same such as medical waste and burden of untreated waste continuously endangering or 
becoming the hurdle for the sustainable tourism over there and movement restriction which 
directly link with mass tourism and a significant slowdown of social and economic activities, 
sustainable development of tourism Uttarakhand has been more prominent. Uttarakhand 
is considered as a “Land of Almighty” or Dev Bhumi which has a great amount of potential 
to captivate not only national but also international tourists because of its geographical 
location, natural beauty, biodiversity, forests, rivers, mountains and glaciers. This place is 
completely heaven for those who are seeking adventure, pilgrimage, festivals, nature& 
wildlife tourism, sightseeing, health and rejuvenation and so on. Because of the beauty of 
the state, it relies upon tourism-related activities which bring environmental, societal, and 
economic sustainability if managed and operated with full consciousness and its tourism-
related activities play a vital role in its GDP as well. The northern part of the state is composed 
of the Greater Himalayan ranges, covered by the high Himalayan peaks and glaciers, while 
the lower foothills are somewhat densely forested. Uttarakhand has everything to offer to 
every kind of tourist, whether one is interested in pilgrimage, spirituality, adventure sports, 
camping etc. The tourist places that are known among the visitors are Dehradun, Nainital, 
Almora, Uttarkashi, Chamoli, Rudraprayag, Haridwar, Auli, Badrinath, Kedarnath, Yamnotri, 
Gangotri, PanchBadri, PanchKedar. Apart from these places Uttarakhand also houses many 
great lakes, one of the most famous and talked about is the RoopKund, which has even 
attracted the National geographic channel. Local pasture lands, popularly known as Bugyals 
are also one of the major attractions. 
So, in Uttarakhand, optimum utilization of environmental resources which constitute the 
key element of sustainable development of tourism along with the respect the social culture 
authenticity of the host communities and providing the social-economic benefits to all the 
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stakeholders become the major question among the several researchers regarding the aspect 
of sustainable tourism after the pandemic situation although tourism is a major driver in the 
economic growth and livelihood promotion in Uttarakhand, Covid-19 pandemic has made 
the tourism activities havoc( Koirala, 2020). The idea of sustainability is important for the 
tourism of today, and especially for its future so in these circumstances, this study intended 
to explore the more concrete ways through which the sustainable development of tourism 
could be more constructive and positive and negative environmental consequences of the 
post covid -19 pandemic as far as Uttarakhand is concerned.

REVIEW LITERATURE
This study focuses on aspects of sustainable development of tourism in Uttarakhand post 
Covid-19 pandemic because limited pandemic research studies are documented & although 
sustainable development of tourism is a major challenge in the state and pandemic made 
it more complex and its changes are unexpected. Before the covid-19 there were over or 
mass tourism in the Uttarakhand which used to contradict with the sustainability aspect 
of tourism at a significant amount somehow. There is various definition of sustainable 
tourism such as sustainable tourism can be defined as “Tourism that takes full account of 
its current and future economic, social and environmental impacts, addressing the needs 
of visitors, the industry, the environment and host communities”(UNWTO1).Some scholars 
(e.g., Hunter,2002:5; Swarbroke,1999:18) believe that “the development of tourism must 
provide economic benefits to all partners(stakeholders), provided they do not adversely 
affect resource available for future generations. Liu (2003:461) defined sustainable tourism 
as “all forms of tourism (conventional or alternative) that are compatible with and contribute 
to sustainable development”. So, in the case of Uttarakhand, tourism sustainability becomes 
an inquisitive issue among researchers because of the its natural beauty which has been 
compromising since decades and Covid-19 pandemic also added fuel in this regard therefore 
aspects of sustainable development to be applied for tourism with full enthusiasm after 
Covid-19 pandemic.
Basic principles of sustainability are discussed here such as:

 y Protect the environment(biodiversity) and man-made heritage.
 y Preserves the essential ecological processes
 y Facilitates and engages public participation
 y Ensures the productivity can be sustained into the long-term future.

As the concept of the sustainability is based on three pillars: environmental protection and 
social development with economic development & recently the term “Social development” 
is being replaced as the socio-cultural development”. This concept assumes properly and 
consciously shaped relationship between the pillars, which are intended to ensure intra-
and inter-generational economic, environmental and social balance (Meyer, Milewski,2009, 
p.84). Sustainable tourism development guidelines and management practices are applicable 
to all forms of tourism in all types of destination of Uttarakhand including mass tourism as 
well and tourism related activities can be more sustainable when these are well planned 
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and run on a set of guidelines (Bhatia, 2013). Here ecotourism can have a vital role to play 
in sustainable development of tourism of Uttarakhand because it provide an opportunity to 
create more sustainable tourism by diverting tourist traffic to ensure the carrying capacity of 
destinations of the place is not exceeded by planning for regeneration of natural resources and 
by generating awareness in the host community whereby they are prepared and forearmed 
to deal with the negative impact of mass tourism and of course ecotourism where the tourists 
,service providers, the host community and authorities are well informed and prepared to 
harness tourism as an engine of growth can yield sustainable results of the place.
Uttarakhand as a destination for tourist is having with ample number of opportunities which 
can be a pure attraction for the state through its rich cultural heritage and the breath-taking 
natural beauty. Due to the lockdown of covid-19, there were many ecological beneficial 
outcomes has happened which can be now promoted to attract more guest for it. And the 
covid-19 crisis is a watershed moment to align the effort of sustaining livelihoods dependent 
on tourism and also ensuring a more resilient, inclusive, carbon neutral, resources efficient 
future and a roadmap to transform tourism needs to address five priority areas (UNCTAD).
1. Mitigate socio-economic impacts on livelihoods.
2. Boost competitiveness and build resilience
3. Advance innovation and digital transformation of tourism 
4. Foster sustainability and green growth
5. Co-ordination and partnerships to restart and transform sector towards achieving SDGs.
Sustainable development of tourism is important term for the Uttarakhand and the 
sustainability of the whole state and a very minimum impact should also be looked upon 
in this regard in order to conserve the ecosystem and at the same time local culture with 
employment and economy of the place.

METHODOLOGY
This study is exploratory in nature as it conducted to understand effect of post Covid-19 
pandemic on the aspects of sustainable tourism in Uttarakhand. The related and significant 
literature were obtained from various secondary sources were critically reviewed. Information 
from various reports, documents, discussions prepared by scientific organisations associated 
with WTTC Charter was used in this study.

RESULT AND DISCUSSION 
Since Uttarakhand is still maintaining a shiny prospect of economic development in terms of 
tourism related activity but for this some instant as well as long term measures needs to be 
implemented:

 y Proper sustainable tourism related exercises/policy should be welcomed only in 
such kind of sensitive area.

 y Stringent and planned efforts must be made by the government to build up the 
required infrastructure of the state which create only supporting hands for its 
sustainability.
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 y Whole hearted efforts including political parties with the local communities and 
tourist who visit there must be made so that sustainable tourism can be flourished 
and flora and fauna will be at benefit along with the development of the place.

 y Biomedical waste which is extreme hazardous for the ecosystem must be dealt with 
utmost sincerity and strong campaigning should be done with local bodies in order 
to make not only tourist but also local people aware the perilous effect of it.

 y Huge number of disinfectants may kill non-targeted beneficial species which helps 
to create ecological imbalance can be avoided.

Thus, sustainable tourism principles require some important implementation likewise 
making optimal use of environmental resources that constitute a key element in tourism 
development, maintaining essential ecological processes and helping to conserve natural 
heritage and biodiversity and respecting the socio-cultural authenticity of host communities.
as sustainability is considered in 3 main contexts: economical, environmental and socio-
cultural it is necessary to divide aims of sustainable tourism also in those 3 aspects.
A.} Economical aspects of sustainable tourism wherein the economic profitability of the 
Uttarakhand with local prosperity, quality of employment, social equity needs to be ensured 
after the Covid-19 pandemic.
B.} Environmental aspects of sustainable tourism wherein physical integrity, biological 
diversity and effective waste management, clean environment will be looked upon.
C.} Socio-cultural aspects of sustainable tourism in which the welfare of the communities and 
cultural wealth, expectation of the tourists/visitors will be considered.
The Covid-19 pandemic has elicited a global response and make us united to win against the 
virus. Similarly, to conserve the Uttarakhand and its natural beauty we have to very sensible 
all together so as to manifest the title of state which is “Land of Almighty”. In Uttarakhand 
many tourists arrive for the different purposes such as pilgrimage, wildlife tours, bird 
watching, rafting, mountaineering, skiing, trekking, camping, yoga and meditation that leads 
to mass -tourism and destinations which are popular here for different tourism activities 
badly hampered due to Pandemic and now sustainability of destinations became thrust for 
its tourism. And for the branding of Uttarakhand as a tourist destination can attract more 
through the effective sustainable ways of development.

CONCLUSION 
This paper has illustrated some of the key features behind the sustainable tourism of 
Uttarakhand and some principles of sustainable development which are focusing on taking 
a longer- term and more cautious approach for the development and to ensure that our 
future generation can also enjoy a healthy and quality life. Sustainable tourism built around 
four pillars of tourism such as economic sustainability, ecological sustainability, cultural 
sustainability and local sustainability, these all must be considered or addressed when we 
ponder over the sustainability of tourism through which we can only achieve our target in 
this matter although the Covid-19 Pandemic has affected very badly in human life and the 
global economy which is still continued and that ultimately affecting the environment where 
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we live and climate too. It compels us to ponder that how we have ignored the environmental 
component and enforced human induced climate change however covid-19 pandemic also 
give us a lesson to work together to combat against the threat to mankind and its impact 
is surely not a permanent. Through the persistent endeavours, we can make stronger 
environmental sustainability and save the earth from the perilous effect of climate change. 
More researches can also be held on the topic of sustainable development of the tourism 
destination of Uttarakhand because Covid -19 has also put this as a burning issue. Moreover, 
Mass tourism has a very sensitive role on sustainability of the place and sustainable tourism 
activities may captivate the things in a very positive node and sustainable development of 
tourism will be making more prosperous future of Uttarakhand.
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ABSTRACT
Today we are playing in the E-Business world escalating rapidly that facilitates bring new 
ideas and new technologies. In this day and age where presence in the virtual world is 
imperative. The change in the lifestyle of urban Indians characterized by longer working 
hours, longer traveling time, rising number of working women, and working couples are 
the key drivers for increased demand for a convenient supply of food at the doorstep. 
With the increase in the usage of the internet in India ordering food was becoming more 
popular. Technology innovation new the availability of cheap internet paid with the 
advanced of Technology, give birth a lot of food Tech. startup. Many people have more 
than one mobile connection. A large swath of the internet has been taken over by the food 
aggregator. With changing times, our food habits have shifted especially how we dine out. 
A majority of restaurants are slowly moving from the traditional dining model to the new 
cloud kitchens. Since people have started ordering in from their homes in large numbers, 
old and new restaurants have set up standalone kitchens which deliver only through 
online food delivery aggregators. The digital food market is changing at a breakneck 
speed with players like Swiggy, Zomato, Ubereats, FoodPanda, and many others. Swiggy 
Vs Zomato Now the battle of India’s biggest food aggregators. The pace of the growth 
online food industry in India is few largely due to discounting which means affordability 
and convenience. This research paper analysis many factors in online food marketing 
like, customer loyalty, food quality, accessibility, retaining customers, and speed. The 
paper also covers various challenges to which the food online market is exposed and 
the areas of growth as well. The purpose of the research paper understands the factors 
influencing the perceptions, attributes of various online and most preferable online food 
marketing apps the consumer satisfaction towards the online delivery system. A survey 
questionnaire was enlarging based on the literature study and the data collected were 
analyzed quantitatively. Upon analysis, these data validate that the public is well aware of 
online food ordering.
Keywords: E-Business, Digital Food Technology, Food Aggregators, Customer Behavior

A STUDY ON TECHNOLOGICAL TRANSFORMATION 
IN DIGITAL LIFESTYLE AND ONLINE FOOD SERVICE 

MARKETING DURING 21ST CENTURY ERA
41
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INTRODUCTION
Globally online food Aggregators and analysts feel the next 10 years’ food delivery will be 10 
times the volume that it is today. India is a food-loving nation. Consumer preference when 
eating non-home cooked food. The change in the lifestyle of urban Indians characterized by 
longer working hours, longer traveling time, rising number of working women, and working 
couples are the key drivers for increased demand for a convenient supply of food at the 
doorstep. The food delivery market has seen significant growth over the past five years. In 
a short pan time Swiggy, Zomato, and Ubereats in approximately 6year more than 50,000 
Restaurants in India across 500 cities.
Advertising stimulates people wanted to buy products and it connecting the direct link 
between the food producer and the customers without any mediators. It uses electronic 
media like TV, Radio and social media, etc. Advertising is mass communication of information 
intended to persuade buyers as to maximize profits (Littlefield). Advertising consists of all the 
activities in presenting to a group a non-personal oral or visual, openly sponsored message 
regarding a product, service, or idea (Stanton). Advertising as any paid form of non-personal 
presentation and promotion of ideas, goods, or services by an identified sponsor (American 
Marketing Association)
The food delivery app is easy to use, Flexible payments, Real-time tracking, Loyalty points, 
and Effective customer support. Digital marketing is the products or services using digital 
technologies, mainly on the Internet but also including mobile phones, display advertising  
and any other digital medium. Digital marketing’s development since the 1990s and 2000s 
has changed the way brands and businesses use technology for marketing. COVID-19 has 
propelled the industry a few years into the future, as millions of people in lockdown ordered 
online food for the first time. The online delivery system is customers focused and maintain 
the quality of food with having good test about the future. 

ECONOMIC, SOCIAL, ENVIRONMENTAL IMPACTS OF FOOD DELIVERY 
Economic: 

 y New business model evolution 
 y Increase job opportunity

Social:
 y Convenient Urban life style 
 y Challengers to public health 

Environmental:
 y Food wastage
 y Plastic wastage
 y Increase carbon footprint

LITERATURE REVIEW
Google-BCG report, 2020 the pace (double-digit CAGR) with which India’s online food delivery 
market is growing, food supply market in India is projected to reach $8 billion markets by the 
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year 2022 
DeMooij, 2014Marketing is a business principle, which uses market research, sales trend, 
and other methods to promote products and services 
H.S.Sethu & Bhavya Saini (2016), their aim was to enquire about the customer’s perception, 
behavior, and satisfaction of online food delivery services. It also said that through this 
process it helps to saves time much better. It is also found that availability of quality and 
delicious food at any time it’s possible. 
Ansar Z. & Jain S. (2016) specified the growth in the e-commerce industry as a prime factor 
for the success of online food ordering and delivery services. Research has mentioned that 
more than 400 food delivery apps are nurturing in India with a funding of about $120 million 
from venture capital firms and other such investors. Considering the fact that a minimum 
of 3meals is consumed by each individual in a day the food industry is called as a repetitive 
business industry which attracts the interest of investors and entrepreneurs towards this 
growing business segment.
Leong Wai Hong (2016), the technological advancement in the food industries have the 
online food marketing to grow rapidly. An efficient and effective system can also improve the 
productivity and profit of a restaurant. The use of an online food delivery system is strongly 
believed that the growth of the restaurant business and develop from time to time and also 
helps to facilitate major business online. 

AIM AND OBJECTIVE
 y The primary aim of the study was to identify the Perception of Customers in food 

digital marketing and satisfaction in food ordering in karaikudi, Tamilnadu
 y To analyze the Most preferred food service aggregators in India and approximate 

money to spend on ordering food.
 y To find the level of awareness of most preferred food and payment methods for 

online ordering.

RESEARCH METHODS AND TOOLS
A quantitative survey was designed in August 2021 consisting of 18 questions. A survey was 
conducted, where different questions were posed to a set of 103potential Participants in 
Karaikudi, Tamilnadu, and most of the responses are below the age of 25. The responses were 
collected online using via a questionnaire created using Google Forms and the corresponding 
statistical data visualizations obtained were used for analysis.
Participation was voluntary and no incentives were offered. A total of 103 potential 
participants accessed the online survey and after the removal of unusable responses, a 
sample of 95 participants was retained.
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RESEARCH FINDING 
Results

S. No Variable Classification of 
the Variables

Frequency Percentage

N=95

1. Occupation Employed 21 22.1%
Housewife 04 4.2%
Student 62 65.3%
Unemployed 07 7.4%

2. Monthly Family income Below Rs.10000 18 18.9%
Rs.15000 – 25000 42 44.2%
Rs. 25000 – 35000 07 7.4%
Above 35000 28 29.5%

3. Gender Male 50 52.6%
Female 45 47.4%

4. Marital status Unmarried 23 24.2%
Married 72 75.8%

5. Age less than 20 30 31.6%
21-25 5 5.3%
26-30 10 10.5%
Above 35 43 45.3%

Table 1: Demographic Profile of the respondents

HYPOTHESIS:
Figuree1 to 09 depict the hypothetical model that examined the relationship among the constructs 
in the study. Each construct in the model was selected based on a comprehensive literature review. 
The theoretical concept of this model was discussed in the literature review section.

The level of perception for the following factors of ordering online food  

(95 Samples)

4 – (E) Excellent, 3 – (G) Good, 2 – (A) Average, 1 – (DS) Dissatisfied
S. No Preference Factors E G A DS

1. Food quality 65 18 12 -
2. Overall service quality 36 21 09 01
3. Hygiene and Sanitation 62 20 13 -
4. Speed of service 52 32 11 -
5. Order accuracy 34 19 11 -



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

376

Figure1. Hypothetical Model of the Study

Figure 1 depicts the level of food order online, 81.1% of respondents stated that they were 
food order in online, while 18.9% of respondents stated that they do not order food online.

Figure2. Hypothetical Model of the Study

Figure 2 depicts the most preferred service providers andFood aggregators. 50.5% of 
respondents stated that they were selected Zomato as the most preferred service provider. 
30.5% of respondents stated that they were selected Swiggy as the most preferred service 
provider. 14.7% of respondents stated that they were selected Uber Eats as the most preferred 
service provider and the rest of the respondents that they preferred another service provider.

Figure3. Hypothetical Model of the Study

Figure 3 depicts the preferred device for online food ordering, the question was asked with 
three options, but 100% of the respondents selecting mobile devices. Because all the features 
of the computer are in the mobile and it is very easy for people to order on the mobile.
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Figure4. Hypothetical Model of the Study

Figure 4 depicts the frequency of ordering food in online. 58.9% of respondents stated that 
they order once a month.29.5of respondents stated that they order2-5 times a month. 8.4%of 
respondents stated that they order more than 10 times a month 3.2% of respondents stated 
that they ordered 6-10 times a month.

Figure5. Hypothetical Model of the Study
Figure 5 depicts the money spend once on online food. 44% of respondents stated that they 
spending Rs <250at a time.39% of respondents stated that they spending Rs 251 – 400at a 
time. 15% of respondents stated that they spending Rs 401 – 650at a time. 2% of respondents 
stated that they spending more than Rs.650at a time.

Figure6. Hypothetical Model of the Study

Figure 6 depicts the mode of payment for online food orders. 55.8% of respondents stated that 
they use a cash-on-delivery method. 38.9% of respondents stated that they use Gpay.4.2% of 
respondents stated that they use Paytm.1.1% of respondents stated that they use Paypal.
Figure7. Hypothetical Model of the Study
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Figure 7 depicts the most preferred food in online.74.4% of respondents stated that they 
prefer Indian foods as their most preferred food in online. 11.6% of respondents have stated 
that they prefer other foods as their most preferred food in online. 7.4% of respondents stated 
that they prefer Chinese foods as their most preferred food in online. 6.3%of respondents 
stated that they prefer Italian foods as their most preferred food in online.

Figure8. Hypothetical Model of the Study

Figure 8 depicts the preferred cause for order online food. 34.7% of respondents choose to 
eat online food for their favorite food. 24.2%of respondents choose to eat online food for 
their convenience. 21.1% of respondents choose to eat online food for their time saving. 20% 
of respondents choose to eat online food for discounts and offers.

DISCUSSIONS
While ordering and eating online is becoming more and more popular in this 21st era, there 
is a big difference between the use of online food services by people in the urban cities and 
metro cities, for example, age, income, spending, habits, expectations, many changes can be 
seen. I did my research in an urban city in which I was able to rationalize the views of many 
people from different economic backgrounds. 
Most 78% of people under the age of 25 that they order online food regularly. Mainly 74.7% 
of people prefer Indian and Chinese food. While they spend only Rs. Below 250 per month 
for order. At the same time, everyone seems to be online food to save their time and Favorite 
foods. 20%of peoples get some discounts and offer as they are regular customer.72.6% of 
those in my study have a family income of less than 25000. 
The vision of the choice of online food service varies widely. And that they 50% satisfied in 
many ways with their service when ordering in Zomato and particularly 54% seem to like the 
speed of their food service and 67% like the quality of the food.55.8% of people that they use 
cash on delivery system and 38.9% of people use Gpay.  

FINDINGS AND CONCLUSIONS

“You don’t need a silver fork to eat good food”
World food experts have guessed that in India 2030 most meals that actually prepare 
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at their own home will come from online ordered food. They are aware of going to order 
occasionally. The pace of the online food industry in India is few largely discounting that 
means affordability and also convenience  Only those who are too far from their home and 
restaurant are more likely to order and eat online, which means it is very common for people 
living in metropolitan cities. 
This study shows that in a situation where online food has become an integral part of 
everyday people’s lives, food aggregators are changing their business strategy to suit people’s 
satisfaction. It seems that online distributors are not only looking at this online food service 
as a business but also as a key to fulfilling the service of the people. Respondents in my study 
said that the concept of food and service was satisfactory and that discounts and offers for 
food were more available but no one gives full marks to any of these. Online food becoming an 
integral part of many people’s lives in the present era, it is clear that food distributors need to 
pay more attention to all of the above.

REFERENCES
 y Ashish Raina, Varinder Singh Rana, Dr. Arun Singh Thakur, Popularity Of Online Food 

Ordering And Delivery Services- A Comparative Study Between Zomato, Swiggy And Uber 
Eats In Ludhiana, International Journal Of Management, Technology And Engineering, 
IssnNo : 2249-7455, March 2019.

 y Brian Thomas & Matthew Housden, Direct And Digital Marketing In Practice, A&C Black, 
2011, Isbn: 9781408127520, 1408127520

 y Charlene Li 1,2, Miranda Mirosa 1,2 and Phil Bremer 1 ,2,*, Review of Online Food Delivery 
Platforms and their Impacts on Sustainability, Published: 8 July 2020, Sustainability 
2020, 12, 5528; doi:10.3390/su12145528

 y Deepa. T Assistant Professor., P.Selvamani, Online Food Ordering System, 2018 
JetirDecember 2018, Volume 5, Issue 12, Https://Www.Researchgate.Net/
Publication/350430883_Online_Food_Ordering_System, 

 y Devrshi Upadhayay & Hitanshi Thakkar, A Study Of Impact Of Promotion And Marketing 
Campaigns By Online Food Delivery Service On Buying Behavior Of Customer Of 
Ahmedabad, 11th International Conference On Business Management & Information 
Technology (Icobmit)2019,

 y Katoch. R And A. Sidhu, Online Food Delivery Industry In India: A Case Of Customer 
Satisfaction Dynamics, Advances In Mathematics: Scientific Journal 10 (2021), No.1, 
507–516 Issn: 1857-8365 (Printed); 1857-8438 (Electronic), Issue On Icirps - 2020,  
File:///C:/Users/Ahm3/Downloads/Online_Food_Delivery_Industry_In_India_A_Case_
Of_C%20(1).Pdf

 y Khushboo Makwana & Shaan Malhotra, Impact Of Digital Marketing On The Conusmer 
Buying Behavior (With Special Reference To Online Food Services In Central India), 
Journal Of Advertising And Brand Management, 2019, Http://Mbajournals.In/Index.
Php/Joabm/Article/View/379 

 y Mitali Gupta, A Study On Impact Of Online Food Delivery App On Restaurant Business 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

380

Special Reference To Zomato And Swiggy, Ijrar- International Journal Of Research 
And Analytical Reviews January 16, 2019, Http://Ijrar.Com/Upload_Issue/Ijrar_
Issue_20542895.Pdf

 y Online Food Delivery App Usage After The Coronavirus (Covid-19) Lockdown Across 
India As Of June 2020, Statista, June 11 To 30, 2020, , Rakuten Insight, Https://Www.
Statista.Com/Statistics/1149384/India-Online-Food-Order-After-Covid-19-Lockdown-
By-Age/ 

 y Pillai Bagavathi. R.S.N  Modern Marketing Principles And Practices, S.Chand Publishing, 
July 2016, New Delhi

 y Sankara Narayanan. M, Ms. M. Rodhaammal, Opportunities & Challenges Of Online Food 
Marketing, National Conference On Digital Economy Opportunities And Challenges, 
Velachery, Isbn 978-93-86388-11-1, Https://Www.Researchgate.Net/Profile/
Sankaramohan/Publication/348834065_Opportunities_Challenges_Of_Online_Food_
Marketing/Links/60124ced299bf1b33e2d5935/Opportunities-Challenges-Of-Online-
Food-Marketing.Pdf

 y Sima Hamadeh (Phd) Digital Food Marketing: What We Know, What We Should Know? 
Published By European Centre For Research Training And Development Uk, Vol.5, No.8, 
Pp. 12-26, October 2017, Haigazian University, Lebanon, - Https://Www.Eajournals.
Org/Wp-Content/Uploads/Digital-Food-Marketing-What-We-Know-What-We-Should-
Know.Pdf

 y Vaibhava Desai, Digital Marketing: A Review, International Journal Of Trend In Scientific 
Research And Development (Ijtsrd), March 2019, Kolhapur, Maharashtra - Https://Www.
Researchgate.Net/Publication/333709419_Digital_Marketing_A_Review



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

381

Santanu Gain*, Arijit Mitra** 

* Lecturer, Institute of Hotel Management Kolkata
** Lecturer, Institute of Hotel Management Kolkata

ABSTRACT

The word legacy began from “HERITER” (French) which converts into acquire which can 
be characterized as “to give over from the past, as a custom”. The significance of culture is 
the exercises and psyche manifestations, like expressions, customs social makers and so 
on Culture is the blend of customs and idiosyncrasy of life (UNESCO,2011). 
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INTRODUCTION
The word legacy began from “HERITER” (French) which converts into acquire which can 
be characterized as “to give over from the past, as a custom”. The significance of culture is 
the exercises and psyche manifestations, like expressions, customs social makers and so on 
Culture is the blend of customs and idiosyncrasy of life (UNESCO,2011).
Social legacy incorporates the locales, things, and practices a general public view as old, 
significant, and deserving of protection. It is right now the subject of expanding famous and 
academic consideration around the world, and its applied degree is extending. Most friendly 
researchers underscore its capacities for supporting ethnic, public, and first-class interests 
however others highlight its innovative and counterhegemonic sides. The article audits 
the connection of legacy with the travel industry and wistfulness, cacophonous/negative 
legacy, legacy and religion, provincial and metropolitan legacy, and legacy establishments, 
specifically the United Nations Educational, Scientific and Cultural Organization and its 
shows. Individuals’ own connections to legacy merit further review.
The history of Jorasanko Thakur Bari goes back to 1784 when a bit of land was gifted to 
Nilmoni Tagore on the side of Chitpur Road after he left his family home due to irreconcilable 
disputes within the family. Nilmoni Tagore built alittle house at Jorasanko.
The Thakur Bari was later expanded by Prince Dwarka Nath Tagore, the illustrious 
grandfather of Rabindranath Tagore in 18th century. Situated in the north of Kolkata, the 
mansion is located in Jorasanko, near Girish Park on Chittaranjan Avenue. The land was 
donated to Prince Dwarka Nath Tagore by the famous Seth family. Rabindranath was born 
here in 1861 and spent a major part of his life in this home. It is here that the Nobelist gave 
up the ghost in 1941.
In the North Kolkata neighbourhood of Jorasanko stands the Jorasanko Thakurbari (Thakur- 
the local name of the Tagore’s, Bari- house), the ancestral home of the illustrious Tagore’s who 
were at the forefront of the Bengali Renaissance. Over three centuries, the family produced 
icons. Prince Dwarka Nath Tagore, the great patriarch, was one of India’s first industrialists. 
His son Maharshi Debendra Nath Tagore, the good philosopher and scholar, was the 
founding father of the Brahmo creed. Exceptional artists like Gaganendranath Tagore and 
Abanindranath Tagore made indelible contributions to modern Indian painting. The greatest 
luminary from the Tagore family was the polymath Rabindranath Tagore, Asia’s first Nobel 
laureate and the founder of the Visva Bharati University in Shanti Niketan. This eminent 
family lived in the fabulous red house at Jorasanko that presently fills in as the Rabindra 
Bharati Museum. A visit to Kolkata isn’t finished without a visit through this legacy house 
that was the safe-haven of the Bengal’s and India’s scholarly local area.

RESEARCH OBJECTIVES:
1. To understand the role of cuisine as a tourist attraction.
2. To understand the interdependence of Heritage tourism and Thakur Bari Cuisine.
3. To reveal the background of the Thakur Bari cuisine and its influence on mainstream 

cuisine.
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METHODOLOGY
The study was led on 120 respondents who were distinguished as partners of legacy of 
West Bengal. While trying to approve the information assortment procedures and check 
intelligibility and regardless of whether the reactions got would give the data looked for, a 
pilot overview was led close by Kolkata, Jorashako in North 24 Parganas of West Bengal, India 
in September 2021. The inspecting technique used to pre-test the inquiry for partners was 
purposive examining. Moreover, different books, diaries, papers, magazines and different re-
ports identified with the point, essential data was likewise accumulated through the visits to 
the libraries, galleries and notable places the objections chose for study were visited to some 
extent two times per year. The survey for partners, in light of the exploration destinations 
was filled by the complete populace size of 120. These various surveys were directed on 
partner gatherings (nearby occupants, the travel industry related entrepreneurs, agents of 
government). SPSS was utilized for examination of essential information in the current review

REVIEW OF LITERATURE
“Social Tourism as a Business Model in India” by Raja Sarkar investigates how social the travel 
industry can be a plan of action and examinations the difficulties. It grandstands that the 
vacationer all around the world actually keep on review India as a social the travel industry 
center and subsequently India has an extraordinary potential to be a wellspring of the travel 
industry development. (Sarkar, 2018) 
Rathi in his work on the travel industry in 2018 (Rathi, 2018) named “Computerized 
Transformation of Travel and Tourism in India” investigates how innovation is a driving 
component for the movement business. 

BACKGROUND OF THE STUDY
Culinary the travel industry 
Food encapsulates the soul of a human advancement and is as indispensable a piece of a 
country’s character are its landmarks and works of art. The French, the Italian, the Mexican 
and the Chinese, to give some examples, are individuals that invest heavily in projecting their 
culinary legacy. Also, the cooking styles of India recount the account of the cooperation of the 
Indian individuals with outsiders during that time in a captivating way. Cooking and outfits 
are administered by taste. Taste consequently mirrors the characteristic disposition and 
gained inclinations. India’s culinary way of thinking the idea of satvik, rajasik and tamasik 
food varieties which is coordinated with three distinct character types in the well-known 
otherworldly text, Shrimad Bhagwat Gita. 
Food the travel industry might be characterized as appearance to essential and auxiliary 
food makers, food celebrations, cafés and explicit areas for which food tasting or potentially 
encountering the qualities of expert’s food creation district are the essential persuading 
factor for movement. Not with standing, this definition doesn’t imply that any outing to an 
eatery is food the travel industry, rather the craving to encounter a specific kind of food or 
the produce of a particular area or even to taste the dishes of a specific culinary specialist 
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should be a significant inspiration for such travel (Hall and Sharples). Thus, Food Tourism 
can be considered as extraordinary interest the travel industry. Food is an essential need 
to endure. Food is likewise a fascination for new and remarkable encounters. Eating is a 
significant piece of vacationer’s experience and is a fundamental device for the travel industry 
advancement. Food contributes intensely to the travel industry business area as a result of 
serious utilization of work for food creation and administrations. 

To Thakur Bari of west Bengal 
The Bengali name for the House of the Thakurs, the Jorasanko Thakur Bari is that the familial 
home of the Tagore family that’s situated in Jorasanko, within the north of Kolkata in West 
Bengal in India. This is a pleasant and invigorating spot to visit, particularly for admirers 
of history and Bengali writing. The 700 artworks that are shown in this familial home 
particularly catch the consideration of the guests. What enchants them, considerably more, 
is oneself made welcome out of Rabindranath Tagore’s wedding. The gallery likewise houses 
three unique displays, compositions, books and other old-fashioned things. 
All know the commitments of Rabindranath Tagore to the universe of writing, and it is in 
this house that this extraordinary artist was conceived and where he consumed a large 
portion of his time on earth and afterward left for his grand habitation. This hereditary home 
was inherent the year 1784, and presently houses the Rabindra Bharati Museum, which is 
ordinarily known as Jorasankho Thakurbari in the neighbourhood language. The Rabindra 
Bharti University is additionally situated in nearness to the Jorasanko Thakur Bari, and the 
college was begun fully intent on conferring quality instruction to the understudies. 
Point by point information about the most Non-European Nobelist, Rabindranath Tagore, are 
often gotten when one chooses to go to the Jorasanko Thakur Bari. And afterward, obviously, 
the opportunity to investigate the set of experiences and way of life of a particularly prominent 
character who has enormously formed the writing that we realize today is for sure unrivalled. 
•Thakur Bari an outline 
The account of the culinary culture of Jorasanko should start with Dwarkanath Tagore. 
Dwarkanath, granddad of Rabindranath was maybe the biggest business investors among 
nineteenth century Indians. Delivery, banking, salt, estates—there was no limit to his 
undertakings. On the off chance that his profit was astounding, so was his spending. 
Dwarkanath, while holding universal Hindu customs inside the family, was additionally 
anxious to keep up with genial relations with the Europeans. He routinely engaged high 
positioning British authorities at his palatial Belgatchhia Villa in north Calcutta. The manor 
facilitated no less an individual than the Governor General and for all intents and purposes 
each British nonmilitary personnel alongside different Europeans. It was stunningly adorned 
with curtains, rugs, tapestries and marble sculptures with an excellent nursery encompassing 
it. The visitors were engaged with firecrackers, nautch exhibitions and melodic soirees. 
Alongside this, mouth-watering savouries were served. The manager of a contemporary local 
day by day was maybe a bit pitiful for not being welcomed at the party when he remarked. 
With regards to the dishes served to the visitors, very little is known. Just this, that few 
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assortments of meat including hamburger were served. As Dwarkanath was raised by 
the Vaishnava custom, he never contacted meat of any sort however joined his visitors in 
drinking wine. 
Rabindranath was the fourteenth offspring of Debendranath. At the point when he was 
youthful, Tagore didn’t get a lot of parental consideration, normal to the common family 
custom. Accordingly, he alongside his senior sibling Somendranath and nephew Satyaprasad, 
spent a lot of his adolescence under the watchful eye of workers. To make their charge simpler 
the workers didn’t permit him to leave the four dividers of the home. In his Reminiscences, 
Tagore reviewed his adolescence as one of steady observation and compliance. Such 
compliance was reflected if there should arise an occurrence of food that was served. 

RESULT AND DISCUSSION
1. The information gathered were extensively ordered into three significant parts; the 

initial segment was a concise depiction of the respondent’s segment profile, which had 
fundamental subtleties of the voyagers and how they are associated and keen on voyaging. 
Chart:01 shows that the respondents in the age gathering of 18 – 25 years were keen on 
investigating the social variety of the nation (India). The essential information proposes 
that reactions of male and female respondents are something very similar. However, 
the pay isn’t the major powerhouse for the vacationer, but shows that individuals with 
higher pay are more liberal in spending for movement. Most respondents have a place 
with the metros and travel to some extent one time per year. 

2. The respondents going inside India all at once or another for the most part visit spots 
of recorded significance or strict significance, portraying Indian culture. It further 
mirrors that regardless of whether the underlying arranging of the outing isn’t cantered 
around social the travel industry, and the vast majority of them didn’t have social the 
travel industry as their essential prerequisite, yet wound up visiting places with religion-
interface or potentially culture-associate. 

3. The overview reaction from the respondent in their input on manageability show a 
positive result on the accompanying boundaries like receptiveness to the spot during the 
most recent couple of years, foundation of the city, support from nearby inhabitants and 
mindfulness among the neighbourhood populace about the spot and its social significance, 
tidiness and waste administration, network of Airports and rail route station, stay and 
neighbourliness, food quality and nearby cooking styles, agenda arranging of the touring, 
and so on Practically every one of the respondents felt that these were efficient and each 
webpage was given its own worth and inclination and the data show framework at the 
website were likewise exceptionally clear and applicable to the webpage, further on the 
advanced ground drive to facilitate the web availability, online help and data framework 
and e-visa handling everything was smoothed out in the new years and the equivalent is 
reflecting in the reactions from the respondents. 

This concentrate on attempts to see if the advancement drives for advancement and backing 
to social the travel industry is adequate and are on the reformist way. It was tracked down that 
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the formative drives emphatically affected the vacationer and is positively a practical answer 
for the monetary improvement just as the travel industry area. New drives from the Indian 
government, refreshed approaches, private public coordination to manageable improvement 
apparently was carried out. Digitalisation and online presence were additionally eminently 
noticeable in ongoing government drive.
AGE

 

The research is based on feedbacks taken from various age groups. 
1. Where about 56% of the people is from the age group of 18 to 25 years.
2. About 15.6 % of the people from the age group of 25 to 35 years.
3. About 6.2% of the people from the age group of 35 to 45 years.
4. About 21.9% of the people from the age group of 45 to 55 years. 

GENDER

The feedback from various age groups taken for the research were
1. 75% of the people are male.
2. 25% of the people are female.

LOCATION(STATE/CITY)
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The survey is based from various parts of India to ensure that from all states people are 
aware of the sustainable food tourism and cultural heritage of Bengal.

WHAT KIND OF TOURISM DO YOU PREFER?

As its evident in the result that maximum number of votes are in the favour of adventure and 
heritage tourism. it shows that food also has its impact for the same. With this we can also 
conclude that heritage tourism still has an integral role to play in increase of tourism in India 
and will stronger the Indian economy.

DO YOU KNOW WHAT IS HERITAGE TOURISM?

When asked about 87.5% people replied that they are aware of heritage tourism. About 9.4% 
of the people said they are not sure of the concept. Thus, it indicates that majority of the 
people are aware of the concept of heritage tourism.

HAVE YOU EVER BEEN TO A HERITAGE PROPERTY?

From the above data we can analyse that majority of the people that is around 68.8% were 
been to a heritage property and around 28.1% of the people were not. That indicates that in 
future there is a large scope of heritage tourism in West Bengal.
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HAVE YOU EVER HEARD ABOUT THAKURBARI CUISINE?

In the survey questionnaire when asked, around 71.9% of the people said that they are 
already aware of Kolkata’s Thakurbari cuisine. Around 21.9% of the people said they are not 
aware of it. That again indicates that people are interested in Bengali traditional cuisine and 
they are also knowledgeable about the Thakurbari cuisine.

DO YOU THINK HERITAGE CUISINE PLAYS AN IMPORTANT ROLE IN ATTRACTING 
TOURISM?   

 

When asked around 93.8% of the people responded positively that heritage cuisine plays an 
important role in attracting tourism and they will prefer to stay in a heritage property.

DO YOU THINK HERITAGE PROPERTY CAN INCREASE TOURISM?

Around 90.6% of the people replied that they strongly believe that in future heritage property can 
increase the tourism growth. Around 9.4% of the people are not sure about this concept.
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DO YOU THINK THAT BENGALI CUISINE IS POPULAR ENOUGH TO ATTRACT 
TOURISM?

From this pie chart we can conclude that around 62.5% of the people think that Bengali 
tourism is popular enough to attract heritage tourism. Whereas 25% of the people not 
responded positively and around 12.5% of the people responded negatively.

MENTION ANY HERITAGE LOCATION YOU HAVE BEEN TO BECAUSE Of CUISINE 

At the end from this graphical representation, we can understand that tourists enjoy to stay 
in different heritage properties all around India.

CONCLUSION
In a nation like India with an exceptionally broadened social base considering each social 
spot for this exploration was unrealistic, it has been found on records of Government of India 
and Ministry of Tourism in their underlying review that they have distinguished in excess of 
400,000 legacy structures the nation over comprehensive of the midway secured and state 
ensured landmarks, legacy structures under different strict trusts, noteworthy urban areas 
and archaeological destinations. In contrast to different countries, India’s social legacy shows 
coherence since hundreds of years and are age-old customs rehearsed. It is undeniably 
challenging to examination and assess all or even a considerable lot of them. Thus, a general 
normal report and by and large reaction of the respondent were viewed as who visited for 
the most part the well-known objections. 
Further, the boundaries for estimating the economical turn of events and feasible social the 
travel industry are exceptionally enormous in number; consequently, just the significant space 
where the public authority of India has dispatched numerous renovative and imaginative 
plans are considered for this examination paper. 
Because of pandemic, for this exploration reason, the actual check of records and footfall at 
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real objections couldn’t be gathered; nonetheless, the optional information accessible online 
were considered from the Government and dependable sources.

REFERENCES
 y Chakrabarty, Ajit Kumar. 2013. Maharshi Debendranath Thakur. Kolkata: Paschimbanga 

Bangla Akademi.
 y Chanda, Rani. 2007. Gurudeb. Kolkata: Visvabharati.
 y Chattopadhyay, Purnananda. 2008. Kabipatni Mrinalini. Kolkata: Ananda Publishers.
 y Chaudhurani, Saraladebi. 2007. Jiboner Jharapata. Kolkata: Dey’s Publishers.
 y Deb, Chitra. 1987. Thakurbarir Andarmahal. Kolkata: Ananda Publishers.
 y Debi, Gyanadanandini. 2012 [1956]. Puratoni. Kolkata: Ananda Publishers.
 y Debi, Pragnasundari. N.d. Aamish o NiramishRanna (‘Non-Vegetarian and Vegetarian 

Cuisine’).
 y Heimsath, Charles. H. 1964. Indian Nationalism and Hindu Social Reform. New Jersey: 

Princeton University Press.
 y Kling, Blair. B. 1976. Partner in Empire: Dwarkanath Tagore and the Age of Enterprise in 

Eastern India, Berkley: University of California Press.
 y Mazumdar, Lila. 2004. Kheror Khata. Kolkata: Ananda Publishers.
 y Mukhopadhyay, Prabhat Kumar. 2010. Rabindra Jibani, vol. 2. Kolkata: Visvabharati.
 y Sen, Pulinbihari. 2012. ‘Satyendranath Thakur: Banglar Stree Swadhinotar Onnotomo 

Pothikrit’ (‘Satyendranath Tagore: One of the Pioneers of Women’s Emancipation in 
Bengal’), Appendix to Puratoni by Gyanadanandini Debi. Kolkata: Ananda Publishers.

 y Tagore, Abanindranath. 2007 [1941]. Ghorowa. Kolkata: Visvabharati.
 y https://www.tandfonline.com



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

391

Satheesh M*, Sandeep Dua** 

* Asst Lecturer, Institute of Hotel Management, Bhopal
** Lecturer, Institute of Hotel Management Bhopal

ABSTRACT

The Hotel and hospitality industry where attracts higher attention from Generation 
Z and young millennial employees than industries such as construction, finance, 
insurance, restaurant and food services. iGeneration are empowered, consumer 
oriented, technologically savvy and they are not afraid to speak up for change in their 
workplace. Generation Z are determined to be highly connected, living in an era of high-
tech communication, technology driven lifestyles and prolific use of social media.  Gen 
Z attitude towards companies with a positive reputation for treating their employees 
fairly, paying them well, being socially responsible, and provide opportunities to gain 
new skills. Gen Z employees come from the information era. They are not like to adopt 
outdated practices, nor will they sit idly waiting for promotions. To thrive well into the 
future, industry must work to retain their multi-generational employees by adapting 
to their unique set of expectations. The aim of this research is to analyse an overview 
of the current methods of new employees attraction through recruitment process and 
retention policies, frame the outline of the generation Z potential employee, assessing the 
recruitment procedures and employers benefits are the most effective in attracting  and 
retaining  of generation Z employees in hotel industry.
Keywords: Generation Z, Employee skills, Talent retention, potential employee

STRATEGY IN HRM PRACTICES FOR RETAINING 
GENERATION Z WORKFORCE IN HOTEL SECTOR – 

AN EMPIRICAL ANALYSIS
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INTRODUCTION
Generation Z is entering the industry and will soon account for over a third of the global 
population. Some estimates say that in a few years they will make up a quarter of the global 
employee. Corporate that understand Gen Z and their drive and enthusiasm will be well 
positioned to ensure their successful inclusion within multi-generational workplaces and 
update the benefits they bring to the workforce.
Baby Boomers starting to retire, generation Z is a new generation entering the operation 
joining with the generation X and Millennial. Generation Z are individuals who were born 
between the years 1995 to 2010 (Bencsik, Horvath-Csikos, & Jubasz, 2016). 
Tysaic (2017) stressed that we cannot treat this new generation the same as Millennials, as 
different environmental factors have led to different perceptions and expectations regarding 
factors such as preferred work styles, job expectations, organizational commitment, and 
job search behaviours. For example, “Many Millennials entered the workplace looking for 
meaning in a job, Gen Z members say salary is the most important factor in choosing an 
employer” (Tysiac, 2017, p. 1).

GENERATION Z EMPLOYEES IN THE HOTEL SECTOR
There are two generations who are capable to create an impact in the hotel industry. The two 
generations are known as the Gen Y and the Gen Z. The intention and the expectation of the 
Gen Z differ from the Gen Y. However, the Gen Z is the generation focussing more towards a 
secure life and job with better pay scale (Pomarici & Vecchio, 2014). 
There are certain aspects that need to be followed by the hotel industry so that the entire 
industry can develop and acquire growth irrespective of the challenges in their way. The 
entire industry needs to introduce all the new technology into their system. The reason is that 
the Gen Z is more comfortable working with technology. The Gen Z needs an environment 
mainly based on digital technology. 

HRM APPROACH TOWARDS GEN Z WORKFORCE
The hotel industry and the business in the hotel industry rely on the most effective ways of 
customer satisfaction and intention to visit hotels. Guest perspectives are changing rapidly 
and all the strategies of the hotel industry are changing. The main priority of the generation 
Z is that they prefer companies with positive reputations and engaged more in the social 
platform. The Generation Z is more attracted towards the face to face interaction which is one 
of the major requirements for the hotel industry (Hoque, 2013). 
The generation Z is more interested to pursue their career in the field of hospitality and the 
industry easily attracts their talent. The generation Z demands for the gender equality which 
they can easily achieve in the hotel industry. The generation Z believes that the hotel industry 
is capable to improve the social responsibility of the individual belonging to the Gen Z.  The 
gen Z is the most stable generation in the workplace. The generation Z helps in improving 
the international portfolio for the hotel industry. The gen Z has grown up in a more advanced 
generation which is connected more with the digital world. The generation loves to share 
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their experience in the social media platform. However, this demand the introduction of the 
website in the form of mobile application (Nieves& Segarra-Ciprés, 2015). 

REVIEW OF LITRETATURE
Impact of Generation Z Workforce in the Hotel Business:
The idea and the strategies associated with the hotel industry is changing and shifting towards 
setting and introducing of ideas which are goal oriented with specific targets.  The ideas in 
the past were based on the traditional methods. The industry is focussing on the Generation 
Z. The Gen-Z is the young people having the ability to influence others. The generation Z 
is having tremendous knowledge related with the emerging technology. The Gen Z is the 
youngster born in and after the year of 2000. There are several studies that can represent 
the potential of the Gen Z and their impact in the hotel industry and in different management 
fields (Ordun, 2015). 
The entire working process and the perspectives of the Gen Z differ from all the generation. 
There are several works and evidence that states that approach towards works and the 
decision making capability of the Gen Z is stronger and better than other generation present 
in the workplace. The Gen Z are self-aware and are capable of adapting the diversity involved 
in the workplace. However, in the recent time it is observed that Gen Z is influencing the hotel 
industry (Koulopoulos & Keldsen, 2016). 

ATTRACTING GEN Z WORKFORCE
Nowadays, attraction and retention of new staff is becoming more challenging because of the 
diversity of job roles needed on the one hand and the variety of new methods of attraction 
and technologies available on the other hand (Blacksmith and Poeppelman, 2014).
The hospitality industry is one of the major sources of income for the economy of the nation. 
The generation Z is one of the generations focussing on the diversity, the generation Z focus 
on their long term goal. The main aim of the generation Z is to work in such a way that in 
the near future the community is able to get advantage from the work performed by the 
generation Z. 
The key skill required for the hotel industry is the interaction between the customers and the 
employees. However, the generation Z are the people interested in making interaction among 
themselves and with the managers and the business stakeholders (Qader& Omar, 2013). 

GEN Z TALENT MANAGEMENT 
Talent Management is the part that requires the prediction of the human capitals which will be 
required for fulfilling the planning and requirements made by the organization. The planning 
will consist of all the expenses related with the different process of recruiting, developing 
the employees, rewarding the plays and preparing the employees to perform well and form 
a complete talent management team with a well-planned strategy for the workplace. There 
is different type of process related with the talent management which helps in managing the 
employees within the organization.
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RETENTION OF EMPLOYEES
The organization need to implement different methods of retention. The organization need 
to make different type of research related to salaries, different type of benefits and incentives 
plans. The research will help the organization in achieving the competition present in the 
market. The organization should implement different types of programs to recognize the 
capability of the employees. All the strategies and information related with the organization 
must be shared with the employees. However, this type of strategies will help the organization 
for retaining the employees within the organization.

DIFFERENT STRATEGIES THAT WILL HELP THE GEN Z
The motivation and the attitude of the Gen Z is one of the major sources of learning for the 
hotel industry. The Gen Z helps in targeting the young generation with the help of the online 
platform (Sharpley& Telfer, 2015). 
The generation Z gives different opportunities create connections and create a difference in 
the work field. The generation Z are involved more in the workplace and are willing for their 
development in the work field. The generation z creates a standard for the hotel industry. 
The generation Z pays attention to the work ethics and try to maintain their work balance 
and decide before joining any industry. However, the generation Z creates impact on the hotel 
industry

OBJECTIVE OF THE STUDY:
To study the Human resources management strategy towards attracting gen Z workforce 
1. To Examine the generation Z workforce  retention strategy in hotel  industry
2. To Evaluate Job satisfaction and turnover intention of gen z employees
3. To analyse the work life balance among the generation z employees

SCOPE OF THE STUDY
The employers and HR managers should focus for the future employee workplace demands 
and adopt their HR policy for recruitment, motivation and retention of these evolving next 
generation employees. It is not easy to understand Gen Z to keep talent from the modern 
generation and recognize their advantages to endure the progress of an organization. By 
understanding the quality and the preferences of the Gen Z, the employers will be capable 
to attract and engage them in order to shape the employee to become the future leaders of 
their brands. Organizations that understand Gen Z and their drive and motivation will be 
well-positioned to ensure their successful inclusion within multi-generational workplaces 
and reap the benefits they bring to the workforce. 

RESEARCH METHODOLOGY
The present work will be based on primary and secondary data. Interview Schedule will be 
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prepared for the purpose of collection of data. This study will follow personal survey method. 
Some information from secondary sources like – books, articles, and different published 
materials will be collected to interpret the study. The area of research work is confined to 
HRM department, Generation z employees and hotel management graduates   from luxury 
hotels in Chennai District.

SUGGESTION FOR RETAINING GEN Z EMPLOYEES IN HOTEL 
Clearness around Employee Benefits fair compensation and transparency move a protracted 
manner in maintaining millennial and Gen Z skills, Employee lives with inside the generation 
wherein marketplace records is greater reachable than ever. Compensation assessment 
web sites like Glassdoor and PayScale provide income facts with some clicks of a button. 
Transparency round how repayment is dependent and the way pay selections are made must 
be a concern for all organizations. “The manner we compensate human beings must be tied 
to their contribution, their influence, and their effect at the enterprise.”

LONG TERM INVESTMENT FOR HUMAN CAPITAL
Effectively, maintaining more youthful personnel, businesses need to move past that. 
There’s an immediate correlation among businesses making an investment in worker boom 
and improvement and retention. Companies need to create clean improvement paths and 
speak how they may aid the achievement in their personnel. Success in making plans is an 
powerful manner to outline a clean route with inside the enterprise, and allows managers 
and personnel paintings collectively to define the stairs had to get to an worker’s subsequent 
milestone.

MERGING EMPLOYEE GOALS WITH OPERATION BENEFIT
Aligning the worker’s overall performance and boom with the course of the enterprise will 
sell their standard engagement, commitment, and experience of ownership. Companies can 
leverage era to cascade desires down via the enterprise so personnel can recognize how they 
may be going to perform them.

MOTIVATION TOWARDS CROSS TRAINING
Despite millennia’s activity-hopping up to twenty instances at some stage in their profession 
various this is double that in their Boomer counterparts; they may stick round in the event 
that they see a threat for inner mobility. Almost 90% of millennial declare that they could 
select to live in a activity for the subsequent 5 years in the event that they knew that they’d get 
annual increases and upward profession mobility. Organizations that offer numerous inner 
possibilities for his or her personnel will aid longer-time period engagement and retention.

ENCOURAGE WORK-LIFE BALANCE
Companies need to recognize that their personnel include many generations and every 
worker is at a specific level of their existence. At work place, we advocate for work-like 
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blending where we support employees addressing life matters while at work if needed, and 
vice versa.  Fun at work team coordinates events and team-building activities so employees 
can let off steam while getting to know their colleagues. 

PROVIDE A PERSONALIZED EXPERIENCE
This is the time to begin viewing personnel as clients specially if retention is a pinnacle 
priority and just as retaining customers requires a personal touch and long-term relationship 
building, retaining employees requires an understanding of your people and a tangible 
investment in their success. Leadership should mandate weekly one-on-one time to discuss 
career plans with employees to make them feel valued.        

CONCLUSION
The Gen Z creates a competitive environment for the hotel industry. The generation Z are 
the youngster who is responsible for changing the workplace and the environment. They are 
the people with positive attitude. The generation travels more compared to the generation. 
Decision made by the Gen Z creates an indirect impact on the decision made by their parents. 
It is very difficult to evaluate the impact of the generation Z upon the hotel industry. The 
impact is both positive and negative. The HR professionals perceived Generation Z to be 
employees that are not very loyal and lack emotional intelligence. However, they are perceived 
to possess high levels of Internet literacy and the ability to adapt quickly to new technologies, 
which enables them to operate more efficiently.

LIMITATIONS OF THE STUDY:
The following are the limitations of the study. 
1. The present study is carried out in Chennai district only.
2. The generation z employees, hotel school graduates and HRM department staffs are only 

considered for data collection.
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ABSTRACT

The Covid 19 crisis has derailed the tourism industry and locked the world indoors. The 
industry has faced a drastic setback keeping all the tourists, adventurers, businessmen 
confined in their rooms. Prolonged lockdown worldwide has brought psychological 
changes amongst tourists affecting their mental health. Lack of involvement in the regular 
works made them feel alone giving rise to a new psychological disorder addressed by 
psychologists as pandemic fatigue. During the intervals between the first wave and 
second wave of Covid 19, Indian tourists rushed to the nearby destinations making their 
own travel arrangements which brought happiness among the host population. Despite 
several warnings from the medical experts tourists flocked to destinations in order to 
get rid of the pandemic fatigue which they were experiencing sitting alone at home. This 
paper is going to critically analyze the concept of pandemic fatigue and to find out the 
motivations of travel during crisis times.
Keywords: Covid 19, lockdown, mental health, pandemic fatigue.

PANDEMIC FATIGUE: A NEW RAY OF HOPE FOR 
INDIAN TOURISM IN CRISIS TIMES44
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INTRODUCTION
The Covid 19 crisis has derailed the tourism industry and locked the world indoors. This 
booming and hustling hospitality industry witnessed complete shutdown resulting in the 
closure of the establishments, retrenchment. The movement of the people was very much 
restricted with the outbreak of the pandemic. Approximately 82% of people traveling within 
six months of the lockdown changed their travel plans either by canceling or by deferring their 
travel plan for the future. Pre-pandemic, tourism was one of the growing economic sectors 
and a major source of employment globally. The travel and tourism sector experienced a 
growth of 3.5 % in 2019, a contribution of US$ 8.9 trillion to world›s GDP, 330 million jobs 
and US$ 1.7 trillion visitor exports (WTTC Economic Impact report, 2020). This pandemic is 
the biggest challenge that the world tourism industry has ever faced as international travel 
has been adversely impacted by up to 25% in the year 2020 which is equivalent to a loss 
of three months of travel. The whole world faced a complete lockdown during this time. 
In India, the scenario is not an exception. The industry is projected to have a revenue loss 
of Rs 15 trillion in 2021, as claimed by The Federation of Associations in Indian Tourism 
and Hospitality (FAITH), as the major stakeholders of the tourism industry were unable to 
render tourism services due to lockdown in the country and for the shutdown of hotels and 
suspension in flight operations after the onset and spread of the coronavirus (Covid-19) 
pandemic in the country late March 2020. A study by CARE Ratings* notes that the figure 
corresponds to a 40% decline in revenue over the calendar year 2019.The industry has 
faced a drastic setback keeping all the tourists, adventurers, businessmen confined in their 
rooms. Prolonged lockdown worldwide has brought psychological changes amongst tourists 
affecting their mental health. Lack of involvement in the regular works made them feel alone 
giving rise to a new psychological disorder addressed by psychologists as pandemic fatigue. 
During the intervals between the first wave and second wave of Covid 19, Indian tourists 
rushed to the nearby destinations making their own travel arrangements which brought 
happiness among the host population. Despite several warnings from the medical experts 
tourists flocked to destinations in order to get rid of the pandemic fatigue which they were 
experiencing sitting alone at home.

MOTIVATIONS OF TRAVEL
Every work requires motivation or else it will not have proper meaning. The same goes 
for the concept of tourism where people travel due to various factors. Travel & Tourism is 
a vibrant industry where we need to change as per the likes and dislikes of the tourists. 
Travel motivation can be defined as those factors which create a person’s interest to travel. 
Motivations are purely psychological in nature and influence the people’s desire to travel. In 
the modern age, tourists travel due to whole gamut of reasons viz. leisure, pleasure, religious, 
business, culture, interpersonal. 
From time to time, psychologists and sociologists have tried to explain why people travel. 
According to McIntosh, people are motivated to travel due to the following reasons which can 
* https://www.business-standard.com/article/economy-policy/covid-19-impact-tourism-industry-to-incur-rs-1-25-trn-
revenue-loss-in-2020-120042801287_1.html
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be depicted as follows:
Another interesting reason can be the Push and the Pull factors of the tourists. Push factors 
are the internal forces which forces the people to leave their normal place for satisfying 
their needs. The desire for escape, rest, pleasure, and relaxation falls under the push factors. 
The Pull factors can be explained as those factors which act in the minds of the people and 
subsequently pulls them towards the destination. The picturesque Kashmir pulls us because 
of its bountiful natural attractions.
In 1972, Cohen, a sociologist of tourism, classifies tourists into four types which can be 
tabulated as follows: 
On the other hand, Smith has divided the tourists into seven categories:
The motivations of travel have also been discussed by Stanley Plog in 1977. According to him, 
tourists can be of three types: 
The behavior of the tourists can also be influenced by demographic factors, cultural factors, 
social factors, and education. When we are able to understand the real motivation of the 
tourists, it will help us to profile them accordingly. Therefore, it is very important for the stake 
holders to understand the travel behavior and more specifically the real travel motivations 
of tourists, as it will lead to develop the product, formulate proper marketing strategies to 
counter the competitors, improve the service factor which will in turn help to generate more 
revenue in the long run.

MAJOR TRAVEL CONSTRAINTS FOR PANDEMIC
Covid 19 brought challenges to travel worldwide. Some countries like Taiwan closed its door 
in order to avoid external contamination and spread of the disease from foreign countries. 
Those who cannot just reduced the number of flights and later accepted complete lockdown 
of the flights worldwide. Passenger carriage stopped which brought a sudden break in the 
international travel. The VISA offices remained shut down and not even a single tourist was 
found standing in the queue for permission. Business travel stopped and people found locked 
inside their homes. India went for a complete lockdown within a day and a huge number 
of people got strangled in places without reaching their safe destination. In the domestic 
scenario, the first mass transit transportation, the Indian Railways was called off from the 
tracks. Buses were removed from the road phase wise. The Indian transportation system 
slowly went to complete lockdown. A lot of migrant laborers’ and people including tourists 
got strangled where ever they are. Later the Union Government in association with the State 
governments started emergency railway services for these people to send them back home. 
The whole Indian transportation system came under the clutches of lockdown except the 
movement of emergency vehicles and freight trains. The country was suffering from the 1st 
wave of Covid 19. The national figures of people getting infected and the death rate of the 
infected people were in the media and people kept themselves indoors keeping an eye on the 
infection rate. The scientists’ world over were busy in developing a proper vaccine for the 
human civilization and the country waited for the vaccine to arrive. The graph of the 1st wave 
of infection hit high which forced people to maintain the lockdown rules. After the recession 
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of the wave people expected relief but in the meantime scientists predicted the 2nd wave 
which is going to arrive after the 1st wave gets over. 
In the mean time people kept themselves indoors without any travel activities. The tourists 
who are fond of travelling once or twice a year found that there is a huge psychological 
pressure on them forcing them to travel to destinations. The psychological effect to tourists 
or travel prone people arising due to lockdown brought the new term called pandemic 
fatigue. This new type of fatigue brought some changes in the human behavior. A survey 
was conducted among the people of Kolkata within the age group of 50 years. The survey 
brought some interesting output leading to the psychological effect of refraining from travel 
and travel related services due to the direct effect of the pandemic.  Some of the effects of 
pandemic fatigue are:

 y Stressful days without work except household work and official work online.
 y Lack of physical workout including absence of morning/evening walk resulted 

physical deformity bringing stress.
 y Continuous working on computer/laptop increasing screen time resulted in fatigued 

eyes and less sleep.
 y No external movement and confinement inside the four walls brought mental fatigue.
 y Not meeting friends and relations highly affected the human behavior.
 y Children were the worst affected as they are stick to the online classes without any 

external involvement.
 y Motivation for travel belongingness without its exposure to travel brought a high level 

of dissatisfaction among people which had a clear reflection on the daily work and life.
All these factors and its psychological effect on human life forced people to venture out even 
with the threat of contamination of getting affected with the virus when the lock down rules 
are reduced for the public due to the drop of the Covid 19 contamination in the region. The 
moment the restrictions are withdrawn people starts to plan for travel.

TRAVEL WITH THE THREAT OF COVID 19 IN INDIA.
The outbreak of Corona has a disastrous effect on the entire hospitality industry. No one 
expected that the entire transportation industry would come to a standstill. But, when the 
effects of Corona decreased a bit and the relaxation was imposed, tourists made a bee line 
to travel to their favourite destination. People mostly from North Indian cities thronged the 
various places of Himachal Pradesh and Uttarakhand in order to relive themselves from the 
monotonous lifestyle.
While doing so, some new terms associated with the tourism industry came into the limelight, 
for example “revenge tourism” and “staycations”. The term “Revenge tourism” was coined by 
the Director, AIIMS, New Delhi Dr Randeep Guleria and it refers to the phenomenon wherein 
people want to break free from the dull routine of the lockdown period. It can also be described 
as “lockdown fatigue” or the exhaustion that has been escalated as a result of monotony.
“Staycation” is another term which we hear more often now a day as a result of Covid. 
The word is a combination of “stay” and “vacation” and originated in US during 2007. In 
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staycation, an individual or family stays at home and participates in various types of leisure 
activities within the day and the trip covers short distances from their home and it does not 
require overnight accommodation.
During the interim period, the tourists were motivated by their behavioral aspect than the 
benefits which the destination will provide them. To them, the novelty of the period was 
another aspect which pulled them towards the destination. The “New Normal” is something 
very different which can be a point of discussion for quite a period a time. Three critical 
points which can be highlighted in this regard are:
1) the tourists are very conscious and cautious about the various health guidelines which are 
issued by the government or the local authorities from time to time ;
 2) now a day tourists opt to travel with small groups ; 
3) the demand for domestic tourism has increased manifold.
The tourists are very eager to travel with hand sanitizers and mask as companions. The 
demand and desire of the tourists are strong enough to break the shackles and enjoy the 
destination and the period which is a very welcome sign for the entire economy as a whole.  
Karen Stein, an author cum sociologist opines “Travel and vacations are a means to re-shift 
and reorganize identities, in human life where the concept of travel is used as a way to re-
examine human priorities and devote time and attention to identities and commitments that 
we humans, unwillingly, have to put in the background in our daily lives.” Travel today is an 
important component in our life without which it can create vacuum directly and indirectly 
affecting our behavior both at work place and at our personal sphere of life. Records mention 
that there were cases of breaking of marriages and problems in relationship during the 
lockdown phases. Lack of travel and getting confined within the four walls of the house may be 
such factor inhibiting the negativities in life. Pandemic fatigue is something that is bothering 
the sociologists and the psychologists today.
But there is always the opposite side of the coin. When we talk of domestic tourism in India, 
which was always in the navigators seat because the Indian tourism pays more attention to 
the international tourism as it generates the much needed foreign exchange for the country. 
But during the pandemic when international flights were withdrawn due to the threat of 
spreading the disease, the industry looked towards the domestic market to at least generate 
some revenue very much necessary to sustain the business. Hotels opened in phase manners 
in destinations where the infection graph receded and that brought a ray of new hope for 
frequent travelers. People packed their back-packs and filled their oil tanks of the personal 
cars and started to move. The beach destinations of West Bengal like Digha, Mandarmoni, 
Tajpur, Bakkhali, Fresergunj etc started to generate tourists. Long distant buses started to 
ply maintaining and obeying all the Covid rules as fixed by the government. Common people 
started to travel in weekends. That actually brought a ray of hope to the local business units of 
the destination who were compelled to shut down during the pandemic. It is to be mentioned 
here that the livelihood is mostly earned from tourism as their families are dedicated to 
provide service to the tourists like the cook in the hotel, the souvenir shop owners, the local 
guides etc. As they are doing these businesses for long and were once confident that tourism 
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is never going to let them down in terms of livelihood, they left their previous professions behind as 
they thought that income generated from tourism business is a full time income generation source.
Some special interest tourism (SIT) became popular during this period. People preferred to 
travel solo or in small family groups whom they felt are not asymptomatic carriers of the 
virus. These group travelled to lonely destinations where there is a less chance factor to 
get infected, where there is less tourist and very scanty populations. Some offbeat tourist 
destinations sold like hot cakes. People travelled to tourist villages avoiding the major cities 
which might be in the hills or in beaches. Adventure sports activities were another option 
to reduce the pandemic fatigue within oneself. Adventure destinations did a commendable 
business in this sector. Some travelled to the eco tourism destinations where they can travel in 
peace and avoiding the crowd. All these factors encouraged people to come out of their homes 
and engage in tourism activities maintaining the Covid protocols as much as possible thus 
reducing the pandemic fatigue among them. Scientists, world over predicted that the second 
wave is inevitable and it is going to hit in March –April 2021. This forecast somehow made the 
over excited tourists to stay indoors and as per the prediction the second wave hit our country 
and partial lockdown was enforced. The country is still suffering with the second wave. The 
pandemic is not over, so is the pandemic fatigue among the tourists in India.

TO SUM UP
India’s tourism industry especially domestic sector is taking its flight slowly and can add up 
to regain its glory in the post pandemic era. In the wake of the changes being taking place, 
tourists are willing to travel by following the protocols. Many States and Union Territories are 
in the process of opening the destination to the tourists provided they follow the Covid rules 
and regulations. Goa is one of them who are planning to open from October. Hospitality or 
the tourism industry is an amalgamation of many and the actors - tourists, industry, economy 
and society - all are interdependent and the destinations will be greatly benefitted from its 
impact. With the festive season in India round the corner, people will be very much eager to 
travel and break the shackles. Let’s keep our fingers crossed and that day will not be a far 
when the tourism industry will bounce back with full vigor.
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ABSTRACT

The demands of an ever growing and increasingly affluent carbon footprinted world 
population are on a collision course with the climate change.  The hospitality sector, the 
agriculture businesses, the information technology and many other startups alike are 
calling for an inclusive high-tech solution which could be an amalgamation of sciences like 
environmental balance, the three Rs (Reduce-Reuse-Recycle), new artificial intelligence, 
socially-oriented. The sustainability strategy and the need to be inspired to achieve it is 
the need of the hour.”The whale has nothing to learn from plankton”, this is how one could 
summarize the approach of the large established hotel groups and the budding startups 
during the 20th century. But the pandemic triggered unemployment led to the rethink of 
the indispensability of startups.
A study of papers on the prevailing climatic-economic challenge has been summarized 
to provide an exploratory diverse way to not to transgress the ecologically fragile yet 
economically pristine zones of the hospitality sector in the recent times. There has been 
a focus on economic value creation by and for the present generations ignoring to a large 
extent the potential consequences for generations to come leading to an irreversible 
climate change scenario. As a result, many enterprises unjustifiably picture themselves as 
contributing to sustainable development. This calls for a revised definition of sustainable 
development in the tourism sector which allows for the pursuit of economic growth but 
requires compliance with the definite ecological boundaries. A complete turn towards 
the renewable sources of energy is now worth striving for as it provides opportunities 
for sustainable entrepreneurship in the pristine tourism destinations but is not feasible 
at present. The transfer of technology to the developing countries is another bone 
of contention. Few examples from research papers have provided alternatives that 
operationalize sustainable development in a way to not transgress these ecological-
economic boundaries. Along the lines of the paper there is a need of a more strictly defined 
concept of sustainable development to match the change in challenging times.
Keywords: Climate Change , Sustainable Tourism Development, Ecotourism, Smart 
Tourism, UN Goals. 

“CLIMATE CHANGE AND ENTREPRENEURSHIP – A STUDY 
OF HOSPITALITY STARTUPS AMIDST CLIMATE CHANGE 

AND SUSTAINABILITY CHALLENGES.”
45
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INTRODUCTION
Climate change presents a multifaceted challenge to the hospitality industry. The potential 
impacts of climate change have been reviewed from time to time for largely only the key 
holiday destinations, leaving behind the new/upcoming tourist attractions which fall into the 
vicious circle of lack of attention as these aren’t popular on the tourist map yet. The original 
definition of sustainable development was provided by the Brundtland Commission in Our 
Common Future as ‘development that meets the needs of the present without compromising 
the ability of future generations to meet their own needs’ (World Commission on Environment 
and Development) This definition has been subject to a wide range of interpretation. Perhaps 
reflecting the all too many definitions of sustainable tourism. Resources created mainly for 
tourism are used in time by the local population as well. Many others are shared in common 
with local people in everyday life. More often than not, resources are overused and degraded, 
as is the unfortunate fate of most common pool resources(Briassoulis, 2002). When this 
happens, sustainable development is severely threatened. While there is growing pressure 
for the world to achieve net-zero emissions by 2050, there is growing consensus that this 
ambitious target is a ‘pie in the sky’ as the world is still off-track in terms of commitments. 
The World Meteorological Organization – WMO (2020) observed that in 2019, due to the 
continued increase in carbon emissions in the atmosphere, global temperatures increased 
by about 1.1 ◦C compared to preindustrial levels. Global warming, leading to climate change, 
is blamed for the record number of extreme weather events including wildfires, rising sea 
levels, heatwaves and extreme droughts across different continents. The effects of this are 
extremely wide ranging and may have far reaching implications for international tourism. 
Climate impacts can be classified into two types: direct and indirect. Climate change may 
directly influence tourism via the decision-making process. For decisions such as ‘when 
to go on holiday?’ and ‘where to go on holiday?’, weather and climate have an influence at 
both the destination resort and the source region. Some resorts are likely to become less 
attractive as temperature and humidity increase above comfort levels (such as in the eastern 
Mediterranean); other destinations (for example the UK) may become more attractive as 
warm summer weather becomes a greater certainty. Indirect impacts arise mainly as a result 
of the impact of climate change on the local environment(Hamilton et al., 2005)
Agenda 2030’s SDG 6 raises various aspects the tourism industry must pay attention to in 
order to meet the targets outlined in SDG 6 about water and sanitation. This SDG is of critical 
importance to South Africa, which is considered a water-insecure country that imports large 
volumes of the water it uses from Lesotho and Swaziland(Dube et al., 2020)there has been 
growing concern about the impact droughts have and will have on the tourist destinations 
in sub-Saharan Africa and beyond. In this study, which employs a mixed-methods approach 
utilising primary, archival and secondary data, we examine the impact of the 2015–2018 
drought episodes on the tourism industry in the Western Cape as well as the industry’s 
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response. These drought episodes famously led to the Day Zero phenomenon, a situation that 
could have resulted in taps running dry at some point. The study found that the drought led to a 
severe decline in tourist arrivals at the major tourist attractions in the Western Cape province 
as well as a decline in tourist spending and hotel occupancy. This resulted in a loss of potential 
revenue and jobs. The province had been experiencing a decline in rainfall that drastically 
affected water supplies; a trend likely to recur in the future. During and after the drought, the 
tourism industry adopted several measures aimed at augmenting and saving water, thereby 
easing the sector’s water demand. We recommend that the tourism sector and the Western 
Cape province build on the successes and lessons learnt during the Day Zero campaign to 
prepare for the future. This would allow the province to address Sustainable Development 
Goal 6, focusing on water and sanitation as a part of embracing responsible and sustainable 
tourism. Hence, continuous research, innovation and investment in the water-smart industry is 
a must for Cape Town and the Western Cape province.”,”author”:[{“dropping-particle”:””,”famil
y”:”Dube”,”given”:”Kaitano”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:””},{“drop-
ping-particle”:””,”family”:”Nhamo”,”given”:”Godwell”,”non-dropping-particle”:””,”parse-name
s”:false,”suffix”:””},{“dropping-particle”:””,”family”:”Chikodzi”,”given”:”David”,”non-dropping-
particle”:””,”parse-names”:false,”suffix”:””}],”container-title”:”Journal of Outdoor Recreation 
and Tourism”,”id”:”ITEM-1”,”issue”:”July”,”issued”:{“date-parts”:[[“2020”]]},”page”:”100319”,”
publisher”:”Elsevier Ltd”,”title”:”Climate change-induced droughts and tourism: Impacts and 
responses of Western Cape province, South Africa”,”type”:”article-journal”},”uris”:[“http://
www.mendeley.com/documents/?uuid=e09d0b25-3612-4110-97a5-f36cfd3f669a”]}],”m
endeley”:{“formattedCitation”:”(Dube et al., 2020.The impact of tourism growth has been 
associated with a growth in carbon emissions and pollution in most tourist destinations  with 
calls for the sector to embrace sustainability and ethical conduct to protect the environment. 
SDG target 6.4 calls for the substantial increase of water-use efficiency across all sectors 
and ensuring sustainable withdrawals to reduce the number of people suffering from water 
scarcity by 2030 (United Nations 2015). The sea-level rise and its effects on coastal erosion 
will severely threaten the recreation and tourist activities associated with coastal resorts. 
Decreasing snow cover may adversely affect low-elevation ski resorts in the European and 
Australian Alps. A reduction in air quality associated with an increase in the incidence of 
photochemical smog is already noticeable in many large metropolitan areas. With an increase 
in the frequency of anticyclonic (calm) conditions, concentrations of pollutants may increase 
to dangerous levels and further threaten tourist activities in large cities such as Athens and 
Los Angeles, Other potential health threats include an increase in the transmission of insect- 
and water-borne diseases, and a greater risk of skin cancer with reduced cloud cover. Many 
regions have become popular tourist destinations because of some unique environmental 
feature, such as the Great Barrier Reef in Australia and the Amazon Forest in Brazil. However, 
recent scientific research suggests that a continued warming trend could have a detrimental 
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impact upon these ecosystems in the form of coral bleaching and forest die-back. The most 
vulnerable tourist resorts and regions are a function of the likely magnitude and extent of the 
climate impact, the importance of tourism to the local economy and the capacity to adapt. The 
tourism in Brazil currently accounts for a minor component of GDP but the adverse effects 
of climate change upon the Brazilian ecosystems, on which much tourism depends, may be 
widespread. In Spain, the climate impacts are likely to be less extensive but tourism is a vital 
component of the national economy. Some tourist destinations are extremely vulnerable to 
climate change. For example, in the Maldives there exists a very fine balance between the 
environment and human activity, and the capacity to adapt to climate change is low. Any 
further increase in sea level will threaten not only local tourism but also the very existence of 
these island(Hamilton et al., 2005).

RESEARCH OBJECTIVES
 y To study the impact of climate change in shifting patterns of tourism.
 y To highlight the importance of sustainable development of tourism.
 y To study the existing startups in hospitality industry, particularly the practice of 

ecotourism. 
 y To project international tourism practices in the National Park of South Africa.
 y To relate with the UN sustainable development goals.

It was observed that tourism demand has been following an upward pattern owing to a 
constant income elasticity, ignoring possible saturation and the possible pandemics but the 
years passing now have made us think how sustainable tourism could be the key to future. 
This is all deferred to future research. The paper is a hopefully convincing demonstration 
that, erratic as individual tourists maybe, mass tourist movements can be modelled and 
projected into the future. As tourism is an important driving force of global environmental 
change, this is a step towards the prediction of human impacts on the environment and, via 
climate change, for example, of environmental change on human behavior.
 One may argue that this paper is dwelling on old findings because the concept-action 
tourism discourse has been present in the sustainability debate for quite some time. It’s in 
fact time now to redefine sustainability and the Agenda 21 approach must not be forgotten. 
The research on the possibilities of creation of the scenarios for a Smart Tourism Destination 
Transformation can be demonstrated by the study of the City and the Province of Cordoba 
of Spain. It was observed the reluctance and even resistance for the city transformation into 
a smart tourism destination (STD) may occur on the edge field of smart systems, even if over 
time, often with political changes, this resistance breaks down. This situation is occurring 
in Cordoba (Spain) which held the record of four inscriptions in the World Heritage Lists 
granted by UNESCO. The concept of smart tourism is recent. As a research domain, it is only 
emerging. So, few analyses and case studies were elaborated on it. The study of Cordoba 
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shows how this reluctance is coming from stakeholders and how the transformation of 
Cordoba into a smart destination can be made harmoniously. Three scenarios are possible 
for this transformation either following actual tendencies or looking for two other paths, the 
green one or the intercultural one; how it could be done and its impacts on the City and the 
Province of Cordoba’s economy, society, culture, and environment.
The Notion of Smart Tourism Destination holds even higher importance today. From the 
studied papers, the concept of smart city finds its origin in the 1990s to foster economic, 
social and environmental prosperity. It flourished significantly after 2007 according to 
(Hollands, 2008). The perception of smart tourism appeared as a major component of a 
smart city around ) As underlines by (Gretzel, 2011)these systems require a profound 
understanding of its nature. Looking at existing literature in tourism, this paper discusses 
critical gaps in the knowledge of the field to be filled so that intelligent system design can be 
informed and impacts understood. Specifically, it discusses the need to better conceptualize 
technology in tourism research and argues for a focus on uses and interactions. It challenges 
simplistic views of tourist information search and decision-making processes and calls for 
more research on potential impacts. © 2011 Elsevier Ltd.”,”author”:[{“dropping-particle”:”
”,”family”:”Gretzel”,”given”:”Ulrike”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:”
”}],”container-title”:”Annals of Tourism Research”,”id”:”ITEM-1”,”issue”:”3”,”issued”:{“date-
parts”:[[“2011”]]},”page”:”757-779”,”publisher”:”Elsevier Ltd”,”title”:”Intelligent systems in 
tourism. A Social Science Perspective”,”type”:”article-journal”,”volume”:”38”},”uris”:[“http://
www.mendeley.com/documents/?uuid=73ad0b27-ce1f-4d15-9bc8-135f9c292d80”]}],”me
ndeley”:{“formattedCitation”:”(Gretzel, 2011 as well as by (Boes et al., 2016), the concept 
emerges from the rapid development of ICT and the goings-on of the smart cities(Deakin & 
Al Waer, 2011)302-320. With technology being embedded on all organizations and entities, 
destinations will exploit synergies between ubiquitous sensing technology and their social 
components to support the enrichment of tourist experiences.(Law et al., 2014). UNWTO, 
the World Tourism Organization, a United Nations Agency dedicated to tourism, considered 
smart tourism destinations from 2012.
The study of the Kruger National Park and the Grootbos Private Nature Reserve, located 
along the eastern most point of the Western Cape’s maritime Mediterranean climate zone in 
South Africa shows how Responsible travel to natural areas that conserves the environment 
and improves the well-being of local people. Ecotourism and its implication is epitomized 
in it. In a nutshell, though, the principles that define ecotourism include destinations that 
minimize human impact on the environment and build environmental and cultural awareness 
and respect. The positive experiences for both visitors and host is a must. The important tool 
is to ensure direct financial benefits for conservation and empowerment for local people; 
and raise sensitivity to the host countries’ political, environmental, and social climate. More 
could be done to better align EIAs with principles of responsible tourism. Environmental 
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impact assessment (EIA) and responsible tourism both aspire to contribute to sustainable 
development. EIA is the process of identifying, assessing and managing the potential impacts 
of new developments and is legally mandated in most countries of the world. It was observed 
how the tourism developments are subject to EIA under South African legislation, which 
requires consideration of the full range of sustainable development objectives. This paper 
highlights the parallels found in the discourses of EIA and responsible tourism, identified 
through a focused literature review, and develops a framework comprising five characteristics 
that EIA should embody to maximize its contribution to responsible tourism. It tests the 
framework by evaluating three EIAs conducted in the Kruger National Park since 2011, when 
South African National Parks (SAN Parks) formally committed to responsible tourism. The 
evaluation process confirmed the utility of the framework and highlighted areas in which 
responsible tourism principles could be more explicitly reflected in SAN Park’s EIAs. There 
is an increasing concern over the sustainability of the tourism industry, which is blamed for 
contributing to several environmental challenges, including carbon emissions that lead to 
global warming and ultimately climate change. The industry is further blamed for causing 
ocean plastic pollution and associated negative impacts on the marine environment including 
fish deaths. Consequently, the United Nations World Tourism Organization and other key role 
players have been calling for the tourism industry to embrace and localize the Sustainable 
Development Goals (SDGs) so as to address some of the concerns and in the process ensure 
business sustainability. However, since the Declaration of 2017 as the Year of Sustainable 
Tourism, very few studies have reviewed the role of tourism in the localization of SDGs. Using 
primary, archival and secondary data, the paper presents an example of how a private nature 
reserve in the Cape Floral Kingdom (a World Heritage Site) has localized SDGs. The study 
shows that the Grootboos Foundation, Grootbos Private Nature Reserve has localized 16 
SDGs through various initiatives targeting several aspects of business operations, including 
commerce, conservation, community, and culture. In addition, the study also highlights some 
critical challenges that are being faced by tourism companies in the localization of SDGs 
which calls for greater scientific engagement and research so as to find innovative solutions. 
The study recommends the replication of the model by similar tourism businesses located 
near and in protected areas, to ensure tourism sustainability.
British Airways was one of the first tourism companies to publish an environmental report in 
1991, the International Hotels Environment Initiative was a sector-specific project , whilst the 
‘Green Globe’ program was targeted across the tourism sector. ‘Protecting the environment is 
both a moral obligation and a business imperative for travel and tourism, the world’s largest 
industry. It can effectively reach millions of customers with a coherent and compelling 
environmental message. And industry leaders can and must persuade their members to adopt 
ecologically sound business practices.(Hawkins, 1995) The World Travel & Tourism Council, 
a coalition of Chief Executive Officers from international tourism companies, established 
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the World Travel & Tourism Environment Research Centre (WTTERC) to monitor, assess 
and communicate objectives, strategies and action programs in respect of environmental 
management. Over one hundred guidelines and codes of practice relating to tourism were 
identified and the environmental guidelines of the WTTERC itself provide a useful synopsis 
of the large scale understanding of sustainable tourism.(Clarke, 1997)this paper proposes a 
framework of approaches to sustainable tourism. The framework is composed of four positions, 
chronologically sequenced according to the dominant understanding of sustainable tourism 
as a possession or goal. The positions are those of polar opposites, continuum, movement 
and convergence. The framework offers insights into the development of the sustainable 
tourism concept and enables identification of an author’s approach to the concept. © 1997, 
Taylor & Francis Group, LLC. All rights reserved.”,”author”:[{“dropping-particle”:””,”family
”:”Clarke”,”given”:”Jackie”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:””}],”con-
tainer-title”:”Journal of Sustainable Tourism”,”id”:”ITEM-1”,”issue”:”3”,”issued”:{“date-
parts”:[[“1997”]]},”page”:”224-233”,”title”:”A framework of approaches to sustainable 
tourism”,”type”:”article-journal”,”volume”:”5”},”uris”:[“http://www.mendeley.com/
documents/?uuid=d5c5473c-5180-4a21-9c19-bdf51e2cfd86”]}],”mendeley”:{“formattedCi
tation”:”(Clarke, 1997
While tourism stakeholders are becoming more involved in planning for, and responding to, 
climate change, academic research on tourism policy related to climate change is still sparse. 
The majority of policy related publications address the tourism impact only in the already 
popular western countries. Ecotourism has a potentially vital role to play in conservation 
by generating economic incentives for nature conservation(Lindsey et al., 2007) The time is 
right to apply and adhere to the innovation helices. The triple helix model of innovation is 
based on the interactions between research, industries which produced goods and services, 
and governments which regulate market. The quadruple helix boosts the knowledge society 
and the quintuple helix emphasizes the socioecological transition of a society.
The smart governance concerns the efficiency of public services of a smart city and their 
improvement through innovations without forgetting the democratic inclusiveness of 
its residents. Sustainability refers to the sustainable development of human civilization 
in relation with the biosphere and the territory ecosystems. For the tourism sector, the 
term “sustainable tourism”, formed in 1988, is considered as the ability of a destination 
to well preserve its environment, protect its population and its economy facing tourism 
development. The connectivity is linked to the capacity of connecting or interconnecting 
systems, applications and platforms of individual terminals, mobile devices such as tablets 
or smartphones and the ability to communicate between them. The thinking process of 
anticipating futures, without aiming to predict them but rather simulating some possible 
expectations following different paths and visions. A Smart City integrates ICT (information 
and communication technologies) to improve the performance of public services such as 
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energy, transportation, health, education, utilities in order to enhance the quality of life of 
its residents and the temporary tourists. The European Parliament (2014) added that smart 
cities must face three objectives: connectivity, sustainability and inclusiveness. The use of 
ICTs could ease access to tourism and hospitality products, services, experiences as well 
as equipment without overlooking to the efficiency of the destination public services and 
emphasizing on the inclusiveness of its residents in the tourist sector by a smart governance 
and a constant interaction between enterprises, local administrations, tourists and residents.

STARTUPS 
The demands of an ever growing and increasingly extravagant world population are on a 
collision course with climate change. The Hospitality sector, the Agriculture businesses, the 
Information Technology and many other startups alike are calling for an inclusive high-tech 
solutions which are an amalgamation of sciences like environmental harmony, the three 
R’s (Reduce-Reuse-Recycle), new artificial intelligence, socially-oriented, technologically-
oriented, socially-oriented, and organizationally-oriented value creation by ecological 
startups requires different alignments in terms of the environmental issues addressed, 
the sustainability strategy employed, and the sustainability ambition aspired.The Start-ups 
are small entities that play an important role in the economic development of an area at 
local, regional and even national level by generating jobs and lowering the unemployment 
rate. The startups have an open and often less complicated heirarchy levels which make 
them agile to bring an idea into a product, work upon its improvement in pace with the 
consumer demands and competition requisites. It is seen that start ups foster innovation 
and raise competitiveness in the local community. Moreover, with the creation of jobs the 
youth who started a particular start-up feels empowered and acts as a morale booster for the 
innumerable others watching or reading the same journey. This echoes the national need of 
being a Job Creator rather than a Job Seeker as it is where lies the future of the development 
more so in the developing country like ours. “The whale has nothing to learn from plankton”, 
this is how one could summarize the approach of the large established hotel groups and 
the budding startups during the 20th century. But the recent turn of events around the 
world has taught us all the importance of not underestimating the power of start-ups and 
the strength in togetherness we ought to provide each other with to break the grinding halt 
in the hospitality industry. The study of startups revealed the importance of alignment of 
environmental sensibility, sustainability strategy and lowering the unemployment rate in the 
hospitality sector.
Climate change would lead to a gradual shift of tourist destinations towards higher latitudes 
and altitudes. The need is to support the creation of more unorthodox knowledge on what 
a different system could look like and how to get there. This could further support a shift in 
ideology, which may lead to redefining the underlying system goals in each of the knowledge 
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domains, and thus influence the motivation for knowledge production. As such, the larger 
system could potentially be changed from within(Loehr & Becken, 2021). To respect and to 
promote diversity and to be powered by the sun is meaningful as it reflects upon the true spirit 
of sustainable hospitality but it does not address the potential transgression of the planetary 
boundaries. A potential way out of the trap like situation is offered by many studies through 
responsible sustainable hospitality entrepreneurship that promotes economic growth while 
intends to overcome sustainability related challenges through the creation and distribution of 
solutions. However, there is a need for sustainable entrepreneurs and local service providing 
linkages to be more explicit about their contribution to the social responsibility on individual, 
local and regional fronts. Many companies are now trying to get closer to startups instead of 
tackling them head on. Incumbents experiment with embracing startups and their approach 
to building products, reshuffling market environments. The rationale is as follows: if their 
business model is threatened, it is better to disrupt yourself than leave the opportunity to 
others. In fact, if a market is being redefined, every player (including established ones) has 
the chance to improve its market position. Today, initiatives from ‘‘Startups are often able to 
develop and produce niche products at a significantly lower price due to the lack of legacy 
infrastructure and bureaucratic processes.’’ They provide an instrument to explore new 
and adjacent business models to an established company’s core business with an impact to 
be expected over the medium to long run (Weiblen & Chesbrough, 2015)startups have an 
edge over large corporations-whereas large corporations sit on resources which startups 
can only dream of. The combination of entrepreneurial activity with corporate ability 
seems like a perfect match, but can be elusive to achieve. This article examines how large 
corporations from the tech industry have begun to tap into entrepreneurial innovation 
from startups. Prominent examples are used to inductively derive a set of four models 
commonly used to engage with startups and to describe their characteristics, challenges, and 
rationales. While corporate equity is the key mechanism behind more established models, 
newer approaches replace equity with shared technology to connect both worlds with 
fewer organizational costs and greater speed and agility. This article presents a typology of 
corporate mechanisms to engage with startups that balance speed and agility against control 
and strategic direction, to map the ways companies can bridge the gap between themselves 
and the startup world.”,”author”:[{“dropping-particle”:””,”family”:”Weiblen”,”given”:”Tobias”,
”non-dropping-particle”:””,”parse-names”:false,”suffix”:””},{“dropping-particle”:””,”family”:”
Chesbrough”,”given”:”Henry W.”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:””}],
”container-title”:”California Management Review”,”id”:”ITEM-1”,”issue”:”2”,”issued”:{“date-
parts”:[[“2015”]]},”page”:”66-90”,”title”:”Engaging with startups to enhance corporate 
innovation”,”type”:”article-journal”,”volume”:”57”},”uris”:[“http://www.mendeley.com/
documents/?uuid=c7e034a6-3fe9-4a24-8866-8f3dee7bebe1”]}],”mendeley”:{“formattedCit
ation”:”(Weiblen & Chesbrough, 2015(Kohler, 2016)) . While connecting the two worlds of 
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startups and established large organizations is often tricky, the potential benefits are also big. 
If done correctly, effective corporate accelerators can foster corporate innovation and offer 
valuable support for startups. For corporates, this means that they are able to tap into new 
sources for innovation, that they are able to scan the market for new developments, that they 
can co-develop innovative products or services that will enhance their own core products, or 
that they are able to sell their products to startups (Weiblen & Chesbrough, 2015)startups 
have an edge over large corporations-whereas large corporations sit on resources which 
startups can only dream of. The combination of entrepreneurial activity with corporate 
ability seems like a perfect match, but can be elusive to achieve. This article examines how 
large corporations from the tech industry have begun to tap into entrepreneurial innovation 
from startups. Prominent examples are used to inductively derive a set of four models 
commonly used to engage with startups and to describe their characteristics, challenges, and 
rationales. While corporate equity is the key mechanism behind more established models, 
newer approaches replace equity with shared technology to connect both worlds with 
fewer organizational costs and greater speed and agility. This article presents a typology of 
corporate mechanisms to engage with startups that balance speed and agility against control 
and strategic direction, to map the ways companies can bridge the gap between themselves 
and the startup world.”,”author”:[{“dropping-particle”:””,”family”:”Weiblen”,”given”:”Tobias”,
”non-dropping-particle”:””,”parse-names”:false,”suffix”:””},{“dropping-particle”:””,”family”:”
Chesbrough”,”given”:”Henry W.”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:””}],
”container-title”:”California Management Review”,”id”:”ITEM-1”,”issue”:”2”,”issued”:{“date-
parts”:[[“2015”]]},”page”:”66-90”,”title”:”Engaging with startups to enhance corporate 
innovation”,”type”:”article-journal”,”volume”:”57”},”uris”:[“http://www.mendeley.com/
documents/?uuid=c7e034a6-3fe9-4a24-8866-8f3dee7bebe1”]}],”mendeley”:{“formattedC
itation”:”(Weiblen & Chesbrough, 2015. For startups, these collaborations mean that they 
might get support for their pilot project, that potentially the corporate becomes the first 
paying customer or distribution partner and, of course, that the corporate partner might 
invest or even acquire the startup(Kohler, 2016). 
A low level of investment into a greater number of ventures diversifies the risk of corporate 
investment in innovation, allowing it to scan a variety of markets and business opportunities. 
To quote few non hospitality sector examples from Germany alone, almost a dozen corporate 
accelerators were founded in the past three years from companies as diverse as Deutsche 
Telekom, Axel Springer, Allianz, BMW, Metro and Microsoft, just to name a few. Unlike 
independent accelerators, which inherently have to adhere to an equity-based model to 
create revenues and finance themselves, corporate initiatives can be found in a wide variety 
of forms. While some, for example, invest for equity, others do not. Some might impose 
commercial preference rights, while others simply sponsor their ventures. Tapping into 
the startup world they can meet the innovation and unemployment challenges better. The 
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sustainability strategy and the need to be inspired to achieve the same is the need of the hour. 
Nevertheless, the tremendous capacity of humans to respond and adapt to their changing 
environment must not be negated. Indeed, some of the consequences of climate change may 
present opportunities for the tourist industry to capitalize upon. Thus, the future balance 
of international destinations will be influenced by climate change, the environmental and 
human response to climate change, and interactions with other market forces. The 2030 
Agenda for Sustainable Development was adopted by all United Nations Member States in 
2015, which provides a shared blueprint for peace and prosperity for people and the planet, 
now and into the future. At its heart are the 17 Sustainable Development Goals (SDGs), 
which are an urgent call for action by all countries - developed and developing - in a global 
partnership. They recognize that ending poverty and other deprivations must go hand-in-
hand with strategies that improve health and education, reduce inequality, and spur economic 
growth – all while tackling climate change and working to preserve our oceans and forests. 
The concept of resistance to change i.e. actions taken by individuals and groups when they 
perceive that change is a threat for various common reasons such the fear of the unknown 
leads to resistance to transformation to newer cleaner greener ways of tourism.

CONCLUSION
As demonstrated by the research the focus of tourism sector ought to make it mandatorily a 
responsibility on the physical/ecological environment, with an emphasis on environmental 
management systems, incorporating techniques such as environmental audits of products, 
processes and issues, and environmental impact assessments. The tourism sector is 
highly vulnerable to the ecological effects of climate change caused by various natural 
and anthropogenic factors in and around the tourism hotspots. Financial and marketing 
support from the government can be important actions to support enterprises in the face 
of a large shock. Continued climate change, deteriorating ecological conditions and ongoing 
loss of global biodiversity have the potential to result in an escalating number of shocks 
and disturbances to the socio-ecological systems. Although tourism is a resilient industry 
providing large scale employment globally but it has been observed that after the pandemic 
there were strict movement restrictions and the hospitality industry was subjected to high 
levels of losses, volatility in tourism demand in response to socio-political, economic factors.
Today, the developed nations could be seen as capable of providing substantive support 
and capacity-building for the existing, struggling, pandemic hit, startups and their related 
thematic issues to switch to smart technology minimizing the climatic harm. In order 
to make the sustainable tourism and reduce the effects of climate change a reality, broad 
ownership of the responsibility of going green and limiting our carbon footprints in 
the hospitality industry must translate into a strong commitment by all stakeholders to 
implement these as global goals. We all must at any level contribute to aim to help facilitate 
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this engagement. The tourism entrepreneurs seem to be particularly narcissistic, extroverted 
and friendly (extraversion), disciplined (agreeableness), self-assured, efficient and organized 
(conscientiousness), unconventional (openness to experience), and proactive and vigorous 
(internal locus of control)(Presenza et al., 2020)Research plays an important role in 
hospitality and tourism. (Fu et al., 2019)draw a map of the evolving domain, and propose a 
framework for future research. The entrepreneurship literature is categorized by identifying 
the antecedents and consequences in the context of H&T. The study findings suggest that 
entrepreneurship research subjects in H&T are extended from developed countries to 
emerging economies. The research level begins at the meso level (firms.  A comprehensive 
plan of action to build a global partnership for sustainable development of tourism to 
improve hospitality services and protect the environment is a must. An annual report by the 
hospitality sector establishments and startups could serve as the central platform for the 
follow-up and review of the major commitments made by collaborating firms and startups. 
Startup India program of Government of India and various state government initiatives to 
promote startup ventures have started to boost entrepreneurships. We can do better with 
the global consciousness to regulate and control tourism in environmentally and culturally 
sensitive areas.  Another suggestion could be to include tourism in land use planning while 
developing an area to meet the policy of sustainable tourism development. This shall help 
in ensuring that the carrying capacities of tourism destinations reflect sustainable levels of 
development and are monitored and adjusted appropriately. Therefore, an area- and sector-
specific research on overall tourism effect could support the development of aesthetic and 
sustainable tourism economic models that are mindful of local cultural sensitivities.

CRITIQUE
The author is open to all suggestions and corrections by the readers. Geographically, this 
paper’s research on tourism and climate change is clearly centered on a small number but 
staggered world tourist destinations, namely the popular ones and few popular startups. 
There is scope for consolidated research on specific regions with respect to location and 
the resilience strategies employed by them. What is essential, however, is the recognition 
that, without adequate understanding of underlying factors and careful planning and 
management, ecotourism may include unsustainable aspects(Cater, 1993)such development 
should benefit destinations more in terms of small-scale, local involvement with fewer 
adverse impacts. The opportunity for these countries to enhance their development potential 
by harnessing their natural resources without, at the same time, destroying them cannot be 
denied. What is essential, however, is the recognition that, without adequate understanding 
of underlying factors and careful planning and management, ecotourism may include 
unsustainable aspects. © 1993.”,”author”:[{“dropping-particle”:””,”family”:”Cater”,”given”:”
Erlet”,”non-dropping-particle”:””,”parse-names”:false,”suffix”:””}],”container-title”:”Tourism 
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Management”,”id”:”ITEM-1”,”issue”:”2”,”issued”:{“date-parts”:[[“1993”]]},”page”:”85-
90”,”title”:”Ecotourism in the third world: problems for sustainable tourism 
development”,”type”:”article-journal”,”volume”:”14”},”uris”:[“http://www.mendeley.com/
documents/?uuid=f7faf99d-c1bf-4cd7-aa2c-0d7807d9e112”]}],”mendeley”:{“formattedCit
ation”:”(Cater, 1993.
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ABSTRACT

Technology has proliferated society.  The advanced technology is a blessing to the current 
circumstances,especiallyin the covid-19 pandemic. Technology is playing a key role in 
education through various Online platforms as Google meet, Microsoft teams, Zoom in 
organising classes, conferences, meetings and webinars. For Hospitality education, most 
of the institutions are taking their classes online though it is new to most of the teachers.
Students effectively participate in all classes, but few students are found unfamiliar with 
smartphones and laptops and few of them don’t have smart devices especially in rural 
areas.It is the need of the hour for the students and teaches to adopt using smart devices 
for education as Offline classes are not possible in this pandemic. The study entails 
spreading awareness to all the teachers who are taking online classes that students need 
to be motivated, counselled and directed to attend the online sessions. To study the various 
e-learning models that will help teachers and students use as per their convenience. Both 
primary and secondary data are used to support the study. The study was carried out using 
quantitative methodology by the use of Questionnaires through Google form. Through 
the findings, it was observed that it is merely on teachers and the Institutes to motivate 
the students to attend the online classes and support the students psychologically and 
understand the technological needs and be student-friendly.
Keywords: Pandemic, Online platforms, smart devices, psychology and adapt.

PSYCHOLOGICAL BEHAVIOUR OF THE STUDENTS IN 
ONLINE HOSPITALITY EDUCATION DURING COVID-19 

SCENARIO: A DESCRIPTIVE STUDY
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INTRODUCTION
The COVID-19 pandemic is a global health crisis of this current scenario and after World 
warII, this one is the biggest challenge the world is facing. Except in Antarctica, the COVID-19 
virus spread all over the globe.COVID is affecting different people in different ways. Most of 
the people infected with the virus would experience mild to moderate illness and recovered 
without special treatments. The basic symptoms of COVID-19 are mild fever, drycough, throat 
pain and body pain primarily. But the deadly disease is much more than a health crisis; it 
is also an unparalleled socio-economic crisis.Created panic in every one of the countries it 
touches, has the potential to create distressing social, economic and political effects that will 
leave deep and longstanding scars. It has affected the education system hugely all over the 
globe but thanks to technology, the influence of Information technology during the COVID-19 
is of utmost blessing to the students as well as for the teachers.
Technology has flourished within society.Cutting-edge technology is a boon for today’s 
post-COVID situation. The Internet has made important changes to almost all aspects of 
our lives ranging from a global economy, personal, and professional networks to sources of 
information, news, and learning. One of the goals of information technology in education 
reform is to improve student learning outcomes. Student learning outcomes are a criterion 
assessment that achieves a student’s academic goals. Summative assessment and formative 
assessment are the two ways to evaluate the students. Now, in this COVID-19 scenario, most 
of the assessments are done through different online tools like Google Meet, Microsoft Teams, 
Zoom, Project etc.
Due to the lockdown in India, educational institutions are adopting an alternative education 
system that uses technological tools to facilitate academic activities in the virtual world. 
Educational Institutions adapting to the alternative system of e-learning to carry out the 
student learning process.This digital education is new for faculty members, and faculty 
members are stepping up to adapt to new realities. The flexibility of teaching and learning 
can ideally transfer instructions in virtual mode anywhere and anytime.
The education induced due to the pandemic has defined the contours of traditional teaching 
and learning methods. It is true that in an emergency scenario, teachers do not have the ideal 
teaching environment. This current digital education system demands flexibility creating 
a virtual reality of classrooms without compromising quality.In this digital education, the 
classroom setting has undergone significant changes. In the digital education system, it has 
been ensured that virtual teaching delivery is as good as in a regular classroom. 
Digital education poses enormous challenges for both pupils and teachers. It is very much 
stressful for the students who appear on the screen during an Online session and may have a 
family member or someone close to him held up or quarantined in a far-off location. Similarly, 
the teacher may be giving a lecture while working in the kitchen or planning to take medical 
care of his/ her child. The challenge now is to make students feel at home in the new set-up 
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and reduce their anxiety. The study material is very burdensome for students. Social distance 
and homestay orders allow teachers and students to adapt to the new digital classroom and 
share their fears and anxieties which seek mutual support, and above all work well for a new 
academic setup. But many students are not having the courage to deal with the teachers. Very 
few students have taken it as fun.

OBJECTIVES:
 y To find out the psychological behaviour of the students during the online class.
 y To study the various e-learning models.

REVIEW OF LITERATURE:
Before COVID-19, classes were conducted in the traditional classroom education system for 
Hospitality Education.In Traditional education, the teacher delivers the speech or instructions 
in the class and the students will be the receivers but now due to the pandemic, it is ‘Online 
‘. Hospitality training requires more technical and practical courses, all courses have been 
delivered online, which is new for students and faculty.Online education takes place via the 
Internet. It is also known as e-learning. E-learning or digital learning is a situation in which 
students are taught at home.E-learning happens Online, not in a traditional classroom.
There are different models for online training:
1. SYNCHRONOUS ONLINE MODEL:
This type of model offers, the instructors and all enrolled students need to communicate online 
simultaneously at the same time. Instructors and all enrolled students can communicate with 
each other through a webinar, through text, video or audio chat. This model enables students 
to participate in a course from a distance in real-time.
2. HYBRID MODEL:
Hybrid learning is also known as blended learning and has a variety of teaching methods 
which is the most effective way to transfer knowledge. Blended learning is the combination 
of traditional classroom learning and online or computer-based learning. 
2.1.THE FACE-TO-FACE DRIVER MODEL:
In this model mainly the traditional classroom education is the method for delivering the 
information to the students and the technology is used as a supplement to increase the 
success of educational outcomes.
2.2.THE ROTATION MODEL:
It is similar to the learning stations model, the main difference is that students learn both 
from a teacher in a physical classroom and participate in an online session.There is a set 
schedule of real-live classes followed by virtual sessions.
2.3.THE FLEX MODEL:
The spine of the Flex Model is online learning, teachers are only facilitators and provide 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

420

support on an on-demand basis as students move on a fluid schedule among learning 
activities. Students still mostly learn in a traditional classroom with the teacher on-site, but 
homework assignments are submitted through an online platform.This model offers much-
needed flexibility for teachers and students alike by letting them take more control over how 
they use their time.
2.4. ONLINE LAB SCHOOL MODEL:
In this model students used to go tothe school, however, education takes place entirely online 
through the computer lab of the institution. Teaching takes place online, however, trained 
support staff help students on-site and supervise the facility. Technology isn’t restricted 
to computers, an online lab model allows tying together the benefits of other advanced 
technologies, such as 3D printers, V.R headsets, and more.
2.5. SELF-BLEND MODEL:
This model gives control to the students over what and when to learn, but only as an addition 
to their regular classes. Students can take courses online supplementing their traditional 
classroom studies, getting control over what they choose to learn. Schools can offer these 
courses through their education management approach, which helps them progress with 
their online courses in their free time.
2.6. THE ONLINE DRIVER MODEL:
Out of all the models discussed, the online driver model relies most on technology – in 
many cases, it doesn’t involve any in-person instruction at all. Students can decide where 
they would like to learn from (home, library, on-the-go etc.) and receive all instructions and 
materials through virtual channels. Teachers only take a facilitator role and help students 
online when needed either on-demand or at agreed times. Students can use their computer, 
tablet or smartphone to submit homework and communicate with their instructor.
Above all, the online education model is used by the hospitality education facilitators during 
COVID-19 to endow with and engage the students in their studies. According to the Primary 
data responses, most of the students take this hospitality education as an opportunity to 
construct their career. During the lockdown, the online education system is widely adopted 
by the students and facilitators as most of the students are very much serious about their 
careers. According to the sample, some of the students are taking this e-learning as fun. 

ONLINE EDUCATION  BENEFITS:
Online education is the biggest revolution in modern education. It has revolutionized the 
system and opened up great opportunities. The reward for e-learning is self-learning, 
learning flexibility, networking opportunity, appropriate documentation, increasing teacher-
student time and access to expertise.
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METHODOLOGY:
Research Design:The present study entailed a quantitative research design.
Locale: The study was conducted pan – India across all states of India. The questionnaire was 
sent to age groups from 10 to 25 years.
Sampling Design:In this research,Simple, convenience sampling was used for data collection 
in which we have taken 106 samples from hospitality college students from different parts 
of India.
Tools and Techniques:A structured questionnaire has been distributed to the age groups 
from 10 to 25 who are the target population in this research paper.
Data and Statistical Analysis: Percentage analysis was done in the calculation of data.
Data collected for this research was through primary and secondary sources which were later 
analysed using MS excel tools. The primary sources of data for this study were questionnaires, 
personal interviews, and small group discussions. The secondary sources of data collection 
were different websites, the internet, magazines, journals, newspaper and articles.

 DATA ANALYSIS:
Gender vs. Awareness about hospitality education

Figure 1.Gender: In hospitality education, most of the students are male due to long hours of working 
time.

Socioeconomic status vs. awareness about hospitality education

Figure 2.Socioeconomic status: Most of the student’s parents are doing business so that most of the 
students can carry new gadgets for their online studies.
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3. Pedagogy (technical part of hospitality education) vs. Technical efficiency 

Figure 3. Pedagogy (technical part of hospitality education):- As hospitality education is highly technical 
as agreed by the students. 

FINDINGS:
Hospitality education is a continuous process to be a better fit in the hospitality industry. 
It starts with an educational qualification from a legally authorized establishment and 
continues with training on the job and off the job operations. The psychological behaviour of 
the students during the online classes is based on the duration of the class.After data analysis, 
we found that most of the students are serious about their studies. Some of the students got 
help from the teachers to lowered their anxieties during the online classes. Eventually, the 
online classes are new to the students as well as for the facilitators so that the timing for the 
class is not restricted that’s why some of the students have taken it as fun. Those students 
feel that no one is watching them and whatever they will do during the online classes no one 
going to tell them anything. 

GENDER MALE FEMALE OTHER

N=106 73 32 1

Batch of 2017-2020 2018-2021 2019-2022

N=106 5 20 81

Parents occupation Government 
employee

Private job Business Other

N=106 29 21 32 24

1. What is 
COVID-19?

No taste in the 
tongue

Pain in the throat 
and difficulty in 
respiration

Fever and an 
abdominal 
problem

All of the 
above

N=106 2 13 2 89
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2. How do you 
perceive the risk of 
COVID- 19?

No comment Very risky Not able to 
come out of 
the house

Life risk

N=106 22 32 21 31

3. How often do 
you check the 
news updates 
on the COVID-19 
situation?

Never Seldom Often At regular 
intervals

N=106 4 14 36 52

4. What comes 
to your mind 
about hospitality 
education?

Make career Timepass& enjoy Prepare 
for the 
competitive 
job

Become 
smarter

N=106 70 1 11 24

5. Is hospitality 
education highly 
technical?

Yes No Complicated Very 
complicated

N=106 64 23 17 2

6. Hospitality 
education is going 
through e-learning.

Good Better Best Not good

N=106 41 18 5 42

7. Which tool is 
mostly used to 
handle the online 
classes?

Microsoft team Zoom Google meet WebEx 
meeting

N=106 0 9 97 0

8. During the lock-
down period what 
is your experience 
being deprived 
of a college 
environment?

Incorrigible/ not 
interesting

Punished Losing the 
best time of 
the life

To compete 
with hotel 
culture is not 
happening

N=106 11 2 57 36
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9. During the 
lock-down period 
at what level 
would you rate 
your mental stress 
level?

Harassment Secluded/lonely Completely 
closed

Getting time 
for better 
analysis

N=106 5 29 20 52

LIMITATIONS:
The study is limited to the psychological behaviour of the students in hospitality education 
during COVID-19. Online education is not a distance education, to carry out the classroom 
teaching digitally to continue the traditional educational programs during the intervening 
period of the lockdown. To maintain the social distancing during COVID-19, online education 
is the most important key factor for all the stakeholders.
Time and limited budget allocated for this research were a constraint.

 SCOPE OF THE STUDY:
1. This study would help conduct further research.
2. This study would explain the articles that are relevant to this topic.

CONCLUSION:
Education is the modification of human behaviour. Hospitality education is a continuous 
process to be a better fit in the hospitality industry. It starts with an educational qualification 
from a legally authorized establishment and continues with training on the job and off the 
job operations. It is supplemented with books, magazines, periodicals, libraries, websites, 
correspondent courses seminars, webinars and exhibitions. Everybody as usual needs 
mental, physical, spiritual, ethical and social health. In the hospitality industry, the guest 
is the king. All stakeholders work together to sell more. For this purpose personal selling 
is more important. The person must be knowledgeable and skilful enough. The employee 
must be presentable understand the customer needs and be very fair with the utilization 
of resources. Clarity and well adverse communication create loyal customers. The system 
is disturbed due to covid-19.The teachers are taking the class very seriously. Study material 
is very heavy for the students. Many of them are not having the courage to deal with the 
teachers. Very few students have taken it as fun. 
Students are feeling lonely. They feel they are deprived of opportunities. They are not able 
to attend the classes as before seating together. They fail to interact during the session. And 
clearing the doubt from the teachers, going to the library, learning from practical classes and 
above all being guided by seniors. They are in the same family environment and wasting the 
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time. Students need to be counselled not to feel lonely. They should never suffer from psyche 
damage. All the staff of the hotel management colleges along with the national council and 
the hospitality industry deeply thinks over the matter. Online education has been emphasized 
and found effective as far as attendance is concerned. Study material should involve slides, 
images, videos, and references to make the students updated. It must involve a gist so that 
the students can easily recapitulate. The failure percentage will be below. Students who want 
very little study material will not be frustrated. 
The students should be encouraged for very essential self-image. Confidence can be built in 
them. The students must be enquired about their habits, hobbies and Excellency. Constant 
continuous advice will help to build courage. The students should be given assignments. 
Competition must be held with prizes. Webinars and seminars are a bonus. Students 
irrespective of any reason must be treated as a gift. This will help to embellish an undefeated, 
unstoppable, enriching attitude. This will add to their human value and undaunted vulnerable 
character. 
The criterion as suggested by the experts may save the future contributors tothe hospitality 
industry. Each student should know he/she is responsible for his/her environment. They 
must have clear communication ability and capacity to sustain the expectation of the 
customers with the provisions from the establishment. They must have adequate knowledge 
skill and attitude to match the war between achievement and target. They must be hard-
working, sincere and reliable. Talent without hard work is pathetic but hard work without 
talent is a tragedy.
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ABSTRACT

Tourism and hospitality education is critical in enabling students to achieve the 
professional and practical skills that the tourism sector requires. Given that the tourism 
and hospitality industry is a labor-intensive sector, it is undeniable that Theoretical and 
Practical Knowledge find the opportunity to use what they have learned in practice and to 
develop personal skills and abilities through proper education and skilled base training. 
This research aims to discover what effect pandemic has on practical and theory classes, 
as well as the significance of education and training. The Quality Approach was chosen to 
gather in-depth data from students using an online Google classroom, semi-structured 
interviews, self–reports, and a Webinar discussion with industry professionals. Thematic 
analysis of the multiple data was performed. The study group consists of 49 senior 
students from various Hotel management colleges. Responses to the interview were 
content analyzed, resulting in offline classes and practicals. Multi skilling and professional 
development of students, increased sense of hygiene and sanitation, and related Sop’s 
optimism toward the revival of education are all needed. The skilled-based practical 
application Training is a vital element of Hospitality and Tourism Education Programs 
because it allows students to discover their role as potential employees in organizations 
as well as build skills and talents in the tourism and hospitality business, which benefits 
the economy. Limitations and the scope of future research are also explored as a result of 
the current situation.
Keywords: Tourism and Hospitality, Covid-19, training, Google classroom, Hygiene, 
sanitation

ANALYSIS THE IMPACT OF EDUCATION AND TRAINING 
IN TOURISM AND HOSPITALITY (FOOD & BEVERAGE 

SERVICE)
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INTRODUCTION
The outbreak of COVID-19 has caused havoc in the tourism and related industries (Jamal 
& Budke, 2020). In the news media and academic study, the impact of the pandemic on the 
tourism industry has been explored and analyzed. The novel corona virus’ impact on tourism 
education, on the other hand, remains unknown. When tourism is negatively impacted 
by major external factors such as over tourism, academic and training literature focuses 
exclusively on the sector, ignoring the reality that tourism is also a subject of study (Seraphin 
& Yallop, 2020). The impact of tourism and hospitality education and training. Everything 
that happens in the corporate sector has an impact on education, and vice versa. This reality 
is easy to overlook (Seraphin & Yallop, 2020). The growing need for more sustainability in 
the tourism industry, for example, has resulted in the development of new curriculum and 
pedagogic methodologies (Ali, 2010). Hales & Jennings, 2017; Camargo & Gretzel, 2017). 
Camargo & Gretzel, 2017; Hales & Jennings, 2017). Murphy & Nadkarni, 2017; Camargo 
& Gretzel, 2017; Hales & Jennings, 2017). According to Halaby (1994), Kucel (2011), and 
Seraphin et al. (2021), the variety and amount of training provided in Hospitality & Tourism 
and related areas lead to either under-education or over-education. Employees’ over-
education or job-matching positions in the business, and, as a result, employee income and 
whether or not they opt to shift to other industries (Boella & Goss-Turner, 2020; Guironnet & 
Peypoch, 2007; Nickson, 2013). According to a recent study published by De Gruyter, COVID-19 
has been associated to lower academic research production and student recruitment (2020). 
However, there was no evidence available at the time of this study on the impact of COVID-19 
on specific fields such as hospitality and tourism, as well as the associated topic of student 
practical training. Tourism education was underestimated even before COVID-19, with 
many studies focusing on hospitality. Marketing, destination management, visitor behavior, 
and so on are some of the topics covered (Ballantyne et al., 2009). In addition, education 
in the tourist and hospitality industries should be taken into account. This study attempts 
to address a gap in the literature by examining the relationship between COVID-19 and 
hospitality tourism education courses. According to Stergiou, “education and training is an 
integral part of the educational system, and the curriculum is interpreted and implemented 
within this context of teaching” (2005, p. 285). This foundation establishes and maintains the 
link between students and institutions.” Hsu (2018) called the existing Hospitality & Tourism 
educational model “conventional,” stating that the business required considerable changes 
to fulfil industrial demands. Transitions in working practises, skill requirements, industry 
expectations, and goals are all expected as a result of the start of a new world following the 
COVID-19 pandemic (Seraphin & Yallop, 2020). The academic community has progressed 
several conceptual and perception-based researches predicting the post-COVID-19 time 
(Gössling et al., 2020; Gretzel et al., 2020; Guan et al., 2020; Hall et al., 2020; Zheng et al., 
2020). Following an extensive examination, it was determined that “tourism transformation” 
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is a common topic in tourism and hospitality research (Brouder, 2020; Cheer, 2020; Irimiás 
et al., 2020; Lapointe, 2020; Niewiadomski, 2020; Prideaux et al., 2020). The need to reinvent 
and redefine tourism by taking into account changes in consumer behaviour (Wen, Kozak 
et al., 2020), as well as relinking tourism through a community-based strategy (Wen, Kozak 
et al., 2020). (Wen, Kozak et al., 2020). Incorporating high-quality In the recovery phase of 
the tourism sector, the concept of human flourishing should be emphasised (Cheer, 2020), 
incorporating Renaud’s (2020) idea of transitioning from “growth for development to de-
growth for livability.” Following the outbreak of COVID-19 in many countries, hospitality and 
tourist education and training has usually focused on identifying the existing scenario (Baum 
& Hai, 2020; McCartney, 2020; Rodriguez-Morales et al., 2020; Williams & Kayaoglu, 2020; 
Wong et al., 2020). Regardless,
 While Baum et al. (2020) criticised COVID-19’s impact on the tourism industry as a 
“amplification” of usual commercial activities, other research say the pandemic offers 
the tourism industry an opportunity to reset or rethink itself (Brouder, 2020; Lapointe, 
2020; Tremblay-Huet, 2020; Ying et al., 2020). As a result, the theoretical attitude of this 
research is defined by the concept of reinvention, as well as the view that tourism education 
has tremendous revolutionary potential in the current context (Seraphin & Yallop, 2020). 
Beyond COVID-19, this study advocates for further integration and synergy between tourist 
education and the sector itself. The fulfillment of Sustainable Development Goal (SDG) 
4, “Quality Education,” would be aided by better synergy (United Nations Development 
Programme, 2015). This study’s discussion part (Triple Helix Model) and conclusion both 
realise this connection between education and industry in terms of positionality (practical 
contribution).
COVID-19 and its Impact: An Overview of the Literature:
The extremely contagious COVID-19 disease is caused by the Severe Acute Respiratory 
Syndrome Coronavirus 2 (SARS-Cov-2), a family of RNA coronaviruses (Lupia, 2020). The high 
rate of transmission of nCov (WHO, 2020) began as an epidemic, then evolved into a global 
health crisis (Chinazzi et al., 2020), and finally, in March 2020, the World Health Organization 
declared it a pandemic (WHO-Europe, 2020) as Europe became the epicentre of the disease. 
It brought the entire world to a halt, resulting in widespread immobility, an unparalleled 
decline in demand for goods and services, and all-time highs in financial markets. (McKibbin 
& Fernando, 2020; Ozili & Arun, 2020; McKibbin & Fernandez, 2020; McKibbin & Fernandez, 
2020), Even though it is secondary to the impact on international economies, nCov has a big 
impact on the tourism industry (Jamal & Budke, 2020). The industry might lose between 850 
million and 1.1 billion dollars in foreign tourist inflows, according to a research published by 
the United Nations World Tourism Organization (UNWTO, 2020). Similarly, the World Travel 
and Tourism Council predict that the tourism and hospitality industry will lose 50 million 
jobs globally (WTTC, 2020). As a result, the International Air Transport Association (IATA) 
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is concerned that tourist numbers will fall short of expectations. Between 2019 to 2023–24, 
(International Air Transport Association, 2020). Given the tourist and hospitality sector’s 
resiliency (Biggs et al., 2012), it’s expected that as cities reopen, the industry will respond 
with tougher steps to make travel safer (Barbhuiya & Chatterjee, 2020; Wen, Wang et al., 
2020). In recent weeks, professional services, such as teaching and educational services, 
have experienced a rapid digital revolution (Crawford et al., 2020). Basilaia and Kvavadze 
(2020) stated that they used Zoom, Google Meet, and other online meeting tools to conduct 
their classes. Teachers have benefited from online education, according to meeting platforms 
Basilaia and Kvavadze (2020). experience at educational institutions for the impending “new 
normal” Effective teaching necessitates a pleasant teaching environment, effective lecture 
planning strategies, the sharing of topic information and assignments, and curriculum 
innovation as social alienation becomes the new norm and Google Classrooms become the 
new virtual classroom (Basilaia & Kvavadze, 2020). Despite the fact that this study does not 
suggest that e-tourism education is a new phenomena caused by the COVID-19 problem, 
online learning, teaching, and assessment have been there since the internet’s birth and are 
frequently employed (Sigala, 2005). “With the advancement of the internet, kids may now 
access and interact with educational materials.

METHODOLOGY:
A qualitative approach was deemed acceptable for examining tourism and hospitality 
education and training, as well as perspectives on COVID – 19 on the future of tourism and 
hospitality training and education. An interpretative paradigm was employed to analyze the 
educators’ concerns about the current situation. This component is broken down into two 
parts: data collection and data analysis.

DATA COLLECTION:
In this study, data was collected via an online questionnaire employing purposeful sampling. 
These market research formats make it possible to acquire information. Provide accurate 
information from the responder to aid in the analysis. The questionnaire consists of both 
closed-ended and open-ended questions that were distributed via Google Form to 49 
tourism and hospitality students from various institutes in India. The online survey, which 
is in English, is divided into two sections. The first component of the questionnaire collected 
information about the students (such as their age, gender, name, and email address), while 
the second piece analyzed the difficulties students encounter in obtaining tourism training 
and education and hospitality in the aftermath of the COVID-19 epidemic. This part contains 
10 open-ended questions about skills, knowledge, food, and nutrition that will be considered 
essential for hospitality and tourism students to acquire, as well as how to make tourism 
education robust enough to deal with such crises in the future. There are 49 responses from 
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various institutions in the research. The study’s main goal was to look into the difficulties that 
students face while taking online theory and practical sessions. The majority of respondents 
requested an offline practical class. 

DATA ANALYSIS:
Finally, the responses were exported, and the three major respondents confronted the 
responder with the COVID-19 epidemic. There were reports of a lack of practical knowledge, 
skills, placement pressure, and a low level of participation. The survey asks students their 
thoughts on how COVID-19 will affect tourism and hospitality training and education.

LIMITATION AND FUTURE STUDIES:
The situation could be viewed in a different light by the learner. As a result, future research 
should focus on the perspectives of tourism students on the impact of COVID-19 on their 
careers. In addition, the importance of online faculty development programmers in tourism 
education, as well as industry requirements in the post-COVID-19 phase. Faculty and 
universities are always evolving and adjusting to the present circumstances, therefore the 
efficiency of the tactics in the COVID-19 phase can be evaluated.

Table. 1 How often do you miss the classes daily?

Table. 2 How does Online Practical of Food & Beverage Service has effect on your Practical Knowledge?
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Table. 3 How Nutrition has an effect on Mental, Physical & Psychological health during online classes?

Table. 4 What Challenge do you face during online Class?

Table.5 Effect of COVID - 19 on Hospitality & Tourism Course?

 

Table.6 What are the new norms (SOP’s) in Hotel & Tourism Sector?
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Table.7 What type of Diet you followed during online class?

Table.8 On Which aspect did Food & Beverage Service Department change after COVID- 19?

Table.9 In your Opinion what Challenges does Hospitality & Tourism Industry is facing during the 
pandemic time?



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

434

Table.10 Which Teaching Mode does you like the most?

CONCLUSION: 
COVID-19’s impact on the tourism business, according to the study, is likely to have an 
indirect impact on tourism education and training. The unpredictability of industry in terms 
of unemployment and the financial world discourages students from pursuing careers in 
tourism and related fields. The current research focuses on the various aspects of tourism 
and hospitality training and education, as well as their impact on student performance.
The impact of training and development on performance has been favorable and considerable 
across the board. The findings of this study corroborate the studies of Dambe Gundega and 
Atstaja Dzintra (2013), who highlighted the importance of knowledge, skills, and attitude 
in the tourism industry, where the above-mentioned skill-set, along with new learning and 
competencies, will help students advance their careers in the said industry, and J.C. Percival et 
al., (2013), who emphasized the importance of knowledge, skills, and attitude in the tourism
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ABSTRACT

Assurance of guest satisfaction and preserving long-time period relationships with 
guests have come to be important for survival amongst the service industries. In current 
years, guest loyalty has been the favorable subject matter for severa tourism research 
and reports. This paper pursuits to research the converting paradigms of guest loyalty 
in hospitality region particularly with recognize to the pleasure catered by different 
Hotel Companies. Hospitality is the connection among the visitor and the host, or the 
act or exercise of being hospitable. This includes the reception and amusement of 
visitors, visitors, or strangers. In India hospitality is primarily based totally at the precept 
AtithiDevoBhava, meaning “The Guest is God”. This precept is proven in some of memories 
wherein a visitor is actually a god who rewards the issuer of hospitality. From this stems 
the Indian method of graciousness towards visitors at home, and in all social situations. 
The Indian tourism and hospitality Industry has emerged as one of the key industries 
using increase of the offerings region in India. Tourism in India has registered significant 
increase withinside the current years and USA has tremendous capability to come to be a 
first-rate worldwide traveler destination. Indian tourism Industry is flourishing because 
of an growth in overseas traveler arrivals and more range of Indians visiting to home 
locations than before. In the past few years the actual increase has come from inside the 
home region as round 30 million Indians journey inside the united states of america in a 
year. Strong increase in in keeping with capita income, growing younger populace coupled 
with converting life are main to more expenditure on entertainment & leisure offerings. 
Hotels are an vital aspect of the tourism product. They make a contribution withinside the 
general tourism revel in through the requirements of centers and offerings provided via 
way of means of them. The fortunes of the hospitality industry have usually been linked 
to the potentialities of the tourism enterprise and tourism is the most important call for 
driving force of the enterprise. 
Keywords: Guest, loyalty, satisfaction, Hospitality, Tourism.

CUSTOMER LOYALTY—HIGHLIGHTING THE IMPORTANCE 
AND SCENARIO IN INDIAN HOTEL INDUSTRY48
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INTRODUCTION
Unwaveringness is the truthfulness, dedication, relatedness and loyalty towards a conviction, spot, 
individual or association. Loyalty explicitly identified with clients just can be named as guest 
loyalty. There are numerous definations of customer loyalty. A large number of them neglects to 
understand that faithfulness runs connected at the hip with feelings. Customer dependability is the 
aftereffect of reliably certain passionate experience, actual quality based fulfillment and saw worth 
of an encounter, which incorporates the item or administrations. 
Consider who you, when all is said and done, are faithful to. Unquestionably you’ll answer loved 
ones. Why? On account of the passionate bond you have with them. Your loved ones can do 
things you dislike, however you stay faithful in light of that bond. The equivalent applies with 
customer faithfulness. To incite customer dedication you should construct a passionate bond with 
your customer. To fabricate customer loyalty, customer experience the board mixes the physical, 
passionate and esteem components of an encounter into one durable experience. 
Holding guests is more affordable than securing new ones, and client experience the board is the 
most savvy approach to drive consumer loyalty, customer maintenance and customer faithfulness. 
Not exclusively do steadfast customers guarantee deals, yet they are likewise bound to buy 
subordinate, high-edge supplemental items and administrations. Steadfast customers lessen costs 
related with purchaser education and advertising, particularly when they become advertisers for 
the association.
As per Ms. Priya Chetty’s(Hospitality Market researcher) survey and analysis in 2020 
“Competition in recent times has compelled the hospitality industry to adopt myriad 
marketing tactics, especially with regard to customer relationship management. Since the 
hospitality industry is extremely service-centric, customers are highly skeptical about the 
quality of services provided. Based on their experience they take their future purchase 
decisions. To inspire loyalty amongst customers, most standalone hotels, and hotel chains 
have implemented customer loyalty programs. These, however, are advantageous more to 
customers than to the providers.”
As per Mr. Jurgen Ortelee, principal director of sales in Asia Pacific in IDeaS talks about “the 
importance of loyalty in the hotel sector in the changing times and how it can act as a key 
differentiator in a fiercely competitive, digitally focused booking environment.”

INDIAN TOURISM & HOSPITALITY SECTOR OVERVIEW
The Indian tourism and hospitality industry has emerged as one of the most important 
development engines in the country’s services sector. Given the country’s rich cultural and 
historical legacy, diversity in ecosystem, terrains, and natural beauty spots, tourism in India 
has a lot of promise. Aside from being a substantial source of foreign cash, tourism has the 
potential to generate a big number of jobs.
In FY20, India’s tourism sector employed 39 million people, accounting for 8.0 percent of 
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the country’s overall workforce. It is estimated to employ almost 53 million people by 2029.
According to the World Travel and Tourism Council, India placed 10th out of 185 nations 
in terms of total contribution to GDP from travel and tourism in 2019. In 2019, travel and 
tourism contributed 6.8% of the total economy’s GDP, or Rs. 13,68,100 crore (US$ 194.30 
billion).

(As per survey report of India Brand equity foundation June 2021)

MARKET SIZE:  
In terms of digital tools used for planning, booking, and experiencing a journey, India is the 
most technologically advanced traveller nation. The rise of India’s middle class and expanding 
disposable money has aided the expansion of both domestic and international tourism.
Foreign visitor arrivals (FTAs) in India reached 10.93 million in 2019, an increase of 3.5 
percent year on year. Tourism-related FEEs climbed 4.8 percent year on year to Rs. 1,94,881 
crore (US$ 29.96 billion) in 2019. e-Tourist Visa arrivals climbed by 23.6 percent year over 
year to 2.9 million in 2019. FTAs fell 75.5 percent YoY to 2.68 million in 2020, while arrivals 
via e-Tourist Visa (Jan-Nov) fell 67.2 percent YoY to 0.84 million. The e-Tourist Visa capability 
was extended to people of 171 countries as of March 2021.
International tourist arrivals are predicted to reach 30.5 billion by 2028, generating about 
US$ 59 billion in revenue. Domestic tourists, on the other hand, are projected to fuel growth 
following the pandemic.
International hotel chains are expanding their footprint in India, and by 2020, they will own a 
47 percent share of the country’s tourist and hospitality sector, rising to 50 percent by 2022.
According to the Federation of Hotel & Restaurant Associations of India (FHRAI), the 
COVID-19 pandemic cost the Indian hotel business more than Rs. 1.30 lakh crore (US$ 17.81 
billion) in revenue in FY21.

(As per survey report of India Brand equity foundation June 2021)

INVESTMENT: 
With an influx of US$ 45.7 billion in 2018, India ranked third globally in terms of travel and 
tourist investment, accounting for 5.9% of overall investment in the country.
Between April 2000 and December 2020, the hotel and tourism sector received a total of US$ 
15.61 billion in FDI.
According to the Indian government, by 2030-31, India would have a market of 1.2 million 
cruise travellers. In the next 3-5 years, Dream Hotel Group expects to invest roughly $300 
million in the development of India’s cruise industry.
 As per survey report of India Brand equity foundation(                                                       
)June 2021

Government Initiatives: The Indian government has recognised India’s tourism potential 
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and has made many initiatives to make the country a global tourism hub.
The following are some of the significant efforts planned by the Indian government to 
promote the country’s tourist and hospitality sectors:

 y Mr. Prahlad Singh Patel, Union Minister of State for Tourism and Culture, attended 
the G20 tourism ministers’ meeting in May 2021 to work with member countries on 
protecting tourism businesses and jobs, as well as developing policy guidelines to 
support the sustainable and resilient recovery of travel and tourism.

 y The Indian government intends to enhance tourism by utilising the country’s 
lighthouses. 71 lighthouses have been highlighted as potential tourist attractions.

 y The Ministry of Road Transport and Highways has unveiled the ‘All India Tourist 
Vehicles Authorisation and Permit Rules, 2021,’ under which a tourist vehicle 
operator can apply for an All India Tourist Authorisation/Permit online. This 
permission will be issued within 30 days of the application being submitted.

 y The Ministry of Tourism’s Regional Office (East) in Kolkata collaborated with the 
Eastern Himalayas Travel & Tour Operator Association (resource partner) and the 
IIAS School of Management (knowledge partner) to host a ‘Incredible India Mega 
Homestay Development & Training’ workshop in February 2021. 725 homestay 
proprietors from Darjeeling, Kalimpong, and the Dooars foothills received marketing, 
sales, and behavioural skills training.

 y Mr. Prahlad Singh Patel, Union Tourism and Culture Minister, announced a proposal 
to create an international-level infrastructure in Kargil (Ladakh) to boost adventure 
tourism and winter sports on January 25, 2021.

 y The Indian Railway Catering and Tourism Corporation (IRCTC) operates a series of 
Bharat Darshan tourist trains that transport visitors to various pilgrimages around 
India.

 y Mr. Prahlad Singh Patel, Union Minister of State (IC) for Tourism and Culture, 
inaugurated the “Tourist Facilitation Centre” facility built under the project 
“Development of Guruvayur, Kerala” on November 4, 2020. (under the PRASHAD 
Scheme of the Ministry of Tourism).

 y On November 28, 2020, the Ministry of Tourist’s “DekhoApnaDesh” webinar series, 
titled “12 Months of Adventure Travel,” is expected to promote India as an adventure 
tourism destination.

 y Mr. Uddhav Thackeray, Maharashtra Chief Minister, opened the Balasaheb Thackeray 
Gorewada International Zoological Park in Nagpur on January 26, 2021. It is India’s 
largest zoological park, covering 564 hectares and estimated to draw 2.5 million 
visitors annually.

 y In October 2020, the Ministry of Tourism partnered with the Quality Council of India 
(QCI) to launch SAATHI (System for Assessment, Awareness, and Training for the 
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Hospitality Industry). The programme will successfully apply COVID-19-related 
guidelines/SOPs for safe hotel, restaurant, B&B, and other unit operations.

 y The Ministry of Tourism has started the Dekho Apna Desh webinar series to provide 
information on a variety of destinations as well as the vast breadth and depth of 
India’s culture and heritage.

 y Sardar Vallabhbhai Patel’s statue, commonly known as the “Statue of Unity,” was 
unveiled in October 2018. With a height of 182 metres, it is the world’s tallest 
standing statue. It is expected to strengthen the country’s tourism economy and 
place it on the global tourism map.

 y The Indian government has set out Rs. 1,200 crore (US$ 171.70 million) in Budget 
2020-21 for the construction of tourist circuits under Swadesh Darshan in eight 
Northeastern states.

 y The Government of India has allocated Rs. 207.55 crore (US$ 29.70 million) for the 
development of tourist circuits under the PRASHAD plan in the Budget 2020-21.

(As per survey report of India Brand equity foundation June 2021)

Road Ahead:  Staycations are an emerging trend in which individuals stay at opulent hotels 
to de-stress in a relaxing environment. Major hotel chains such as Marriott International, 
IHG Hotels & Resorts, and Oberoi Hotels are launching staycation deals that allow visitors 
to choose from a variety of personalised experiences within the hotel to meet these needs.
The travel and tourism business in India has enormous growth potential. The tourism 
industry is also anticipating the expansion of the e-Visa scheme, which is estimated to treble 
the number of visitors to India. According to a joint study undertaken by Assocham and Yes 
Bank, India’s travel and tourism business has the potential to grow by 2.5 percent as a result 
of increased budgetary allocation and low-cost healthcare.

IMPORTANCE OF CUSTOMER LOYALTY IN HOTEL INDUSTRY IN PRESENT 
SCENARIO
Look beyond the points: Traditionally, guests were rewarded for their devotion through 
point programmes, with a few extra privileges as they moved through the tier levels. 
Recognition and the guest experience were the focus of a once-in-a-while programme. To 
encourage more direct reservations, loyalty programmes evolved into hybrid loyalty and 
discount programmes. 
With the rapidly changing nature of travel, it may be time for businesses to evaluate their 
loyalty programmes and their performance. Do customers want the same programmes as 
before, or has the value of loyalty perks shifted? Or are point programmes, which have a huge 
impact on large corporations’ profits and balance sheets, here to stay?
With billions of reward points on their books, hotels must rethink their loyalty programmes 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

441

and focus instead on humanising the visitor experience. It’s possible that strong considerations 
for marketing strategy, booking experience, and stay experience may be required.
building: Understanding the demands of your customers is essential to building loyalty. And 
if there’s one necessity that hasn’t changed, it’s the concept of personal space, which has 
evolved over time, whether as a result of government mandates or personal comfort levels. 
You want to keep a guest on your property and give them a sense of security once they arrive. 
The majority of today’s guests want confidence that they are staying in a secure setting. This 
entails recognising consumer concerns and promoting protocols that address them in a post-
COVID lockdown scenario.
However, creating customer loyalty does not begin there. It begins when someone decides 
they need or want to travel and begins looking for a hotel. Websites that answer inquiries 
and address issues may lead to a favourable decision for the hotel or business. Increased 
booking activity should result from having all essential information for prospective guest 
queries readily available and searchable on the hotel website. Booking entails trusting the 
hotel’s assurances. It’s all about living up to the hotel’s promise.
At the hotel, all processes should be seamless and painless. Not to mention the all-important 
acknowledgement as a valued guest. One of the most essential immediate rewards, along 
with praise for returning, is recognition. A hotel with a strong, loyal following is more likely 
to be recognised and appreciated.

ONLINE MATTERS:  
With so many competing priorities, it’s easy to underestimate the impact of a hotel’s internet 
image on guest loyalty. According to a recent TrustYou study, hotels with low online ratings 
have a harder time acquiring new clients. Even guests who have previously stayed at the 
hotel may begin to reconsider their loyalty after reading a slew of negative reviews.
In a research done by Trust You, it has come out that hotel reviews with less than three stars 
would be automatically sorted out by 88 percent of travellers, while hotels with less than 
four stars or five stars would be automatically sorted out by 33 percent. This indicates that 
one-third of all travellers will only consider hotels with higher reputation scores, regardless 
of price.
If a hotel has a bad image and is adversely reviewed online, it risks losing potential guests 
before they can become loyal customers. Even loyal guests are more likely to shop for the 
best rates in an uncertain economic situation. If you don’t have at least a three-star internet 
review score, guests who may have a positive opinion of your resort or brand won’t see it as 
a viable alternative. 
Many hotel chains have created loyalty programmes that provide discounts to loyalty 
members who book directly, in order to foster loyalty and limit the impact of internet rate-
shopping.
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ENGAGING WITH GUESTS: 
Engaging with your customers is still an important part of building loyalty. Guest comments 
on social media can have a big impact on how a booker feels about a hotel or a business. 
Hoteliers must study and monitor what is being said about their property on the internet 
and respond quickly. Engaging with guests increases the likelihood of them becoming loyal.

CONCLUSION:  
Managers must use inventive tactics to retain clients as the complexity and density of modern 
organisations grows. This is true across all businesses and for all types of products. Because 
the cost of acquiring new consumers is increasing by the day, businesses are turning to client 
loyalty programmes for relief. Customer relationship management aims to keep customers 
for as long as possible, and any alliance must benefit the customer as well, resulting in a 
win-win situation for both parties. With increasing market rivalry and rising client demands, 
hospitality companies are finding it difficult to maintain long-term profitability and market 
position.
Where will loyalty go with everything that is going on right now? In three to four years, 
the hotel industry expects occupancy levels to recover, which implies visitors will go less 
to their favourite hotels. The value of points will dwindle. Traveling less simply means that 
accumulating enough points to get free stays will take too long. Following COVID-19, hoteliers 
who understand consumer trends and cater to changing guest needs will be in the best 
position to attract and retain the guest of the future. Hoteliers must recognise that customers 
are no longer shopping for certain products or brands. They want to buy experiences that 
they can share.The future guest will not look for a room, a hotel, or a hotel brand. Instead, 
they’ll look for an adventure and stay in distinctive, authentic resorts that provide unique 
and safe experiences.
The challenges of retaining and establishing guest loyalty are bigger than they have ever 
been. COVID-19’s market disruption, economic concerns, the proliferation of OTAs, review 
sites, and social media comments all have an impact on the modern consumer’s booking 
decision. Those hotels who anticipate, listen to, and respond to guest demands will be in the 
greatest position to attract new and repeat business.
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ABSTRACT

Tourism is a far reaching industry in the world and is considered as a major job creator 
for the youth. It stimulates creation of local growth centres within community. Tourism 
industry has emerged as a major source of earning foreign exchange and it is considered 
as an investment.
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INTRODUCTION
Tourism is a far reaching industry in the world and is considered as a major job creator for the 
youth. It stimulates creation of local growth centres within community. Tourism industry has 
emerged as a major source of earning foreign exchange and it is considered as an investment.
Cultural heritage is a tradition passed on from generation to generation both tangible and 
intangible. Every tour is an experience which enables a person to widen their horizon. It helps 
a person to grow mentally, spiritually and enables a person to understand the world better.
The combination of cultural heritage with tourism creates a segment in the tourism industry 
which is highly complicated and versatile, since a person interacts with lot of people 
belonging to different regions, following different cultures, speaking different languages and 
eating different types of food. Cultural and heritage tourism becomes the commitment of 
a traveller to the culture of a region, their tradition, manner of life of individual in those 
geographical areas, history , art etc. by maintaining cultural integrity, ecological process, not 
hampering the availability of resources and most importantly not inhibiting future travellers 
from enjoying the same experience. This in short termed as sustainable tourism.
Tourism being a multifaceted industry has improved the quality of the life of many people and 
helped to promote local art, craft and cultural in whole. Lately, a lot of awareness is getting 
redirected to sustainable tourism management from the conventional tourism management 
with an increased consciousness about conservation of the environment and the cultural 
heritage.
India is rich in cultural heritage and attracts tourists from all parts of the world. India inhabits 
an important place in the map of the world heritage centres. India known for its diverse 
cultures, languages and customs is an attraction to the foreigners.

STATEMENT OF THE CASE STUDY
This case study is conducted on Cultural heritage and sustainable tourism with special 
reference to Kasaragod district in Kerala.

OBJECTIVE OF THE STUDY:
1. To understand the meaning of Cultural heritage and Sustainable tourism.
2. To analyse the benefit of Cultural heritage and Sustainable tourism.
3. To study the advantage of Cultural heritage and Sustainable tourism in special reference 

of Kasaragod district in Kerala. 
4. To provide with the suggestions and recommendations for improvement.

SOURCE OF DATE COLLECTION:
Primary Data: It is collected through structured personal interview and visit of the place to 
collect on the ground information.
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Secondary Data: For the collection of secondary data Kerala tourism department website 
and cultural associations were approached.
Reference Period: One month time was utilized for the conduct of study.

LIMITATION OF THE STUDY:
1. The study was conducted during the Covid lockdown in Kerala.
2. Limited visiting hours of the tourist locations.
3. Time duration of one month is not enough for the study.
4. Senior citizens were not approached due to Covid protocol.

ANALYSIS
Indian culture in general and Kerala in particular are known for its amazing diversity and 
astonishing contradiction.  Owning to its phenomenal cultural heritage, Kerala is known as 
Gods Own Country. It displays a vast melange of religious sector, customs, ceremony, language 
etc. All the factors go together to render Kerala the most unique and most sought after tourism 
destination. Any visitor is spell bound with the most memorable and unforgettable experience 
that Kerala has to offer. The responsible tourism mission formed by the government of Kerala 
is an initiative to make tourism a tool for development of villages and local communities 
keeping environmental responsibilities in mind. The mission aspires to provide an additional 
income and better livelihood to farmers, traditional artisans and marginalised people along 
with creating a social and environmental equilibrium.
When one hear about Kerala there are many images that flood our mind such as back 
waters of Allepey, tea plantation of Munnar. Yet there is another side of Kerala that has been 
unexplored, wild, raw and untouched. Kerala has many such locations which has remained 
unexplored not because it’s remote or hidden; fact that there are very few people who have 
known about its existence. Kasaragod has such hidden gems that even people who have 
resided in state hardly knew about.
Kasaragod is a land that is ample in lush green areca palm, coconut trees, banana and hugged 
by beaches of Arabian Sea. Kasaragod is rich in history and heritage. Being the northernmost 
district of Kerala it is also known as ‘saptha bhasha sangama bhoomi’ land of union of seven 
languages namely Malayalam, Kannada, Tulu, Urdu, Konkani, Marathi and Beary unlike the 
other districts of Kerala. Pottery, copper and iron works are the evidence of primitive humans 
who lived and worshiped agriculture and nature. Tribal communities like Velan, Madigar, and 
Bakur etc. are found in the districts as generations of their tribal forefathers. Some places of 
worships show that the Buddhist and Jainism had dominance too. The Arabs and Portuguese 
travellers who came between the 9th and 14th centuries AD visited Kasaragod as it was then 
an important trade centre.
Kasaragod is surrounded by Kannur district in the south, Mangalore in the north, Western 
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Ghats to west and Arabian Sea in the east. World renowned for its coir and handloom 
industries, fishing is a prime source of livelihood. Also known as the land of gods, forts, rivers, 
hills and beautiful beaches.

Some of the Major attractions of Kasargode 
 y Mahalingeshwara Temple , Adoor

Famous for its ancient Siva Temple founded by Arjuna. The stream below the valley is a 
nature bounty.

 y Anandashram
Found by Swami Ramadas, A great Vaishnava saint. The hill is to the east of ashram where 
devotees and tourists can rest and enjoy the extensive landscape.

 y Nithyanadashram
This place is known to have 45 caves in a mountain slope with an ashram situated on the 
hillock with a divine atmosphere.

 y Ananthapura Lake Temple.
It is the only lake temple in Kerala and considered as the original seat of Anathapadmanabha 
swami of the world renowned Sri Padmanabha Swami Temple of Thiruvananthapuram

 y Bekal Fort
It is the extended and finest forts in Kerala. The alluring scenery of the sea shore and natural 
beauty has always been great attraction for the visitors.

 y Chandragiri Fort
It is a large square fort situated on the southern bank of Chandragiri River. The most 
attractive sight is that of the beautiful bridge with the mosque in the background and the 
longest railway tunnel in Kerala passing through the Chandragiri Hills.

 y Kammatam Kavu
It is an evergreen forest with a perennial stream connected with an ancient Hindu temple.

 y Kottancheri Hills
It is a beautiful picnic Centre and ideal for trekking. It reflects the genetic beauty of 
Kodaikkanal.

 y Madhur Temple
The rich architecture, imposing structure of the temple, with its turrets and gables and the 
copper plate roofing rises majestically against the beautiful land scape of hills paddy fields 
and gardens with the river Madhuvahini flowing leisurely in front of it. There is a mask on the 
temple which is said to be made by Tippu with his sword.

 y Malik Dinar Mosque
An important local celebration takes place every year in commemoration of the arrival of 
Malik Ibn Dinar. The Uroos attract pilgrims from all over India.

 y Maipady Palace.
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An ancient palace of Kumbala Rajas.
 y Ranipuram Hill Station

Formerly known as Madathumala. Lying 780 meters above the sea level and the beauty is 
incomparable.

 y Valiyaparamba
One of the main tourist spots of the district. It is an Island in the Arabian Sea and separated 
from the main land by the back waters.
Some of the cultural events  like Theyyam, Yakshagana, Oppana, Duffumuttu, Bommayatam, 
Mapila pattu, Kolkalli, Purakalli,Thidambu dance, Kalaripayattu,etc are worth attending

SOME OF THE LIMITATIONS OF THE DISTRICT:
There are no airports in kasargode, the nearest one is 90 km to north in Mangalore and 100 
km south in Kannur.
Insufficient tourism infrastructure in addition to the absence of linkage between tourism 
recent trends and existing services.
Absence of diverse tourism amenities, insufficient advertisement as they are only directed 
towards private resorts in addition to negligence of cultural tourism, health tourism, religious 
tourism etc.
Absence of coordination between different institutions
Absence of public awareness of the significance of cultural heritage and role in preserving 
heritage sites.
While conducting the study majority of questions were focused on the virgin cultural heritage 
and sustainable tourism. 
1. Will cultural heritage be polluted with the growing tourism in Kasaragod?
2. What according to you is the best way to preserve cultural heritage and support 

sustainable tourism?
3. What is the best way to attract more tourists to kasaragod?

POLLUTION OF CULTURAL HERITAGE
Majority of respondents feels that the culture will not be affected by the tourism development 
as they feel culture is not delicate and the roots are very strong, hence it is not possible to 
pollute it by the temporary visit of travellers. But some of the respondents differ as they feel 
culture and heritage is affected by tourism. Tourist destroys the monument/heritage sites by 
engraving on them, leaving debris and waste due to which the degradation and deterioration 
happens. They also tend to question or debate on practices and beliefs followed by the local 
people which can in turn hurt the sentiments of the people.



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

449

WAYS TO PRESERVE CULTURAL HERITAGE AND SUPPORT SUSTAINABLE 
TOURISM

The preservation of any heritage to encourage sustainable tourism is a coordinated effort 
of Public-private partnership model. The respondents believe that government has the role 
to play in the area of financing, bringing about legal restrictions, organising educational 
exposure such as seminars, facilitating travel documents, provide the appropriate and 
necessary infrastraure and arranging for publicity. The private sector including the private 
industries, commercial concerns, educational institutions especially the technical institutes 
have the responsibility of maintaining the heritage sites. Respondents have also shown 
keen interest to volunteer in the preservation projects. This will not only reduce the cost of 
preservation but will have long lasting effect.

WAYS TO ATTRACT TOURISTS
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Once the ways of preserving and maintaining the heritage sites are looked into, it becomes 
necessary to find how to attract the tourists. As indicated in the above chart only 15 per cent 
of respondents believe that environmental cleanliness need to be given importance to as 
they believe that the local people and government bodies already have measures in place 
and are strictly followed. What the respondents believe to be concern in the district is the 
accommodation facility .It is observed that the number of certified hotels in all the categories 
, homestays and service villas are very less due to which the  options for tourists in terms of 
accommodation is limited hence they tend to reconsider their plan visiting the Kasaragod.

RECOMMENDATIONS AND SUGGESTIONS
It is the responsibility of the authorities to see that the unpleasant outcomes of tourism are 
not enlarged and allowed to pollute the cultural heritage of the district. The most dangerous 
element of destruction of the cultural heritage is the lack or improper understanding of the 
native culture by the local people and eventually imitating other culture due to the influence 
of the visitors. It is the duty of the educational society and government authority to create 
awareness.
Proper preservation and maintenance of the heritage sites, demands huge expenditure. If 
regular and appropriate maintenance work is carried on the cost may not be huge .Awareness 
creation using advertisement is concerned to be the best mode of safeguarding attractions 
as heritage sites cannot be regenerated very easily, it will help to prevent destruction of the 
sites and  will allow the maintenance and preservation very easy. Once the awareness arises 
it is easier to preserve and maintain the heritage and attract more tourists. If any tourists is 
spot spoiling the area by throwing away the waste paper or packets, immediately the people 
on the road should to approach the individual tourist and politely explain to them about 
the efforts that has been put into to safeguard the heritage in order  to leave this location 
as marvellous as it is to the future generation. Signage and awareness boards to be in place 
and strict  rules and regulations to be implemented for defaulters. This has a more deep 
impression in the minds of the tourists and preserves them from spoiling the heritage.
The cultural heritage tourism products are priceless in terms of history, cultural and natural 
resources. Those who want to preserve these resources have to do so with available assistance. 
Working with group dedicated to the same cause provides not only information but also 
encouragement in the effort of preserving goals. Those who are interested in conserving 
these sites have to decide what they are trying to preserve, whether it is historic building, 
sightseeing spot or art form or an endangered tradition. For instance following could be done 
for preserving heritage palaces like Maipady palace:

 y Start with preparing list of such palaces in the district
 y Create an organisation or any existing clubs or associations can take up the project.
 y Creating public awareness must be given importance as they will pave the way for 
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further progress.
 y Hiring an architect or structural engineer or building inspector who specialises in 

historic buildings to improvise the building and determine restoration needs and 
costs.

 y Collecting information about any such similar projects.
 y Planning a special event to showcase the palace
 y Talking to the social media and asking them to feature the palace in a story
 y Writing letter to the editors of news papers
 y Contact the government authorities in local, state and national level.

CONCLUSION
Kasaragode district has the ability to become tourism capital of Kerala having been endowed 
with ideal geographical location, topography, climate, hillocks, forests, beautiful plains, 
temples and rich heritage. Besides the places of worships of different communities, historical 
importance offer opportunities to participate and enjoy multifarious religious activities too.
The findings and suggestions based on the interaction with the people and personal 
observation as well as participation in festivals, ensure the right suggestions for the promotion 
of heritage sustainable tourism in the region. They include the efforts of the government, NGO 
and other private individual to preserve and sustain the heritage more as a tourist product.

REFERENCES: 
 y Websites of Kerala tourism
 y Cultural heritage of Kerala by Prof A Sreedhara Menon.
 y Glimpses of Kerala culture.
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ABSTRACT

Increasing time crunch forced this generation of android to choose something which just 
a click away. One of the new trends observed is Cloud kitchen. Cloud kitchen like FAASOS, 
Behrouz Biryani, and Oven Story Pizza and so on, have gained a lot of popularity amongst 
customers as well as generated a lot of interest and employment in Food and beverage 
sectors.
Keywords: Cloud kitchen, COVID-19, Oven Story

CLOUD KITCHEN, A TRENDING IDEA FOR 
NEW NORMAL SITUATION: ANALYSING 

OPPORTUNITIES AND THREATS
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INTRODUCTION
Increasing time crunch forced this generation of android to choose something which just 
a click away. One of the new trends observed is Cloud kitchen. Cloud kitchen like FAASOS, 
Behrouz Biryani, and Oven Story Pizza and so on, have gained a lot of popularity amongst 
customers as well as generated a lot of interest and employment in Food and beverage sectors.
Cloud kitchen is a kitchen setup which does not offer dine-in facility and accepts orders 
through online ordering system. Cloud Kitchen focuses on take away and customers 
ordered food through ordering app and cloud kitchen restaurants deliver the food to their 
doorstepDifferent ranges of cloud kitchen has become popular among busy urban clienteles 
who either don’t have time to cook or want to enjoy luxurious and different meal at the home 
comfort. 
We have seen a boom in this commercial catering segment with the COVID-19 era, when people 
don’t want to go out for dining in a restaurant, or sometimes simply ordered homely foods 
due to the difficulties of collecting raw material for strict COVID-19 protocols and timings. 
Success of Indian restaurants was because of growth of middle class customers with high 
disposable income, changing lifestyle and the availability of restaurants in nearby locality.
Multi cuisine restaurants and chain of restaurant have started implementing the concept of 
cloud kitchen to be in the competition .Online Food Delivery apps are the supporting facility 
for the cloud kitchens as it assists the business with its promotional efforts, resultantly 
allowing cloud kitchens to save on the extensive promotional budget and also expanding 
outreach by deploying the delivery staff and generating employment.

OBJECTIVES OF THE STUDY:
 y Analyzing increasing demand of cloud kitchens during post COVID-19 time among 

customers as an opportunity
 y Understanding and solving of real life problems/threats faced by this business
 y Creating an explanatory studies for new entrepreneurs

RESEARCH METHODOLOGY
The design of the descriptive research inclines on both primary and secondary sources. The 
primary data was collected by the self -designed questionnaire conducted in September,2021 
of randomly picked respondents in West Bengal, Delhi, Lucknow, Bihar, Bengaluru and Orissa. 
The secondary data was collected from various blogs, websites, newspaper articles and old 
research articles.
The random sampling was conducted by forming two self-designed questionnaire and 
floating the Google form amongst the respondents which included consumers, entrepreneurs 
and people from food industry. Total no. of respondents were (n=104) between age of 18 to 
50 years, out of which male respondents were 69.23 % (n=72) and female respondents were 
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30.7% (n=32).

REVIEW OF LITERATURE
Increasing internet penetration and supportive logistic or delivery system is helpful to 
customers. Till few years pizza was only food ordered online. The development in food 
ordering apps has increased online food ordering and home delivery. Increasing millennial 
population, use of smart phones, internet services and app based technology are promoting 
online food ordering. Increasing number of restaurants and food junctions/outlets are 
increasing customer base using online portals for the growth of business (Loomba, 2019).
This article is rightly indicating the future of F & B service and expected expanding market 
through cloud kitchen. Ordering food has become a very common incident even in middle 
class families from pocket friendly cloud kitchens to break the monotony of regular home-
cooked meals.  
Food delivery business through cloud kitchen, especially market of fancy foods took a fast ride 
in business curve by millennial crowd who have moved out from home due to their career 
and studies. They prefer to order food to avoid cooking after a hectic day or sometimes simply 
because they don’t have a proper kitchen and storage in shared low budget accommodation. 
This young crowd also never hesitates to have a little food adventure by ordering different 
product from different outlet also, because of this trend we can see mushrooming of cloud 
kitchens in metro cities and suburban areas where lots of youth accommodations options 
like hostels, paying guest facilities are available.
The cloud kitchen concept, rightly hailed as the future of takeaway, is hassle-free, cost-
efficient, and avoids unnecessary expenses. Further, the cost of advertising is also low 
for these ventures as they do not go for big billboards but penetrate into their audience 
through social media marketing, which is relatively less expensive. These outlets chalk out 
an extensive social media strategy with Facebook, Twitter, and Instagram ads being their 
favourite as these platforms provide a great way to interact and reach out to consumers and 
also convert followers to loyalists. These start-ups also make use of SMS marketing. (Pawan 
Raj Kumar 2019)
It is very evident nowadays that social media has become a strong influential tool in all the 
aspects. Lots of start-up owners, established entrepreneurs have wisely taken the chance 
to introduce and promote their business to a wide market at a very low cost. Even few big 
players like 5 star hotel chains like Marriott, Oberoi, Novotel, exotic restaurants like BBQ 
Nations, Olives they have also started sharing their promotions, special services through 
popular social medias like Facebook, Instagram, Twitter etc. Though using social media 
is cost-effective, but due to ease of access it also can be very dangerous for a business if 
not maintaining proper standard. Very easily consumers can share and view reviews and 
reports about a service provider. In this way it compels service providers to stick to their 
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promises provide good service and value for money to its consumers.Rise in use of social 
media has provided opportunity for the growth of cloud kitchen and increase in number of 
customers. Cloud kitchen attracts customers for its unique products, for the taste and quality 
of food, fast food items offered by some of cloud kitchen and easy availability at the doorstep 
(NiteshChouhan, 2019). 
Food delivery apps started to boom with the growing demand of delivering food to doorstep. 
It helps a new businessman to eliminate initial and recurring cost on manpower in logistics. 
It also simplifies the process for established catering houses. Popular food delivery apps like 
Swiggy, Zomato, Food Panda, and Uber Eats also take full responsibility from a consumer 
point of view to control and eliminate troubles like being cheated with quality and quantity, 
unexpected delivery delays, hygienic delivery system and safety of the money spent by 
them. These apps also provide opportunities like advertising, planning business strategies 
like setting combo menus, planning of attractive discounts for the cloud kitchen owners at 
nominal cost. However nowadays in some places business owners are complaining about the 
higher charges imposed by those apps due to monopoly in the business, restaurant owners 
also claiming that higher service charges of those apps are directly affecting consumers as 
they are being forced to increase rates or compromise with the quantity. Cloud kitchens 
operate on the basis of Food Delivery Apps (FDAs) that enable a set foundation to reach out 
to consumers.A study found that the highest prioritized factors by customers with respect to 
food delivery during COVID-19 have been loyalty and comfort with the restaurant, quality of 
food, variety, and quality of preparation amongst many others (D’Souza and Sharma, 2021)
Factors such as income constraints, COVID-19 restrictions, and general consumer behaviour 
leaning towards variety, new experiences, and a break from routine force consumers to 
sometimes step out of their comfort zones for the usage of FDAs. These influences make 
consumers lean towards cloud kitchens, whether known or previously untried ones (Gupta 
and Duggal, 2020).
COVID 19 has a good impact in cloud kitchen business. People who used to dine out frequently 
are now switching to ordering food to home to avoid unnecessary exposure to crowd, or 
simply due to the local rules and regulations for restricted restaurant timing. It has also seen 
that due to local restriction of market timing people could not arrange daily food supplies and 
inclined to online food ordering. Work from home actually increased the working hours for 
professionals nowadays, which also forced them to choose cloud kitchen services. Analysing 
these new opportunities and new client segment even five star hostels started their food 
delivery apps and services like BonVoy by Marriott’s, Gourmet Couch by ITC, Aaheli Express 
by Peerless Group and UBQ by Barbeque Nation.
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FINDINGS 
Findings from consumers
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Findings from entrepreneurs/ service providers/ business stake holders
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RESULTS AND DISCUSSION
On the basis of the data collected from the 104 respondents from varied demographic criteria, 
using two sets of questionnaires (one for consumers and another for professionals related to 
cloud kitchen and commercial F&B Business) following finding is compiled and analysed to 
find out the various results. 
Among the consumers 93.2% (n=82) are well aware of this new trend of cloud kitchen, whereas 
6.8% (n=6) are not aware of this term, this indicates effective information penetration about 
this new trend among the masses.
This survey shows that only 20.5% (n=18) orders at least once in a month from cloud kitchens, 
the rest respondents, 79.5% (n=70) orders more frequently than that. 15.9% (n=14) orders 
twice a week and 29.5% (n=26) orders at least once a week. This trend is really hopeful for 
the business to grow further.
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 In present scenario we can see that 77.3% (n=68) prefers to order food to home
.over dining out. This is also a ray of hope for the cloud kitchen owners

As per the responses received we can see 62.5% (n=55) prefer to order online food to avoid 
exposure by going outside during this pandemic, indicating clearly that recent pandemic 
actually helped this business to grow. A good number of respondents (n=5) informed they love 
to enjoy restaurant foods in the comfort of home. Another group with significant members 
(n=52) orders food to avoid cooking, this segment mainly belongs to youngsters who recently 
moved out from house for career and studies, so they can be a constant customers to the 
business.
Most of the clientele respondents, 85.2% (n=75) thinks pandemic played an important role 
in increasing online food ordering and cent-per cent entrepreneurs (n=16) also agreed to 
that. This is clearly indicating this segment started ordering more during this period, than 
going out for food.
89.8% (n=79) of consumers thinks that cloud kitchen is the most promising trend in the food 
market, so we can think that they are going to rely on this service for future also. Commercial 
F & B professionals also think in the same line, 100% of them (n=16) think that it is the new 
flourishing segment of the industry
For 88.6% (n=78) discounted rates are a major attraction, and a reason to choose a particular 
outlet, 50% (n=8) of stakeholders think that continuous discount really plays an important 
role to attract customers. 43.8% (n=7) depends on advertisement to get customers. Elaborate 
menu and social media activities to attract clients got support from 37.5% (n=6) each from 
the business owners. According to customers their brand loyalty depends majorly on the 
taste and quality, which is affirmed by 86.4 (n=76). A good number of people {61.4% (n=54)} 
prioritise hygiene, 60.2% (n=53) likes punctuality the most. Elaborate menu choice attracts 
39.8% (n=35) consumers, and attractive packaging also has the same score. On the same 
discussion 68.8% (n=11) of professionals and entrepreneurs voted for attractive pricing and 
combo strategies. 
Now about some core technical issues, which was addressed to professionals only our 
observations are as follows.
100% (n=16) professionals think that an existing restaurant can increase revenue generation 
by starting food delivery service.
93.8% of F & B Experts (n=15) think that as a start-up idea cloud kitchen is very relevant 
nowadays, as a matter of hope for this business, the remaining nominal percentage {6.8% 
(n=1)} also has a neutral thought about this, not a negative feedback.
87.5% (n=14) of professionals agrees that cloud kitchen has a great scope to cater a wide 
range of customers than a traditional restaurant only setup, remaining 12.5% (n=2) gave a 
neutral feedback about this.
Though most of our professionals respondents still using third party delivery agency’s service 
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but 68.8% (n=11) have agreed that having own logistic system is more profitable, 25% (n=4) 
disagreed with that opinion, when 6.3% ( n=1) has a neutral view on that. 81.3% (n=13) of 
businessman think higher tariff from third party delivery partners directly affecting their 
consumers because the food price is getting higher, 12.5% (n=2) is still on a dilemma about 
this topic and 6.2% (n=1) straightway disagreed with this view.
Higher rate policy of delivery partners and availability of skilled staff are most serious 
threat for this business as per the stakeholders, 43.8% (n=7) of them given their votes to 
those points. 31.3% (n=5) are worried about availability of resources, and same number of 
professionals are worried about the high competition in the market.

CONCLUSION
After reviewing all the feedback and suggestions from consumers and experienced 
professionals it is clearly visible that cloud kitchen is going to new trend in F & B Business, 
as it suits the modern lifestyle of urban and suburban citizens, new normal situation also 
worked as a positive catalyst for this business.
As an entrepreneur if anyone interested to invest in cloud kitchen, few things have to be 
observed without compromising, like, quality, taste, hygiene of the food. It will not be very 
wise decision to take consumer as granted in this era of social media when a review can 
become viral in lightning speed. Attractive offer, discount strategies, combo meal planning 
also require and demand a technical and practical thought. Consumers are also demanding 
for safe packaging, easy to understand menus with more healthy options. Easy to use apps 
are also in high demand. 
Social media is a very helpful and less costly tool for marketing for sure, but it allows 
consumers also to share their reviews directly to the business page, so one must be very 
careful this days while dealing with consumers.
In few places both consumer and entrepreneurs are complaining about the unfriendly policies 
of delivery agencies because of monopoly business, but this research revealed names of a lot 
of companies who are coming to the field slowly, hence we can expect a better competitive 
price and policies from delivery partners.
In nutshell we can say cloud kitchen has immense potential for fresh start up planners and 
existing big players in F & B markets. It gives sustainable growth to those businessmen, who 
is honest, hardworking, and dynamic and easily can think out of the box.
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ABSTRACT

The influence of social media on the tourism and hospitality industry has attracted 
considerable interest in studies and industry alike. The purpose of this research is to find 
out how social media and strategic marketing has been a boon for the hospitality industry 
and how the proper use of these tools can be done to boost one’s business. The COVID- 
19 pandemic has further skewed the use of social media to promote a hotel’s marketing 
strategies. The travel and hospitality industries are highly visual-driven. Most travelers 
now use online and social media content to find inspiration about destinations they want 
to travel to and plan every aspect of their travel. Mumbai is a cosmopolitan city known for 
its great hospitality culture. We all know how this pandemic has affected the hospitality 
industry and hence needed to find out new ways to keep the industry alive. Through this 
study we aim to find out how Mumbai and its hospitality industry has come out with 
different ways and solutions to tackle the issues and grow in different ways.
Keywords: social media, Strategic marketing, Covid-19, Hospitality industry.

A STUDY ON IMPACT OF SOCIAL MEDIA AND 
STRATEGIC MARKETING ON HOSPITALITY 

INDUSTRY IN MUMBAI POST COVID-19
51
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INTRODUCTION
India is the most digitally progressed country as far as computerized devices being utilized 
for arranging, booking, and experiencing a journey. Technology has raised its arms to us 
hoteliers in many ways, social media being one of them. Amplifying your SEO will make one’s 
hotel more noticeable to potential guests, Marketing by using Hotel website and social media 
platforms can be a smart move. Social media platforms like Instagram, Facebook, Twitter, 
TripAdvisor and many other social network sites play a big role in advertising hotels and 
their products.
Our beloved hospitality industry was also suffering as there was no business at all. Hospitality 
professionals began to find out new methods to keep the industry alive, this is where social 
media came into picture. It helped the industry grow with minimum investment. Publishing 
new information through the social handle of one’s hotel became a very handy thing. In 
simpler language social media was a platform where a particular hotel or restaurant could 
easily broadcast their services and reach many people at the same time.

REVIEW OF LITERATURE
Tourism and Hospitality Industry
For some the travel industry represents relaxation and fun, a trip during the holiday weeks 
away from work, and some doubt the need for study and research. But for other people, 
tourism is a way of employment; it is a business that brings revenue to a huge amount of 
people around the globe; it is a source of living. Therefore, it is very important to research it, 
analyze it and study it effectively.
“The travel industry has arisen as a significant monetary area and wellspring of social and 
ecological change since the 1950s. It has additionally become a field of genuine exploration 
and grant in numerous scholarly teachers since the 1970s. The examples of the travel 
industry advancement in various pieces of the world mirror the accounts and societies of 
those locales and countries, yet the travel industry is an almost widespread marvel it is a 
significant wellspring of abundance for some countries (it) turns into a high need for some 
individuals” (Robinson, Lück and Smith, 2013).
As several countries including India remain in lockdown and continue to follow strict social 
distancing measures, the question on everybody’s mind today is how quickly will we return 
to “business as usual”, after nearly eight plus weeks of standstill?
After lockdown, travel restrictions and social distancing will certainly be advised to continue 
for some time. Consequently, businesses should adjust their procedures in order to ensure 
that regulatory compliance, safety and effective business operations are achieved in a 
seamless manner.
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RESEARCH DESIGN AND METHODOLOGY
Objective:
1. To find out whether investing in multimedia marketing can help the hospitality industry 

in Mumbai especially after this Covid-19 pandemic.
2. To extend knowledge about the power of social media and how strategic marketing can 

help in different ways.
3. To find out how hospitality sectors in Mumbai have been operating and adapting to new 

methods such as social media marketing and being able to operate even in the pandemic.

Hypothesis:
Ho – social media and strategic marketing cannot help the hospitality industry in Mumbai 
post Covid-19.
H1 – social media and strategic marketing can help the hospitality industry in Mumbai post 
Covid-19.

RESEARCH QUESTIONS
 y Does making use of social media as a strategy of marketing can help the hospitality 

industry?
 y Is it necessary for the hospitality industry to invest in social media marketing?
 y What are the benefits the hospitality industry can get by using social media as a 

marketing strategy?

RESEARCH DESIGN
The research topic is “A study on impact of social media and strategic marketing on the 
hospitality industry in Mumbai post Covid-19” On the basis of the purpose of the research, 
this kind of research can be categorized as an analytical kind of research. It is because the 
author has been trying to find out if social media has the power to influence people and can it 
be beneficial to the hospitality industry as a marketing strategy Additionally, the author also 
includes further explanation with logic to answer the questions like how and why – which 
can be justified through research questions / aim and objectives and hypothesis of this piece 
if systematic study. The study is somewhat predictive as the author will further focus on its 
trend and future business. The author likewise proposes that this research is a descriptive 
and analytical sort of research. On the basis of the process of the research this research is 
both qualitative and quantitative. It is qualitative because data related to guest are based on 
their experience and opinion on social media being used as marketing tool for hospitality 
industry and quantitative as this research further involves statistical analysis and objective 
measurement of the data collected from various people that have specified their experience 
and opinion about using social media as a marketing strategy for hospitality industry in 
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Mumbai especially post Covid-19. Therefore, it is both qualitative and quantitative in nature.
Universe – Study is based on the opinions and preferences of people about using social media 
as a marketing strategy in the hospitality industry.
Sampling technique – based on convenience sampling technique guests were randomly 
approached.
Sampling size – The sample data was collected randomly from the people of Mumbai. In total 
51 people participated in the survey

DATA COLLECTION TOOLS FOR THE STUDY
Suitable instrument choice is a vital measure for collection of right and applicable information 
from primary sources. In order to draw out detailed and relevant information on “The study 
on impact of social media and strategic marketing on the hospitality industry in Mumbai post 
Covid-19” numerous instruments were developed. The instrument consists of the following:

SOURCES AND DATA COLLECTION  
After identifying and establishing the objective of the research, the universe has been chosen 
using sampling technique, trailed by sample size and specified instruments of data gathering.
After data gathering it is further followed by analysis of the data using inferential and 
descriptive statistics both identified.
Remembering the main focus of the study and its variables, the questionnaire was created.

DATA INTERPRETATION
The questionnaire from the survey was filled by a total of 53 people who stay in Mumbai.

 y 16(30.2%) of the respondents fall under the age category of below 20 years old. The 
highest number of responses were obtained from the people of age group 21-30 i.e., 
28(52.8%). 7(13.2%) of the respondents fall under the category of the age group 31-
45. And 2(3.8%) of the respondents fall under the category of the age group 45 and 
above which is the lowest number.

 y As per the above survey the highest number of responses were obtained from 
Women i.e 31(58.5%) and 22(41.5%) of the respondents were Men.

 y 21(39.6%) of the respondents are full time workers and 32(60.4%) of the 
respondents are Students.

 y Most number of people i.e 51(96.2%) use Instagram, 43(81.1%) of the respondents 
use Facebook, 13(24.5%) of the respondents use LinkedIn. 1(1.9%) of the respondent 
use snapchat. Which makes us understand that Instagram and Facebook can be the 
best options to promote one’s business. 

 y Majority of the respondents i.e 46(86.8%) said that they believe in social media 
promotions whereas 7(13.2%) of the respondents said that they believe in TV. 
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advertisements. This makes us understand that most of the respondents believed in 
social media promotions.

 y 52(98.1%) of the respondents think that social media permits hotel managers to 
get immediate and direct feedback from their clients, by which they can better 
understand the needs and wants of their Guests and 1(1.9%) of the respondent is 
not sure. This makes us understand that the respondents agree that social media can 
be a better medium between the consumers and the hotel/restaurant when it comes 
to feedback and reviews.

 y 41(77.4%) of the respondents said that they have participated in a company 
sponsored online program on a social media platform which makes us understand 
that consumers do participate in company sponsored online programs on social 
media platforms. 12(22.6%) of the people have not participated in a company 
sponsored online program through social media platforms.

 y (94.3%) of the respondents have seen social media influencers promoting hotels/
restaurants which makes us understand that promotions can also be done through 
social media platforms. 3(5.7%) of the people have not yet seen social media 
influencers promoting any hotels/restaurants.

 y 44(83%) of the respondents said that they have availed coupon codes mentioned by 
social media influencers which helps the research understand that promotions can 
be done using this strategy. 9(17%) of the respondents have not yet availed coupon 
codes mentioned by any of the social media influencers.

 y 51(96.2%) of the respondents think that social media interactions with the brands/
companies enable customer loyalty and satisfaction, this makes us understand that 
social media has the potential to interact with people and this strategy can be used 
by the hotels/restaurants to interact with their guests. 2(3.8%) of the respondents 
do not think that Social Media interactions with the brands/companies enables 
customer loyalty and satisfaction.

 y 53(100%) of the respondents think that social media marketing helps to develop 
brand trust within consumers. This helps the research understand that using social 
media as a marketing strategy can help build brand trust.

 y 51(96.2%) of the respondents said that they have come across a hotel/restaurant 
which was unknown to them through social media. This indicates that using social 
media can provide one’s business reach and engagement.2(3.8%) of the respondents 
have not come across any hotel/restaurant that was unknown to them through social 
media.

 y 48(90.6%) of the respondents have given feedback/reviews on social media after 
visiting the hotel/restaurant. This indicates that most people consider giving their 
opinions online and they are vocal about things virtually, this also proves that social 
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media can be a medium where hotels/restaurants can interact with their guests. 
5(9.4%) of the people said that they have not given feedback/reviews on any of the 
social media platforms.

 y 52(98.1%) of the respondents think that social media can be used as a tool for 
marketing. This makes us understand that most people think that social media 
can be used as a tool for marketing. Also, the strategy of online marketing can get a 
positive response.1(1.9%) of the respondents think that social media cannot be used 
as a tool for marketing.

 y 52(98.1%) of the respondents do check the reviews or the website of the hotels/
restaurants before visiting the property. This makes us understand that having a 
social presence and maintaining a good profile can make a whole lot of difference. 
Especially having a strong presence on social media can benefit in many ways. 
Mumbai being a metropolitan city it is much of a need to have a virtual presence 
on social media as it influences people and boosts one’s business.1(1.9%) of the 
respondents do not check the reviews or the website of the hotels/restaurants 
before visiting the property.

 y 53(100%) of the respondents think that social media as a marketing strategy can 
help the hospitality industry in this Covid-19 pandemic. This makes us understand 
that during this pandemic people prefer to be approached online and social media 
marketing can be a great marketing strategy one can use right now.

 y The respondents were asked about their opinion on which type of marketing 
they think is more effective. 51(96.2%) of the respondents voted for social media 
marketing as this is the best option during this pandemic. 1(1.9%) of the people 
voted for offline marketing and 1(1.9%) of the respondents think that both of the 
marketing strategies are effective.

 y final question from my survey asked the respondents about if they were a 
hotel manager, would they consider investing in social media. 52(98.1%) of the 
respondents agreed as social media can be a great investment when it comes to 
marketing strategy,1(1.9%) of the respondents denied to invest in social media 
marketing if he/she would have been a hotel manager.

Hence, the alternative hypothesis of the study stands true and we can state that “Social media 
and strategic marketing can help the hospitality industry in Mumbai post Covid-19”

SIGNIFICANCE OF THE STUDY
 y The research study shall act as a study for social media and its impact on the 

hospitality industry and also guide the fellow researchers about its benefits and 
consumer preferences.

 y It will help the hotels/restaurants to critically plan their investment in marketing.
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 y It will give detailed information about how social media can be used for marketing 
and how it can benefit the organization.

 y It shall motivate other researchers of the hospitality industry to conduct further 
research.

LIMITATIONS OF THE STUDY
 y The researcher has made all the possible efforts to maintain the objective, validity, 

reliability of the research study. The various limitations to be considered for the 
research have been listed below.

 y Due to lack of time and finance, the study fails to represent a large number of 
responses.

 y There are very less responses from the age group of 45 and above hence, it is 
impossible to know about their preferences and opinions.

 y People who are not tech savvy and are not on social media will find it difficult to give 
their opinions on this research.

 y Data was collected mainly from primary resources, for this study questionnaire was 
the only method used as it was quite impossible to collect data through personal 
interviews and meetings due to Covid-19 pandemic.

 y While collecting data from secondary data resources, due to financial prospects 
chargeable papers were not referred in this research paper.

 y Lastly, Further researchers should aim for various other important topics that have 
not been considered in this research study.

CONCLUSION
The underlying research question of this research study was “how social media and strategic 
marketing can help the hospitality industry and how it can be beneficial during the Covid-19 
pandemic and even post covid19”. The social media platforms represent an ongoing trend 
where the hospitality industry has a lot to gain. In this paper the researcher has presented 
the different ways in which hotels can improvise in marketing by implanting social media and 
using its benefits to create a virtual presence of their property. With technology developing 
at a particularly fast speed, the vital interest of hotel/restaurant managers in upgrading 
the guests experience is staying ahead of changes. The logic here is to stay aware of the 
guest’s preferences and stay connected with them. Even in this Covid-19 pandemic, social 
media has given us the opportunity to stay alive in business. Using such strategies are of 
greater importance in a time like this. Considering the outcomes. social media and strategic 
marketing can have a positive impact on the hospitality industry, pre and post this pandemic.
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There is a necessity for hotels/restaurants to connect with their guests through social media 
and technology as it will enhance the experience and make the industry’s job easier at 
understanding the guests and their desires better.
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ABSTRACT

Heritage is a reflection of cultures, traditions, beliefs and values that depicts ancestral 
legacies of the communities following from past. Bihar deeply revered Buddhist sites 
have always been culturally rich and religiously awakened destination that preaches 
world peace, co-existence and non-violence. The potential of Buddhist heritage and its 
utility in tourism incorporated heritage fostering economic, cultural, religious, diplomatic 
and strategic co-operation for boosting cross-cultural relations among international 
fraternity. Therefore, the study focus on comparing two World Heritage Sites destination 
Nalanda and Bodhgaya tourism potential, measuring through application of Du Cross 
Model and Item Response Theory from Mc Kercher’s framework. The finding of the study 
provided comparative analysis of measured potential of two UNESCO world heritage sites 
from Weighted Sum Model and evaluation based on Multi-Dimensional Criteria Analysis 
(MCDA) from 280 respondents. The study  highlighted  Buddhist heritage tourism legacies 
through tangible and intangible cultural assets recommending measures for mapping 
of resources with scientific and systematic theme based destinations for collaboration 
with government and private sector for exploring tourism potential and rejuvenation of 
Buddhist Heritage Sites in these two destinations.
Keywords: Bodhgaya, Nalanda, Du Cross Model, Mc Kercher Framework, Multi Criteria 
Dimension Analysis, Tourism Potential, Weighted Sum Model

AN ASSESSMENT OF TOURISM POTENTIAL OF WORLD 
HERITAGE SITES: COMPARATIVE ANALYSIS OF BUDDHIST 
HERITAGE OF NALANDA AND BODHGAYA DESTINATIONS

52
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INTRODUCTION
Heritage plays role as a carrier of historical values from the past and portray the cultural 
tradition of the society. Inherited cultural and physical assets of human excellence which 
have universal acceptance created a niche segments treated as “Heritage Tourism” (Nuryanti, 
1996). Association of cultural and natural heritage having attraction and appeal evolved and 
developed as heritage tourism across the globe. Heritage tourism began to be recognised 
as a distinct product category in the late 1980s when tourism marketers and researchers 
realized that some people travelled specifically to gain a deeper understanding of the culture 
and heritage of a destination (Timothy & Boyd, 2003).  Heritage tourism offers opportunities 
to portray the past in the present. It provides an infinite times and space in which the past 
can be experienced through the prism of the endless possibilities of interpretation (Urray, 
1990). The UNWTO (2007) defines “Heritage Tourism” as an immersion in the natural 
history, human heritage, arts, philosophy and institutions of another region or country. The 
manifestation of our historical glories into a tourism product is an opportunity to realize 
our strength of ancestral legacies. Burns et. al. (2010) expressed that historic and cultural 
resources associated with people, events, or aspects of a community’s past reflects sense 
of identity and help to tell  its story. The manifestation of our historical glories into tourism 
product is an opportunity to realize our strength and potential of “Heritage Tourism”. The 
transformation of ‘Buddhist heritage’ into ‘UNESCO Heritage Destinations’ is vital for Buddhist 
heritage tourism where comparative assessment of tourism potential can be very helpful for 
destination planner, public and private sector. Bihar has at present two UNESCO Buddhist 
Sites, Mahabodhi temple complex and Buddhist monastic archaeological ruins situated at 
a distance of 100 km on Buddhist Circuit trail. The gist of the study is the assessment of 
tourism potential of two UNESCO Buddhist sites having immense tourism opportunities, 
prospects and potential. Both of the sites have Buddhist relation where Mahabodhi temple 
has pilgrimage significance and treated as “Land of Enlightenment” and Nalanda as a centre of 
world’s oldest university in the 5th CE. The entire study is focused on the comparative analysis 
of assessing tourism potential of two UNESCO Buddhist sites (Geary, 2008) Mahabodhi 
Temple Complex and Nalanda Archaeological Monastic Ruins. Bihar Tourism has pro-active 
approach for demand based development and assessment of tourism potential using MCDA 
(Multi- Criteria Decision Analysis) and Weighted Product Method for comparative analysis of 
their respective potential. Assessment of tourism potential and their comparative analysis is 
very useful for establish a gap between demand and supply inflow, tourist satisfaction with 
the service quality of tourism products at UNESCO Buddhist Sites. 

RESEARCH OBJECTIVES 
 y To identify the items and attributes for measurement of tourism potential of 

Bodhgaya and Nalanda.
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 y To compare the tourism potential for Buddhist heritage sites of Bodhgaya and 
Nalanda.

 y To categorise the items as per importance of both selected destinations from the 
stated attributes.

LITERATURE REVIEW-:
World Heritage Sites (WHS) are legally protected monuments administered and governed 
by an international convention through United Nations Educational, Scientific and Cultural 
Organization (UNESCO) responsible for reflecting cultural, historical, and scientific values of 
tangible and intangible assets (UNESCO Convention, 2020). It contains outstanding cultural 
and natural values of humanity needs to conserve and preserve with its indigenous identity. 
A WHS may signify the remarkable accomplishment of humanity, and serves as evidence 
of our ancestral legacy on the planet or might be representing masterpiece of beauty and 
excellence. India became member of “Club-40” country having 40 cultural and natural world 
heritage sites in 2021 and many of them in the tentative list and has potential to declare 
a world heritage property. UNESCO heritage creates a proportional growth of cultural 
heritage tourism (ICCROM, 2013) as well as promotes preservation of invaluable human 
assets. The sustainability of World heritage has a significant impact over heritage tourism 
along with social attachment. The UNESCO World Heritage sites and sustainable tourism 
programme represent a new approach based on dialogue and stakeholder co-operation 
where planning for tourism and heritage management is integrated at destination level 
to associating cultural assets and its values for appropriate tourism development with 
utilization of optimum tourism potential (Unesco,2019).  The vision of UNESCO “to share 
responsibility between world heritage and tourism stakeholders for conservation of our 
common cultural and natural heritage of outstanding universal value for sustainable and 
responsible tourism through heritage education and capacity building developed with the 
participation of local community”. The tireless efforts of UNESCO makes world heritage sites 
accessible for common people and helped to make realized the potential of “World Heritage 
Tourism” through commodification of our cultural and natural legacies (Pederson, 2002).  
Among the tangible built heritage Buddhist heritage sites have a specific attention and strong 
philosophy of Buddha’s peace and spiritual tourism. Geary (2008) has discussed in his paper 
on Bodhgaya  “destination enlightenment through branding UNESCO Buddhist sites” Buddhist 
heritage tourism as emerging giant can counter to China’s hegemony in the Asian region. 
Look East & Act East policies are the Indian efforts of Buddhist diplomacy to promote trade 
and tourism simultaneously with the Buddhist countries (Kishwar, 2018) attracts with the 
development of Buddhist Circuit in Bihar comprises of Mahabodhi Temple and Nalanda 
Buddhist monastic ruins are the most preferred tourist destinations in the Bihar. In recent 
years Buddhism became a global culture of spirituality and meditation with the work-stressed 
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society. UNESCO recognized that Mahabodhi temple is the ‘First Living Buddhist monument’ 
to be declared a world heritage in 2002 and Nalanda Archaeological Monastic Ruins at 2015.  
Impression of Lord Buddha and his strong legacies are the identity of contemporary Bihar, so 
it is called as “Land of Enlightenment” or “land of Buddha” where  term ‘Bihar’ derived from 
‘vihara’ means monastery or abode of Buddhist Monks (Bihar Tourism Policy,2009). 

ASSESSMENT OF TOURISM POTENTIAL
Assessment of UNESCO Buddhist heritage tourism potential in the region of Bihar has a 
significant value due to its Buddhist legacies and its recognition as world heritage sites. Bihar 
is full of Buddhist culture and built heritage across the state simultaneously has immense 
of opportunities to develop this resourses as ‘Buddhist Tourism Product’. Assessment 
and comparative analysis of tourism potential provides a gap between visitors demand 
and supply. UNESCO tag of ‘Buddhist Cultural Heritage’ has helped policy planner and 
destination manager to promote its historical and religious products at international level. 
Tourism potential defines ability of a site to attract and receive tourists with concerned 
with accessibility, resource quality, interpretation of resources and so on (Anderson, 2007). 
Kushov & Dzhaladyn (2006) assess tourism potential as “total natural, cultural, historical 
and socio-economic perspective of a region”. There are several methods for evaluating the 
tourism potential or resources and destination but du Cros’s model (2001) is prevalent 
and most accepted method to assess tourism potential, which consists of two dimension of 
heritage, Conservation of cultural value and commodification of market appeal.  The concept 
of Robusticity has been used to represent the dimension of heritage and market appeal form 
a three-level matrix, within which assessed sites can be plotted at different positions. The du 
Cros model has been extensively used in the studies of tourism potential assessment very 
appropriate method to apply for UNESCO heritage’s potential evaluation (Stamenkovic & 
Jaksic, 2013). A significant development of the du Cros model lies in the Mc Kercher framework 
which consists of four dimensions: cultural, physical, product and experiential value. It has 
been argued that there is a hierarchy of tourism potential indicators for potential assessment 
an item response theory model applied for qualitative and quantitative evaluation (Sanchez 
Rivero et al., 2016) application of this model generates a similar scenario to that of the du Cros 
model. Besides du Cros and Mc Kercher Framework, Strength, Weakness, Opportunity and 
Threats (SWOT) Analysis, Stakeholder’s Assessment, Weighted Sum Model used frequently 
to assess and evaluate tourism potential of Heritage sites.

METHODOLOGY
The study attempts to compare tourism potential of Buddhist Heritage in Bodhgaya and 
Nalanda in Bihar. The study follows deductive approach with exploratory research design. 
Quantitative methods were used to collect data about potential of both destinations using 
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Item Response Theory (ITR). The study analyses demand assessment, through Mc Kercher 
framework (2006) to find synthesis of four major attributes associated with heritage: Cultural, 
Physical, Product and Experiential. Du Cross Model (2001) and Weighted Sum Model (WSM) 
was used in assessing tourism potential of selected destinations. The process is computed by 
summing scores of attributes multiplied by formula:

Ri =(Max(i) +  1-i)/∑ I
Where i is ordinal no. of ranks, whereas Aggregate potential value is calculated by 

V=∑ Wj(Wji× Sji).
Sj is Mean score for ith  sub-indicator in jth  indicator set. The final criterion of tourism potential 
was obtained from Multi Criteria Dimension Analysis (MCDA) based on works of Mamun and 
Mitra (2012). In order to apply WSM, research outline was described to guide this first hand 
study, divided into two stages : 
(a) Research Instrument and Sampling
(b) Data Analysis

(a) Research Instrument
    A self-administered questionnaire has been prepared based upon Item Response Theory 
(ITR) from the works of Matin et al. (2016) included in survey. Total 22 items were grouped 
into four categories included in final questionnaire explained in table 1 :

S.No. Categories Items 
1.

Cultural

 Buddhist Historical and Cultural Value
2.  Buddhist Pilgrimage and Religious  Importance

3. Buddhist  Archaeological Elegance 
4.  Buddhist Spiritual Significance
5. Art, Architecture and Aesthetics
6.

Physical

Destination Cleanliness and Tidiness
7.  Retaining the regional Identity
8. Heritage Conservation and Restoration
9. Local Signage (Direction/ Navigation, Tourist Sign, Maps etc).
10. Tourist Infrastructure  
11.

Product

Range and Availability of the Accommodation 
12. Range and Availability of catering Facilities
13. Accessibility
14. Tourist Amenities (Comfort and Convenience) 
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15.

Experiential

Tourist Activities ( Entertainment, Fairs and Festivals)
16. Tourist Information 
17.  Tourist Safety and security 
18. Guide and Escorts facility
19. Proximity to other Attractions
20. Buddhist Library and Museum
21. Differentially able Amenities
22. Technological Assistance  at Destination

Table 1: Conceptual development in indicators & sub-indicators in Item Response theory 
The questionnaire was filled in different location of Heritage Sites within region through 
face to face and online meeting. Both Open-ended and Closed-ended questions were used. 
Open-ended questions were asked regarding their visit to World Heritage Sites and their 
opinions on potential of heritage tourism in these sites. Close-ended questions were used in 
structured questionnaire using items response theory list. According to protocol developed 
in study non-probability purposive sampling technique. At the end of data collection process 
294 responses collected, out of which 14 were excluded due to incompleteness, hence 280 
questionnaires were found to be useful for final analysis. The questionnaire was written in 
English and translated into Hindi with validation from experts as suggested by researchers 
(Formica, 2000; Jin, 2002). Further, pilot survey was conducted on respondents, representing 
approximately 20% of total sample size. 

(b) Data Analysis
Questionnaire source consists of first hand study of Buddhist Heritage Sites at these 
destinations describing socio-economic (demographic) impact and Item Response Theory 
to achieve stated objectives. The data received was coded and analysed using SPSS 25.0. 
Respondents were requested to indicate level of agreement with each 22 attributes from 
“Low to High” potential. 
From the demographic table, the findings from the study show that male predominantly 
visited more to the sites as compared to females. Further, the data shows that majority of 
respondents were young ranging from 21 to 45 years. In Nationality, mostly Indian people 
visit these destinations as compared to Foreigners. The educational background suggests 
graduation/ certificate or diploma courses pursued by majority of people surveyed. Middle 
income family group were highest in frequency to visit. Most of the respondents visited these 
were either business man or govt. jobs. The foreigners were mostly serving in freelance or 
start-ups whereas Indians were mostly in govt. jobs, farming or private jobs. In religious 
affiliations majority of tourists were followers of Hinduism, Buddhism or Jainism. The 
detailed results are presented in table 2:
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Attributes Frequency Attributes Frequency
Gender Age Group (years)
Male 194 <20 38
Female 80 21-30 68
Transgender 6 31-45 94
Educational Background 46-60 49
No formal education 11 >61 31
Intermediate 48 Nationality
Matriculation/Diploma 59 Indian 213
Graduation 120 Foreigner 67
Post-graduation or above 42 Profession
Religious Affiliations Farming/Allied activities 38
Hinduism 130 Self-enterprise//Business 67
Christianity 28 Private 47
Buddhism 78 Govt. Job 34
Jainism 38 Student/Scholar 63
Islam 6 Unemployed 19
Income Retired 12
<10000 43
10001-30000 84
30001-50000 66
50001-80000 59
80001 and above 28

Table 2: Demographic Information 

Every response considered in terms of computing sub-indicator weights as presented in 
following table 3:

Rank 1 2 3 4 5
Value 0.345 0.265 0.195 0.135 0.060

Table 3: Weighted values for Sub-indicators

Sub-indicators count of rank and weight of both destinations was calculated. Cultural values 
followed by Physical, Products and Experiential values. Items weights decreases along series 
from top to bottom as presented in table 4. 

Item R1 R2 R3 R4 R5 Weight
Cultural
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Buddhist Historical and Cultural Value 135 78 62 35 30 0.280
Buddhist Pilgrimage and Religious  
Importance

80 103 65 52 40 0.240

Buddhist  Archaeological Elegance 68 73 90 58 51 0.210
 Buddhist Spiritual Significance 59 67 78 97 39 0.160
Art, Architecture and Aesthetics 52 60 68 77 83 0.110
Total 1
Physical
Destination Cleanliness and Tidiness 124 82 63 48 23 0.290
Retaining the regional Identity 83 96 79 48 34 0.228
Heritage Conservation and Restoration 69 73 81 57 60 0.190
Local Signage (Direction/ Navigation, 
Tourist Sign, Maps etc).

67 68 70 72 63 0.148

Tourist Infrastructure  59 65 72 68 76 0.144
Total 1
Product
Range and Availability of the 
Accommodation 

113 89 78 42 18 0.370

Range and Availability of catering 
Facilities

82 107 62 33 56 0.248

Accessibility 44 52 98 79 67 0.210
Tourist Amenities (Comfort and 
Convenience) 

29 68 71 89 83 0.172

Total 1
Experiential
Tourist Activities ( Entertainment, Fairs 
and Festivals)

108 87 60 48 37 0.200

Tourist Information 78 93 66 53 50 0.180
 Tourist Safety and security 50 70 81 67 72 0.160
Guide and Escorts facility 59 65 67 79 70 0.140
Proximity to other Attractions 65 67 68 69 71 0.120

Buddhist Library and Museum 63 69 66 69 73 0.100
Differentially able Amenities 68 67 63 72 70 0.060
Technological Assistance  at Destination 56 65 72 69 78 0.040
Total 1

Table 4: Count of Weight and Ranks for sub-indicators

Thereafter, mean score analysis and Cronbach alpha for reliability was conducted for all 
sub-indicator associated with four factors by table 5 .Product and Experiential values were 
significantly low as compared to cultural and physical values.
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Attributes NALANDA BODHGAYA
Mean SD Alpha if 

deleted
Mean SD Alpha if 

deleted
Cultural
 Buddhist Historical and 
Cultural Value

0.804 0.162 0.769 0.742 0.139 0.792

 Buddhist Pilgrimage and 
Religious  Importance

0.743 0.183 0.716 0.738 0.149 0.778

Buddhist  Archaeological 
Elegance 

0.680 0.192 0.717 0.734 0.137 0.776

 Buddhist Spiritual 
Significance

0.662 0.136 0.760 0.725 0.159 0.777

Art, Architecture and 
Aesthetics

0.621 0.141 0.719 0.721 0.151 0.784

Physical
Destination Cleanliness 
and Tidiness

0.646 0.123 0.702 0.685 0.137 0.780

 Retaining the regional 
Identity

0.641 0.189 0.673 0.686 0.124 0.783

Heritage Conservation 
and Restoration

0.638 0.143 0.715 0.681 0.123 0.778

Local Signage (Direction/ 
Navigation, Tourist Sign, 
Maps etc).

0.634 0.161 0.734 0.680 0.154 0.786

Tourist Infrastructure  0.636 0.139 0.672 0.780 0.169 0.777
Product
Range and Availability of 
the Accommodation 

0.521 0.135 0.723 0.581 0.164 0.792

Range and Availability of 
catering Facilities

0.527 0.169 0.719 0.585 0.162 0.787

Accessibility 0.529 0.138 0.717 0.596 0.135 0.795
Tourist Amenities 
(Comfort and 
Convenience) 

0.515 0.147 0.703 0.594 0.189 0.768

Experiential
Tourist Activities ( 
Entertainment, Fairs and 
Festivals)

0.516 0.157 0.740 0.632 0.129 0.769

Tourist Information 0.519 0.137 0.734 0.629 0.131 0.770
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 Tourist Safety and 
security 

0.524 0.157 0.705 0.626 0.134 0.778

Guide and Escorts facility 0.511 0.169 0.749 0.624 0.139 0.774
Proximity to other 
Attractions

0.501 0.175 0.709 0.639 0.135 0.773

Buddhist Library and 
Museum

0.497 0.139 0.728 0.642 0.169 0.771

Differentially able 
Amenities

0.504 0.159 0.694 0.643 0.136 0.775

Technological Assistance  
at Destination

0.500 0.138 0.711 0.645 0.139 0.773

Table 5: Mean Score for Sub-indicators for all selected Destinations
It was observed that mean scores of Bodhgaya were higher than Nalanda. The Cronbach alpha 
coefficient value of all sub-indicators were greater than 0.67.  The table 6  presented final 
WSM potential of relative importance of destination attributes. The table explains higher 
destination indicators of Bodhgaya as compared to Nalanda. 

Indicators Nalanda Bodhgaya
Cultural 0.702 0.732
Physical 0.639 0.682
Product 0.523 0.589
Experiential 0.509 0.635

Table 6: Tourism Potential Value of Nalanda and Bodhgaya

Final results of four destinations comprised of High, Medium and Low importance following 
MCDA criterion are presented in table 7:

Destinations High Medium Low
Bodhgaya Spiritual Significance, 

Cultural hub, 
Pilgrimage value, Art 
and Aesthetics 

Accommodation, 
Tourist 
infrastructure, 
Catering facilities, 
Safety and Security

Technical Assistance, 
Amenities for differently 
abled, Tourist 
Information System.

Nalanda Archaeological value,
Cultural and 
Historical value, 
Restoration, Retaining 
Regional Identity

Accommodation, 
Tourist 
infrastructure, 
Proximity to other 
attractions

Guide and Escort Facility, 
cleanliness and Hygiene 
facilities

Table 7: Importance of Destination Attributes at Buddhist Sites
The results presents low value of accommodation and security thereby reflecting problem of 
low tourist footfall at Nalanda in spite of high Religious and Heritage importance.  



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

483

Conclusion

The present study focussed on comparing tourism potential of two famous World Heritage 
Sites in Bihar and attempted to provide comparative analysis using Weighted Sum Model 
(WSM) and Item Response theory (IRT). The findings presented Cultural and Physical aspects 
to be significant attributes for analysing potential of heritage sites. Moreover, the results 
suggested higher scores of Bodhgaya as compared to Nalanda. The Multi Criteria Dimension 
Analysis explained higher importance of Spiritual, Art and Aesthetics in Bodhgaya whereas, 
Archaeological and Historical values were rated higher in Nalanda region. Accommodation and 
Infrastructure related to tourist was considered as medium priority to both World Heritage 
Sites which reflects significant problem of accommodation and security of belongings in this 
region. Technical assistance and escorted tours was rated low at both regions, that demands 
induction of trained manpower in both places through the assistance of public or private 
organisations. The study supports adoption of WSM (Yan et al., 2017) as an efficient tool for 
assessing potential of tourism at both destinations. It can be an effective measuring system 
directing “tourism service” viewpoint rather than outcomes than can be used as locus in 
order to report public and private policies directing in infrastructural developments and 
tourist experience of the heritage sites of the destinations. 
As this study has provided significant insights to potential of these two selected World 
Heritage Sites, as with all forms of research, the specific items selected for attributes cannot 
be generalised into other cultures, thus it provides further basis to investigate the stated 
attributes and themes can be generalised by future academicians in their study.  As residents 
& tourists perceptions changes over period of time, therefore periodic review of attributes 
should be carefully examined. There is need for more thoughts on IRT and nature of possible 
relationships to be applied for places for Heritage importance to the practical implications. 
As tourist attractions, both sites are capable to generate heritage as unique features, the 
positioning fundamentals in destination process becomes crucial at both regional and global 
stages.
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ABSTRACT

This Abstract specifically aims at reviewing the critical managerial issues of menu and 
establishing the theoretical structure of menu management. The search for the right 
origin of innovational menus is indefinite.
As the guest foodservice market are congregating to global market, incredible importunity 
for new menus is evitable. Now a days restaurants are innovating due to pandemic but 
are they impactful enough to stay appropriate in the face of developing consumers taste, 
flavor and preferences? In this pandemic situation food industry faces multiplicity of 
challenges continuing with the rapid pace of change driven by the consumer trends and 
erratic demographics.
Booming preferences for online food orders, healthier food options, concerns over 
environmental sustainability, increased competition from supermarkets, heightened 
consumer expectations, and rapidly advancing technology are modifying the traditional 
dining experience. 
In Today’s food service market, the fast-changing trends of consumer’s preference and 
acceptance poses huge challenge for restaurants in managing their new menu innovation. 
This research specifically aims to provide empirical evidence of the moderating effects 
of food trends on the link between innovation orientations and new menu development 
process in a recently changing environment.
Additionally, the paper makes a discussion on the conceptual relation between menu 
and food experience, the major menu management issues like:  menu planning, menu 
pricing, menu designing, menu operating and menu development in this changing era. It 
is concluded by a research study of chain restaurants in India.
Keywords: Menu Pricing, Innovation, Menu Designing, Empirical, Innovational Menu

THE IMPACT OF FOOD TRENDS ON MENU 
INNOVATION55
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INTRODUCTION
What is menu innovation, and why is it important? 
Menu innovation is developing the menu after its critical evaluation, be it regarding pricing, 
removal or addition of a dish, upgrading the design, prominent placing of selective items 
considering their demand etc.
Emerging food technology with new trends mark a variation towards sustainable and 
personalized food choices.
The concern over environmental impacts is causing food startups and brands to integrate 
waste reduction practices as well as zero-waste workflows. Also, the COVID-19 pandemic had 
a compelling impact of stimulating the adoption of technology all over the food service chain. 
To keep a restaurant relevant in today’s saturated market situation, one needs to be 
productive, formative and use innovations to your advantage. Creative restaurant menus, 
digital signage and digital menu boards are all ways that can help you stay ahead of your 
competition by offering your customers things. In present scenario we need to Go Hi- Tech 
with the addition of new technology into restaurant business such as using tablet ordering, 
tablets and Wi-Fi at the tables for guests, plus anything which helps in maintaining minimal 
human contact etc.
Optimum and right use of social media will help in increasing the business, using Facebook, 
twitter, WhatsApp, Instagram for publicity, building a fan base that will soon be a customer 
base which means more growth for business.

OBJECTIVES OF THE STUDY 
Primary Objective:

 y To study/review the critical managerial issues of menu, and establishing the 
theoretical structure of menu management.

To study the fast-changing trends of consumer’s preference and acceptance which poses 
huge challenge for restaurants in managing their new menu innovation.
This research specifically aims to provide empirical evidence of the moderating effects of 
food trends on the link between innovation orientations and new menu development process 
in a recently changing environment.
Secondary Objective:

 y To analyse relation between menu and food experience, the major menu management 
issues like:  menu planning, menu pricing, menu designing, menu operating and 
menu development in this changing era.

LIMITATION OF THE STUDY
 y My study is delimited to metro cities of India.
 y Due to pandemic only online/ telephonic surveys were done.
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LITERATURE REVIEW
The word “innovation” is derived from the Latin verb Innovare, which means to renew. In 
essence, the word has retained its meaning up until today. Innovation means to improve 
or to replace something, for example, a process, a product, or a service. In the context of 
companies, however, the term needs a definition. In the complex context of business, a 
definition is needed.
“Innovation is a process by which a domain, a product, or a service is renewed and brought 
up to date by applying new processes, introducing new techniques, or establishing successful 
ideas to create new value.”

Why is innovation so important?
Organizations have several options to increase their competitiveness: they can strive for 
price leadership or develop a strategy of differentiation. In both cases, innovation is essential.

 y Companies that choose price leadership must secure their long-term competitiveness 
by developing innovative, highly efficient processes. Process optimization and 
continuous improvement in terms of costs are important for them.

 y Companies that strive for a differentiation strategy need innovation to develop 
unique distinguishing features to their competitors.

 y Many start-ups launch their activities by developing an innovative product or service.
Continuous innovation is, therefore, crucial for all. Difference lies in the focus of strategy, 
which varies considerably from company to company.
“Although innovation has always been one of the driving forces in competition and has always 
been a primary competitive dimension, the numerous studies and publications of recent years 
show that the speed of change is increasing.”
This makes innovation one of the most important drivers for the long-term success of 
companies. Accordingly, methods of collaboration and teamwork are increasingly being used 
in numerous companies, for example,

 y to promote digital innovations and
 y overcome the challenges of digital change.

Innovation requires a higher degree of creativity than the operative business and a 
clear innovation strategy, especially in the phase of the so called “fuzzy front end of 
innovation“.

 y Concepts like lean innovation and the establishment of community-based innovation 
networks become increasingly relevant.

 y Companies are using modern idea management software and innovation 
management software to manage innovation efficiently.

(Managing Director Dr. Jens-Uwe Meyer writes in his scientific paper “Strengthening 
Innovation Capacity through Different Types of Innovation Culture“:)
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Originally printed in the November 2020 issue of Produce Business.
In the opening of general session of the recent Produce for Better Health Foundation at A 
Plant Nation Virtual Influencer Event, Datassential researcher Marie Molde presented data 
showing that more than a one third (35%) of consumers agree that leading a more healthful 
lifestyle is more important now than before the pandemic began. Restaurants across the 
country are paying attention to this insight and seeking ways to meet consumer demand for 
“better for me” menu options.
Datassential research with menu R&D professionals shows the number one strategy for 
menu innovation for 2021 will be adding more plant-forward options. Datassential consumer 
research shows diners are most excited about new menu items that draw inspiration from 
world cuisines, especially Asian cuisines, most of which are plant-forward cuisines that 
provide endless inspiration for using fruits and vegetables in appealing ways.
Molde notes that Japanese food and Korean barbecue are trending. “I think we will continue 
to see chefs experimenting and incorporating even more produce in global dishes, with plant-
based twists like veggie noodles in ramen or pho, plant-based sushi rolls and acai bowls with 
lots of delicious fruit.”
If you’re wondering whether there are specific produce items gaining interest from chefs, 
Molde has this to share. “Right now, trending varieties of fruits and vegetables include 
specific varieties of familiar staples, such as Delicata squash, flavorful global preparations 
such as elote corn, and varieties that add a pop of Instagramable color to dishes such as 
watermelon radish and dragon fruit,” says Molde. “That said, 58% of Americans want to 
increase their intake of plant-based foods, so happily the potential for all types of produce in 
menu innovation is very high.”
Jeff Miller, founder and president of Cutting-Edge Innovation and former vice president of 
product innovation and executive chef for Dunkin’ Brands, believes there is a big opportunity 
for formats that provide customization for consumers seeking “better-for-me” options. 
“Bowls can be used across a variety of cuisines from Hispanic, Middle Eastern and Asian to 
Californian. They allow you to create a healthy base with blends of grains and pulses, add 
your desired protein, and then top that with a variety of delicious and colorful fruits and 
vegetables.”

Plant-forward is the future, innovation is how food service wins, and we need to be 
sure to take a flavor-first approach.

— Marie Molde, Datassential

Miller also thinks snacks are a big opportunity for menu R&D. “Consumers’ daily routines 
have been and will continue to be in flux. Snacks or mini meals that fit with unpredictable 
schedules or new on-the-go routines are an opportunity to use more fruits and vegetables, 
especially when included in hand-held formats.”
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Miller recommends produce leaders to think broadly about consumers’ definitions of health 
and wellness. “I think most consumers are looking at this as mental, physical and emotional 
health,” he says. “They’re seeking foods that provide function, satiety, adventure, excitement, 
great taste, and, of course, comfort. But comfort doesn’t have to be unhealthy. Ask yourself 
what fruits and vegetables solve these three needs — mental, physical, emotional and 
innovate around them.”
Molde offers these additional insights. “Plant-forward is the future, innovation is how food 
service wins, and we need to be sure to take a flavor-first approach,” she asserts. “In the past, 
new fruit and vegetable-centric menu items have been positioned as ‘health first,’ and flavor 
became an afterthought. As a result, consumer interest in the items was low. The first rule 
of innovation with plant-forward is it must be delicious and crave able. The fact that it’s a 
produce-centric item is almost secondary. Flavor has to come first.”

NUANCES OF MENU PLANNING
Menu is a presentation of food and beverages. However, it is not as simple as it sounds. It 
takes months of planning and series of discussions between various stakeholders to arrive at 
a consensus as to what should be part of the menu. 

The poet and the chef are creatively allied 
The words and foods they use are artfully applied 

Their creations are expressed with subtlety or flourish 
To satisfy the needs of the senses that they nourish

These four lines aptly describe the similarity between a poet and a chef. Both of them are 
creative and imaginative. However, what sets them apart is that Chefs have to sell what they 
create in order to earn their livelihood. And when the commerce comes in and market forces 
take the charge, considerations are inevitable. When a chef sits down to design a menu, he 
has to think about many things in order to create a perfect balance.

IMPORTANCE OF MENU PLANNING
Menu plays an important role in making a food service business successful. Therefore, proper 
intelligent planning of the menu is quite critical. According to Chef Sudhir Pai, Executive Chef, 
Holiday Inn Mumbai International Airport, conducting proper research and incorporating 
simple marketing strategies are essential in creating a successful restaurant menu. Evaluating 
the target customer, current industry trends and direct competition is also vital. The location 
of the establishment also plays a key role. Most importantly, what your competitors are 
offering---and at what price---will help you create a favorably competitive menu, says Pai.
It is the menu that determines layout, equipment, work flow crockery, cutlery, glassware, 
serving dishes, costing, pricing, etc., says Chef Vivek Saggar, Director, VS Food Art. According 
to him a menu should be appealing to the customers in terms of color and shape. Other 
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important factors are the budgeting, pricing, cooking skills of the staff, availability of 
ingredients, guest profile, manpower availability, etc.
Menu is the heart and soul of any food outlet. It’s the fundamental pillar. The key factors 
a Chef must consider while planning the menu are – competency set, market mix, quality 
and accessibility of ingredients, price sensitivity, innovation and art,” comments Chef Swami 
Nandan, Executive Chef, Novotel Hyderabad Airport Hotel. Expressing similar views on the 
crucial role of menu in making or breaking a food outlet, Chef Ajay Sood, a Food Consultant 
said, “Menu reflects the mind of the selling unit.”
After a steep decline in sales in 2020, 2021 will be a year of transition and rebuilding, the 
National Restaurant Association State of the Industry report says
From 2019 to 2020, COVID-19 impacted the restaurant industry catastrophically, with sales 
plummeting 19.2%. According to the National Restaurant Association’s State of the Industry 
Report, 2021 sales are projected to climb 10.2%, though not nearly enough to recover from 
the steep hole caused by the pandemic.
This will be the “year of transition and rebuilding,” Hudson Riehle, senior vice president of the 
research and knowledge group with the National Restaurant Association said, and it will take 
time before the industry gets back to pre-pandemic levels. Last year ended with sales $240 
billion below the forecasted levels, with approximately 110,000 foodservice establishments 
permanently closed (and nearly three-quarters of those operators saying they would not 
open another restaurant)
From 2019 to 2020, COVID-19 impacted the restaurant industry catastrophically, with sales 
plummeting 19.2%. According to the National Restaurant Association’s State of the Industry 
Report, 2021 sales are projected to climb 10.2%, though not nearly enough to recover from 
the steep hole caused by the pandemic.
This will be the “year of transition and rebuilding,” Hudson Riehle, senior vice president of the 
research and knowledge group with the National Restaurant Association said, and it will take 
time before the industry gets back to pre-pandemic levels. Last year ended with sales $240 
billion below the forecasted levels, with approximately 110,000 foodservice establishments 
permanently closed (and nearly three-quarters of those operators saying they would not 
open another restaurant).
“On a positive note, 2021 will be better than 2020 and for most [restaurant segments] the 
operational trend is advancing, not retreating,” Riehle told Nation’s Restaurant News. With 
2020 being the worst year in restaurant industry history it will take some time to get back to 
pre-pandemic levels across a variety of operating parameters.”
Despite the grim numbers, pent-up consumer demand will create a mad rush once things get 
back to normal. In April 2020, the number of adults who said they don’t offer takeout as much 
as they’d like rose from 44 to 52%, though by December 2020, that number had settled down 
to 33%. In April, 83% of adults surveyed said they were not eating out as much as they’d like, 
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nearly twice as many people (45%) who were asked the same question in January 2020.
Here are some of the most crucial aspects of operations and hospitality that impacted 
restaurant industry performance in 2020, according to the National Restaurant Association’s 
State of the Industry report:

OFF-PREMISE WAS KING, BUT NOT ALL FORMS WERE IN HIGH DEMAND
It’s no question that as states and cities locked down throughout the pandemic — many 
for the majority of 2020 — that restaurant operators would come to rely more on off-
premise experiences in the wake of their darkened dining rooms. Now, 68% of customers 
say that they’re more likely to purchase takeout or delivery now than before the pandemic. 
Curbside pickup was also big, as “one of the least capital-intensive offerings” a restaurant 
could add during the pandemic (four in five family dining, fine dining, and fast-casual 
operators added curbside pickup during the pandemic).
And even as restaurant operators scrambled to get on third-party delivery apps (or expand 
their partnerships if they had not done so before), two-thirds of consumers still say that they 
preferred ordering directly from a restaurant.
“For certain operators, the availability of third-party option has had utility and in comparison, 
certain operators have elected to basically insource that delivery component, depending 
on your business model/physical location, and because the industry is so large and varied, 
experiences are different,” Riehle said. 
“The one characteristic accelerated by the pandemic is focusing on points of access rather 
than locations,” he said. “Virtual restaurants and ghost kitchens are an operational model 
that allows growth for the industry. That doesn’t mean they are the answer for all segments, 
but the pandemic really did focus operations into tapping into that off-premise potential.”

CUSTOMERS WANT CONVENIENCE TECHNOLOGY
Not only is digital ordering technology a perk of the off-premise restaurant experience, but 
customers have come to expect it: one in four to-go customers say that app-based ordering 
would influence their choice of one restaurant over another.
“Consumers are more receptive to how they pay for restaurant meals now, in terms of 
technology,” Riehle said.
And operators are stepping up to the plate: 25% of operators say they added technology to 
allow customers to order through apps and 40% of operators across all segments say that 
they added a contactless or mobile payment option since March.

EXPERIENCE NARROWLY WINS OVER CONVENIENCE
Despite the fact that customers are now looking for the frictionless digital ordering tools, 
traditional restaurant experience still narrowly wins out. Nearly 64% of customers say that 
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they would choose to sit in a restaurant with traditional table service vs. an experience with 
a tablet or smartphone ordering.
The key is to learn to balance convenience with socialization: the two key aspects of the 
modern restaurant experience.
“Looking at the history of the restaurant industry over past decade, much of that growth 
was coming from the off-premise market and so obviously during the pandemic it was 
disproportionately skewed higher because the socialization driver is not available,” Riehle 
said. “Once the socialization aspect of the restaurant experience becomes possible again, 
consumers will shift some of their spending to the on-premise market, though it will not 
return to pre-pandemic levels.

SIGNIFICANT WORKFORCE CHALLENGES REMAIN  
By far one of the toughest challenges remaining to restaurant operators is the workforce 
demand shift. Before the pandemic, the restaurant workforce was an oversaturated and 
increasingly competitive market. But the labor force has shrunk considerably across all sectors 
and age groups and there are nearly two million fewer 16-34-year-olds in the workforce 
during the pandemic than before the pandemic. Nine in 10 operators are reporting staffing 
levels lower than in pre-pandemic days, with two in five fast-casual, family dining, and casual 
dining restaurant operators reporting that they are having a hard time filling job opening.  

WHAT’S NEXT?
With COVID-19 still negatively impacting the success of the restaurant industry in 2021 
(though the National Restaurant Association expects steady improvement as the vaccine is 
rolled out to more people), what will restaurants look like in the near-future?
The pandemic brought many operational changes, from off-premise investments to 
technology upgrades and menu overhauls, and 68-74% of operators across all segments say 
that they plan to keep at least some of these changes.
The most likely COVID-19-related shifts that will mold long-term operations strategies 
include trimmed menus and the popularity of more off-premise options including meal kits 
and cocktails to-go: 35% of consumers and 53% of Millennials say they’ll be more likely to 
choose a restaurant if they can get an adult beverage with their to-go or delivery order. More 
than half of adults say they’d be likely to order a meal kit from their favorite restaurant in 
the future. As the pandemic continues (and even beyond), comfort foods are a major selling 
point, with 33% of off-premise customers saying their food orders over the next several 
months will be influenced by if the restaurant sells their favorite comfort foods.
“The environment continues to change rapidly,” Riehle said. “But in the end, there will always 
be that underlying demand for meal solutions away from home.”
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RESEARCH METHODOLOGY
Data Collection and Analysis
The data has been collected by both i.e. primary and secondary sources. Primary data 
includes information collected through interviews and through questionnaire based on 
attitude and perception of customers regarding use of food delivery apps in India. Secondary 
data is collecting information about various apps, the industry position, etc from the various 
portals from the internet, journals, magazines etc.

Primary data
In the beginning of the survey, we made a socio-demographic analysis of the respondents 
Socio-demographic profile of the respondents

Demographic Variables Answer in %
Gender Male 

 Female
78.4%
21.6%

Age < 25 
25 – 34 
35– 44
45 – 54 
55 – 65
> 65

9.6%
42.6%
29.5%
11.2 %
5.4%
1.7%

 Basic Education No Schooling
Primary Schooling
High school 
Diploma
Bachelor degree 
Master of science 
Doctor of science

0.5%
8.3%
7.8%
12.2%
60.8%
3.4%
0.7%

Professional Education in Hospitality Yes 
No

46.3%
53.7%

Working Experience in the Hospitality No experience
1-2 years
5-10 years
11-20 years 
21-30 years 
More than 30 years

3.5%
33.7%
11.5%
48.1%
2.7%
0.5%

The results of socio-demographic analysis reveal the following important facts: almost 
78.4% are males; most of them (42.6%) are at age from 25-34 years old, most of them have 
a bachelor degree (60.8%), they have no professional education in hospitality (53.7%), and 
most of them (48.1%) have 11-20 years of working experience in the hospitality sector.
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A MENU INNOVATION IN THE RESTAURANTS IN INDIA:

Product/service innovation Answers in % Rank
Serving local and national dishes in the menu 7.8% 6
Mood Menu 5.7% 8
Offer of Vegetarian dishes 8.9% 3
Vegan food 3.4% 9
Creative new and modern menu 23.7% 1
Carryout Cocktail Menu 6.7% 7
Menu for children 7.3% 8
Serving organic food 8.1% 5
Heat and Eat Menu 11.7% 2
Pointing food allergens 2.7% 11
Energy value of menu items 3.1% 10
Menu translation 2.4% 12
Online payment 8.5% 4

The results above show that serving Creative New and Modern Menu ranks as number 1 in 
the product innovation of the menu. As expected, due to pandemic condition Heat and Eat 
Menu is ranked as number 2. The survey shows that every restaurant tries to follow up and 
serve a modern menu of dishes. Surprisingly, Offer of Vegetarian Dishes stands 3rd in the 
rank, while Online Payment are in 4th place and Serving Organic Food is ranked 5th. Hardly, 
the Menu for Children, Menu Translation, Pointing Food Allergens, Showing Energy Value of 
Menu Items a and offering vegan foods are in the bottom of the ranking.

A PROCESS INNOVATION IN THE RESTAURANTS IN INDIA:

Process innovation Answers in % Rank
Online ordering Food delivery system 27.6% 1
The Derive Thru 17.8% 3
Digital Signage 4.1% 8
Online Reservation 21.3% 2
Meal Donation 4.6% 6
Automated Equipment 3.4% 9
Reduction of cooking time 2.6% 10
Implementing Quick Response Code 5.3% 5
Purchasing and accounting software 4.3% 7
Franchise agreements Smart phone applications 2.3% 11
ISO and HACCP standards 6.7% 4
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The results show that online ordering and online reservation are ranked 1st & 2nd first and 
second as a process innovation in the restaurants in India because of pandemic situation, 
while The Derive thru is at3rd place. Most of the restaurants in India agree that ISO and 
HACCP standards must be respected in order to advance and be more competitive. Managers 
give a respectful 5th place in Implementing Quick Response Code. The concept of helping 
people through Meal Donation ranks at 6th place. It is found that now purchasing and 
accounting software, digital signage, Automated equipment, franchise agreements smart 
phone applications are not priorities for none of the restaurants in India, although some 
efforts are made that are not sufficient.

A MARKETING INNOVATION IN THE RESTAURANTS IN INDIA:

Marketing Innovation Answers in % Rank
Social Media 12.4% 2
Design a new website 8.5% 5
Q R Codes 18.9% 1
Cash Back and Offers 11.6% 3
Product placement 3.4% 11
Price promotion 4.7% 9
New products 8.5% 6
Branding 8.2% 7
New menu design 11.2% 4
Marketing plan 5.2% 8
Database systems 3.1% 12
Loyalty and membership cards 4.3% 10

While going to restaurants people prefer QR codes at1st priority while ordering. Social media 
and Cash back and offer take 2nd and 3rd place in India. New menu design and designing a 
new website are also highly ranked by managers of those restaurants at 4th and 5th place. 
New product addition, branding, implementation of marketing plan, price promotion used 
by restaurants are ranked next at 6th, 7th, 8th and 9th position for increasing the marketing 
strategies further. Introduction of loyalty and membership card programs, methods of 
product placement and management and use of database systems are the least relevant 
marketing innovation techniques at 10th, 11th and 12th place.

AN ORGANIZATIONAL INNOVATION IN THE RESTAURANTS IN INDIA

Organizational innovation Answers in % Rank
Employee motivation 11.7% 5
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Simulation of creative activities 14.3% 2
Training for the staff 17.8% 1
Customer orientation and care 12.1% 4
Responsibility at work 13.7% 3
Bottom-up approach 5.4% 8
Financing cultural or sport events 3.6% 9
Leadership 8.4% 7
Advancing and career possibilities 2.6% 10
New business practices 10.4% 6

The training of the staff, stimulation of creative activities, responsibility at work as well 
as customer orientation and care are ranked at the top at places1st, 2nd, 3rd and 4th by 
the managers of restaurants in India. Opposite of this, none of the managers skills and 
decision-making elements are ranked in good position (leadership in 7th place, motivation 
of employees in 5th place, bottom-up approach in 8th place), Adoption of new practice in 
organizational innovation is placed at 6th rank. While financing cultural or sports events and 
advancing and career possibilities are considered as the last things “to be innovated”.

SECONDARY DATA
Now if we will look towards the current food industry, restaurants require lots of change 
in Menu to increase their sales as well as to attract guests. Therefore, restaurants and food 
industry are now coming up with new innovative pricing methods, marketing strategies, 
menu planning and menu designing methods. 
In this research we are discussing about the innovation restaurants are using to generate 
more revenue.
1. Food industry are now coming up with new innovative menu pricing methods that are 

profitable for the restaurant, as well as pocket-friendly for the customers. Plus, the 
something-new factor brings in new business as well.

2. Introducing a seasonal menu attract the customers. The menu is set according to 
the theme, festival or seasons.

3. Restaurants are going Hi- Tech in menu innovation by changing up their décor, 
the service and customer engagement factors or just add a boost of new technology into 
business such as tablet ordering, tablets and Wi-Fi at the tables for guests and, as we 
mentioned earlier, digital signage and digital menu boards.

4. Using social media as the platform to promote menu and attract the customers 
giving different discounts and offers.

5. Making fast food restaurants stand out with creative recipes that celebrate 
healthy eating.
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6. Innovative fast food marketing techniques only work when they result in customer 
satisfaction. From free Wi-Fi to consistently friendly staff, positive word of mouth leads 
to valuable brand promotion.

Menus are an essential marketing tool for any restaurant. They influence guests’ 
first impressions by creating certain expectations about the food, beverages 
and atmosphere. Developing a successful restaurant menu requires an in-depth 
understanding of guest’s predilections. 
The main purpose of a menu is to visually appeal to guests, direct their attentions to 
specific items to enable predictions and to create loyalty and guarantee return visits.
Unfortunately, a lot of restaurants don’t spend much time or resources in their overall 
marketing efforts, let alone their menu design. 
There are few common restaurant menu design mistakes which are as follows:

Common Problems  Answer in 
Percentage

Rank

Menu descriptions are long and confusing 4.3% 10
Lack of coordination between the theme and food offerings 7.7% 8
Food served didn’t match with its corresponding photo in the 
menu card

16.5% 1

Too Many Items 11.3% 5
Over merchandising 12.7% 3
Charging High for small portion 7.8% 7
Bad item placement and reading patterns 5.6% 9
Bad type/font selection 8.6% 4
Color and design elements 4.3% 10
Offering few items for non-meat lovers 7.8% 6
Inability and particular time frame for food serving 13.4% 2

The major problem which was highlighted in the survey was that the Food served didn’t match 
with its corresponding photo in the menu card (16.5%), the next issue was Inability and 
Particular time frame for food serving (13.4%), the other problem were over merchandising, 
Bad type and font, too many items in the menu, offering less choices for the vegetarians, charging 
high for small portions, Lack of coordination between the theme and food offerings, bad item 
placement and reading patterns, colour and design elements, long and confusing descriptions.

FINDINGS
From the primary data collected through the demographics mentioned in the starting we 
found out that regarding the menu innovation Indian restaurants owners and managers 
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preferred the idea of creative new and modern menu, considering the current scenario 
of covid-19 the concept of heat and eat menu is also flourishing. Further the concept of 
vegetarian offerings, online payment, organic foods, inclusion of local dishes is also trendy. 
However, the introduction of vegan food, menus pointing out allergens, energy value and 
menu translation it still needs to pick up.
As far as the process innovation is concerned online food ordering tops the chart, followed by 
the concept of online reservation, drive-thru and ISO & HACCP certifications implementing, 
QR codes, the concept of meal donation, implementation of purchasing and accounting 
software, using digital signage, automation are not much popular in the restaurants. There 
is almost no focus on reduction in cooking time and franchise agreements is smartphone 
applications.
The survey regarding marketing innovation revealed that QR codes, social media, cash 
back and offers, new menu design, new website, new products and branding are frequently 
followed where in implementing marketing plan, price promotion, loyalty and membership 
cards, product placement and database management lags behind.
Organizational innovation is a  comparatively newer concept and is still finding it’s place 
in the restaurants in India, however  among the given parameters the training for the staff, 
simulation of creative activities and employee motivation along with responsibility at work 
and customer orientation and care seems to be most relevant to   the restaurant managers 
in India but at the same time leadership, bottoms up approach, cultural and sport events 
financing and career advancing seems to be the low priority issues.
The secondary data complimented the primary data and also revealed that the menu is the 
most significant piece of a marketing tool for any restaurant. There are a lot of mistakes that 
are seen today in a different menu. Menu design mistakes affect your customer psychology. A 
lot of restaurants end up having a big menu which in my opinion is a big mistake. It is better 
to have a small and compact restaurant menu that includes some great dishes instead of 
having a large menu with items you cannot sell and end up getting wasted. A smart menu 
is primarily a result of careful analysis of what customers want by understanding their 
consumption patterns, balancing the food costs, and proper positioning.
Your food menu design should be designed in a way so that items are listed in clear groups.  
A big menu more than often confuses people as they are not able to decide what you make 
best and so they default to the cheapest item. You should also analyze the performance of 
menu items based on the sales and the feedback of customers. Also, you should analyze which 
items are being sold the most, and come up with new variations of the same item. Also, when 
the price of menu items drastically varies on a single page, it causes guests to select items 
with the lowest prices. The rates should be the same font and text as the menu.
Biggest menu mistakes that you must avoid at all is incorrect pricing. Therefore, you 
must analyze your Menu Performance Reports to understand which menu items are 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

499

being sold at what price points the most. 
Have too many items on the same page and the menu is going to end up looking 
jumbled up. Thus, proper utilization of space, and that too keeping the customer need 
in mind is important. Try to use actual beautiful photos that attract the customers 
and give the actual idea about what you are going to serve. Many customers like to 
check the menu online before choosing a restaurant. So, it is advisable to make sure 
that the menu is posted online. The best way to do this is to have the restaurant’s 
website or other food ordering applications where you can display your menu.
Apart from this few more problems faced by restaurants while they are starting with 
new chain or innovating menu and want to increase in revenue are:
What will be the unique selling point of the restaurant? How to get a competitive 
advantage? What new shall be done? The menu planning becomes a major challenge 
in this case. For this think of some original ideas that you could be known for as 
a restaurant like some different kind of theme which relates theme menu, some 
specialty cuisine, built your own meal. Bring change in the presentation style of the 
menu, like use higher technology with menu and use some videos and audios for 
presenting menu.
The major problem restaurants face is to turn customers into repeat customers, you need to keep 
them happy and offer them flawless dining experience.  For that we need to train our staff. A 
satisfied and happy customer is always our repeat revenue.
Now a days social media is very strong, so the restaurants which do not have a great budget for 
their marketing may face challenges for promoting their menu. Using social media platform and 
food applications helps you to promote your restaurant in effective and quick way. There are some 
few platforms which are for free which can be used if you don’t have great budget for marketing.
Crafting the perfect menu is the biggest challenge in the food industry. Menu design 
is the greatest art. what type of food need to choose, the pricing of the food items. The 
menu has to be easy to read and comprehend. Place your most popular items first 
and hire a copywriter to come up with unique menu descriptions. Always keep the 
menu updated when something changes, from an entire dish to a price point. Customers 
will be very disappointed if they end up paying more than they expected on a meal or if they 
want to order something that is not on the menu anymore.

CONCLUSION:
Change is inevitable, and the one who changes itself with the change of time will only exist 
or else be ready to perish.
Innovation is now more important than ever in today’s world. To stand out in a crowded 
market, business leaders need to focus on different ways they can keep up with evolving 
demand. Learn more about the ways companies today can innovate and how innovation can 
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take your business to the next level
We know what happens when companies aren’t innovative. They may have been industry 
leaders decades ago, but their refusal to adapt to shifts in consumer behavior and technological 
advances may turn companies into relics. To stand out in a crowded market, successful 
business leaders require innovation to keep up with evolving demand and stay relevant.
Innovation is simply creating something new — usually a method, idea or product. When 
companies employ business innovation, they are looking to:

 y Implement new ideas
 y Launch new products
 y Update current products, making them more efficient
 y Streamline processes so they’re also more efficient
 y Solve an existing business pain point
 y Improve the customer experience

The ultimate goal of business innovation is to increase revenue, no matter what’s happening 
in the market.
Due to COVID-19, the restaurant industry has seen more change in the last few months than 
in the last ten years. Anything to maintain revenue during this time is importantas well as 
making sure your service model is as safe as it can be for the customer and your employees 
so they feel comfortable coming back to you again and again.
To create socially safe restaurants is the need of the hour by:

 y Offering contactless services
 y Observing COVID-19 protocols
 y Making sure there’s visible evidence that surfaces are being continually sanitized 

and wiped down
 y Closing down areas where people congregate
 y Providing kiosks and apps for contactless ordering
 y Clearly communicating about any new precautions in place

A smart menu is primarily a result of careful analysis of what customers want by understanding 
their consumption patterns, balancing the food costs, and proper positioning.
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ABSTRACT

COVID-19 has changed the way we do most things, from shopping and travelling on public 
transport to the incessant need to wash our hands. Hospitality is no different. In a post-
pandemic environment, hospitality industry trends are bound to evolve.
Now, the question arising is how will hotels operate, and what will be the most important 
when it comes to attracting group and corporate business travel. What will stay the same, 
and what will change?
COVID-19 has led to a significant shift in attitudes. These attitudes will affect almost every 
area of hospitality, from technology to food and beverage.
Technology and health and safety practices will become even more critical as we figure 
out ways to stay open while keeping guests safe and healthy.
Keywords: Technology, human contact

CONCEPTUAL STUDY ON EMERGING TRENDS 
IN HOSPITALITY INDUSTRY POST PANDEMIC: 
GLOBAL INFLUENCE AND IMPACT ON GUESTS

54
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TECHNOLOGY TO LIMIT HUMAN CONTACT
A big hospitality industry trend is the technology that allows for many contactless activities.
Event planners and guests will want as little hand-to-hand contact as possible when events 
come back. Luckily for hotels, there’s a whole range of tech available.

TO LIST A FEW:
 y Contactless check-in/check-out and keyless room entry
 y Digital menu systems
 y Virtual TV remote control
 y Apps to accommodate social distancing at resort pools and beaches

Here are a few additional contactless ideas for safer operations at your hotel:
 y Guest self-service payment systems
 y Digital signage
 y Apps to check-in, order food, change the channel, open doors, and curtains
 y In-room ordering
 y Passport/ID scanners
 y TV-based remote check-out
 y Contactless bracelets
 y Cashless payments
 y Facial recognition

USE OF ROBOTS
Robots are also helping in the fight against Coronavirus and could be used in the future to 
minimise human interaction. Softbank Robotics, a robotics company located in Japan, is 
deploying robots to aid businesses all over the world.
Pepper, the 4ft-tall humanoid robot, is already used in retail, hospitals, and hotels. Helping 
guests check-in, posing for selfies, and helping guests find their way to your amenities are 
just a few things Pepper can do. In this age of COVID-19, Pepper could become all the more 
valued as a member of hotel or venue staff.
The robot cannot only read emotions by analysing voice but also read facial expressions, and 
vocabulary, allowing it to understand visitors in a more realistic manner. 

TECHNOLOGY TO ENHANCE CLEANING
The cleaning of hotel rooms, meeting spaces, and public areas will also be a priority. It’s 
something venues and hotels won’t be able to skimp on.
Some hotels were already using technology to aid in the cleaning process. If we talk about 
Denmark’s Hotel Ottilia in Copenhagen, guests can stay in a room that disinfects itself each 
morning – all without the help of a housekeeper. The technology in question is CleanCoat. It 
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breaks down harmful microbes such as bacteria, airborne mould spores, chemical compound 
mould spores and viruses. It also purifies and deodorises the air for up to a year.
Some of the ways hotels are killing germs using tech are as follows:

 y  A decontaminating technology called LightStrike is being used in The Westin 
Houston Medical Centre in the US by Germ-Zapping Robots by Xenex.

 y Marriott is using electrostatic sprayers
 y Hilton Garden Inn is also using robots to keep their hotel spotless . Whiz by Softbank 

Robotics is a robot vacuum that works alongside housekeeping to alleviate the heavy 
tasks. 

Although cleanliness and social distancing are critical, hotels and venues need to strike the 
right balance between sanitary and welcoming. Guests don’t want to feel like they’re in a 
hospital. 
Hotels and venues should look into technology to alleviate the pressure on housekeeping and 
to enhance guest trust in their property and  cleanliness protocols. As hospitality industry 
trends evolve, it will be critical to be ahead of the game when it comes to cleaning tech.

VIRTUAL EVENTS WILL MEET PHYSICAL
The power of an in-person event cannot be disputed. When the world went into lockdown, 
virtual meetings and events became a fantastic alternative – we did the best we could given 
the circumstances. But hospitality industry trends are likely to shift us into a new era of 
events.
Although virtual gave us a way to keep in touch and give our businesses the means to carry 
on, we began to miss that face to face rapport.

IN-PERSON EVENTS ARE INVALUABLE
 Survey has been done where 10 reasons have been listed  why in-person meetings are more 
important than we think.
Reasons include body language and facial expressions being easier to read when sat in the 
same room together and far fewer technological glitches.
So, although virtual is a great substitute, hospitality industry trends suggest that the world is 
raring to get back to in-person meetings and events.
If you are a hospitality professional, you will know that when in-person events start back 
up, guests will still be hesitant to attend due to health concerns, which may impact attendee 
numbers.
Bizzabo, a powerful event app just like Zoom meeting recently found:

 y 85% of leaders and executives identify in-person events as critical to their company’s 
success.

 y However, 93% of event marketers plan to invest in virtual events moving forward.
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 y 68% of event professionals are looking for hybrid event technology to support in-
person and virtual events.

This figure shows that while we’re hungry for in-person events to return, we know that 
incorporating a virtual element is much more realistic and will make events safer.

HYBRID EVENTS WILL BECOME THE NORM IN HOTEL INDUSTRY
Merging an in-person and virtual event results in a hybrid event. This is where attendees are 
both there physically and virtually.
Here’s what we know about hybrid events:

 y 90% of meeting professionals exceed their goals through hybrid events.
 y It’s not a live stream. A successful hybrid event allows virtual attendees to engage 

with speakers and network. There must be an interactive element.
 y Companies such as Twitch and Riot Games, before the pandemic, had been hosting 

hybrid events as they found that they increased the event’s reach.
Hotels and venues need to help clients adapt to this new format by providing the technology and 
requirements necessary. High-speed Wi-Fi, a quality AV setup, and adequate power are critical.

SUSTAINABILITY AFTER COVID-19
Another post-pandemic hospitality industry trend is sustainability. While it may have been 
lost in the noise of COVID-19, what with the need for plastic gloves and endless plastic bottles 
of hand sanitiser, planners haven’t forgotten about it and neither have guests.
Here’s what we know about sustainability:

 y Its cost-efficient: eco-friendly practices often go hand-in-hand with cost savings
 y It gives guests a better experience: energy-saving technologies can make guests feel 

as if they’re making a difference
 y It improves your corporate brand image: the younger generation want to work for 

companies that contribute to the community
As the world settles down and new hospitality industry trends emerge for 2021, sustainability 
and green hotel operations will most likely become a must. But questions have arisen such as 
“will travellers care about sustainability?” or “will hospitality have the spare funds to make 
going green a priority?”. Some sustainable practices such as doing away with bleach and 
strong disinfectants are impractical right now, for example.
A recent article on Boutique Hotelier News noted that: “The consensus among many 
professionals is, however, that sustainability is no longer a choice that can really be made by 
businesses. The future of hospitality will be inherently sustainable.”
That’s right – it’s the consumer that will dictate whether the future will be green.
The concept of “Going Green” before Covid-19

 y Complimentary bars of soap are one of the most commonly wasted resources in the 
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hotel industry. Hilton does this by donating their used soap as part of their Clean the 
World Challenges in partnership with Clean the World.

 y IHG announced in July 2019 that they were removing all miniature toiletries, instead 
opting for bulk containers.

 y Marriott laid out an energy reduction plan. It included reducing water and energy 
usage by 20% and over 1,800 of their hotels that have earned a TripAdvisor 
GreenLeaders badge.

BUILDING A SUSTAINABLE POST-PANDEMIC FUTURE
The pandemic isn’t an answer to reducing greenhouse gas emissions, but as a BBC article 
states: it should make us consider how we can be better, and the hospitality industry plays 
a huge role in this.
Not only will turning to greener ways of operating create a better tomorrow but will 
futureproof your business for the years to come.
So what can you do now to prepare for the coming years? Hospitality.net listed a few critical steps:
1. Look into the 17 Sustainable Development Goals (SDGs) Developed by the UN.
2. Train your employees, provide support and education. Any staff responsible for 

environmental management should be trained and qualified.
3. Provide work-from-home options (Back of the House). The world has proven that it’s 

pretty good at working from home. Doing this will build trust and save money.
4. Look into your supplier relationships. How did COVID-19 affect these? Place a focus on 

local sourcing.
5. Create sustainable F&B menus. Try and source foods that are local and seasonal. Provide 

more vegan and vegetarian options and remove plastic water bottles from minibars.
6. Consult hotel asset managers (HAM), as they have significant influence over the execution 

of sustainable initiatives at their hotel. Invest in predictive maintenance systems, which 
lower maintenance, energy and disposal costs.

7. Obtain an official certification for sustainability. Research those that would be suitable 
for their property.

A focus on sustainability may not be the main point of focus right now for hotels, but 
hospitality industry trends before COVID-19 and those now developing, suggest that it will 
return.Hotels should look into ways to reduce their carbon footprint in realistic ways and 
plan for the future when hospitality returns to normal.

EVOLUTION OF LATEST TRENDS AND ITS CONSEQUENCES.
What are the latest trends in the hospitality industry? Well, it goes without saying that the 
coronavirus outbreak and ensuing safety measures have had a significant impact on hospitality 
throughout 2020 and will no doubt spill over into 2021 and beyond. Some responses 
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to this extraordinary situation, attempting to entice patrons back into food and beverage 
outlets and assure holidaygoers that it is indeed safe to enjoy a hotel stay, have accelerated 
existing hospitality industry trends and triggered lasting change.
Meanwhile, evolution at the societal level - consequence in part of shifted values in the 
aftermath of the pandemic’s most acute phase and in part of increased consumer awareness 
of all things sustainable and purposeful - has set new benchmarks for hospitality enterprises. 
Latest  trends in the hospitality industry are as under:
The 10 trends that have reshaped (and are still reshaping) the industry 
despite Covid-19

#1 - STAYCATIONS
In stark contrast to last year’s no. 5 hospitality industry trend “booming global tourism”, travel 
restrictions in 2020 have facilitated the rise of the staycation. Some vacationers may also 
be choosing to stay closer to home for environmental or budgeting reasons, with this year 
having seen a marked uptick in holidays spent more locally. Surging online content promising 
to “create a balcony haven” or “a garden oasis to be proud of” are a sign of the times.

#2 - DIGITALIZED GUEST EXPERIENCES & CONTACTLESS TECHNOLOGY
Apps, in particular, are increasingly important in the way hoteliers manage the services they 
provide to their customers and can now control many aspects of the guest cycle and experience.
Needless to say, the trend towards digital and contactless services has gained new momentum 
in 2020. Traditionally customer-facing services are being given an overhaul, thanks to the 
more widespread use of technology-assisted options, such as mobile check-in, contactless 
payments, voice control and biometrics.
Consumers who have become accustomed to unlocking their smartphones and laptops 
using facial and fingerprint recognition will soon come to expect the same convenience in 
accessing their hotel rooms, say. Unfortunately for the establishments looking to welcome 
them, however, these upgrades may be costly to install and maintain. If you want to stay 
ahead of the curve, we recommend you dig deep and make the investment.

#3 - PERSONALIZATION
Today’s guests have grown to expect to be recognized and treated as individuals. 
Establishments are going the extra mile to personally greet their guests, while tools such 
as Mailchimp and Zoho have made personalized e-mail marketing accessible to the masses, 
ensuring highly target audience-specific communications. Far beyond simply adding the 
customer’s name to email greetings, data provides insight into past buying habits, enabling hotels 
to tailor their offers and promotions and automatically provide similar services to previous stays. 
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#4 - EXPERIENCE ECONOMY & ESSENTIALISM 
Customers request extreme personalization, unique experiences, and so on. This could very 
well lead to the death of the travel agent and the rise of the independent traveler.
Travel guilt is real. Minimalism has reinvigorated the otherwise somewhat dusty saying “less 
is more”. Travelers are decreasingly seeking lavish displays of wealth, preferring instead to 
spend wisely, purposefully and make a positive impact on the world. Unique experiences that 
give back to local communities in meaningful ways are in demand, as are niche properties, 
adventurous holidays and relaxation retreats.

#5 - NEW HOSPITALITY SKILLS & ASSET MANAGEMENT
The asset-light approach has become prevalent in the industry. The separation between the 
management of operations and real-estate assets now allows hospitality companies to focus 
on their core business, thus improving efficiencies.
It however induces additional complexity and potential agency problems, explaining the 
emergence of new  types of jobs, such as asset managers.
In addition, new job profiles have emerged following the increasing complexity of the 
hospitality industry. In parallel, the need for quantitative competencies (for forecasting, 
budgeting, etc.) has also increased.

#6 - SOLO TRAVELERS
In the age of mindfulness, many have embraced the meditative value of spending time alone 
and venturing out into the big wide world unencumbered, interacting and making friends to 
whatever degree suits. In an effort to make solo travelers feel comfortable, barriers between 
hotel staff and guests are being lowered, interior design choices made to evoke a sense 
of homeliness and an informal atmosphere cultivated. This, along with a less stark divide 
between guests and locals, encourages a feeling of hotel community.

#7 - GENERATIONS X AND Y
These new generations have different requirements and needs compared 
to older generations. A respondent said “Older generations think about 
hotels and car rentals. Younger generations think about Airbnb and Uber.” 

#8 - SUSTAINABILITY
Last but not least, a hospitality trend that is both current and a hallmark of recent years: 
“sustainability” once again assumes rank no. 10. A natural extension of avoiding disposable 
plastics, eliminating unnecessary paper consumption thanks to opt-in receipts and reducing 
food waste, more far-reaching ethical and environmental considerations are shaping 
decisions made at the hospitality management level. Decisions about things as simple as 
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which towel rails to install during renovations have disproportionate repercussions when 
implemented at scale. Simple eco-friendly switches include replacing miniature toiletries 
with larger, locally sourced dispensers, choosing ethically produced bedsheets made from 
organic materials and reducing energy consumption with smart bulbs, etc. Vegetarian and 
vegan options also harbor well-known environmental advantages.
People are becoming increasingly sensitive to environmental and social issues. A respondent 
said that this “has to be considered in branding, but beware of green-washers: consumers are 
now well-aware that window-dressing exists, and they will not buy it.”

#9 - VIRTUAL & AUGMENTED REALITY 
Following on from the orientation towards visually appealing content, it seems only natural 
that businesses in the hospitality industry should seek to capitalize on features such as 
virtual tours, conjuring up a digital environment for consumers to picture themselves in. 
Videos providing 360-degree views of restaurant ambiance, sweet little café terraces 
enveloped in greenery or hotel beachfront locations, for instance, are just the ticket to 
make an establishment stand out this year. As ever, keeping the access threshold low is key 
to reaching as broad an audience as possible with virtual reality material: making content 
accessible on a variety of devices, without the need for a VR headset.
Once on site, guests should be able to whip out their trusty sidekick – their smartphone – 
and simply point it at real-world artefacts to summon up additional information. Augmented 
reality uses graphical or informational overlays to enhance in-situ environments. Once they 
have downloaded the respective app, guests can use this tool to access restaurant opening 
times, reviews or interactive tourist information maps or even create user-generated content. 

#10 - AUTOMATION & TECHNOLOGY
This broad, sweeping category speaks to the technological developments that have been seen 
to reduce waiting times, “outsource” menial tasks to robots and use big data to optimize 
processes, for example. AI-powered chatbots have proven to be a customer service asset both 
during the booking process and in responding to the recurring questions on the protective 
measures pertaining to COVID-19.
Hotel operations more generally are increasingly shaped by the use of management 
systems to monitor and optimize revenues, customer relationships, property, channels 
and reputation. Mobile, cloud-based and integrated solutions are especially sought-
after. Not to mention the rising importance of integrated messaging, predictive analytics, 
customer profiling and middleware, which seeks to connect any disparate systems. (See the 
respective infographic based on research undertaken by SiteMinder et al.).
It seems what has undeniably been a very challenging situation for many an industry in 2020 has 
yielded benefits that will be felt for years to come. May 2021 bring more of the same innovative spirit!
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CONCLUSION 
Saying that COVID-19 has had an unprecedented impact on the hotels sector in India is 
putting it mildly. We anticipate the overall Indian hospitality sector (including organized, 
unorganized and semi-organized operators) to incur an estimated total revenue loss of 
approximately INR 90,000 Cr in 2020. Occupancy and average daily rate (ADR) are expected 
to reach pre-COVID levels by 2022 and 2023 respectively - assuming that a vaccine is in place 
by early 2021 and becomes widely available before the end of the year. 

DOMESTIC TRAVEL – A SHELTER IN THE STORM
The hospitality sector is now seeing a degree of uneven recovery after the prolonged 
lockdown. The main driver behind this partial recovery is the domestic leisure traveller, 
seeking to shake off the cobwebs and cabin fever of several months of lockdown and work-
from-home routine. At HVS, we anticipate leisure travel to motorable destinations to show a 
steady increase going forward. 
The outbound Indian luxury traveller will also be on the look-out for exclusive domestic 
vacations within the country as uncertainties about international travel continue to loom 
large. To tap this demand, most domestic hotels have curated special Staycation, ‘work-from-
hotel’ and F&B packages, which have sparked some recovery in the sector. However, there 
has been no relief for the commercial segment of hotels, which continues to witness record 
low occupancy in the absence of any significant commercial travel. 
Overall, hotel occupancy in India has improved from approximately 10 per cent in April 2020 
to almost 26 per cent in September 2020.

THE REVAMPED HOSPITALITY LANDSCAPE 
On the back of the COVID-19 pandemic’s unique exigencies, guest perceptions and 
preferences have evolved rapidly, and hotels have been quick to fall in line. The accent is now 
squarely on safety, hygiene and social distancing – not only for the safety of guests but also 
hotel employees.
Apart from the mandatory sanitization protocols, many hotel chains are also investing in 
new cleaning technologies such as electrostatic disinfection misters and ultraviolet light 
interventions. Overall, we are witnessing a gradual return of trust, helped along by guests’ 
stay-at-home weariness.
While domestic leisure travel is picking up, corporate demand is still subdued and will 
remain constrained at least for the short term due to companies’ cost-cutting measures. 
Most corporates are now using virtual meetings, events and webinars to connect with their 
stakeholders. 
These are acceptable alternatives for now, but business imperatives requiring in-person 
interactions cannot be shelved indefinitely. For this reason, we expect business travel to pick 
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up significantly once viable COVID-19 vaccines have been deployed. 

COVID-19 CONSTRAINS SUPPLY
Supply growth will slow markedly vis-à-vis pre-COVID-19 expectations: 
* Under-construction projects face delays on account of labour shortages and issues 
pertaining to vendors and a disrupted supply chain.
* Muted market conditions will likely lead to delayed openings; some projects will remain on 
hold pending recovery.
* Financing challenges on account of negative sentiment for the sector may also delay projects.
* Changes in market conditions may render some proposed projects infeasible, leading to 
indefinite postponements. 
* Some properties may close on account of financial stress and not reopen for an extended 
period of time, resulting in negative supply growth.
Prior to COVID-19, over 11,500 rooms were expected to be added to the supply in both 2020 
and 2021. Now, we can expect only 15-20 per cent of the anticipated 2020 supply to come 
into the market, with the rest being postponed to 2021 and beyond. Some properties are 
likely to be repurposed to other asset classes such as hospitals, student housing and co-living.

FUTURE TRENDS TO WATCH FOR:
* Increased focus on ancillary revenues. The current crisis has forced the hospitality sector 
to come up with innovative ways to utilize their assets to stay afloat, thereby opening newer 
revenue streams. From food delivery, laundry, housekeeping, and facility management to 
warehousing and more, hotels will be reimagining ‘hospitality’ by extending their services to 
customers in the comfort of their offices and homes.
* Mixed-use developments will become the most sustainable model for hotels going forward 
as they leverage the best of each asset class while hedging the risks for investors and 
enhancing the overall guest experience. Such projects provide better returns to investors 
by maximizing land use efficiency, utilizing FSI optimally and lowering capital costs, thus, 
improving the viability of the hotel project. 
* Branded supply will increase. Most hotel brands are implementing standardized hygiene 
and overall safety protocols across their properties to win over future travelers. As a result, 
independent and boutique hotels are likely to join brands to leverage their guest confidence 
and trust in the COVID-19 era.
* Facility management for corporate offices. Hotel companies may seriously consider 
venturing into end-to-end facility management of boutique and corporate offices, providing 
the complete gamut of services such as front office management, housekeeping, maintenance, 
F&B management, and allied services.
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ABSTRACT

The transformation of cultural tourism to creative tourism is the new generation of 
cultural tourism that involves the tourists and the locals in creating the tourist products 
(co-creation)(AISBL, 2021). Creative Tourism is the dimension that brings newcreation 
of the culture to the tourism market. The growing interest of the tourism sector in new 
trends shows the potential to experience the local culture.Creative Tourism provides a 
framework for the communities to represent their lifestyle, authenticity, and traditions. 
The Himachal Pradesh state is well known for its Himalayas, but it has never represented 
itself as a Cultural & Creative Tourism Destination. 
To persuade the community’s perception of creative tourism and their interest increative 
tourism resources.The survey with a well-structured questionnaire, wherein 50 samples 
from each village of Nichar Tehsil (Puja, Garode, Kashpo) were collected, from which 143 
samples were found fit for analysis and interpretation.
Keywords: Creative Tourism, Kinnaur, Community Development, Sustainable 
Development Goals, Perception, Awareness

TO INVESTIGATE THE PERCEPTION OF THE 
NICHAR COMMUNITY FOR CREATIVE TOURISM55
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INTRODUCTION
Culture is a whole system of ideas, actions, and human work in people’s lives that belong to 
humans,are recognized by a group of people and are used by a group of people (Setijawan, 
2018). The culture describes the notion and experience of the community. In culture, 
symbols, heroes, and rituals are tangible characteristics, and values are the intangible 
characteristicspracticed in a culture. These characteristics are the crucial cultural resources 
(visible or invisible) that represent communities. The culture represents the experience and 
knowledge base of tourism. Therefore, the pattern and style of tourism allow the guests and 
hosts to exchange their experiences and develop their creative potential. (Prapannetivuth, 
2017), creates the leads to understanding the specific culture of a place.Even, (UNWTO, 2018), 
in its 22nd session held in Chengdu, followed and adopted the definition of “cultural tourism”- 
“Cultural tourism is a type of tourism activity in which the visitor’s essential Motivation is 
to learn, discover, experience and consume the tangible and intangible cultural attractions/
products in a tourism destination.The session (UNESCO, 2017), lauded the culture as “an 
unparalleled recognition” as it contributes directly to many of the Sustainable Development 
Goals. With the transformation in the mindset for cultural development, the bold vision 
develops the creative approach.  (UNWTO/UNESCO, 2015)(Guerreiro, Henriques, & Mendes, 
2019), illustrated the initiative programs - World Heritage Cities and UNESCO’s Creative 
Cities Network, which provides the platform to advance the implementation of Sustainable 
Development Goals. The destination is creating itself unique and attractive.The countries like 
Indonesia, Thailand, Madagascar, Barcelona, Malaysiaare introducing creativity in tourism by 
indulging themselves with programs. They are creating the products and services by mixing 
culture and creativity. The Perpignan-Méditerranée Tourisme is a recent example of accepting 
the creative tourism program and attaining the creativeFriendlyDestination label, awarded 
by the international Creative Tourism Network last May (Creative Tourism Network, 2020).
Moreover, creative tourism offers visitors the opportunity to develop their creative potential 
through active participation in learning experiences, which are characteristics of the holiday 
destination (Richard & Marques, 2012)(OECD, 2014). The critical point for creative tourism is the 
consumption of products and services involving active participation rather than passive to develop 
the potential of individuals.(CREATOUR, 2017), explained the role of co-creation in developing 
creative experiences, sharing knowledge, and contributing skills towards creative experiences. 
Creative tourism experiences are economically valuable and stimulate new ideas, products, and 
services through interactions, conversations, and co-creation experiences. Creative tourism is 
a new dimension that brings the local community and tourists to one platform to develop the 
region sustainably and economically. The tourists get inspired actively by participating in cultural 
activities rather than just buying souvenirs from the shops (Kashyap, 2020).
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LITERATURE REVIEW 
The literature review has focused on the dimensions of creative tourism resources and perception 
among the community for creative tourism. Creative tourism is the “Tourism that offers visitors 
the opportunity to develop their creative potential through active participation in learning courses 
and experiences that are characteristics of the holiday destination where they are passed” (Richard 
& Raymond, Creative tourism, 2000). Creativity makes its own space for the tourists to involve 
themselves in various creative capacities, but theprosperity depends on the community.
Creative tourism sitesworldwide show the authenticity and uniqueness; which the 
communities have kept for many years. Now, these activities are providing them with socio-
economic and socio-cultural benefits.

Table- I Creative Tourism Sites  

S. No. Creative Tourism Sites Activities

1 Thailand (Nan, 
Sukhothai)

Amulet Making, Bamboo Weaving, Traditional 
Weaving,Lantern Making, Thai Performing Art, and 
Ceramic workshop

2 Madagascar Art Zafirmaniry and Antemoro papermaking

3 Quito, Capital Of 
Ecuador

Beekeeping workshop, Chocolate workshop, and 
“Painting on High.”

4 Beijing’s Songzhuang Art village(home for a massive group of artists)

5 Vodici in Ohrid, 
Macedonia

Celebration of the Orthodox Christian 
holiday(where the visitors have a chance to be 
included in the celebration)

6 Barcelona “Tapas” workshop (where the visitors have a chance 
to learn the making of Tapas), Catalana Rumba / 
Flamenco dance,Mosaic workshop,Performing tour,

7 Columbia (Antioquia) Visit coffee farms, learn about harvesting, drying, 
and other coffee processes, Exotic Fruit Tours

8 Urla, Turkey The International Artichoke Festival, Cooking 
Classes. 

9 Biot, Provence – French 
Riviera

The Glass Making Art, Cooking Classes, and Wine 
Tours. 

10 Ibiza,Balearic islands Musical Theater Holiday Workshop, Beer Guided 
Tours.
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11 Indonesian cities 
Pekalongan and 
Bandung

Crafts and Folk Arts, Cities of Design

12 Chile Art, music, and graffiti in laid-back Valparaíso

13 Lithuania Active routes of “Bread,” “Cheese,” “Beer” and 
“Wine” (these are thematic excursions during 
which tourists not only taste these products but 
also participate in their production)

14 Duong Lam, Thailand  Handicrafts  such  as  making  soy  sauce, traditional  
candy, and rice  cake

15 Gangneung, South Korea. Coffee tourism as creative tourism.

16 Santa Fe, US Culinary Arts, Photography

17 Belo Horizonte (Brazil) Gastronomy, Art and Craft

18 Perpignan-Méditerranée 
Tourisme, France

craft, culture, creative industries, gastronomy, 
oenology sectors

19 Baguio City,Philippines Crafts and folk art expressions to woodcarving, 
silver craft, weaving, and tattooing.

20 Cape Town, South Africa Music, arts and crafts, food cuisine and history and 
township realities

Source (Kashyap, 2020)

Creativity is becoming an emerging trend intourism as tourist demands are changing with 
the change in tourist behaviour. Therefore, various countries adopted the term “CREATIVE 
TOURISM” to attract more tourists to thedestination. Creative tourism has driven the growth 
and developmentof new markets, particularly in emerging regions such as Asia, Africa, 
and Latin America. Creative tourism expands the traditional scope of ‘cultural tourism’ or 
‘heritage tourism’ into new areas supported by contemporary creativity, such as pop music, 
design, fashion, and gastronomy (OECD, 2014). The tourism industry is often considered one 
of the creative industries, and therefore many destinations around the world are applying 
‘creative tourism’ to their destinations.In the future, creative tourism may be an area of 
convergence of different areas of development policy, focused not just on tourism growth but 
also on how tourism can contribute to growth in creativity for tourists and local people. Some 
examples of creative experiences are creating own bone carving, claying or woodturning 
souvenir, learning to make silver, making a hand-forged knife, meeting winemakers, making 
own cheese or olive oil, carving, photography, and folk dances.Every destination has different 
kinds of creative experiences that should emphasize its cultural assets and values. 
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2.1COMMUNITY PERCEPTION
According to (Aprilia & Rabasari, 2018), community perception is one of the determinants 
of the level of community participation because perception is a psychological process that is 
dependent on each individual, which functions to shape attitudes and determine decisions to 
act.Community perception is one of the crucial components for the successful development 
of the region. The community’s perception isa mix of belief, knowledge, opinion, and attitude. 
The belief reflected the acceptance of an idea without any facts.Knowledge is the collection 
of information from the intrinsic and extrinsic environment. The opinion is the choice of a 
community to accept or reject the facts. The attitude is the way of feeling or thinking about 
something.(Kashyap, 2020).The perception mixology gives the positive or negative dimension 
for the region’s development, althoughit depends on individuals. (Eshliki & Kaboudi, 
2012),stressedthe fact to create a strong relationship between perception and community 
for tourism growth and development. However, perceived activities of the community for 
tourism depend on two factors - intrinsic (feeling of mastery and competence) or to escape 
from the routine environment(Krippendorf, 1987)(Iso-Ahola, 1982).(Kumar, Devadas, & 
Najjamuddinc, 2003), emphasized that tourism can improve the quality of life in an area 
by increasing attractions, recreational opportunities, and services.  Tourism allows the 
communityto meet interesting people, make friendships, learn about the world, and expose 
themselves to new perspectives.

3. STUDY AREA 
Kinnaur district is located in the eastern part of Himachal Pradesh. The district lies between 
31° 06’ and 32° 06’ North latitudes and 77° 45’and 79° 00’ East longitudes. The district has 
a total geographical area of 6401 sq. km, which covers about 11.5 % area of the state. Lahaul 
and Spiti district in the north, Kullu district in the northwest, Shimla district in the southwest, 
Uttrakhand state in the south, and the international border with China (Tibet) in the east 
environs the Kinnaur District. The district has five tehsils, namely Nichar, Kapla, Sangla, Pooh, 
and Moorang, and one sub-tehsil, namely Hangrang (District Administration, 2021). The 
district has slopes covered with thick wood, orchards, fields, and hamlets(Wikipedia, 2021). 
Three villages of Nichar Tehsil of the Kinnaur region of Himachal Pradesh were covered 
(Figure III).The Nichar is Lower Kinnaur, and its area is considered a temperate wet zone of 
the high mountains and valleys with an elevation of between 1800-2200 meters. (Chawla, 
Kumar, Lal, Singh, & Thukral , 2011), defined the Nichar landscape as a higher mean value of 
species diversity than other blocks, consistent with the trends observed. These villages are 
unexplored and well known for their own culture, tradition, authenticity, and heritage. These 
villages are Puja village, Garode village, and Kashpo village. 
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Figure III Location of the study area

4. RESEARCH OBJECTIVES
1. To identify the unique resources and interests of the local community for creative 

tourism.
2. To study the perception of the local community for creative tourism.
Hypothesis
H0.There is no association betweenthe perception of the local community and creative 
tourism.
Ha. There is an association between perception of the local community and creative tourism

5. RESEARCH METHODOLOGY
To achieve the objective structured questionnaire and observations were made to know the 
community’s viewpoint.The purposive and convenience sampling technique was used to 
collect the data. To analyses the result, SPSS 26.0 was used.

6. RESULTS AND FINDING

Table IV- Data Collection Frequency Percent
Village name Puja 48 33.6

Garode 48 33.6
Kashpo 47 32.9
Total 143 100.0

The community data were collected from each village, wherein 150 samples were collected, from which 
143 samples were found fit foranalysis and interpretation.Table IV shows the brief about villages from 

where data was collected.
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6.1 DEMOGRAPHIC PROFILE
The region’s demographic profile shows us the frequency of people residing in the villages 
where the data was collected.Table V shows us the Gender frequency, which includes 76.9% 
male and 23.1% female.The figure given below describes the level of education people have 
attained in the community. The frequency shows us the Matric (9.8%), Plus Two (25.9%), 
Graduate (58%), and Post Graduates (6.3%) percentile. The following age group people from 
the community participated in the survey 18 – 28Yearswas 9.8%, 28 – 38Yearswas 18.9%, 
38 – 48 Yearswas 40.60 %, 48 – 58 Yearswas 27.3%, and Above 58was 3.5%. Whereas, the 
Occupation of the community was Student 9.1%, Employee 15.4%, Businessman 12.6%, 
Homemaker 17.5%, agriculturist 28% and other 17.5%.

 Table V, Demographic Profile Frequency Percent
Gender MALE 110 76.9

FEMALE 33 23.1
Total 143 100

Education Matric 14 9.8
Plus two 37 25.9
Graduate 83 58
Postgraduate 9 6.3
Total 143 100

Age 18 – 28Years 14 9.8
28 – 38Years 27 18.9
38 – 48 Years 58 40.6
48 – 58 Years 39 27.3
Above 58 5 3.5
Total 143 100

Occupation Student 13 9.1
Employee 22 15.4
Businessman 18 12.6
Homemaker 25 17.5
Any Other 25 17.5
Agriculturist 40 28
Total 143 100

Creative tourism resources were identified from the literature review - Orchard Farming, Local 
Craft, Gastronomy, Architect, Event – Fair and Festival, and Local Wines. Further, Friedman 
Rank Test was implemented (Figure V) that gives us a mean rank of Uniqueness of Creative 
Tourism Resource.Gastronomy is the highest among variables with 8.85. Similarly, Local 
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Wines Mean Rank is 3.80, Local Art and Craft is 3.30, Orchard Farming is 3.51, Event (Fair 
and Festival) is 3.35, and Architecture is 3.19. With this, we can conclude that Gastronomy, 
Local Wine, or Orchard Farming are considered unique resources for developing creative 
tourism by the community.

Table V Friedman Test Ranks of Creative Tourism Resources Mean Rank
Orchard Farming 3.51
Wines (Local) 3.80
Art & Craft   (Local) 3.30

Gastronomy (Local) 3.85

Architecture 3.19
The event, Fair and Festivals 3.35

The chi-square test was implemented to perceive the influence of the community’s perception 
on creative tourism. The community perception was divided into the factors shown in Table 
VI. The significance value ofvarious community perception factorswas 0.478 for involvement 
and experience, 0.753 for Motivation, 0.700 for behavior, 0.096 for belief, and 0.344 
forknowledge.  In the above factors, P-value is higher than the standard alpha value of 0.05, 
indicating to retain the Null Hypothesis, and thereis no significant association between the 
factors. Even overall perception contains the P-value (0.229), higher than the standard alpha 
value of 0.05. Therefore, it can be considered thatthe Null Hypothesis should be retained, 
and there is no association between the local community’s perception and creative tourism.

Table VI, Pearson chi-square test showingthe association between the local 
community’s perception and creative tourism.

Community’s 
Perception Value Df Asymptotic Significance 

(2-sided)

Involvement and 
Experience 31.771a 32 0.478

Motivation 29.911a 36 0.753

Behaviour 18.108a 22 0.700

Belief 35.793a 26 0.096

Knowledge 26.185a 24 0.344

Overall Perception 74.17  66 0.229
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7. CONCLUSION
The study has pertained within the Nichar tehsil of the Kinnaur district of Himachal Pradesh. 
Three villagePuja villages, Garode village, and Kashpo village community’s notion were 
recorded with 143 respondents to understand the persuasion of community for tourism 
development,especially in the appellation of creative tourism. It has been observed that the 
region has the potential for creative tourism activities like Orchard Farming, Local art and 
craft,  Local gastronomy, Architecture, Event-Fair-Festivals, and Local Wines.These activities 
were ranked as per community viewpoint, and community perception was analyzed on 
the following variables - Involvement and Experience, Motivation, Behaviour, Belief, and 
Knowledge.The result showed that community perception variables do not have any 
association with creative Tourism, and it is a new concept for them. Although, an effort was 
also developed to find the resources for creating a model of creative placemaking.As creative 
tourism is considered the best simulator for creating placemaking. 
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ABSTRACT

Hospitality industry is like any other industry that keeps undergoing massive changes 
regularly. Organizations in order to remain competitive have to respond to the emerging 
trends. Therefore, it is necessary that we identify the emerging trends in the industry, 
so that we can accordingly prepare for those changes, respond to them and out beat the 
competition in dealing with those changes. The emerging trends in hospitality industry 
are primarily driven by the digital revolution and the changing needs & requirements 
of the customer. Organizations are adapting to different & new technologies, in order to 
keep up with the trends, as well as to offer their guest the best of their services. Now-a-
days, to keep up with the trends, the hotels are using new technologies such as chat bots, 
contact-less payment methods & withdrawals etc. Due to pandemic, there are several 
chances of contamination and for the eradication of these desecration, certain measures 
can be considered or planted. Also, the industry is increasingly providing the customers 
with personalized services, to meet the exact requirements of the customers and thus 
delight the customers, ensuring repeat sales. This is must in today’s environment which 
is volatile, extremely competitive and fast evolving. Organizations can do well only, when 
they are able to offer the services better than their competitors and are also in line with 
the changes in the customer requirements. This is possible only when a company is 
aware of the latest trends. This paper aims to identify the future trends in the hospitality 
industry and to identify the latest trends so that the firms can accordingly respond to the 
changes and stay updated.
Keywords: Hospitality, Tourism, Emerging Trends, Technology, Customer Orientation, 
Latest Trends

DIGITAL REVOLUTION IN THE HOSPITALITY 
INDUSTRY56
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INTRODUCTION
Hospitality industry is a relationship between a host and his/her guest in which the host 
welcomes the guest with some goodwill and also provides reception and entertainment 
to the guest. It can also be elucidated as hospitality is all about greeting or taking care of 
people. But this should not mean as a loss to the host. Hospitality industry is not just about 
welcoming people but it is furthermore a commercial profit-making industry. This means 
the business should also provide value to its own unique price. The hospitality industry 
comprises of both hotel as well as travel & tourism industry. It is a vast industry which 
provides a great number of products & services to its customers. Not only just products & 
services, the hospitality industry in addition provides immense amount of employment in 
a country. In year 2020 hospitality sector in India accounted for 39 million jobs, which was 
8.0% of the total employment in the country. By 2029, it is expected to account for about 
53 million jobs. During 2019, contribution of travel & tourism to GDP was 6.8% of the total 
economy, Rs. 13,68,100 crores (US$ 194.30 billion). Hospitality industry has also managed to 
generate enormous amount of wherewithal for a country. In India, the hospitality industry has 
contributed a total of 6.8% in the GDP. According to ’The World Travel and Tourism Council 
(WTTC)’, tourism generated $194 billion or 6.8% of India’s GDP in 2019 and supported 39.80 
Million jobs, which is 8% of its total employment. The sector is predicted to grow at an annual 
rate of 6.9% to $460 billion by 2028 which is 9.9% of GDP. Hospitality sector also emphasizes 
on the innovation interaction with tourists of different cultures, religions, races, colors, ages & 
genders. It is for this reason that businesses plying their trade in this industry must endeavor 
to train their personnel to appreciate & accommodate people from diverse backgrounds 
around the world. In view of this, fact that the hospitality industry is diverse and not only 
facilitates easy understanding of different cultural, social & economic backgrounds, but also 
enhances the service experience.

EARLY HISTORY OF THE HOSPITALITY INDUSTRY
Travel & tourism began in pre-recorded history, out of a sense of adventure & curiosity 
Egyptian, Greeks, Roman, Europeans, Mayans established trade routes with others civilization. 
Marco Polo traveled throughout the far east, which increased people interest in travel & 
trade. Trade routes developed as the commercial activities grew grand in the era between 
1613-1785, made travel as a status symbol for wealthy individual seeking to experience the 
cultural of civilized world. Industrial revolution rises to technological advances, making travel 
& trade more efficient. It also increased personal income, making travel business a necessity 
& leisure activity. The year 1950’s saw rapid expansion of hotels and motels chain. Wright 
brothers made the first aircraft, which was inaugurated in 1952, bringing in an era of flight 
jet passenger service. Trip advisor was founded in the year 2000, making the reservation 
system more automated.
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Growing economic prosperity and the availability of affordable travel, brought in a new era 
in the history of tourism. The mobility era (1800-1944) was characterized by new roads 
passenger trains, sailing ships. Thomas Cook (1808-1892) introduced travelling to general 
public by bringing tour package. The seeds of mass tourism were planted during the first 
half of 20th century, when paid vacation started. 21st century saw the expansion of the 
tourism industry, due to wide spread internet access. The opening up of previously closed 
international borders increase wealth & mobility of citizen, however, challenges is being 
posed by terrorism, political, economic instability & health scares.  

DIGITAL REVOLUTION IN THE HOSPITALITY INDUSTRY
Hospitality industry is like any other industry, that keeps undergoing massive changes 
regularly. Organization in order to remain competitive have to respond to the emerging 
trends. Therefore, it is necessary that we identify the emerging trends in the industry, so 
that the people can accordingly prepare for those changes, respond to them and out beat the 
competition in dealing with those changes. The emerging trends in the hospitality industry 
are primarily driven by the digital revolution and the changing needs & requirements of the 
customer. Firms are adapting different new technologies, in order to keep up with the latest 
trends, as well as offer their guest the best of their services. Due to the global pandemic and to 
keep pace with the digital revolution, the hotels are using new technologies such as chat bots, 
contact-less payment & withdrawal methods. Also, the industry is increasingly providing the 
customers with personalized services to meet the exact requirements of the customers and 
thus delight the customers ensuring repeat sales, this is must in today’s environment which is 
volatile, extremely competitive & fast evolving. Organizations can do well only when they are 
able to offer the services better than their competitors and also in line with the changes in the 
customer requirements. This is possible only when an organization & it’s members are aware 
of the latest trends. This paper aims to identify the latest & future trends in the hospitality 
industry, so that the firms can accordingly respond to the changes & stay ahead. This paper 
would be based on secondary research and will cover the entire previous body of research.

CURRENT DIGITAL TRENDS IN THE HOSPITALITY INDUSTRY
India is a rapid developing country, according to the Human Development Report 2020: Out 
of 189 countries, India has ranked 131 on the Human Development Index 2020 prepared by 
the United Nations Development Program (UNDP). India wants to ensure that it provides 
the best of services & facilities in every sector it has its own hands in. India being a global 
tourist market offers new technologies in the digital world for the guests to experience a 
preliminary, luxury & ease. According to The World Travel and Tourism Council (WTTC), 
Tourism generated $194 billion or 6.8% of India’s GDP in 2019 and supported 39.80 million 
jobs, which is 8 % of its total employment. The sector is predicted to grow at an annual rate 
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of 6.9% to $460 billion by 2028, which is 9.9% of GDP. According to the World Tourism 
Organization, Yearbook of Tourism Statistics, Compendium of Tourism Statistics and Data 
Files, India holds a 23rd position in International Tourism after Saudi Arabia & Croatia. India’s 
share in global tourism market is to achieve 2% share in World’s Tourist arrivals by 2025.
There are many countries earning the most out of the global tourism market and the top 5 
countries are
1. United States - 177.2
2. Spain - 65.2
3. China - 56.9
4. France -55.4
5. Macao (China) -50.8
In 2018, the travel and tourism industry in India contributed around 247 billion U.S. dollars to 
the country’s GDP. In 2017, the country welcomed over 10 million foreign tourists, generating 
foreign exchange earnings of over 27.31 billion U.S. dollars.  

DRAWBACKS OF CURRENT DIGITAL TRENDS
Digitalization has revolutionized almost every aspect of people’s lives in these recent 
decades. Office work, shopping, music, movies, television, photography, travel, transport 
& long-distance communications are some small-scale areas that have been transformed. 
Now it is rare to find any electronic device or large machinery that doesn’t incorporate 
digital technology in some way. As the time changes, so does the industry. The change in 
time brought the changes in the working of the hotels. These changes included vast amount 
of technological advancements such as chat bots, contact-less payment methods, online 
booking of hotel rooms, etc. Technology has helped reduce costs, enhanced operational 
efficiency, improved services & customer experiences. Technology has helped tourism & 
hospitality industry by replacing expensive human labor with technological labor. This helps 
have not only reduced the labor costs, but has also helps avoid customer service issues. These 
changes helped the hospitality industry earn profits in great multitude, but there are some 
drawbacks that were noted due to these technologies. One of the drawback that technology 
has brought in the industry, is that it has caused unemployment. A majority of masses who 
worked in the hotels as managers, waiters & cooks as well as those in the tourism industry 
such as tour guides, had lost their jobs to cut the cost. Some of other drawbacks of the digital 
revolution anonymity & creation of fake personas, job insecurity, privacy concerns, security 
risk in relation to data & fraud, increased dependency on technology, breakdown & faults in 
the operating system, which can stop all business operations instantly. However, apart from 
these, there are endless upsides of the digital trends.
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FUTURE DIGITAL TRENDS IN THE HOSPITALITY INDUSTRY
Technology and the growth of the organization goes hand in hand. When we talk about the 
hospitality industry, technology plays a very vital & important role in uplifting the industry, 
as it is one of the prime factors which attracts tourists & visitors. During the past few years’ 
digitalization has grown tremendously in the most captivating manner one could think of. 
When we talk about technology in recent times, its not just limited to card swiping key or 
security detectors. Moreover, as in these times considering the massive amount of millennials 
presented, they are dominating the travel sector. According to a 2018, U.S. Millennial Travel 
report from a Resonance Consultancy survey, 85% of millennials prioritize venturing out of 
their comfort zones and learning new things when traveling. Also, 46% of millennials were 
described as “all-in enthusiasts” compared to just 25% of U.S. travelers overall. According to 
the research, “all-in enthusiasts” refers to millennials’ interest in participating in most types 
of activities and having many types of experiences when traveling. While there is no clear 
consensus on the years for the millennial generation, sources often define the generation as 
being born between 1980 & 2000, with the few Research Center defining that millennials 
in its most recent report as anyone born between 1981 & 1996. Millennials have not only 
changed the way we check into hotels, but have also influenced several other aspects of the 
hotel industry, such as through technology, amenity offerings, loyalty programs & more. 
One of the biggest influences on millennials have had is on the idea of home sharing. This 
generation is a tech-savvy, travelling, exploring type generation.

SOCIAL MEDIA MARKETING
Social media marketing is the use of social media platforms & websites to promote a product 
or service. Although the terms e-marketing & digital marketing is still dominant in academia 
& social media marketing, it is becoming more popular for both sellers & buyers. Social media 
marketing provides companies with a way to engage with existing customers and reach new 
ones while allowing them to promote their desired product in a way that is unlike anything 
a person would have ever seen. If we talk about social media marketing, we can say it has 
evolved a lot, through these years it has managed to gather attention of people from all types 
of background by being very accessible for people who are new to technology. If we refer 
to social media marketing in hospitality industry, it has made a huge impact on the global 
tourist market by promoting a brand on a larger scale with a striking visual of the product 
on consumer’s mind. TripAdvisor in particular has a substantial effect on the industry. It 
has around 50 million distinctive monthly visitors, who are actively seeking out hotel and 
travel information & advices from the most trusted sources. With more than 200 million 
assessments & opinions posted on TripAdvisor to date, 2.89 billion monthly active users 
on Facebook and roughly one billion monthly active users on Instagram posting updates & 
sharing images, social media is dominating the industry. Social media marketing is also a great 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

528

platform for upcoming brands, through which a brand can uplift its products between a larger 
mass of people, making it very accessible in gathering attention of people on their product, 
making people aware about the product, increase sales to achieve their objective and target 
the market. Social media marketing also helps in solving language barrier between people 
with different cultural background. These days most of the people are operating various 
different social media platforms, which makes it very easy to the organization to gather their 
attention, by marketing on there prescribed languages in social media. It is also helps the 
customer as it is very effective & convenient in viewing the 3rd dimensional prospective of 
the product or the services provided by the organization.

VIRTUAL REALITY (VR)
Virtual reality is a replicated experience of the real world that can be similar to or completely 
different to it. To look into a property, a person needs to use a virtual reality equipment 
by which he/she can look around, view & even touch or feel the artificial world & things 
presented in it. Virtual reality can help a person in many ways, if a person living in a foreign 
country wants to stay in India, then that person would first like to know where he/she 
would find accommodation, with the help of virtual reality that prospect can view & gain 
information about the place he/she would like to stay in. With VR they would get to know 
about the ambience & the magnitude of the place they would like to stay in. Another common 
use of virtual reality technology within the hotel industry are VR hotel tours. These tours can 
be made available on hotel websites, allowing the potential guests to take a look at the hotel 
rooms & the surrounding of the hotel, before they book or arrive at the hotel premises.

ARTIFICIAL INTELLIGENCE (AI)
AI is when human mind meets technology and the end result is used in a positive manner 
that could change the future of this planet in the coming years. Coming to the hospitality 
sector, it is all about greeting people, treating guest & valuing them, but since 22nd of March 
2020 the entire world has been masked up and have been practicing social distancing, 
that has restricted us from human interaction and from performing our duties as a service 
staff. The pandemic has taken a toll on not only the hospitality, but also on other sectors, 
making it difficult for people to interact with each other, without having a fear of getting 
contaminated by the virus. Now this where AI comes in handy, as it helps in creating a virtual 
world experience for the customer, where they can be simply greeted, checked-in & checked-
out and other hotel formalities, which will ensure them a safe environment and a hassle 
free stay. Though we know that artificial intelligence can takeover, but not anytime soon. 
The practices have started in countries like Japan, which is one of the most fastest growing 
country. In terms of technology, it has already started replacing the labors with robots in 
their restaurant & hotels, which give a very dynamic experience to the tourist visiting the 
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place. Just to elaborate the topic better, few examples can be given from the country like USA, 
in which the multi national company, owned by the billionaire Elon Musk has already made 
an AI powered human like robot, that can walk a& run like robot. They have already specified 
that this innovative invention can help a person getting there smallest to the highest level of 
work done.

VOICE SEARCH  
Voice search helps us in giving continuous answers to the questions, we ask. Voice search 
also helps a person either literate, illiterate or even an old person in many ways, even if they 
don’t know the language of any other country. They can use the voice search to translate 
their language of the other country. Voice search also allows the user to use a voice command 
features to search the Internet, website, or even an application. Voice search option gives the 
user an open-domain keyword query, of any vertical on the Internet, Google Voice Search, 
Cortana, Siri, Amazon Echo etc. These are the perfect example of voice search. Voice search 
feature can help the hotel & tourism industry in a boundless way. If a person wants to book a 
tour pack, they can easily use any of the above mentioned voice search option and can simply 
ask to find a tour pack within their budget. These voice search option can also be included 
in the reception area of the hotel, as a guest can directly interact with the voice controlled 
virtual assistant to know about the property, check in & check out procedure and with other 
hotel formalities.

CONCLUSION
To recapitulate with ‘DIGITAL REVOLUTION IN HOSPITALITY INDUSTRY’ we can say that 
the hospitality industry is not stable & undergoes frequent major changes. The hospitality 
industry goes with a global increase in tourist arrivals & tourism expenditure. Hospitality 
industry is like any other that keeps undergoing massive changes regularly. Organizations in 
order to remain competitive have to respond to the emerging trends. Therefore, it is necessary 
that we identify the emerging trends in the industry, so that we can accordingly prepare for 
those changes, respond to them and out beat the competition in dealing with those changes. 
We can identify these modern/ digital trends by gathering knowledge regarding the past 
history of the hospitality industry. But the foremost questions arise is how? How do we get 
to know about what and how did the hospitality industry changed? We can be acquainted by 
analyzing the early history of the industry. By analyzing this, we can get to know the ample 
amount of changes this industry had since the beginning of the era. Because of these modern 
new technologies, the hospitality industry has become more & more adaptive to the new 
beginnings. Today, these technologies have changed the view of customer orientation in 
hotels. Nowadays, technologies like Chabots have brought vast technological advancements 
in this world, but some of these technologies have also bought some drawbacks too. Because 
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of frequent use of technology, many people have started to rely on these digital technologies 
and various unfortunate thing happens too. On the brighter side, these artificial technologies 
have brought many advancements and are continuously growing to help the humans for a 
better & unexacting future.
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ABSTRACT

The Global corona virus (COVID-19) fears have led to a dramatic change in the Indian 
Hotel Industry. The reduction of the impact on the economy as a whole, but the hospitality 
industry is the most vulnerable. It is now clear that we have a minimum of 2 to 4 years away 
from a return to normal life situations. This has generated a need for food requirement 
for those who are away from home, staying alone in lockdown with low grocery supplies, 
“take away” food or online portals of food delivery is the only solution for daily food 
needs. This has though satiated the hunger, but generated lots of persistent, polluting, 
food packaging material in to the environment. More of leak proof packaging requires 
water repelling non-porous materials like plastics, these are utilized and thrown into the 
bins.  The packaging done in materials like foil, plastic containers, plastic coated paper 
tubs – that gets into garbage and leads to solid waste and plastic pollution. The impact of 
plastic pollution is very high, as they are less biodegradable and more persistent in the 
environment. 
Keywords: Lockdown, Take away, food packaging, pollution

INCREASING TAKE AWAY SERVICES THROUGH 
HOTELS DURING COVID -19 LOCKDOWN – A 
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INTRODUCTION
This pandemic has generated an unpredictable condition – the LOCKDOWN. The global 
spread of COVID-19 has caused many countries to impose total closures, divisions and 
closures of all non-essential businesses, thus creating a storm that exposes businesses and 
the economy to various challenges. From remote operational arrangements, layoffs and work 
disruptions, the epidemic has forced businesses around the world to step back and revitalize 
their strategies to become more familiar. Businesses that were able to handle this threat as 
an opportunity to succeed and others, who were unable to adapt, fell short. The impact of this 
epidemic varies in part [1]. Businesses that rely heavily on mobility and interaction are the 
most affected, while the most important sectors (E.g.  Pharmacies, Food Retailers, Essential 
Services) remain strong. The report focuses on the impact of COVID-19 on the hospitality 
industry and its impact on auditing processes to ensure the proper presentation of financial 
statements. 
The dramatic reduction in personal and business travel has put a lot of pressure on the 
hospitality industry which has led to limited availability and revenue per room available [2]. 
The imminent complete reduction in the fight against the disease has led to a 98 percent 
reduction in international tourists in May 2020 compared to 2019 [3]. 
1 A 56 percent reduction in annual tourist tours between January and May has been noted. 
This translates into the collapse of 300 million tourists and the US $ 320 bn lost in overseas 
tourism receipts, more than three times the loss during the 2009 global economic crisis. 
Industry stakeholders face major obstacles: overcrowding, falling room prices, negative 
consumer sentiment, restrictions on travel and the postponement of major global events 
leading to difficult operational and financial issues. Hotel owners are therefore forced to 
reduce costs through measures such as staff reductions and / or salaries, compulsory leave, 
free travel and the complete or partial closure of hotels [4]. 
The situation of being restricted in house for people of non-native places couldn’t suffice 
their daily food needs. The boon for them was the take away service. People relied on the 
online food delivery services viz., SWIGGY, ZOMATO, UBER EATS, etc [5]. 
Our concern is on Environmental Pollution caused by the packing materials used by the 
Hotel industries, be it a grand hotel or a small canteen/mess. Their food packaging didn’t san 
plastics [6]. These plastic - containers, packing, spoons, forks, some used PPE kits, etc used 
once were thrown out for disposal in to bins. Here onwards, plastic pollution comes into 
play. Though People Didn’t Venture Out Of Their Houses, But They Have Become A Cause Of 
Pollution [7] . 

PLASTIC POLLUTION   
Plastic pollution - a great environmental concern, it is understood that historically, SUPPs 
have been prominent in the tourism and tourism industry. In practice, they make it easier 
to keep up with health, expect safety and cleanliness, are simple, cheap, easily accessible 
and suitable for both employees as well customers. In addition, in some cases, SUPPs 
may be empowered through standard operating procedures, compliance and standards 
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requirements for isolation or response to outbreaks. Although limited and often anecdotal, 
research has shown the potential link between the newcomers to tourism and plastic waste. 
The Zanzibar waste disposal sector, for example, has reported heavy waste collection during 
peak tourism periods and note that the largest contribution to waste disposal is made of 
plastics produced in tourism activities [8]. 
Steps need to be taken to better manage waste, such as frequent garbage collection and 
disposal equipment where required. Finally, the preparation of robust strategies to eliminate 
or significantly reduce the use of SUPP all sections of the tourism list, are important in 
minimizing these impacts. Although low-grade plastic pollution is a significant source 
of pollution, environmental impacts have also emerged through the river. In fact, just as 
ordinary plastics are made of gasoline, greenhouse gas (GHG) is produced when gasoline is 
extracted stage and later in the production and processing of plastic, which requires energy 
[9].While the plastic offering production and heat in climate change is currently relatively 
low compared to other petrol uses, when using plastic and production continues to increase 
in current trajectory, by 2050 plastic pollution alone could be responsible for 13% (WWF 
2019) is the global total carbon footprint. 
In the past few months amid the epidemic, the world has seen an unprecedented rise in 
demand for plastic products such as disposable gloves, masks, bottled water, disposable 
wipes, hand sanitizers, and cleaning materials [10]. In many countries, the government has 
issued guidelines to close, as well as social and physical exertion measures to prevent the 
spread of the COVID-19 virus. However, the COVID-19 epidemic has exacerbated the problem 
of plastic pollution through consumer recycling of used products and health and safety 
building materials. Shops and supermarkets have seen a widespread practice of using raw 
materials and wrapping vegetables and fruits for hygiene reasons. 

PACKING FOOD 
Petrochemical plastics have found widespread use in the food packaging industry because 
they are cheaper, have stronger solids, and represent an effective barrier to the fight 
against oxygen, carbon dioxide and water vapor. Varieties of these plastics have been 
used in packaging for both flexible and durable types. These plastics can be classified as 
thermoplastic or thermosets. Thermoplastics can be processed and recycled using heat. The 
ability to recycle this plastic group is recycled, as it can be easily shaped into different shapes, 
and as a result, is suitable for food packaging. Thermoplastics most commonly used in food 
packaging are low-density polyethylene (LDPE), polypropylene (PP), polyvinyl chloride 
(PVC), polyethylene terephthalate (PET), high-density polyethylene ( HDPE), polystyrene 
(PS), and expanded polystyrene [11]. On the other hand, thermosets cannot be recycled once 
they are built. Therefore, they are not repetitive and are not often used in food packaging 
[12]. 
It is estimated that by 2050, a 50% increase in global food supplies will be needed due 
to global population growth. As the demand for food grows, so does the demand for food 
packaging [13]. Packaging materials need to be made to be able to maintain food quality 
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and other growing needs from consumers, manufacturers, and legal authorities. Such needs 
have grown exponentially, with calls not only for high quality food, but also for those foods 
being delivered using a sustainable package that has little impact on consumer health and 
the environment [14].

WASTE GENERATED THROUGH PACKAGING IN THE FOOD INDUSTRY 
In the packaging sector, food packaging accounts for 50% of the plastics found in mineral 
oils [15]. Where food is thrown away, as well as packaging material where it was contained. 
These gasoline plastics are environmentally friendly and take years to be degraded [16]. As 
they do, they break into microplastics, which can easily get into the food chain when used, 
for example, fish, which leads to bio accumulation [17]. The worrying environmental growth 
puts packaging under scrutiny as it is an ongoing source of high levels of plastic waste and 
this has led to the need for more in-depth research on renewable energy [18]. The five-
step waste management phase was defined by the European Union (EU) Waste Framework 
Directive 2008/98 / EC. it is a very serious condition that should be avoided at all costs [19].
The packaging materials used today are mainly petrol-based plastics and their annual 
production continues to rise [20]. Therefore, it is important to remember that the best 
solution to reduce plastic waste in the environment is better waste management, especially 
in developing countries [21]. Acceptance of raw packaging is important and three types of 
green packaging have been identified namely: Reusable packaging, e.g., reusable glass after 
cleaning. Renewable packaging, e.g., paper that can be recycled and reused. Perishable 
packaging, e.g. Cotton sacks may collapse in the environment without causing damage [22]. 

2.2. PACKING ROTTEN FOOD 
The food packaging industry is now pursuing heavy rotting packaging to reduce consumer 
goods, waste and travel costs [23]. Plastic plastics from biopolymers promise to meet this 
requirement. Biodegradation is a degradation process, initiated by heat, moisture, and / or 
microbial enzymes, which converts long cellular substances into smaller compounds [24]. It 
can also be easily described as the process by which living things are separated from non- 
living things. Much research has been done on the possible use of bio-based materials in 
the pursuit of building sustainable packaging materials [25]. Although some improvements 
have been achieved, the balance between environmental concerns, economic considerations 
and product packaging performance is also lacking. The exploitation of decaying natural 
polymers and their crude compounds in polymer-based composites can provide a sustainable 
solution because of the many benefits of these polymers, including low cost, accessibility, 
environmental decay, and flexible performance, development and innovation sets of 
structural polymeric materials. demanded [26].

PACKAGING MATERIALS OF FOOD
The goal of sustainable food packaging is to incorporate functional and / or new products 
into packages that can improve economic and environmental health [27]. Non-recyclable 



International E-Conference Gen-Next Hospitality 2021 “Fostering Research, Innovation and Entrepreneurship”

535

materials can be used in conjunction with the use of life cycle tests and biodiversity checks to 
reduce the biological impact and potential environmental impact of the package. Sustainable 
food packaging works to address the collection of plastic waste in the environment, reduce 
consumption and / or depend on limited fuel depots, and reduce food waste, thus saving 
food resources. However, sustainable packaging is still an integrated concept that requires 
research and documentation to measure package structure, materials used, processing and 
life cycles. 
In response to the need for sustainable packaging, the Grant community with a new 
environmental packaging (GLOPACK), a new European 2020 initiative is set to build new 
trays of food based on food made from biopolymers and fiber from agricultural-waste. Used 
bio-waste is a residue from processed fruits and vegetables. 

REMEDIES FOR ADOPTION 
Biopolymers have had a huge impact on the packaging sector due to the increasing value 
of the natural bond for consumers and the industry. As a result, packaging is the largest 
consumer of biodegradable bioplastics, which in 2019 accounted for 1.14 million tons which 
is more than 53% of the total bioplastics market [28]. These biopolymers reduce carbon 
dioxide emissions during creation and after disposal reduce them in living organisms. 
Decomposing polymers, without threatening the environment, can slow down deterioration, 
increase shelf life, and maintain the quality and safety of composite foods. In addition to their 
high production costs, bio-based products are undoubtedly the basic concept of a circular 
economy [29]. 

MATERIALS & METHODOLOGY: 
We have surveyed around 20 eateries in Bhopal city, this includes small restaurants, hotels, 
road side take-away, fast food corners, etc. most of them have accepted that their business 
was on a trench of loss, but could survive due to home delivery & take-away services during 
lockdowns. Moreover, the online mode of food delivery to the unreachable was a hit during 
this phase. SWIGGY, ZOMATO, UBER EATS, orders were flooded with daily delivery of at least 
at a rate of 1.5 Lakhs to 2.15 Lakhs daily approximately. The details of our survey conducted 
are described in Table 1. 
This data clearly shows that extensively used food packaging materials are made of low 
quality plastics. Though this has made constancy of food supplies, but has created plastic 
pollution around. These Eateries/Restaurants/Hotels hardly follow any methods of waste 
disposal generated at their venue. Once, the food is delivered to the customers, they do not 
bother about the  proper disposal, plastics being used in small & thin forms as in Spoons & 
Forks are very difficult to recycle or dispose off. 
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Table 1: Hotels/ Eateries /Restaurants  Surveyed In Bhopal

S.No Name Of 
Restaurant

Working 
During 

Lockdown

Take 
Away 
Active

Delivery 
/ Take 
Away

Packaging 
Material 

Used

Spoons/ 
Forks Of 
Plastic 
Used

Waste 
Disposal 
Strategy

Biode-
gradable 
Materials 

Used

1 Shivshakti 
Punjabi Veg 

Hotel

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Minimization, 
Re-Using

Paper, 
Compost 

Etc.

2 Chingara 
Pure Veg 

Restaurant

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Dry And 
Wet Waste 
Disposed 

Seperately

None

3 Sandeep Fast 
Food

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Dry And 
Wet Waste 
Disposed 

Seperately

None

4 Bhima 
Chinese Fast 

Food

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Food Waste 
Used As 

Composte

None

5 Vyanjan 
Restaurant 

And Fast 
Food

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Daily Disposal 
Of Waste 

Using Food 
Waste As 
Composte

Yes

6 Rudragiri 
Velvasi Fast 

Food

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes All Goes To 
Dutbins

None

7 Fast Food 
Corner

No No No Closed 
During 

Losckdown

No No None

8 Hotplate 
Restaurant 

And Fast 
Food

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Dry And 
Wet Waste 
Disposed 

Seperately

None
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9 Parakh 
Bakery

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

No Food Wastee 
Used As 

Composte

Paper, 
Composte

10 Sindh 
Krishna 
Bakery

Yes Yes Yes Paper 
Boxeas

No Minimization, 
Recycle

Paper 
Boxes, 

Disposable 
Wooden 
Spoons

11 South Indian 
Masala Dosa

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Minimzation, 
Recycle

None

12 The Indian 
Spice 

Restaurant

Yes Yes Yes Paper 
Boxeas

No Food Wastee 
Used As 

Composte

Paper 
Boxes, 

Disposable 
Wooden 
Spoons

13 Mugs And 
Beans 

Restaurant

Yes Yes Yes All Plastic 
Items

Yes Throw It In 
Dustbin

None

14 Papaya Tree 
Restaurant

Yes Yes Yes Paper 
Boxeas

No Food Wastee 
Used As 

Composte

Paper 
Boxes, 

Disposable 
Wooden 
Spoons

15 Gurukripa Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Throw It In 
Dustbin

None

16 Bake N 
Shake 

Restaurant

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Minimzation, 
Recycle

None

17 Amer Bakery 
Hut

Yes Yes Yes Paper 
Boxeas

No Minimization, 
Recycle Of 
Products

Paper 
Boxes And 

Spoons

18 Food 
Temptation

Yes Yes Yes Plastic 
Containers, 
Disposable 
Plastic And 

Glasses, 
Plastic Bags

Yes Throw It In 
Dustbin

None
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19 Rice Bowl 
Thai And 
Chinese 

Restaurant

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Throw It In 
Dustbin

None

20 Shreemaya 
Celebrations

Yes Yes Yes Disposable 
Aluminium 

Foil 
Containers, 

Plastic 
Containers, 
Plastic Bag

Yes Minimization, 
Recycle Of 
Products

None

RESULTS & DISCUSSIONS:
With the advent of situations of lockdowns, regular normal days , whichever is the case – 
reduction of plastic usage in food packaging evident. There should be strict law & order 
should be implemented for proper eco-friendly food packaging and there should be 
encouragement to the use of biodegradable materials like: Banana Leaf, other plant derived 
material, paper and use of biopolymers for manufacturing food packaging materials. There 
is lack of awareness amongst the middle to small scale Eateries/ Restaurants/ Hotels. They 
should be given proper training for disposal too.
Conclusions:
Our survey was held for lockdown session locally, this made it evident that – though our rivers, 
air, animals & other parts of the world experienced a respite from pollution. But, the plastic 
pollution has been in its place with exponential increase by means of PPE KITS, masks, added 
to this was from the Hotel industries, which went unnoticed for their role in plastic pollution. 
In future the agencies like FDA are required to make biodegradable packaging materials for 
food packing mandatory. Non followers should be prosecuted.
Acknowledgement:
The Authors are thankful to IES University, Bhopal for providing the platform for studies.
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ABSTRACT

Purpose: Tourism is a dynamic industry that survived various troughs and crests through 
medical anomalies, civil disturbance, political turmoil, state sanctions, and environmental 
complications. Entrepreneurship and innovation have aided in identifying and developing 
new business opportunities in tourism. People have been travelling within countries and 
overseas, with an increasing demand for and from overseas travel witnessed in recent 
years. This excessive demand has resulted in the emergence of various micro, small, 
medium, and large-scale enterprises in terms of tourism service providers, entertainment 
centres and accommodation units. Though these form a major share of business in terms 
of entrepreneurial opportunities and may earn a good share with minimal investments, 
they have suffered due to political, social, and other factors. Recent pandemic has been 
a staged horror for the small and medium enterprises (SMEs). This paper attempts to 
find out the opportunities available post COVID-19 on the tourism industry by studying 
the current and emerging business opportunities in tourism like proximity travel, rural 
tourism, etc and to suggest measures that will enable the SMEs to cope with the challenges 
emerging for the tourism from outbreak of pandemic through observations, interviews 
with tourism entrepreneurs, literature review, SWOT analysis and website analysis. 
Data Analysis/Methodology: The data was collected from 15 participants who are expert 
in tourism and travel industry.
Implications: This research has given various theoretical and managerial implications for 
research scholars, policy makers and SMTEs.
Limitations: The data was collected from 15 participants; hence, future researchers 
can undertake study by capturing wider data. Data was analysed by using qualitative 
techniques and this may be expanded to quantitative and a mixed approach.
 Keywords: Tourism, Small and Medium Enterprises, Opportunity, Entrepreneurship, 
Covid-19.

TOURISM AND SMALL BUSINESSES:
ENTREPRENEURIAL OPPORTUNITIES POST 

COVID-19 PANDEMIC
58
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INTRODUCTION
The outbreak of COVID-19 has posed critical health challenges worldwide. The pandemic is 
one of the most highly contagious out-breaks in recent human history, with more than 46 
million cases and 1.2 million deaths (as on 31st October 2020) (https://www.worldometers. 
info/coronavirus/). Given the high speed of transmission of the novel coronavirus (SARS-
CoV-2), governments worldwide have had no other option but to impose lockdowns. The 
spread of the virus has severely threatened lives, and measures such as lockdowns have posed 
a critical risk to the masses’ livelihoods (Sharma & Mahendru, 2020). The economic shocks of 
the pandemic are being observed across all industries and  sectors worldwide. While some  
industries can  adapt  to  digital platforms and continue their struggle for survival (Mehrolia, 
Alagars-amy, & Solaikutty, 2020), a few industries have encountered unprecedented failures 
due to travel restrictions and social distancing, thereby finding it extremely difficult to survive 
the pandemic. Tourism is one industry that cannot hold its ground without the mobility of 
tourists. The fall of 22% in tourist numbers in the first quarter of 2020 (compared to the 
same quarter of 2019), and the threat of 60% to 80% fall throughout 2020 (compared to 
2019), are some indications of the havoc that the COVID-19 pandemic can cause for the 
global tourism industry (World Tourism Organization, 2020).  Tourism is  one  of  the  most  
labour- intensive sectors. Such a slowdown for the industry may put millions of jobs at risk, 
thereby threatening to roll back the progress made on the front of sustainable development 
goals (World Tourism Organization, 2020). As indicated by Rivera (2020), examining the 
hospitality and tourism industries in the pandemic context is of paramount importance. Re-
searchers have started to focus on this area, yet there is only limited work available so far. A 
search query on the Web of Science database yielded no more than 45 results that studied 
the impact of COVID-19 on the tourism industry. These studies are also observed to be all 
over the place, which poses a directional challenge for scholarship in the area. Such  variance 
in  studies fails  to  significantly enrich the  body  of knowledge, thereby proving to be of 
limited use to policymakers and practitioners. The WHO (2017) recommends rapid reviews 
to provide timely evidence for policymakers to respond to the emergency. Since the COVID- 
19 pandemic threatens to be particularly fatal for the tourism industry, a rapid review of the 
available literature is highly recommended. Such a review will not merely consolidate the 
findings of the existing studies but also provide insights and directions for future researchers 
to focus on the appropriate problems plaguing the sector. The above discussion drives our 
motivation to perform a review of the challenges being faced by the global tourism industry 
in the wake of COVID-19. The research questions for our study are set as follows: 
RQ 1. To observe the impact of COVID-19 on the tourism industry by studying the emerging 
body of knowledge in the field.
RQ 2. To suggest a policy framework that enables market players and governments worldwide 
to cope with the challenges emerging for the global tourism industry from the outbreak of 
the pandemic.
Out of the 47 papers found on the Web of Science database, we discovered that 10 do not 
meet the inclusion criteria (detailed in the methodology section). We rigorously reviewed 37 
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papers to synthesize their findings and propose a framework for further advancement of the 
scholarship in this area. Our results reveal that the pandemic has created severe roadblocks 
for the tourism industry, and the way ahead seems to be rocky. We learn that this challenge 
may open the doors for local tourism, eco-tourism, and sustainable tourism, which have long 
been part of the discussion but have failed to take any tangible shape so far. Four significant 
themes emerge from our work, namely, sustainable tourism, climate action, transformation 
to the new global economic order, and resilience. We make a significant theoretical and 
practical contribution to the field by suggesting a coping-up mechanism, which revolves 
around resilience. Our framework includes resilience from market players, governments, non-
government agencies, and all other stakeholders. The remainder of our paper is organized as 
follows: The next section discusses the methodology of our work, the third section presents 
the thematic discussion, the fourth section highlights the future research agenda, and the last 
section concludes by outlining the policy framework to deal with the challenges emerging 
from COVID-19 for the tourism industry

REVIEW OF LITERATURE 
Since its emergence in early 2020, the rapidly spreading COVID-19 (also referred to as 
Corona) pandemic has wreaked global havoc. While numerous communities have been facing 
lockdowns of varying lengths the economic consequences of the virus have been devastating. 
The effects on the global tourism sector, not to mention thousands of destinations worldwide, 
have been particularly harmful as our normally hyper-mobile society has ground to a halt. 
It is not only the major players in the tourism supply chain (e.g., airlines, cruise companies, 
transnational hotel chains) who have suffered unfathomable damage, which is estimated to 
amount to €400bn (Goodwin, 2020; Nicolás, 2020). In thousands of localities, businesses of 
all sizes, which depend either directly or indirectly on the visitor economy, have suspended 
operations and indications are that many of these will likely never reopen. The impact on the 
sector’s labour force has been devastating, especially considering the precarious nature of 
numerous tourism and hospitality-related jobs at the lower rungs of the occupational ladder 
(Chanel, 2020; UNWTO., 2020).
Both the scope and consequences of global immobility induced by the Corona-crisis have 
seriously perplexed tourism practitioners, policymakers and researchers (Miles & Shipway, 
2020). While, just a few years ago, Hall (2015) anticipated the possibility of a global pandemic 
playing out as the “perfect storm”, the interlinked social, cultural, psychological and economic 
effects of a crisis of this magnitude are leading us along unforeseen trajectories. On the one 
hand, there is already growing speculation especially in the mass media that the pandemic 
might trigger an enduring shift in market behavior, which could radically transform global 
travel patterns (Irwin, 2020). On the other hand, we recognize that in the past, following 
a particular crisis, including the outbreak of epidemics, the tourism industry has usually 
bounced back, demonstrating the sector’s remarkable resilience to mitigate sudden 
breakdowns in demand or supply (Novelli et al., 2018; Papatheodorou et al., 2010).
Indeed, evidence suggests that memories following crises and disasters tend to be short 
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and sooner, rather than later, things return to the status quo (Kontogeorgopoulos, 1999). 
For instance, although the SARS epidemic in the early 2000s initially led to a drastic fall 
in visits to China, the destination rapidly rebounded (Zeng et al., 2005). Meanwhile, in an 
exercise of “disaster capitalism”, powerful stakeholders in destinations like Thailand and 
Sri Lanka, which were devastated by the massive tsunami in the Indian Ocean in 2004 used 
the catastrophe as an opportunity to implement land grabs, leading to brand new large-
scale developments that quickly enticed international visitors to return (Cohen, 2011). If a 
particular tourist destination is affected by an unforeseen sudden event such as a volcanic 
eruption or a terrorist attack, the major international travel suppliers (e.g., tour operators 
and airlines) substitute this with another one offering similar attractions and facilities 
(Ioannides, 1994). Obviously, this ability of footloose international players to shift their turf, 
aerospace or fairway around the globe is currently a moot point. Following the closure of 
international borders, almost all international passenger air traffic has been cancelled and 
transnational cruise-liners sailing under flags of convenience are refused entry into most 
ports.
The unprecedented circumstances that the travel and tourism sector currently face as a result 
of the COVID-19 pandemic signify that in an evolutionary sense, we have reached a fork in the 
road where at least two general outcomes are possible. The first (based on extrapolations of 
past recovery history) is that the sector will gradually revert to the pre-crisis unsustainable 
growth-oriented trajectory. An alternative scenario entails a transition towards a radically 
different way of doing things (Loorbach et al., 2017). Arriving at this metaphorical fork in the 
road constitutes an opportunity for society at large to pause and ponder the way forward. 
After all, from an etymological aspect, the word “crisis” originates from the Ancient Greek 
‘κρίσις’, which among its several definitions has to do with coming to a judgement or making 
a decision. Nowadays, a crisis implies that a turning point has been reached giving rise to the 
opportunity to institute varying degrees of change that may allow us to move away from the 
original trajectory and escape some of the problems associated with this (Miles & Petridou, 
2015). As Thierry Breton, EU Commissioner of the internal market claims: “[…] there is an 
opportunity to take advantage of the current crisis to reinvent he tourism of tomorrow - 
towards a more sustainable, resilient and innovative sector” (Nicolás, 2020).
In the remainder of this commentary, we treat the disruption in global tourism as a prism 
through which we contemplate how broader transformations could play out in the aftermath 
of the COVID-19 crisis. We admit it is dangerous to make predictions with limited facts, nor do 
we possess a crystal ball as to how things might evolve in the aftermath of the present crisis. 
Instead, by adopting a far less ambitious stance, we discuss how the present catastrophic 
effects on the tourism sector present an opportunity for reconsidering certain practices. 
Below, we present out reflections by contrasting the potential decline of mainstream tourism 
practices, which are currently severely disrupted by COVID-19, with emergent niche activities, 
for which opportunities might arise from the very same disruptions. Thereafter, we discuss 
potential avenues that policymakers may wish to pursue. Because of space constraints, we 
focus on just two issues, namely mobility and resilience.
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MOBILITY
Since the outbreak of COVID-19, the imposed mobility restrictions have been unprecedented 
on a local, regional and global scale. The shutdown of numerous communities and the 
implementation of major restrictions on border crossings has virtually eliminated the 
tourism economy in communities throughout the world (Goodwin, 2020). Places, which 
only a few months ago were suffering from extreme problems of over-visitation (Milano et 
al., 2019) are presently eerily quiet (Kimmelman, 2020). Museums, hotels and restaurants 
have closed, beaches and ski-slopes are empty, and events of all sizes have been postponed 
or cancelled. Undoubtedly, the economic effects especially on localities or even countries 
depending heavily on tourism arrivals have been catastrophic.
Because at the time of writing it remains anyone’s guess as to when the crisis will subside 
one can only ponder as to whether we shall see major shifts in the global tourism system or 
whether things will largely revert to what they were before the crisis occurred. Certainly, 
this unprecedented situation has made one thing clear. It has given us, at least momentarily, 
a glimpse of a world of slow-paced, which does not entail traveling large distances by cars, 
trains or planes. For many, trips have been confined to a few short blocks from home, while 
numerous middle and upper middle-class people can only reflect how privileged they 
have been to be able to travel to far-flung spots around the planet. Meanwhile, because of 
the significant reduction in both local and international travel but also the slowdown of 
manufacturing activities, there is mounting evidence that the air in several localities worldwide 
is far cleaner than it has been for decades since pollutants have dropped off (McGrath, 2020; 
Watts & Kommenda, 2020). This combination of facts opens up the possibility for people to 
view their immediate surroundings in a whole new way, especially when millions have been 
locked up for weeks within the confines of their homes. Newton (2020) discusses how the 
restrictions have created a surge of visitations to parks and forests.
Coupled with this, we can assume that the scope and depth of the crisis has challenged the 
economies of millions of households worldwide, effectively putting a major dent in their 
discretionary incomes. Thus, it could be a long while before leisure-oriented travel and 
especially long-haul flights reach their pre-COVID-19 levels. Further, companies in all sectors, 
which are facing massive losses due to fickle demand and reduced production might institute 
measures such as replacing most business travel with meetings on virtual platforms. The 
fact that over the last 2 months Zoom and Skype meetings have become the new norm for 
numerous public and private entities worldwide might accelerate a fundamental paradigm 
shift in the way of conducting business.
On a broader level, the current crisis could lead to shifts in the dominant logic of neoliberalism 
over the last few decades whereby numerous destinations around the world have persisted 
in pursuing growth-oriented strategies in a highly deregulated environment. For example, 
just a few months ago, despite rising accusations that tourists were loving them to death, 
European destinations were on a never-ending search for new strategic “emerging” markets 
(attracting long-haul travelers from China, India and Southeast Asia). Their growing middle 
class but also lower travel restrictions have been a major reason behind the massive increase 
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in demand from these regions. With the advent COVID-19 and the imposition of draconian 
measures to restrict the virus’ spread, one must wonder whether we are entering a new era 
where risk mitigation might prevail over the logic of unrestricted growth. Rising concerns 
about the threats associated with the unrestricted circulation of goods and people across the 
world might mean that these imposed controls might take time to disappear while nervous 
consumers may not wish to venture far from their comfort zone until they are reassured 
that the danger has lapsed. A recent survey conducted by the Tourism Crisis Management 
Initiative at the University of Florida reveals that, at least in the early days after things 
eventually return to normal, most Americans who can and choose to travel are likelier to 
venture close to home. Most likely, these trips will be car-based (Glusac, 2020). Meanwhile, 
others may pursue leisure activities that do not require much mobility, due to both economic 
and risk considerations.
From a philosophical standpoint, these circumstances lead us to contemplate the possibility 
of a post-COVID-19 era where tourists’ mobility could be significantly transformed not 
only temporarily but over the long-run. Could we, for instance, envision a scenario where 
our endless neophilia and unquenching thirst for (often irresponsible) adventure in far-
flung places is substituted by travel and leisure activities much closer to home? Media 
coverage of cruise passengers evacuated by their respective national governments may 
induce an enduring risk-avoidance consumer trend, in which exotic travel and places with 
high population concentration lose their appeal. Moreover, could we see the reemergence 
of patriotic consumption (similar to the kickstart of post-WW2 markets), where citizens 
support domestic destinations and local tourism businesses as an act of communitarian 
commitment?

A WORD ABOUT RESILIENCE
Resilience and the mobilization of adaptive capabilities have been addressed in organizational 
studies relating to sustainable transitions (Engle, 2011; Keskitalo, 2008, Tsao & Ni, 2016), 
which offer a glimpse of recovery responses. In the case of enterprises, a crisis may trigger 
the emergence of new business models and revenue strategies, which will ultimately define 
the survival chances of the firm. Innovative and adaptive capabilities play a key role in post-
crisis recovery (Engle, 2011), yet numerous tourism businesses suffer from innovation 
deficiencies (Hjalager, 2002; Sundbo et al., 2007). Small operators, traditionally deemed as 
vulnerable market players, may prove to respond to the crisis in more flexible ways, especially 
due to their local embeddedness and community support. Previous research has shown local 
economies respond to crises with collaborative action and social bricolage (Di Domenico et 
al., 2010) while rural enterprises have better recovery outlooks than their urban counterparts 
(Johannisson & Olaison, 2007). This seems to be the case with Danish countryside inns and 
restaurants, which shifted to takeaway operations during the lockdown. Their revenues 
increased due to loyal guests from the local community (Skinbjerg, 2020).
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METHODOLOGY 
The methodology for the research paper may be described as a process of collection of 
data and relevant information and subsequently analyse it to make suitable discussion and 
propose findings. According to Business Dictionary definition “research methodology is the 
process used to collect information and data for the purpose of making business decisions”. 
The methodology may include publication research, interviews, surveys and other research 
techniques, and could include both present and historical information (business dictionary 
2013). Research methodology often can be called a systematic way to solve a problem, and the 
science of studying how the research is going to be carried out. Essentially, the procedures by 
which researchers go about their work of describing, explaining and predicting phenomena 
are called research methodology (Rajasekar 2013). The process of research for the paper 
has been empirical with primary as well as secondary data through publications as well as 
interview and surveys.
The qualitative research method adopted helped in generating data through interviews 
conducted for various Heads of SMTEs from various areas of the country making it more 
reliable and clearer for research. The semi-structured questionnaire also helped in generating 
answers to the fundamental questions – ‘the opportunities available post COVID-19 for the 
tourism industry’ by studying the current and emerging business opportunities in tourism 
like proximity travel, rural tourism, etc and ‘to suggest measures that will enable the SMTEs 
to cope with the challenges emerging for the tourism from outbreak of pandemic’. 

FINDINGS AND DISCUSSIONS  
The beneficial effects of the crisis on global emissions and air quality are immediate and 
palpable. However, instead of cheering, the CEO of the Global Footprint Network acknowledges 
the gravity of the situation triggered by COVID-19 and stresses that present circumstances 
run contrary to one of GFN’s fundamental goals that everyone will eventually be able to 
“thrive within the means of our planet.” Nevertheless, despite her reservations, we believe 
that the present crisis has opened up an unprecedented situation, allowing us to grasp the 
opportunity and to rectify an otherwise defective global system.
While it is certainly not easy to shift path-dependent institutional mindsets, which are driven 
by the logic of capitalism’s need to reinvent itself (Harvey, 2020), the pause we find ourselves 
in at this moment offers the possibility for sketching a new way forward in the years to come. 
We must, of course, caution that for us, the tourism scholars, this should not be limited only 
to intellectual reflections and scenario-building exercises. Rather, we should start taking 
responsibility by being active participants in enabling substantial changes to happen. As a 
beginning we must seriously think about redesigning our curricula and educational activities 
in order to train students to gain skills in complexity-thinking, knowledge of post-capitalist 
economies and collaborative business models.
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