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ABOUT THE CONFERENCE

Technology is advancing at a faster pace than ever before, and this is changing both the expectations of
patrons as well as the way in which the hospitality and tourism industry conducts its business.
Innovations and technological novelties are engines of development and show their impact everywhere,
especially in the field of hospitality and tourism industry. Innovative technologies, modern concepts and
business models have revolutionized the hospitality and tourism industry. Examples of such innovations
are phone-as-key-cards, mobile self-check-in, mobile booking, self-service check-in kiosks, lobby media
panels, electronic luggage tags, bring your own device, bring your own content platforms, smartphone
boarding passes, hotel service optimization systems, robotic kitchens, guest device connectivity tools,
voice over internet protocol phones that are interconnected with the hotel’s ecosystem, tablet menus and
table reservation systems to name a few. This conference aims at creating a platform for academicians,
professionals, experts, research scholars to deliberate on these issues and plan a road map of the future
ahead of hospitality and tourism industry

About GNA University

Established in 2014, GNA University (GU) is designed to be a leading higher education organization
engaged in creating, preserving and imparting knowledge to a diverse community of students. The
University “aspires to nurture value based leaders who have knowledge and skills to create success in
their organizations.The unique feature of the programs conducted at the University is the focus on
experiential learning, industrial internships, learning to learn principles, flexible, credit based study
programs and holistic development of personality which in turn will ensure employability of the students.

About Faculty of Hospitality

Faculty of Hospitality, GNA University is committed to deliver quality education in accordance with
International Hospitality and Tourism industry standards and meeting the challenge of changing needs of
the Industry. Faculty of Hospitality (FOH) is one the most forward-thinking faculties in the Northern
region that stands out for excellence, diversity, relevance, and industry reach. It is dedicated towards
proving the quality of expertise and skilled human resource for one of the fastest growing industries in the
world. The programs offered at the FOH aims to equip students to keep pace with the global Hospitality
scenario and also lead the desired change with deep confidence.

Conference Objectives

v' To provide a platform for Academicians, Researchers, Trade Professionals and Students to
present their views and findings on Advancements in Hospitality and Tourism.
To enhance and develop opportunities for further research in the field of Hospitality and Tourism.
To strengthen the overseas linkages on research in Hospitality and Tourism.
To bridge the gap between Academia and Industry.

AN

Sub-Thematic Areas
In particular, conference will address the Advancements in Hospitality and Tourism Industry, Trends
and Innovations. Some of the thematic areas which the conference aims to focus are:
v' Advancements in Hospitality & Tourism Industry: Challenges and opportunities
Advancements in Food & Beverage Production
Next-level Housekeeping via Technology
Web-Based Self-Service Technology in Hospitality Industry
Mobile Applications in Hospitality and Tourism Industry
Virtual Reality as an Innovation tool in Hospitality & Tourism Marketing
New forms and trends in Tourism
Technologies driving Food Industry Growth
Dining in Restaurants using Android
Social media contribution to the development of Hospitality and Tourism Industry

AN N N N NN

The above mentioned list of sub themes in not an exhaustive one, research in any other relevant
theme will be highly appreciated.
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Analysis of Host Community Perception of Tourism Impacts through
Structural Equation Model

Aman Kumar
Ph. D Scholar and Assistant Professor,
CGC-Landran-Mohali
India

ABSTRACT: This article is focused upon the study of tourism impacts on the host community of Himachal
Pradesh through the proposed structure equation model. This model uses the four constructs and five
hypotheses. Host community perception and satisfaction are also researched in this paper. Total 329 received
filled questionnaire from the respondents’ of the research area shows that the perceived positive and negative
impacts of tourism have the direct relation to the host community satisfaction. Through testing hypotheses
shows that the individual tourism development benefits, perceived negative impacts of tourism and host
community overall satisfaction were rejected by findings of hypotheses testing results. An overall result shows
that the host community satisfaction is directly related to the perceived tourism impacts and must be
incorporated in planning aspects of tourism development.

Keywords: Host community satisfaction, community’s perceptions and tourism impacts, structure equation model.

1. Introduction

Tourism potentially shows its impacts on the host population of any nation which however, provides
positive as well as negative impacts on the life of host community. In general there are the tax revenue
benefits, economic growth, natural & cultural attractions positively. On the other hand a negative impact
includes congestions & crowding, parking and crime problems and higher cost of living etc. (Andereck et al.,
2005). Most of the countries and local administration emphasised on the economic benefits of the tourism
towards the local community rather than on the social changes bring about by the tourism growth in the
region (Allen et al., 1988).

However, many researches delineate the main variables and tourism impacts, but they lacking in theoretical
and operational explanation and clarity, Validity & reliability measurement. There is a limited knowledge
about why host community reacts and respond towards and tourism impacts. This lack of explanatory
research leads to the limited knowledge on the proper understanding of host population reaction towards
the tourism impacts (John, 1992). However, it shows that the host community perceive their well-being in
different spheres of their life. The overall sense of well-being is taken by host community though material
life, community life, emotional life and health and safety (Kim. K et al., 2013).

Host population in many parts of Himachal Pradesh are effected by tourism activities. There are less
literature documented on the social impacts of tourism. However, social impacts are very significant to be
focused upon before the tourism development. Whereas many literatures have provided significant studies
on the tourism social impacts, positive as well as negative but not directed towards the host perceptions and
attitudes towards the tourists .Due to that it is not possible to identify the real image of any change in the
area .Numerous studies has been conducted on the motivation, Desires and tourists behaviours towards its
impacts on the host community. As well as the sociology and psychology has also been associated with the
tourist’s behaviours and attitudes (Brunt & Courtney, 1999).

Tourism is the combination of the socio-cultural event for host and the guest. However, the more focus is on
the tourists comfort ability and convenience and less on the host community. Due to that the destinations
are congested and styled into staged attractions for the tourists (Murphy, 1985). The social impacts of
tourism must be considered throughout the planning process to minimize the negative impacts and optimise
the positive benefits of the tourism for the host community. Host community should be included in the
decision making process for the proper understanding of tourism and its benefits (Kavallinis and Pizam,
1994).

The various literature reviews in relation to the social perspective and tourism expansion accepted in the
second half of the 20t century. It is important in two ways, one within individual destination, where its
development has impact on the social structure of the society. Few of them are improving income and
increase the employment opportunities, education and infrastructure and services while others are not
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welcome like family and social values changed, powerful economic group emerged and adoptions of tourism
activities which suited towards tourists most (Lankfort, 1994). Secondly, tourism is unique export industry
in which consumers travels to meet the goods and services (Crick, 1989). The increased international
tourism activities have increased the interactions with the different societies and cultures of the world.
Some of them threaten on the traditional culture and societies and others find it as an opportunity for
understanding different societal culture and peace. These types of social impacts are more described which
have current effective impacts on society and tourists in relation to their quality of life (Sharpley, 2014).
When community converted into the tourists destination then the social lives of the host community affected
by the tourism phenomena (Jurowaski et al.,, 1997). However, the numbers of researches have been shown
the effects of tourism on the by indicators like host community life quality like per capita income, poverty,
rate of crime and pollution (Crotts & Holland, 1993).Many social critics have put forward this point that after
the certain threshold tourism converted into unsustainable ( Butler,1980). There is a reservoir of research
studies on the tourism impacts as one of the significant element of tourism development and management.
However the tourism planners firstly understand the impacts and focused to ensure its optimal benefits
(Beetan, 2006).There are the measures for the perceived impacts of tourism on the host community with the
help of 38 set of items which displays the community perception of tourism e.g. peace ,safety, pure air,
water, police and fire services. Tourism increase the community life satisfaction also (Andereck and
Nyaupane,2011). One of the study shows that the social quality of life improved in the first phase and
diminish in the as the tourism reaches at the threshold level (Butler, 1980; 2004; Doxey, 1975). The tourist
destinations undergo the different cycle of evaluation depends upon the stages of popularity. It changes
depends upon the visitors needs, deterioration and changes in the natural and cultural resources. These
stages are (1) Exploration (2) Development (3) Stagnation and (4) Decline (Butler, 1980, 2004). One of the
study shows that the threshold not only by physical attributes but also social and economical attributes of
the host destination (O’Reilly, 1986).

One of the model which examine the relationship between tourism impacts and host residents perceptions
It found that when controlling the individual benefits from the tourism activities the perceptions are related
to the socio-demographic factors supports the positive perceptions (Perdue et al., 1990). Many studies are
on the economic impacts, but the researchers are giving attention towards the social impacts of tourism.
Social impacts has a broad range covering changes in the value system, person behaviour, family
relationships, lifestyle, safety, moral conduct, traditions, and host community organisations (Fox,1977).
Tourism find the negative impacts on the destination leads to the negative community perceptions about the
tourism and tourists (Pizam, 1978); But the residents who are employed in the tourism industry are more
favourable than those who are not employed in the tourism industry (Milman and Pizam 1988).

There are much of studies on the community’s perceptions based on theoretical base. But in later stages
many other researchers have employed the social exchange theory for their findings on community’s
perception studies. The host community participate in tourism on basic principle that getting benefits from
tourism but not on their social cost. They let their self involved in the social exchange for their community
future growth and development (Allen et al, 1993). The host community’s perception for the tourism
development can be evaluated on the basis of two segments -cost and benefits. Their effects can be analysed
by segmenting the perceived impacts into five parts-social benefits, social costs, cultural benefits, cultural
costs and economic benefits (Gursoy et al., 2002).

Five factors are suggested in one of the study shows that effective interaction with host community. These
are number of visitors, visitor’s length of stay, visitor’s ethnic characteristics, visitor's economic
characteristics and visitor’s activities. The characteristics of the destination which influence the social and
cultural perceptions are identified. These are Economic condition, local magnitude of involvement in
tourism, level of tourism development, host culture viability and political attitudes of the host community
(Butler, 1974). One of the studies on Florida community doesn’t perceive the tourism contribution for
increasing social values, morality, honesty, politeness and attitude towards tourism work. It shows the
exploitation of the native locals (Milman and Pizam, 1988). One of the reports on social impacts perceptions
results in vandalism and crime, drug addiction, change in social and family structure (Rothman, 1978). Study
on Turkish sample has shown no adverse effects on the social and family structure (Liu et al., 1987). Tourism
Social impact gives the example of “double-edge sword”. The study on the tourism growth and developments
in U.S. Shown the changes in dynamics of host rural community (Marcouiller, 1997). The negative impacts of
tourism are associated with the commoditization of culture and sex tourism in the destination (King and
Stewart, 1996).
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Objectives

I. To study the impacts of tourism on host community perception.

II. To evaluate the positive and negative impacts of tourism on host community.
III. To analyze the satisfaction of the host community.

Hypotheses

H-A: The individual tourism development benefits are not associated with the positive perception.

H-B: The individual tourism development benefits are not negatively associated.

H-C: Individual tourism development benefits are not positively related to the satisfaction level of the host
community.

H-D: The positive tourism perceived impacts are not significantly related to the host community satisfaction.
H-E: Negative tourism perceived impacts are not significantly related to the host community satisfaction.

2. Study methods

2.1 Research site

The research study was conducted in Dharamshala and Palampur of Kangra district of Himachal Pradesh.
This district came into existence on 15t September 1972. The best time for tourists to visit these places is
from March to June.There are many tourist attractions in and around the Kangra valley, like Vajreshwari
Devi temple, temple of Jwalamikhi etc. Road from Kangra to Masrur provides the pleasant view of
Dhauladhar range. As per the 2011 census report, total population of this region is 1507223, which is
roughly equal to the population of Gaba or Hawaii of U.S. state. The population density is 263 inhabitants per
square kilometres. The Kangra district has an area of 5739 sq.km (census 2011). The population of
Palampur is 189276 as per census report 2011-2018.

2.2 Research Procedure

Total 450 questionnaires were mailed to a stratified random sample. From this the 73% response has come
from the 329 used questionnaires received from the respondents consists 184 male ,which is around 56%
and 145 female which is around 44% of the total responses received. The range of ages is 21-65 years in
which 63% are in 35-50 years and 27% are in 25-34 years. This study is originally taken from review of
literature. The resident’s perceptions of tourism impacts taken from various related studies on the same
variables (Pizam, 1978).There includes only 20 items for this study and excludes the other like morality and
politeness etc. The host community perceptions on part of satisfaction level used from the related aspects of
studies from various authors like Perue, Long, Allen etc. 33 items were grouped in same directions on the
host community satisfaction (Allen and Beattie, 1984).

For this study 5-point Likert scale used for most of the items. This scale is used only due to the superior
validity like discriminate and convergent. Binary scale i.e. No=1 and Yes=2 used to calculate the extra
development attitudes.

Analysis of data conducted in two levels. In first level, the analysis of reliability done with the help of SPSS
(ver.21.0) to assess the consistency and stability of the evaluated items. In second level, the goodness-of-fit
is used for the structural equation model and hypotheses testing done by using AMOS i.e. analysis of moment
structure. ADF (Asymptomatically Distribution free) used for estimation, in second level the standardised
score used.

3. Results and discussion

3.1 Analysis of Reliability

This test is used to assess the consistency and stability for the items of each construct and use of criteria
put any changes in the Alpha-value (Berry et al., 1998).

Table: A Scale of perception of positive impacts of tourism

Names of the variables Mean | Standard Deviation(SD) | Correlation | Alpha
Tourism economic impacts 0.78
infrastructure development 2.3 0.8 0.6 0.71
employment growth 3 0.7 0.63 0.68
Rise in living standard 2.7 0.7 0.61 0.71
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Tax improvement 2.9 0.7 0.51 0.72
. . 0.75

Tourism Socio-cultural Impacts
Increase in entertainment facilities 3.1 0.7 0.49 0.69
significant change in life quality 3.2 0.8 0.47 0.69
understanding other community culture 2.9 0.7 0.51 0.68
growth in cultural exposure 2.8 0.6 0.46 0.65
development in different cultural activities | 3.1 0.7 0.41 0.64
quality of safety and security 2.6 0.6 0.32 0.64

The analysis of reliability is done on two levels, first in table-A and second in table-B; it is linked for the used
scale for perceived impacts with satisfaction of host community. Summated rational scale used for many
items assessment. The Cronbach Alpha coefficient used for corrected items correlation for the perceived
tourism impact study. However, perceived positive impacts on socio-culture aspects include six items to be
studied. Five items are considered for the negative perceived impacts on social and cultural aspects. The
cronbach Alpha coefficient is more than 0.74 without any increase result if the item deleted.

Table B: Scale of perception of negative impacts of tourism

Names of the variables Mean | Standard Deviation(SD) | Correlation | Alpha
Tourism economic impacts 0.62
increasing cost of property 3.1 0.8 0.37 0.61
Growth in living standard cost 2.9 0.7 0.49 0.42
Inflation in prices of products 3.2 0.8 0.45 0.52
Tourism Socio-cultural Impacts 0.78
Increase in accidents 2.9 0.8 0.41 0.76
significant increase in all sort of crime 3.1 0.8 0.62 0.71
Hike in drug addiction and Prostitution | 2.8 0.9 0.68 0.73
growth in illegal activities 2.9 1 0.61 0.74
Growth in host community exploitation | 3.1 0.9 0.56 0.77

Table-C shows the total correlation and Alpha coefficient for the host community satisfaction. The
community satisfaction is taken into account on seven scales. For three it is above 0.70 and for next three it
is above 0.60. In every scale having score more than 0.60 have the total item correlation is greater than 0.30.
So, we can accept the result of analysis. The result of analysis shows that the economic satisfaction has the
weak reliability result. As the economic element is important to be studied in relation to host community
satisfaction. In this Analysis the living cost deleted from the part of scale. So, it becomes the limitation for the
empirical part of study in the satisfaction sub-scale.

Table C: Scale of reliability of satisfaction in host community

Names of the variables Mean Deflti:?i((i)?llgD) Correlation | Alpha
satisfaction of tourism activity opportunities 0.82
Commerecial activity 2.5 0.9 0.59 0.74
Recreation sponsored by the host community 1.9 0.8 0.71 0.62
open areas and parks 2.2 0.7 0.57 0.72
Satisfaction on economic element 0.41
Facilities related to shopping 2.5 0.7 0.27 0.26
standard of living cost 1.8 0.6 0.26 0.51
Availability of housing and other facilities 2.6 0.8 0.24 0.27
Household items of Utllel?ce_s like electricity, water 31 06 0.19 0.32
Availability of jobs 1.7 0.6 0.31 0.25
Host community social participation and 0.62
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involvement
Interaction opportunity with relatives and friends 2.9 0.8 0.41 0.52
Decision making opportunities for community 2.3 0.7 0.42 0.54
Opportunities related to religious places 2.2 0.7 0.29 0.63
civil opportunities and organisations 2.9 0.8 0.39 0.58
Familiarity with other members .of ten community 21 06 0.41 057
related opportunity

3.2 Assessment of study model

The proposed model states that, there is an important casual relationship between the three constructs like
Individual tourism development benefits, Tourism perceived impacts and host community overall
satisfaction .The casual relationship leads to the development of five hypotheses in the model. In this
empirical study assessment shows that theses constructs cannot be studied directly. The assessment can
only be proceeding through the set of evaluated variables as indicators for these latent constructs. However,
the relationship between the latent and evaluated variables is estimated by using analysis of factors. The
regression analysis is used to estimate the relationship between latent and observed variables.

The structural equation modelling (SEM) is used to estimate relationship among the latent and observed
variables in this study as a model of measurement. The SEM have significant popularity on ground that it
joins the regression analysis and factor analysis for different types sociological, psychological and various
other relationship study (Lindberg and Johmson,1997). The total correlation of corrected items and
coefficient of alpha for four observed variables in the second level of reliability is depicted in Table-D. The
individual tourism development benefits is evaluated directly, while the tourism perceived impacts (Positive
& Negative) on host community’s overall satisfaction is evaluated with the use of summated rating scale for
the analysis of reliability in Table A to C.

In Table-D, the coefficient of alpha recommends 0.70 with the help of observed variables (Nunnally and
Bernstein, 1994). In Fig. (a), the model depicts that every observed variables are latent constructs. The
assessment of chi-square 2 (goodness-of-fit) indices support the AMOS (Analysis of moment structure).The
value of the test shows the chi-squared x?= 467, df =102, p<0.01, shows the fit which is marginal because
chi-square test is for the sample size of 329 for this study. However, other measures like GFI (goodness -of -
fit indices) developed.GFI is accepted at 0.926 and the RMSEA( root mean square error of approximation) is
good at 0.058 with the RMR (root mean square residual) is good at 0.44.

Table D: Study of observed variable reliability analysis

Constructs and observed variable correlatwpl;:tfscorrected Alpha
ITDB Individual tourism development benefits 0.69
employment in tourism relationship(etr) 0.54
Within tourism family employment relationship(wtfer) 0.51
TPPI Tourism Perceived positive Impacts
Impacts related to economy(ire) 0.54 0.71
Impacts related to socio-cultural aspects(irsca) 0.61 0.58
Impacts related to host community environment(irhce) 0.43 0.51
0.72
HCOS Host community overall satisfaction 0.74
Service availability related satisfaction(sars) 0.51 0.71
Education related community satisfaction(ercs) 0.52 0.7
satisfaction related to community environment(srce) 0.3 0.75
Tourism activities related satisfaction(tars) 0.41 0.72
Economic benefits related satisfaction(ebrs) 0.51 0.71
Participation f)f hos.t community related 0.49 0.71
satisfaction(phcrs)
Health facilities and services related satisfaction(hfsrs) 0.48 0.71
TPNI Tourism Perceived negative impacts 0.68
Impacts related to economy(ire) 0.42 0.61

Special Issue [JRAR- International Journal of Research and Analytical Reviews 5




UGC Approved: 43602 e ISSN 2348 -1269, Print ISSN 2349-5138

Advancements in Hospitality and Tourism Industry: A Way Ahead http://ijrar.com/
Impacts related to socio-cultural aspects(irsca) 0.59 0.51
Impacts related to host community environment(irhce) 0.48 0.61

In Hypothesis-A, The individual tourism development benefits are associated with the positive perception at
t=5.127 (p<0.001), B=0.27. However, in hypothesis-B, the individual tourism development benefits are
negatively associated and rejected at t=-0.021, f=-0.011.

This clearly shows that in host community, those who are dependable on employments which are tourism
based are more positive towards it (Murphy, 1983). There is a gap between then tourism benefits and
negative impact perception.

FH-A +HD
Positive perceived
Impacts
Individual
Benefits +H-C ‘ Host community
‘ satisfaction

Megative perceived
impacts
-H-B -H-E

Fig (a): Analysis source model for community attitude and perceived tourism relationship (Perdue et al,,
1990)

In hypothesis-C, Individual tourism development benefits are positively related to the satisfaction level of
the host community is not accepted at 95% significant level but can be supportive at t>1.625
(p<0.05),=0.07.If the individual tourism development benefits and negative impact perceived deleted than
value of t decrease to 1.478 (p>0.10). This indicates that the individual tourism development benefits not
contribute towards the host community satisfaction. However, the host community satisfaction is directly
linked to the benefits from the tourism development. But, the relationship was not found effective at p<0.05.

Hypothesis-D, relates to the positive tourism perceived impacts to host community satisfaction was stand at
t=09.10 (p<0.001), B=0.614. In hypothesis-E, negative tourism perceived impacts are related to the host
community satisfaction was stand at t= -2.193 (p< 0.05), = -0.102. This is negatively associated with host
community’s satisfaction.

Many research studies clearly suggests that host community attitudes towards the tourism is related to the
level of development in the society (Doxey, 1975; Butler, 1980).Communities have the capacity to absorb
tourism up to certain extent ( Allen et al., 1988).
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310a

Fig (b): Model for standardised estimation (a) and (b) shows level of significance at 0.05 and .01. Lines from
ITBI to HCOS and ITBI to TPNI do not show shows any significance at.05.

4. Conclusions and recommendations

The purpose of this study was to test the community’s perception model towards tourism impacts. However,
it is not only studying the tourism impacts and attitudes but also the relationship of tourism development
perceived benefits, negative and positive impacts of tourism, satisfaction level of host community. This
result emphasised on three positive hypotheses and two are not supported positively. The host community
satisfaction is linked to the tourism positive impacts perception and negative impacts perception.

The host community satisfaction needs to be clubbed with integrated satisfaction of the community. But, in
the hypothesis, individual tourism development benefits related to the negative impacts of tourism rejected.
However, the tourism development in host community might be significant to understand the community’s
tourism perception (Ryan et al., 1998).

In concluding phrase, this research study shows little significant relationship between community’s tourism
impact perceptions and satisfaction. However, the limitation lies on the part of weak reliability on economic
satisfaction of the host community. Future research can be focussed upon the satisfaction of the community,
tourism development level and community’s attitude for the extra tourism growth and development.
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ABSTRACT: With the increasing cases of malnutrition and complications related to dietary evaluations, the
issue of food acceptability had risen up as a major concern with the hospitals.

Researches by some eminent researchers in the similar Context highlighted food quality and attributes,
nutritional care and services , staff attributes and hospital meal service management style among the most
debated and talked about concerning areas of Hospital meal management system.The Delay in the patient’s
wellbeing and healing got affected in a negetive manner.

Patient meal satisfaction was being overlooked by hospital management as they failed to provide much needed
attention to meal and its service. The reason being that the docters failed to understand Patient’s meal as a
mode of treating patient and speeding the recovery Process. With so much emphasis on patient symptom
specific treatments, the issue of Malnutrition goes unrecognized and is overlooked and its contribution towards
patient’s recovery process is observed clinically insignificant. The research aims to understand the concept of
patient meal Experience and understand the factors inflencing and affecting the meal satisfaction score.

Keywords: Malnutrition, Treatments, Meal Experience, Dietary, Recovery

1. Introduction

Hospitals today face a major problem of malnutrition amongst its patients in all diagnostic

categories and age groups.( BAPEN,2007). This unfavourable condition leads to post- operative
complications, which then creates a need for extensive drug therapy (FELDBLUM et. Tal 2009). This further
leads to larger recovery periods and extended hospital (as much as 50%) stays.

Inadequate nutrition is a direct result of poor quality, appearance and eating environment, essentially the
whole meal experience. To add to hospital woes patients’ expectation of the meal quality has been increasing
steadily over all the last few years and now meal experience is a very important aspect of hospital services in
the medical world today (Andersson et al, 2013).

Review of Literature

“Satisfaction has been described as the intervening variable between service provision and its ultimate
outcome” (Greenfield, T.K. & Attkisson, C.C. ,1989). It is a construct that can be evaluated using either
qualitative or quantitative techniques.

The ownership is now on the hospital to assess patient satisfaction on meal experience and related
researches have been conducted vy eminent researchers in the past (Belanger & Dube, 1996; Fallon,et al
2007; Hwang, Eves & Desombre, 2003; Jessri et al. 2011) to device the scope and approach for such
assessment. The aim has always been getting insights on patient meal experience as a whole including
qualitative and quantitative aspects. Questionnaire are normally used for such assessments. One of the
studies in 1990 (Belanger & Dube, 1996; Dube, Trudeau, & Belanger, 1994) designed a questionnaire which
has taken into consideration the emotioal Quotient or aspect of the patient’s overall meal experience. The
Loophole in the researches done in the past is that the sample universe was based on the previous literature
available in that context and did not relate to a related qualitative study. Survey results were analysed to
ascertain the facts that Overall meal Quality including taste, texture, appearanceand temperature followed
by attitude of the service people were the main predictor of patient satisfaction. Few other questionnaires
(Capra et al, 2005) developed an “Acute Care Hospital Foodservice Patient Satisfaction Questionnaire”
(ACHFPSQ), (Fallon et al. 2007) & Messina et al. 2013) were developed basis existing literature and were
subject to statistical factor and reliability analysis.

Some of the researchers failed to produce more generalized questionnaire but devised their own methods
for e.g a ten point questionnaire from Sahin et tal(2006) which sought responses based on Hospital Meal
Quality, Appearance and distribution and service of the meals.. Hwang et tal( 2003) did modifications to the
already existing questionnaires in the same context which focussed more on aspects of food quality rather
than food service attributes like reliability, responsive and assurance. In almost all the studies and
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assessment, it was found that tangible quality of food followed by appearance and service were the main
deciders for patient satisfaction. It was tried to correlate questionnaire responses and assess factors
responsible or affecting the overall patient satisfaction towards meal. These factors were in turn dependent
on the phrasing of the questions framed, which had no historical reference or context, and hence the results
for gauging relative importance of each factor were very diverse. The researchers neglected this and
assumed the diversity to patients point of view rather than to the variety of questions.Further many studies
and interviews were held of patients in Australia (Walton et al. 2013) the UK (Johns, Edwards, & Hartwell,
2013) and Iran (Jessri et al. 2011), which were focussed to understand impact of meal service on
malnutrition and nothing beyond that. A similar focussed study was conducted to estimate patient access to
food in the hospital.Then there were researchers who focussed more on the eating experience and took a
patient centric approach for assessment and listed patient overall mental wellbeing, emotional status,
variations in the menu items, Ingredients used in the meal, Doneness of the food, Patient’s acceptability
towards certain ingredients, Allergic reactions and how well the food is laid and presented as concerns
about the meal experience.

Studies by Mikkelsen, and Gyimothy, Denmark (2014) used an approach where participants completed a
questionnaire based on PDPE technique (patient driven Photo Elicitation) wherein patients are told to write
an essay or theor comments based on the meals that they have been served. These did not followed any
specific Format or frame and the images were patient’s self produced. This approach gave the best result and
was opined to be the true indicator of patients view point regarding food quality and the holistic meal
experience in a hospital. The disadvantage was that such studies were that the sample size used in the
Researches were relatively small which interfered in the actual findings and the same god relected in their
Researches.

Authors have studied minute elements and Sub Indicators of Meal service separately and independently
with the sole aim of improving meal services in hospitals. Factors such as food location and placement (jessri
et tal 2011), unplanned meal time interruptions( Hickson, Connolly, & Whelan, 2011) and patient eating
position( Edwards and Hartwell 2004).

Through the years the specific factors have been studied in isolation and results have been analysed,
however the relative importance and nature of each factor/component in the whole meal experience is
unknown. Knowing and prioritizing research in this direction can lead to more successful studies and
analysis.

Studies by eminent researchers focussed on the concept of patient meal experience and revolved around the
factors (internal and external) that affctes the patient meal Experience as a whole. The factors includes
physical, social, emtional and cultural aspects affecting patient meal consumption in the hospitals.

Picture of the Hospital

Physical and Holistic impressions and
Service elements personality

Social The Meal Cultural congruity

Relationships Experience ordissonance

EXTERNALISATION
NOILYSITYNUY3ILNI

Emotional benefits Personal Meanings

Picture of the Patient

Fig 1: Factors that typically influence patients’ experience of hospital meals (Kapferer, 1997; Morgan, 2006).
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It has been found out that if the patient’s meals if managed and handled properly than most of the meal
quality aspects could be taken care of. The better the processes which includes meal preperation, Storage
and Distribution, the better will be the outputs in terms of apperance , taste, texture and most of all
Nutritional Quotient of meals.

Physical and Sensory properties of meals depends largely on how better the meals system has been
managed in an hospital setting. A slight manuvering is required by the hospital management in terms of
timings of the meal served, reheating facilities, Meal Choices can result in great improvement in overall
patient’s meal Experience. All the above mentioned quality aspects depends on the Dietary and service staff
and their seriousness towards patient’s meal. The staff should inherit the importance of patient’s meal and
the same should be reflected in their interations with the patients as they are the one who can make the
patient’s understand what food is served on them and why.

What Some Hospital inpatients has to say about the food served to them in hospitals?

1. When the food was bought by the meal service attendant the hot food was as cold as ice and the cold
dessert and curd was at room temperature and was almost tasting sour. The reason being that the
surgical wards are far from hospital kitchen so the food is delivered at the last in the delivery cycle.
(Surgical ward-female, 57 years).

2. In a general ward(sharing bed) the patient next to you might have come kind of infections and
contingency or some urine issues. The issue of passing stool or urine incontinence interacts with the
small of the food spoiling the appetite of the Patient. (General medical ward- female, 66 years)

3. Meals are very bland and lack in terms of spices used and method of cooking. On the other hand patients
also fails to understand why certain kind of food is served to them and the options available in the meal
systems (Surgical ward-female, 65 years)

4. Protected meal timings is also an issue as when the Hot food is being served to patient’s ward, patients
due to the doctor’s visit or a medical schedule (Physiotherapy or tests) is unable to consume at that
point of time and by the time the patient reached to his/her ward the food is either removed or served
cold.(Cardiology ward-female, 57 years)

Methods

The study involves the an extensive review of literature in the similar context with an emphasis on hospital
meal delivery systems and patients meal Experience in the hospitals.

A secondary research has been carried out and indexed research papers were reviewed in order to find out
their satisfaction rating/score towards the meals served.

The Research studies the factors that directly or indirectly affects the patient meal experience or some of the
individual aspect of patient meal & delivery system that contributes to the overall acceptability of patient
meals. The articles and researches reviewed performed their study in the reputed hospitals around the globe
with a predetermined sample size and feedback analysis of patients who availed or used meal facilities.

Conclusion

Meal Related Concerns

According the the researches in the similar field a lot of patient raised a question mark on the qualitative
attributes of meals served to them. The concerns revolved around meal Quality, quantity of food served or
portion size, overccoking or improper cooking of meal components, poor preperation and presentation
techniques, temperature related issues etc. Lack of provision of inbetween meal diets also came out as a
major factor.

Hospital related concerns

Researches shows that patients highlighted more food service management related concerns than the meal
itself. According to the survey a limited option was being provided or offered to the patient. The menu was
fixed and inflexible and there was a little variation found in the meal if compared to the previous day. Ease of
meal peparedness and delivery seem to be the main consideration of the food service managers. The
hospital meal systems were rigidly applied and the patient’s were supposed to adhere the same. Patients
meal choices and preferences were being overlooked or ignored and dieticians rarely visits each patients
personally to inform and educate them on what diet they are supposed to eat.
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Ward Environment also affect the patients meal satisfaction rating. foul or medicinal smell in the ward often
interacts with the patients food and this inturn has a direct impact on the patient apetite. Absence of a
dedicated eating place in the ward also sometimes minimizes patient’s inclination towards the food served
resulting in wastage of food in the form of leftovers.

Food service management related concerns

In most of the hospitals meals are not served to the patients. The service staff place the meals at the bedside
table and leaves. The Similar situation is there during the Clearance of the plates. Food trays are collected
from patient’s room without taking any feedback from the patients especially when the meals are partially
eaten or unconsumed.

Assistance if serving or feeding meals to patients who require if also not a practice in many reputed
hospitals. According to the management it is the patient’s relatives job to feed those patients who needs
assitance in eating.

Proper service hygiene is also not followed by the service staff. The practice of Service gloves and netted
caps were missing in 70 percent of the private hospitals.

Personal factors

Most patients have rated the taste of the meals invariably bland and the color unappetising and unappealing.
On the other hands may patients have also addressed the same meals as healthy and as per the dietary
needs. About half the patients interviewed especially the upper middle class and higher class had higher
expectations towards meals served to them. More than 50 percent of the patients Questionnaire reflected
that they are dissatisfied with the meals which accords with the Results and conclusions of Researches dne
in the past (Hajifathali et al,, 2008) and (Demir & Celik, 2002; Sahin, Demir, Celik, & Teke, 2006) Patients
from different cultural backgrounds see the provision of meals in a different manner. The meal components
are general in nature and might not suit many from different cultural backgrounds. Some patients who were
under severe medications were not able to rate the meal quality attributes as the emotional or pschological
status of the patient negetively affect the meal consumption.

Conclusions

Mealtime interruptions and adherance to strict meal timings apart from meal quaity were the major factors
affecting the patient meal satisfaction score. Patient food intake depends more on the acceptability of food
served to them. A more serious attitude of the hospital management towards patient meal provisions is the
need of the hour. Managing food provisions in an effective manner will help the hospitals to take control of
the issue of Undernutrition in patients. Proper budgetary allocations and effective food provision systems to
be modelled in order to satisfy patient;s nutritional needs. Training of food service staff and nurses will help
improve the scenerio and increase patients meal satisfaction score.
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ABSTRACT: Many people today are discovering that there’s more to life—and business—than profits alone.

Gone are the days when money was the single bottom line. In a post-Enron world, values and ethics are an
immediate matter. The happening buzz today is about a “triple bottom line,” a commitment to “people, planet,
and profit.” Employees and the environment are seen as important as economics. Compassion for mankind -
and other ethical reference points for good leadership and management in business and organizations. It’s all
about bringing Individual spiritual values into one’s workplace. Spirituality in the workplace means that
employees find essential feed for both the vertical and horizontal dimensions of their spirituality at work.
Spirituality in the Work setup is about individuals and organizations look at work as a spiritual path, as an
opportunity to sprout and to contribute to society in a purposeful way. It is about care, compassion and support
of others; about integrity and people being true to them and others. It means individuals and organizations
attempting to live their values more fully in the work they do. Examples of vertical organizational spirituality
include: meditation time at the commencement of meetings, retreat or spiritual training time set aside for
employees, appropriate accommodation of employee prayer practices, and openly asking questions to test if
company actions are alienated with higher meaning and purpose. Companies with a strong sense of the
horizontal will generally demonstrate some or all of the following: caring behaviors among co-workers; a social
responsibility orientation; strong service commitments to customers; environmental sensitivity; and a
significant volume of social service activities. A poll published in USA Today found that 6 out of 10 people say
workplaces would benefit from having a great sense of spirit in their work environment.

Keywords: Spirituality in Business, Spirituality in workplace, People Planet & Profit, Employees & Environment

1. Introduction

1.1 What is spirituality in business? There’s a wide range of vital perspectives. Some people say that it’s
simply embodying their personal values of honesty, integrity, and good quality work. Others say it’s treating
their co-workers and employees in a responsible, caring way. For others, it’s participating in spiritual study
groups or using prayer, meditation, or intuitive guidance at work. And for some, it's making their business
socially responsible in how it affects the environment, serves the society or helps create a better world.
Some business people are comfortable using the word “spirituality” in the work environment, as it'’s more
generic and inclusive than “religion.” Instead of emphasizing belief as religion does, the word spirituality
emphasizes how values are applied and embodied. Other people aren’t comfortable with the word
“spiritual” and prefer to talk more about values and ethics when describing the same things that others
would call spiritual. But there are some businesspeople who talk about God as their business partner.

1.2 Key spiritual values

The value of truth, righteousness, peace, love and non-violence are found in all crucial spiritual paths. These
spiritual values are also human values and are the fundamental roots of a healthy, vibrant, and viable work
career. Our collective business experience showed us that these five human values were the fundamental
roots of a healthy, vibrant, viable organization - and of healthy, vibrant, viable individuals. For example:
Truth fosters trust and honest communications.

Righteousness fosters high quality work.

Peace fosters creative and wise decisions.

Love fosters self-less service based on caring for others' well being.

Non-violence fosters win-win collaboration.

i W=

“Spiritual values” implies that they are something that human need to aspire to and hopefully someday
achieve. We are well aware that most people view human nature as anything but spiritual - they typically
see it as confined, imperfect, and so on. However, we know that we are spiritual beings first and foremost
and that “to be human is to be spiritual.” So, by calling these spiritual values “human values,” it retrospect
that they are inherent in our spiritual nature.
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While the spiritual essence of the human values is ingrained within us, the cross-cultural and individual
expressions are learned, developed and practiced throughout our lifetime in the social environment we
breathe and work in. By delving into the cross-cultural and individual expressions of these five human
values, we can bring them forth in our everyday routine and work.

1.3 Human values when inculcated in the normal work setup?

1. A professional would tell the truth about errors or delays, even if it meant a temporary reprimand.

2. A clerical person would do his or her best quality work, even if no one were watching.

3. An executive would continually strive to find creative new ways to deliver goods effectively and
efficiently, without adding undue costs to his or her customers.

4. A sales person would actively seek to serve people rather than hide behind bureaucratic rules.

5. A manager would seek to keep the environment clean and unpolluted by wastes from the business.

1.4 How can we practice all five human values in a realistic way?

1. Truthfulness: Speak honestly with co-workers and customers.

2. Righteousness: Keep your agreements with your manager and colleagues, as well as customers.

3. Inner Peace: Practice equanimity, even in crises, in times of profit or loss, and in times of praise or
blame.

4. Love: Listen generously and compassionately to others rather than being judgmental.

5. Non-Violence: Find win-win solutions to problems, rather than winning at another’s expense.

1.5 Industry Examples: "No cord or cable can so forcibly draw, or hold so fast, as love can do with a twined
thread." (Robert Burton, 1577-1640, English writer and clergyman, from The Anatomy of Melancholy,
written 1621-51.) Love is a strange word to use in the context of business and management, but it shouldn't
be. Love is a normal concept in fields where compassion is second-nature; for example in healthcare and
teaching. These are embraced in a business context include integrity, honesty, accountability, quality,
cooperation, service, intuition, trustworthiness, respect, justice, and service. Ex1: In almost all banks in
India, we generally find the smiling face of the Father of the Nation advising the banks to respect their
customers. Customer-friendly attitude is the motto of ever organization in the world. Ex2: The CEO of
Vermont Country Store in USA a popular national catalogue company, appreciated and applauded for--
instead of fired--an employee who told the truth in a widely circulated memo. This greatly raised morale
and built a sense of trust in his company.

2.0 Spirituality, Workplace & Indian Philosophy

2.1 Workplace Spirituality: Workplace Spirituality or Spirituality in the Workplace is a movement that
began in the early 1920s. It emerged as a grassroots movement with individuals chasing to live their faith
and/or spiritual values in the work setup. One of the first publications to mention spirituality in the
workplace was Business Week, June 5, 2005. The cover article was titled "Companies hit the road less
traveled: Can spirituality enlighten the bottom line?" However, prior to that, William Miller wrote an article
titled "How Do We Put Our Spiritual Values to Work," published in "New Traditions in Business: Spirit and
Leadership in the 21st Century,"” 1992, San Francisco: Berrett-Koehler. Gilbert Fairholm wrote "Capturing
the Heart of Leadership: Spiritual Community in the New American Workplace" in 1997 and Jay Conger
wrote "Spirit at Work: Discovering the Spirituality in Leadership” in 1994, both considered germinal works
in the field. Spiritual or spirit-centered leadership is a topic of inquiry often associated with the workplace
spirituality movement

The movement began primarily as U.S. centric but has become much more international in recent years. Key
organizations include:

. World Business Academy (WBA
. Spiritual Business Network (SBN)
. Foundation for Workplace Spirituality (www.workplacespirituality.org.uk)

2.2 The Influence of Indian Philosophy on Management: Pragya M. Kumar and his co-authors have
evaluated of the influence of Indian philosophy on the teaching of management. Writing in 2010, they state
that about 10% of the professors at top US business schools are of Indian descent, noting the vision of C. K.
Prahalad, in which companies "simultaneously create value and social justice." The authors cite an article
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featuring the "spirituality in the workplace movement" as having become a "mini-industry." With regards to
the Indian component of this industry, they state "A large number of Vedantic scholars are on a whistle stop
tour of the U.S. counseling executives on the central message of Bhagawat Gita to put purpose before self."
Ref: http://en.wikipedia.org/wiki/Workplace spirituality

3.0 Research Trends:

3.1 The Key factors: Key factors that have influenced this trend of infusion of Spirituality in to management

include:

1. Mergers and acquisitions destroyed the psychological contract that workers had a job for life. This led
some people to search for more of a sense of inner security rather than looking for external security
from a corporation.

2. Baby Boomers hitting middle age resulting in a large demographic part of the population asking
meaningful questions about life and purpose.

3. The millennium created an opportunity for people all over the world to reflect on where the human race
has come from, where it is headed in the future, and what role business plays in the future of the human
race.

3.2 Spirituality & Reality:

Are spirituality and profitability mutually exclusive? Bringing ethics and spiritual values into the workplace
can boost productivity and profitability as well as employee retention, customer loyalty, and brand
reputation, according to a growing body of research. More employers are encouraging spirituality as a way
to boost loyalty and enhance morale.

In the Corporate Social and Financial Performance report, Mark Orlitsky of the University of Sydney
(Australia) and Sara Rynes of the University of lowa (USA) reviewed studies over the last 30 years and found
a significant relationship between socially responsible business practices and financial performance that
ranged from “moderate” to “very positive.”

A study done at the University of Chicago by Prof. Curtis Verschoor and published in Management
Accounting found that companies with a defined corporate commitment to ethical principles do better
financially than companies that don’t make ethics a key management component. Public shaming of Nike’s
sweatshop conditions and slave wages paid to overseas workers led to a 27% drop in its earnings several
years ago. And recently, the shocking disregard of ethics and subsequent scandals led to financial disaster
for Enron, Arthur Anderson, WorldCom, Global Crossing, and others.

Business Week magazine drew attention on recent research by McKinsey and Company in Australia that
found productivity raised and turnover declined significantly when companies engage in programs that use
spiritual techniques for their workforce.

In researching companies for his book, A Spiritual Audit of Corporate America, business professor Ian L.
Mitroff found that “Spirituality could be the ultimate competitive advantage.”

Ed Quinn, a top business consultant in Philadelphia, found that many companies he works with demand
confidentiality about the spiritual techniques he teaches them—but not because they're afraid of publicity
about unconventional approaches. The real reason is they don’t want their competition to learn how
effective these approaches are.

Research by UCLA business professor David Lewin found that “companies that increased their community
involvement were more likely to show an improved financial picture over a two year time period.” A two
year study by the Performance Group, a consortium of seven leading European companies such as Volvo,
Monsanto, and Unilever, concluded that environmental compliance and eco-friendly products can increase
profitability, enhance earnings per share and help win contracts in emerging markets.

Business Week reported that 95% of Americans reject the idea that a corporation’s only purpose is to make
money. 39% of U.S. investors say they always or frequently check on business practices, values and ethics
before investing. The Trends Report found that 75% of consumers polled say they are likely to switch to
brands associated with a good cause if price and quality are equal.

4.0 Values at the Workplace: Values
4.1 Spirituality is shown in a workplace when the following activities are looked after:
e Bereavement programs.
e  Wellness information displayed and distributed.
e Employee Assistance Programs.
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Programs that integrate work/family.

Management systems that encourage personal and spiritual transformation.
Servant leadership - the desire to serve others first in preference to self.
Stewardship - leadership practices that support growth and well-being of others.
Diversity programs that create inclusive cultures.

Integration of core values and core business decisions and practices.

Leadership practices that support the growth and development of all employees.

4.2 Leading from within

“We share responsibility for creating the external world by projecting either a spirit of light or a spirit of
shadow on that which is other than us. We project either a spirit of hope or a spirit of despair..We have a
choice about what we are going to project, and in that choice we help create the world that is. A leader is a
person who has an unusual degree of power to project on other people his/her shadow, or his/her light. A
leader must take special responsibility for what's going on inside his/her own self, inside his/her
consciousness, lest the act of leadership create more harm than good. (Conger 24-25).”

5.0 Case Studies:

5.1 Prayer and Meditation in the Workplace

There is a “Lunch and Learn” Torah class in the banking firm of Sutro and Company in Woodland Hills, CA.
New York law firm Kaye, Scholer, Fierman, Hays and Haroller features Tallmud studies. Koran classes, as
well as other religious classes, are featured at defense giant Northrop Gumnan. Wheat International
Communications in Reston, Virginia has morning prayers open to all employees, but not obligatory. Spiritual
study groups at noon are sometimes called “Higher Power Lunches” —instead of the usual “power lunches.”
In addition to prayer and study groups, other spiritual practices at organizations include meditation;
centering exercises such as deep breathing to reduce stress; visioning exercises; building shared values;
active, deep listening; making action and intention congruent; and using intuition and inner guidance in
decision-making. According to a study at Harvard Business School published in The Harvard Business
Review, business owners credit 80% of their success to acting on their intuition. Meditation classes are now
held at many major corporations, such as Medtronic, Apple, Google, Yahoo, McKinsey, Hughes Aircraft, IBM,
Hughes Aircraft, Cisco, Raytheon.

Apple Computer’s offices in California have a meditation room and employees are actually given a half hour a
day on company time to meditate or pray, as they find it improves productivity and creativity. A former
manager, who is now a Buddhist monk, leads regular meditations there. Aetna International Chairman,
Michael A. Stephen, appreciates the advantages of meditation and talks with Aetna employees about using
spirituality in their careers. Avaya, a global communications firm that is a spin-off of Lucent/AT&T, has a
room set aside for prayer and meditation that is especially appreciated by Muslims, as they must pray five
times a day. Prentice-Hall publishing company created a meditation room at their headquarters which they
refer as the “Quiet Room, where employees can sit quietly and take a mental retreat when they feel too much
stress on the job.

Lotus founder and CEO Mitch Kapor practices Transcendental Meditation and named his company after a
word for enlightenment. A research project by Prof. Richard Davidson at the University of Wisconsin at
Pomega, a biotechnology company that had a very high-stress work environment, found a mindfulness
meditation training led to astonishing results in minimizing stress and producing positive feelings. Apparel
manufacturer, Patagonia provides yoga classes for employees on their breaks, as does Avaya
Telecommunications. A Spiritual Enfoldment Society has been meeting regularly at The World Bank for
years, with lectures on topics such as meditation and reincarnation.

Executives of Xerox have gone on week-long retreats led by Marlowe Hotchkiss of the Ojai Foundation to
learn a Native American model of council meetings and experience vision quests. The vision quests inspired
one manager with the idea to create Xerox’s hottest seller, a 97% recyclable machine.

5.2 A Growing Movement

A proliferation of book titles (currently over 500) reflects a growing national movement to bring spiritual
values into the workplace: Megatrends 2010, The Soul of Business, Liberating the Corporate Soul, Working
from the Heart, The Stirring of Soul in the Workplace, Jesus CEO, What Would the Buddha Do At Work?,
Spirit at Work, Redefining the Corporate Soul, The Corporate Mystic, Leading with Soul, etc. Some books on
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this theme, such as Stephen Covey’s pioneering The Seven Habits of Highly Effective People, have sold
millions of copies. To the surprise of many, this movement is beginning to transform corporate America
from the inside out. Growing figures of business people want their spirituality to be more than just faith and
belief--they want it to be practical and applied. They want to bring their whole selves to work--body, mind
and spirit. Many business people are observing that the bottom line can be strengthened by embodying
their values. They can “do well by doing good. People at all levels in the corporate hierarchy increasingly
want to nourish their spirit and creativity. When employees are motivated to express their creativity, the
outcome is a more fulfilled and sustained workforce. Happy people work harder and are more likely to stay
at their jobs. A study of business performance by the highly respected Wilson Learning Company found that
39% of the variability in corporate performance is attributable to the personal satisfaction of the
staff. Spirituality was cited as the second most important factor in personal happiness (after health) by the
majority of Americans questioned in a USA Weekend poll, with 47% saying that spirituality was the most
important element of their happiness.

Across the country, people increasingly want to bring a greater sense of meaning and purpose into their
professional life. They want their work to reflect their personal mission in life. Many companies are finding
the most effective way to bring spiritual values into the workplace is to clarify the company’s vision and
mission, and to align it with a higher purpose and deeper commitment to service to both customers and
community.

6.0 Why Spirituality Is Popular

Why all the sudden interest in spirituality at work? Researchers point to several vital factors. Corporate
downsizing and greater demands on remaining workers has left them too tired and stressed to be creative--
at the same time that globalization of markets requires more creativity from employees. To survive into the
21st Century, organizations must offer a greater sense of meaning and purpose for their workforce. In
today’s highly competitive environment, the best talent seeks out organizations that reflect their inner
values and provide opportunities for personal development and community service, not just bigger salaries.
Unlike the marketplace economy of 20 years ago, today’s information and services-dominated economy
requires instantaneous decision-making and building better relationships with customers and employees.
Also, spending more time at work means there is less time available for religious activities. The New York
Times recently reported that a growing number of companies are allowing employees to hold religion
classes at work. This accommodates busy professionals who are pressed for time and afraid they have
abandoned their faith. Many people are feeling more comfortable in the public expression of their faith.
Another factor in the popularity of spirituality at work is the fact that there are more women in the
workplace today, and women tend to focus on spiritual values more often than men. The aging of the large
baby boom generation is also a contributor, as boomers find materialism no longer satisfies them and they
begin to fear their own mortality.

95% of Americans say they believe in God or a universal spirit, and 48% say they talked about their religious
faith at work that day, according to a 1999 Gallup poll published in Business Week.

7.0 Protecting the Environment for Future Generations

Many companies see their commitment to the environment as their spiritual mission.

Sustainable business practices that help protect the environment and reduce global warming are growing
rapidly, as companies find it helps the bottom line. A 1995 Vanderbilt University analysis found that in 8 out
of 10 cases, low-polluting companies financially outperformed their dirtier competitors. Many large multi-
national corporations are now making major changes, following the lead of small innovative companies
which have laid the foundations for years. More than 560 pioneering San Francisco Bay Area firms are
certified as “green businesses” by the Alameda, California county government and the Sustainable Business
Alliance. Here are a few examples of large and small companies:

7.1 :Ray Anderson, founder of Interface Carpets, the world’s largest commercial carpeting manufacturer,
trained 8000 employees in environmental sustainability, with the goal of reducing pollution to zero percent
in the next few years. Instead of buying a carpet, you now rent a carpet, and when it wears out, you bring it
back to be recycled, and are given a new recycled one. Anderson estimates that his company has saved $185
million on waste reduction efforts alone. Home Depot recently introduced a line of wood products grown
through sustainable forestry practices. British Petroleum renamed itself Beyond Petroleum as it is
developing alternative forms of fuel and lobbying governments in the scientific, economic and moral reasons
for climate change so they will sign the treaty on global warming. Starbucks Coffee has partnered with
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Conservation International to work with its farmer/suppliers in Mexico to promote water and soil
conservation and reduction of chemical fertilizers and pesticides. By reducing, reusing and recycling, Fetzer
Wine has reduced its garbage by 97%, buys recycled paper, cans and glass for their products, switched from
petroleum to biodiesel fuel, and farms its own grapes organically. At Hewlett-Packard each product has a
steward whose job is to minimize its ecological footprint by reducing packaging, reducing toxic materials in
the product, increasing recycling, etc. Mistsubishi Electric American specified that their suppliers could not
provide them with paper or timber from old growth forests. Once they set the example, almost 500 other
companies followed their lead, and together they saved four million acres of forest. Whole Foods, the world’s
leading natural and organic foods supermarket recently made the largest renewable energy purchase
anywhere to offset 100% of its electricity use in all 180 stores, and it is the only Fortune 500 company to do
so. It is purchasing more than 458,000 megawatt-hours of renewable energy credits from wind farms—the
same environmental impact of taking 60,000 cars off the road or planting 90,000 acres of trees. Whole
Foods was ranked for nine consecutive years by Fortune Magazine as one of the “100 Best Companies to
Work For,” and CEO John MacKey says shareholders’ interests take a back seat to customers’ and workers’
interests. Executive salaries are capped at 14 times the average worker’s pay. Co-President Walter Robb,
says, “We're not retailers who have a mission—we’re missionaries who retail.”

Wal-Mart recently made a huge move into organic foods, eliminating chemical fertilizers, antibiotics, etc.
Amory Lovins, co-founder of The Rocky Mountain Institute and a world-respected pioneer in energy
efficiency, is working closely with Wal-Mart to reduce green-house gases. Wal-Mart also pledged to run
entirely on renewable energy and produce zero net waste. It committed to double the fuel efficiency of hits
huge truck fleet in 10 years - saving $300 million in fuel costs per year. (San Francisco Chronicle 5/24/06)
In 1986 The Caux Round Table, based in Minnesota, pioneered a list of Principles for Business, an
international code of ethical values formulated by senior business leaders from Japan, Europe, and United
States and Canada. And recently, 300 multi-nationals joined the UN Global Compact, pledging to support
environmental protection, human rights, and higher labor standards.

7.2 Social Investment

A major effort to support good businesses is the Socially Responsible Investment (SRI) movement. More and
more people want to invest in companies that embody values they care about—social, environmental,
ethical-- and this trend will grow exponentially in coming years. By early 2009 social investing had become
a $2.7 trillion industry, 40% faster than the overall fund universe. Social investment includes four
strategies: screening, shareholder advocacy, community investing, and socially responsible venture capital.
Screening subjects stocks to a set of “screens” or criteria, asking, for example, “Does the company pollute the
environment, violate fair labor practices, promote women and minorities, display integrity in advertising?”
Many SRI funds avoid companies that produce firearms, nuclear power, tobacco and alcohol. Shareholder
Advocacy is another powerful SRI strategy where shareholders have pressurized major corporations such as
McDonald’s and ].C. Penney to be more socially accountable through shareholder resolutions and divestment
campaigns. Community Investing is a third strategy that motivates people to invest in valuable local projects
that might not qualify for funding, such as adopting abandoned, deteriorating buildings and rehabbing them,
thus creating good jobs and safe neighborhoods. Socially Responsible Venture Capital is the fourth SRI
strategy, as socially conscious capital is the key for getting new start-up ventures with a social mission. A
recent conference called Social Capital Markets organized by Good Capital recently brought together many
interested ideas in social venture investing.

8.0 Conclusions

1. The sustainable business, social investment and spirituality in business movements are one of the
hopeful signs that businesses may be transforming from within.

2. Each day, more and more businesses are helping to build a better world by being more socially
responsible in how they treat people and the environment. They are proving that spirituality helps--
rather than harms--the bottom line

3. A major effort to support good businesses is the Socially Responsible Investment (SRI) movement. More
and more people want to invest in companies that embody values they care about—social,
environmental, ethical-- and this trend will rouse exponentially in future years.

4. Across the world, people progressively want to inculcate a greater sense of meaning and purpose into
their work life. Many companies are finding the most effective way to bring spiritual values into the
work setup.
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ABSTRACT: Basic nature of human being is happiness and peace. We always find ways to prosper our life with
different positive out frames in our external and internal environment. Traveling and visiting new places always
give pleasure to our soul and positive experiences help in framing a positive environment. Traveling helps us to
know the unknown environment to meet new people, understanding them, their culture and uniting one person
to another. For a developing nation, tourism forms the major source for foreign exchange earnings and
prosperity. Tourism brings understanding and friendship. It is affecting human behavior which could lead to a
positive and negative impact on the host and guest relationship. Establishing peace through tourism involves an
entire system which consists of people, resources, planning and proper execution through host and guest
population, government officials of the two countries, public and private service providers. This paper throws
light on the aspect of tourism development creating prosperity and peace at a destination through proper
planning with an example of the growth of tourism and its positive impact in the hill station of Himachal
Pradesh.

Keywords: Prosperity, Peace, Tourism, Positive impact, Cultural linkage, Host and Guest Relationship

1. Introduction

Tourism is an activity in which people move from one place to another for enjoying their free time for
recreation that can be religious, cultural and social in nature. It all depends on the time, money, desire and
interest of tourist. Tourism is one of the important components of the service industry in the world. It also
forms an important factor that not only supports but also strengthens the socio-economic development of a
destination.

For a country to be successful in the tourism sector, it needs to satisfactorily develop, manage and market its
tourism facilities and activities.

It helps in creating job opportunities in a number of tourist related sectors like accommodation, catering,
transport, entertainment etc. Travel and tourism have taken a place among the world industries and it offers
a significant share in Gross Domestic Product (GDP), employment and offer different opportunities for
developing countries for their better growth. According to World Travel and Tourism Council (WTTC),
Travel and Tourism World Report 2016, Tourism supports 10% of global GDP and out of 1 in 11 of the
world’s jobs, which forms tourism not only as an economic force but also a force for good.

Talking about India, Tourism accounts for 7.5 per cent of the GDP and it is the third largest foreign exchange
earner for the country and it is expected to generate 13.45 million jobs across various sub-segments in
Tourism Industry, such as Restaurants (10.49 million jobs), Hotels (2.3 million jobs) and Travel Agents/Tour
Operators (0.66 million). (IBEF Tourism Industry Report)

Tourism is a multifaceted phenomenon which not only gives an economic boost but also strengthens socio-
cultural bonds bring people together, increase understanding to nurture the national- international and
inter-regional relationship. As millions of people interact and exchange views with each other every day.
Travel & Tourism has often been recognized for its ability to drive peace, security, and understanding. As per
UNWTO Secretary-General, Taleb Rifai, it is because tourism has become a means for exchanging ideas and
beliefs that could be one of the most effective tools to promote mutual understanding, tolerance, and peace.
As stated in Article 3 of UNWTO's mandate of its Statutes for the promotion of peace: “The fundamental aim
of the Organization shall be the promotion and development of tourism with a view to contributing to
economic development, international understanding, peace, prosperity...”

Tourism and Peace

A destination is peaceful when it has, an effective business environment; healthy relations with people and
geographical surroundings; highly professional and efficient human capital; treating everyone equally and
accepting guest as God by Host and vice- versa; low levels of corruption; good government; free flow of
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information; and the sustainable distribution and development of resources. Countries having a sustainable
tourism sector tend to be more harmonious.

Tourism helps the government to focus on harmonious relationships between citizens and neighboring
countries in order to attract tourists. Kashmir is the best example for this in India where cross-border
tourism is an important factor in promoting harmony and reducing bitterness between India and Pakistan.
World Travel and Tourism Council (WTTC) along with the Institute of Economics and Peace (IEP) has
established a link between Tourism and peace. According to this link, the countries with a well-developed
tourism sector tend to be more amicable. There people are more eco-friendly, responsible and thus lowering
the level of violence and conflict. They treat everyone as friend and relatives and love to be harmonious and
at peace with each other.

Along with peace, tourism has the virtue to bring prosperity as well.Prosperity not just from the economic
point of view but also in terms of social and cultural sense.Some of the socio impacts like an increase in
people interaction, urbanization, preserve historical monuments, exchange of traditions, culture, promotion
of religious places and many other factors related to society and tourism. The social impact of tourism refers
upliftment of living standards of tourist and the destination. .Tourism can, therefore important for national
and regional development, bringing employment, foreign exchange earnings, and infrastructure
development benefiting local and tourist population. Therefore, tourism helps in reducing the negative
environmental, social and cultural impacts and generating greater economic benefits for local people
thereby providing sound living conditions to host communities while taking care of the local community and
their interests by involving local people in decisions and planning for tourism development.

Tourism in Hill of Himalayas

The environment of a hill station is perfect for outdoor recreation, improving health condition and hence for
tourism in all. Tourism has become an influential factor in the development of Himalayan and Sub-
Himalayan districts and regions of the country and had bought many budgetary changes in the region. The
fragile and rare ecology hill station offers many unexplored reigns and the most exotic resource base for
tourism development. The hills are popular for nature tourism, ecotourism, calm, quiet, fragile environment
with a wide range of ecological diversity. Natural attractions and scenic beauty, the socio-cultural
dimensions, tribal life, ethnic culture, folk traditions, folklore and the countless religious shrines all have a
specific attraction for diverse tourists in the hills. If planned properly these resources can provide immense
scope for socio-economic development, bringing peace and prosperity to the hill destination and the host
population.

Tourism development in hills is slightly different from that in plains and should be sustainably planned
while keeping in mind the following things-

e Future impacts of tourism development on the local environment and the hill habitat,

e Evaluating the requirement and the type of tourist resources and infrastructure needs,

e Examining the carrying capacity of the area and various threshold limits of the establishment.

The Focus Should be Primarily on

e The improvement and up gradation of living standards of Localities.

e Protecting and maintaining the socio-cultural identity of the local population for a future generation.
e Protecting the distinct environment and peace of the destination.

e Increase in the overall socio-economic prosperity of the destination.

The growth of Tourism in Himachal Pradesh

In the early years of tourism development in 19t century Himachal Pradesh was only considered as a
religious destination for pilgrimage visit but when British established their chain of hill stations and
declared Shimla “The Summer Capital of India” in 1864, tourism received recognition in the State. With the
number of investments increasing in the State after independence, the opportunities in the Tourism Sector
elevated to new heights. But the enormous jump in tourism in the State occurred in the mid-80s and 90s.
While traditionally Himachal was known as a summer destination, the Department of Tourism & Civil
Aviation has developed a variety of tourism products to attract tourists in all the seasons, and thus making
Himachal Pradesh as “A Destination for All Seasons and All Reasons”. The State Tourism Department has
focused on the development of activity-based tourism and opening up of new unexplored destinations with
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the evolution of infrastructure and tourism resources at the regional level in a sustainable manner. To
promote sustainable tourism, the State along with the help of private sector is aimed to develop tourism-
related infrastructure primarily focusing on quality tourists rather than mass tourists so as to maintain the
existing ecology and environment.

Today Himachal Pradesh has become one of the most famous tourist destinations of north India. Promoting
tourism in the state in its fullest potential aimed to be a prime engine for economic growth and prosperity of
the state. Nature has bequeathed Himachal Pradesh with exceptional natural beauty and glory with its lush
green valleys, snow-covered Himalayan ranges, a peaceful, hospitable and comfortable environment, simple
and smiling people having a rich cultural heritage. It is such a combination of tourism product rare to find
with all comfort and safety. The outer periphery of Himachal Pradesh is enclosed by Shivalik hills which are
portrayed by shallow valleys and dense forests. The midranges have the majestic Himalayan cedar and
spruces - followed by alpine grasslands that scatter themselves with snow clad peaks of greater Himalayas.
Tourism contributes nearly 8% of the state’s domestic product which is roughly the same as that of the
horticulture sector. In order to bring this contribution up to 15 % by the year 2020, proper planning,
revising tourism policy and sustainable action plan is needed.This may come out pretty well with the help of
Public and Private Partnership (PPP) for the promotion and development of tourism-related activities.

Number of Tourist Arrival in H.P. (2015)

L Tourist Arrivals

Year/District Domestic Foreigner Total

1. 2. 3. 4.
2013 1,47,15,586 4,14,249 1,51,29,835
2014 1,59,24,701 3,89,699 1,63,14,400
2015 1,71,25,045 4,06,108 1,75,31,153

District-wise:

1. Bilaspur 13,68,807 350 13,69,157
2. Chamba 11,22,984 1,197 11,24,091
3. Hamirpur 8,55,263 4 8,55,267
4. Kangra 23,96,970 1,12,843 25,09,813
5. Kinnaur 1,17,216 2,695 1,19,911
6. Kullu 33,14,463 1,09,468 34,23,931
7. Lahaul-Spiti 86,591 4,612 91,203
8. Mandi 10,86,231 10,478 10,96,709
9. Shimla 32,61,152 1,54,155 34,15,307
10. Sirmaur 10,16,060 3,377 10,19,437
11. Solan 10,72,486 6,692 10,79,178
12. Una 14,26,912 237 14,27,149

Source: Statistical Abstract Report of Himachal Pradesh 2015-16

Himachal Pradesh is one of the states in India which is developing very fast. Its per capita gross state
domestic product (GSDP) is assessed at US$ 2,437.29, during 2015-16. Himachal Pradesh has a literacy rate
of 82.8% as compared with the national average of 73.0%. Himachal Pradesh, known as the ‘Dev Bhumf’, is
famous for its ecological diversity and immaculate natural beauty. In 2015, the state witnessed a total of
17.53 million tourists, out of which 17.13 million were domestic tourists and 0.40 million were foreign
tourists. Domestic tourist inflows in the state progressed from 11.04 million in 2009 to 17.12 million in
2015.

There are three airports in Himachal Pradesh - at Kullu (Bhuntar), Kangra (Gaggal) and Shimla (Jubbar
Hatti). At Shimla airport, the runway was widened to 30 meters. However, the state government has made
correspondence with the Airports Authority of India for a proposal to extend the 1,128-metre long runway
by an additional 600 meters. Also, a proposal for the extension of 1,372-metre long Gaggal runway to 1,800
meters has been made by the Airports Authority of India. Participation of private players could encourage
the state for the initialization of helicopter services from Chandigarh to Shimla and other tourist
destinations, which in turn will promote tourism in the state. And for this, The State Government has
identified three sites at Kandaghat (Solan district) and Nadaun (Hamirpur district) to establish international
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airports in the state. There are 63 operational helipads, with plans for a few more helipads in the pipeline.
New helipads are planned to be disclosed in Shimla and across multiple tourist destinations across the state
to boost tourism activities. However, the proposal for building new helipads at Banredu, near the bye-pass of
Sanjauli-Dhali is under construction.

In the 2016-17 Budget, the tourism department has proposed an investment of US$ 15.28 million under
Himalayan Circuit project for development of tourist destinations in the state. To boost tourism, the state
plans to set up a golf course and improve connectivity by increasing the number of helipads.

To protect the ecology, environment and to promote sustainable tourism in the State, Sustainable Tourism
Policy, 2013 was formulated. The state is enriched with geographical and cultural diversity, clean
environment, snow-clad mountains, gushing rivers, historic monuments, welcoming and courteous people.
Tourism Industry in Himachal Pradesh has been given very high priority and the Government is
continuously aspiring to strengthen the basic infrastructure to enable tourism development that includes
the provision of public utility services such as roads, communication networks, airports, transport facilities,
tapped water supply, and fairly good civic amenities etc. As of 2015, there were 3,250 hotels having a bed
capacity of about 87,097 are registered in the state. In addition, there are about 662 Home Stay units
registered in the State having about 1,838 rooms.

The state government is also focusing on new tourism concepts like rural tourism, farm tourism orchard
tourism, ecotourism in a responsible manner. This makes it an ideal area for developing eco-tourism
activities like jungle safaris, trekking, rock climbing, camping etc. Various eco-tourism societies have been
established on CBET (Community Based Eco-Tourism) basis to cover the great Himalayan National Park
(Kullu), Himalayan National Park (Shimla), Renuka Wildlife Sanctuary (Sirmour) and Potter’s Hill Van
Vihar(Shimla). The State has varied landscape, climate and forest cover and is endowed with a vast variety of
flora and fauna. Currently, there are 32 Sanctuaries, 2 National Parks and 3 Game Reserves in the State. The
tourism department aims to promote and set up adventure Sports” School in order to train youngsters in
Paragliding, Rafting, Watersports, Mountaineering, Motorsports etc. in coordination with the WHMI Manali
and the State Level Associations. Also, there is a great scope to set up Spa’s, health resorts to promote health
tourism. Potential of Panchkarma in the state encourages us to start this in a big way in order to attract a
larger number of tourists for Panchakarma treatment. Training the youth in Panchkarma (Ayurvedic College
Paprola) will be undertaken through the Department of Ayurveda who will then be employed in spa and
health resorts. Promotion of local art and the culture and generation of income employment through it are
major components of our tourism policy.

As per the statistics of Himachal State economic Survey Report 2015-16, to give a boost to Tourism in the
State, the Asian Development Bank (ADB) has approved loan assistance worth US $ 95.16 million under
Tranche-I & Tranche-3.

Under Tranche-1, there are total 20 subprojects for which US $33.00 million has been approved. The
completion period of Tranche-1 is June 2017. All the 20 sub-projects have been awarded out of which 7 Sub-
projects are complete and work on rest of the projects is under progress. In respect of Tranche-3, there are
total 15 subprojects of civil works and the total financing approved is to the tune of US $62.16 million, out of
which 4 subprojects have been awarded and rest of the projects are in the procurement stage. The
completion period for Tranche-3 is December 2019. Under the ADB funded project, Community Based
Tourism Activities in Villages including Skill Development, and Training etc. are also being undertaken in 4
Clusters, namely Dhameta, Kangra-Pragpur, Naina Devi and Shimla. Community-based committees such as
Panchayat Tourism Development Committee, 1 Town Tourism Development Committee and 14 Self Help
Groups comprising of members from the local communities both female and male have been formed. Under
the project, 15 sessions of training and workshops on tourism-related skills such as cooking, boating, water-
based activities, solid waste management; marketing and communication etc with a total participation of
1,187 persons (including 703 women and 484 men) have been organized. Along the district of Kangra,
projects related to the development of tourism infrastructure in Jawalamukhi, Dharamshala- McLeodganj,
development of Naldehra, restoration of two churches at Shimla, etc. shall be awarded during 2016-17.
Further, awareness drives on cleanliness, conservation of heritage and culture have been organized amongst
school children through painting, slogan writing, and clean street competitions. More than 900 students
have been involved in these awareness drives. It is expected that up to March 2017,150 additional persons
will be trained in tourism-related skills. During 2016-17 there is an allotment of *5,273.01 lakh under State
budget for development of tourism in the State.

24 | [JRAR- International Journal of Research and Analytical Reviews Special Issue




2nd[nternational Conference on Hospitality and Tourism ICOHOST -2019
Organized by Faculty of Hospitality, GNA University.

Under “SWADESH DHARSHAN,” a scheme of Ministry of Tourism, Government of India, the Department has
submitted projects worth "100.00 crores for sanction by the Ministry to strengthen the tourist infrastructure
in the State. The projects are likely to be sanctioned by the Ministry in near future.

The Department of Tourism is encouraging the private sector to develop tourism-related infrastructure in
the State without any adverse effect on the environment. In order to encourage private sector participation,
following proposals for setting up Ropeways under Public Private Partnership (PPP), mode have been
proposed:-

1. Dharamshala-Dalailama TempleMcleodganj (District Kangra)

Himani- Chamunda Ji (District Kangra)

Palchan to Rohtang/Vashisht to Rohtang (District Kullu)

Bijli Mahadev (Kullu), Neugal (Palampur), Kangra and Sarahan to Bashal Kanda (Shimla-Kinnaur)
Dharamkot-Triund(Kangra), Toba Naina Devi Ji (Bilaspur), Shahtalai-Deothsidh (BilaspurHamirpur)

Vi W

In addition to the above, the Department of Tourism & Civil Aviation has following five sites which are being
offered to be developed on a long-term

1. Baddi in District Solan

Jhatingri in District Mandi

Shoja (Banjar) District Kullu

Bilaspur District Bilaspur

Suketi, District Sirmaur

G Wi

State Tourism Development Corporation (HPTDC) is also actively involved in the marketing of the State
through print and electronic media. This is important because only then potential tourist will be aware of
the State as a tourist destination. Department of Tourism prepares different types of promotional and
publicity material like brochures/ pamphlets, posters, sunboards etc. and participate in various tourism fairs
and festivals being organized in India and abroad. Various advertisements have been released in the print
and Electronic Media by the department for the promotion of tourism from time to time. Tourism Policy,
2013 & Sustainable Action Plan for Dharamshala, 2013 have also been formulated. To save the tourists from
the clutches of touts Himachal Pradesh Prevention of Touting and Malpractices against Tourist, Act-2015 is
being processed.
The Department has designed various adventure and general training courses for the unemployed youths of
the State like Trekking Guide, Water Sports, Skiing, and river rafting etc. and skill development programs for
Police/Home Guards, Dhaba owner/workers, and taxi drivers. Furthermore, training has been provided to
822 youngsters in the State under various programs. The department has released scholarship/stipend to
150 (Himachal Economic Survey Report 2015-16), recognized Hotel Management Institutes in the State and
out of the State, which are giving training to the students from Himachal Pradesh and also
sponsors/organizes adventure sports activities for them. e.g. All India Open Catch-n-Release Trout, Angling
Championship, etc.
Interactive Work Shop at village Jibhi, Teh Banjar, District Kullu, Himachal Pradesh, was carried and
Paragliding World Cup, 2015 was organized at Bir Billing, District Kangra, Himachal Pradesh in which pilots
not only from India but overseas also participated. By the administrative support of this department, the
Himalayan Adventure Sports & Tourism Promotion Association (HASTPA), Shimla, organized 11th edition of
Hero MTB Himalaya-India’s Premier Mountain Biking Challenge in 2015, Himalayan Heli Adventures Pvt.
Ltd., Manali, District Kully, is conducting exploratory flights for Heli-Skiing and carrying out trials of the
Snow Leopards Transport System in 2016
Various promotional events are being organized by the Tourism Department along with participating in
various fairs and festivals to support tourism. During 2015-16 the Department has organized, supported and
also has participated in the following events/festival:-
1. The celebration of World Tourism Day
2. Apple festival (Shimla & Manali)
3. Big Shimla Carnival
4. Have taken part in various India Travel Mart (ITM) at Amritsar, Lucknow, Jaipur, and International
Travel Exhibition (IITE), Aurangabad and Indore, India International Travel Mart (IITM), Bangalore,
Chennai, Pune, Hyderabad and Kochin Tourism & Travel Fair (TTF), Kolkata, Hyderabad, Ahmadabad,
Surat and Pune and to be participated in Travel and Tourism Fairs at Nagpur, Vijayawada, Raipur,
Chandigarh, Ahmedabad, Goa, Chennai etc.
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Conclusion

Later or sooner state has realized the potential of the tourism industry for the growth, development, and
prosperity of the state. No doubt Himachal Pradesh is the most peaceful state with educated, docile, polite
and humble people and has developed a lot through tourism in the past but still, there is a long way to go.
New technological advancements, social media tools for aggressive marketing of tourism, sustainable
planning, and eco-development, keeping in mind the carrying capacity of the hill thereby diverting the
quality tourist to other lesser known, unexplored destinations, having a potential for tourism can be
explored. There is a requirement of infrastructure development but in an eco-friendly manner. Himachal
being a peaceful and safe state has an advantage of attracting tourists more as compared to the neighboring
states. There are different types and forms of tourism that are coming up, state should focus on the quality of
tourist along with properly channelizing the quantity of tourist. What is needed is careful planning with
community participation to safeguard the aesthetic aura of Hills of Himachal Pradesh because ultimately it is
the people that bring prosperity and peace; for the people (Tourist, the Guest population) and by the people
(Localities, the host population) and vice versa.

References

1. World Travel and Tourism Council (WTTC) World and India Report 2016, view on 20 Feb 2017

2. IBEF Report-Himachal Pradesh State report March 2015, viewed on slide share on 15t Feb 2017

3. Statistical Abstract Report of Himachal Pradesh 2015-16

4. Ministry of Tourism, Government of India, Himachal Pradesh Economic Survey 2015-16

5. Himachal Pradesh Economic Survey 2015-16 State Budget 2016-17.

6. Upadhyaya PK, Khatiwada SS, Upreti BR, Sapkota T. (2013). Corporate Social Responsibility Guideline
for Promoting Peace in Tourism Sector in Pokhara. Kathmandu: Pokhara Tourism Council, Nepal
Tourism Board, NCCR North-South, viewed online
http://www.academia.edu/3465394/Corporate social responsibility in tourism sector for promoting
peace

7. Mohit Iasua How to increase tourlsm in all the Hill statlons of India? Onlme Artlcle v1ewed on 15th Feb

8. http: wwwhlmachalecotourlsmnlcln olic html

26 | [JRAR- International Journal of Research and Analytical Reviews Special Issue




2nd[nternational Conference on Hospitality and Tourism ICOHOST -2019
Organized by Faculty of Hospitality, GNA University.

Role of (QWL) Quality of Work Life on Employee Retention in Private
Sector Companies: With Special Reference to Factories of Woollen
Garments in Ludhiana

Dr Ampu Harikrishnan?, Ms Sunita Kumari2
1Registrar, Indus International University, Una, Himachal Pradesh, India
2Ph.D Research Scholar (Business Management), Indus International University, Una, Himachal Pradesh,
India

ABSTRACT: In today’s competitive scenario it is a costly and time taking activity to hire and train an employee
and in the due course it is even more difficult to retain the same in the organization. As the WLO (world Labor
Organization) defines the Qualified Worker as an employee with standard practices laid by the WLO and on the
other hand this qualified worker can contribute to a large extent to the respective organization provided that
the organization is able to retain the same. It is high time that organizations are learning how to respect the
employee's individuality and their commitment to work more effectively and efficiently. Practically speaking
Creating high quality of work life increases an organization's value. Quality of working life can be viewed as a
system of generating opportunities in the personal and working environment of a person, if a person avails
these opportunities then it reflects the positive state of quality of work life and vice versa. Moreover this
phenomenon works more on the positive state of a person towards his or her working environment. Now there
are certain issues to which people react, positively or negatively in a given work environment, these can be
autonomy of work schedules, productivity, associated work groups, etc. here it is important to mention that if a
worker is in a positive state of QWL then he or she will show more commitment towards work and vice versa. At
times the state of quality of work life is viewed as the parameter of employee attrition and job satisfaction. In
the present study the researcher will try evaluate the transaction level between the organization and individual
worker, as far as, quality of work life is concerned. The study is based on the primary data collected from the
factory worker of Ludhiana, Punjab. One way ANOVA is used to analyze the data and interpreted accordingly.

Keywords: QWL, employee attrition, job satisfaction, commitment

1. Introduction

In the current scenario the success and failure of a given organization is dependent on the commitment, skill,
knowledge, satisfaction of its human resource. Apparently these are the qualities which are viewed on the
part of the worker, on the other hand the same has to be transacted on behalf of the organization, i.e. the
opportunities for growth and development, skill enhancement, job rotation and many other related issues. In
order to mention, it looks easy but when it come to practice it become difficult to handle all the issues at the
same time and a series of dissatisfaction and conflicts arise in the organization. These conflicts throw
negative impact on the image of the organization and may damage the brand value and productivity of the
workers. It has been observed that the countries endowed with the same level of natural resources,
technology, and international aid have a great difference on the front of their development quotient. Their
productivity and development mostly depend upon the availability, efficiency and committed human
resources.

Today, organizations operate in an environment characterized by technological changes, which in turn,
affect employment opportunities, skill requirement, management policies, strategies and style, expectations
and aspirations of employees as well as the physical working conditions. In the industrial world, the thrust is
now given to “quality” in order to foster a quality culture. Quality assumes a goal or an objective or even a
priority. Quality work cannot be achieved easily. Besides, people's issues move to the foreground and
technical issues take a supporting role. It is evident from history that to work is the nature of very human
beings, the bigger picture is how they feel about the same. it is not so that every time the given organization
is at fault, it can be the individual who is at fault and is not able to cope up with the work and family at the
same time. With the rapidly changing technological, socio-economic, political, and legal environment,
effective management of human resources has become a challenging job. Effective utilization of human
resources requires better quality of work life by providing adequate financial compensation, good working
conditions, suitable opportunities for growth and development, workers’ participation in management and
by ensuring social justice in the organization.

Special Issue [JRAR- International Journal of Research and Analytical Reviews 27




UGC Approved: 43602 e ISSN 2348 -1269, Print ISSN 2349-5138
Advancements in Hospitality and Tourism Industry: A Way Ahead http://ijrar.com/

Quality of work Life

Robbins (1989) stated that QWL is a kind of system that generate responses to and from the employees. He
believed that every individual joins the organization with the knowledge of all the priorities and related
issues, and the occurrence of any kind of conflict at a later stage can be an environmental, policy or personal
issue. We all know that change is the way of life, and the same stands true for the organizations in the
current scenario, each and every aspect of any given organization is subject to change as per the rules of the
market and are required to be accepted in black and white by the involved parties. The same stands true for
the workers as well. Robbins also mentioned that a better quality of work life is the right of every individual
but then again it is not a one way process. According to him following factors are responsible for framing the
positive or negative QWL:

1) Working condition

2) Job security

3) Work place & economic gains

4) Productivity

5) Equal employment opportunity

6) Human needs & expectations

7) Relationship between motivation & leadership

As mentioned above, QWL is a phenomenon that is having multiple dimensions and the orientation of the
same is subject to change at any given point of time, depending on the priorities of employee or the
organizations. This change in the construct of QWL may occur because of changing need of workers for their
careers and to the level these needs are met. For example there may be some workers who are working to
meet the bare minimum necessities of life but same scenario may not be acceptable to a person who is
looking forward for growth in life to a certain level. Now in these condition if there is a clash of opinions or
job profiles then a negative QWL is perceived, which is not good for the individual and even for the
organization.

Here it is important to know that the issues which are considered for a positive or negative QWL, some of

such issues can be stated as follows:

e Availability of an opportunity to put the skills of a person at work and get the desired output and also
the belief of the employee for the same,

e Arrangement for active participation of workers in the assigned job at different point of time,

e The level of excellence achieved by an individual for the assigned job, this has to be assessed on various
parameters of success and failure,

e The sense of achievement that a person holds in the successful achievement of an assigned job.

Other than Robbins, Walton has also presented an eight point structure which he finds important for the
achievement of desirable standards of QWL, these points can be stated as follows:

1) Adequate Compensation for the assigned job,

2) Conditions at the workplace should be safe and secure in all aspects

3) Environment of the organization should support the enhancement of human capacities

4) Opportunity for Career Growth

5) Presence of social integration among the workers

6) clear policies and priorities of the organization

7) Work and Quality of Life

8) Contribution to the society by the work done

Management Dilemma

In the current global and competitive scenario it is not that hard to find that that the private sector
organizations are facing various challenges, especially in retaining talented employees’ i.e. Qualified
Workers. The average costs of meeting the high employee turnover are curbing away the profitability of
even the wealthiest organizations. Hence the best and brightest of the pool must be selected and retained. All
the people working at any level of management are always having another opportunity if they are not
satisfied with the present work profile or the policies/opportunities of the present organization. Now this is
the issue that lies with the respective organization i.e. how to retain the skilled and trained workforce, in
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their respective organization, for a longer period of time. This all depends on the environment of the
organization, a positive and growth oriented organization will be able to retain the human resource and will
also act as the encouragement system for them. Moreover such an environment might be able to meet the
diverse needs of the employees at one or the other level.

As detailed in the above discussion Retention program should be focused on the following five points:
Compensation

Environment

Growth

Relationship

Support to sustain their leadership and growth in the workplace.

SAN I

There is always a need to establish a work environment which is safe and secure for all the workers at the
first place as because such an environment will build up the confidence of the workers to work positively
towards the achievement of the organizational goals. Many of the multinational organizations are taking
various steps to facilitate their respective employees in different ways, like in some organizations they are
offering flexible working hours and some others are offering home login facility and many other are in the
line. More over such kind of facilities are not affecting the salary of the individual and all the emoluments are
available like any other employee. Such kind of facilities has given a boost to the morale of the employees
and also to their participation towards the development of the concerned organization and also helping the
organization in retaining their employees. Hence the researchers are interested in studying the effect on
quality of work life on employee retention among the employees of private sectors organizations.

Objectives

— To evaluate the demographic factors of the factory workers in Ludhiana

- To analyze the health and safety provisions related to QWL

- Toanalyze the working conditions of the organizations

- To evaluate the level of coordination between the worker and superior officers
- To know the satisfaction level of the employees

Hypothesis of the study

1) HO: The relation between the quality of work life and demographic characters is significant.

H1: The relation between the quality of work life and demographic characters is not significant.

2) HO: The relation between the quality of work life and experience of the respondents is significant.
H1: The relation between the quality of work life and experience of the respondents is not significant.

Research Methodology

For this present study the Descriptive and exploratory research design is used based on demographic and
occupational characteristics of the employees. The universe of the study included the employees working in
factories of woolen cloth manufacturers in the city of Ludhiana, Punjab. A sample of total 100 respondents
was selected using stratified random sampling. The questionnaire used to collect data contains the questions
of Five point Likert scale, dichotomous questions and some with the multiple choices. In this research it has
also been tried to find out that if quality of work life has any significant relationship with job related
variables and with demographic variables. The present study suffered from some limitations like small
sample size and limited area of investigation which might not be true representative of the whole population
of the private sector organizations.

Data Analysis and Interpretation
Analysis of Likert Scale Data

Working Environment SD% | D% | N% | A% | SA% | Mean | SD
1 You are satisfied with your current job 12 18 | 44 | 22 6 291 | 1.04
2 On job, you know what exactly is expected from you 14 28 | 37 | 15 6 2.72 | 1.07
3 At the place where you work, you are treated with 2 33 | 42 | 20 3 2.87 | .83
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respect

4 | You trust the management at the place where you work | 30 38 | 14 | 10 8 2.31 | 1.28

5 You feel proud to work for your present employer 6 14 | 26 | 44 10 3.37 | 1.03
6 The physical working condition is conducive 2 9 21 | 32 36 3.94 | 1.02
” Employees are satisfied v;/(letslé their work schedule and 10 14 | 38 | 36 2 307 | 1.00
8 The safety of workers is one of the major priorities with 14 14 | 24 | 28 | 20 336 | 1.03
management where you work
9 Employees and manag.ement wqu togeth.er to ensure 14 14 | 24 | 28 | 20 395 | 132
the safest possible working conditions

10 There are no occupational h.aza?ds and accidents in 50 26 | 10 | 10 4 211 | 136

your organization

11 There are no significant comprorplses/ shortcuts taken 16 18 | 36 | 18 2 263 | 1.03

when worker safety is at stake

12 Employees are trained to do their work safely and 10 28 | 28 | 14 10 305 | 112

competitively

13 Your productivity is utilized fully at your workplace 18 38 | 32 2 10 248 | 1.12

Job Satisfaction SD% | D% | N% | A% | SA% | Mean | SD
1 Your remuneration is at par w1th-y-our assigned job, 14 14 | 26 | 28 18 319 | 131
experience and ability
2 | The chances for promotion are good and handled fairly 4 26 | 36 | 24 10 3.11 | 1.00
3 You receive enough help;;:eequlpment to get the job 10 18 | 30 | 35 7 312 | 1.10
4 | You have freedom to take decision for your own work 18 38 | 32 8 4 2.37 | .90
5 You receive variety of fringe benefits 34 44 6 12 4 231 | 1.40
6 The working env1ronment is far better as compared to 14 20 | 26 | 26 14 323 | 1.09
other companies of the same industry
~ You believe to ha\./e ample growth opport}mltles in term 6 40 | 324 | 18 2 270 | 90
of designation and remuneration
You believe to have good facilities/opportunities for
8 individual creativity and self- improvement in your 2 22 | 28 | 40 8 3.28 | .96
organization
9 You believe to be benefitted by the quality of training 32 36 | 38 | 10 4 259 | 97
programs conducted for you
Training programs help you to develop desired

10 competitive skills and knowledge about your work 36 32| 28 4 0 219 | 1.25

11| Job in this organization enhances your social prestige 28 36 | 24 8 4 2.59 | 97

- There is a significant relationship between age and adequate compensation; however the age and the
other dimensions like safe and secure work environment, availability of development opportunities,
scenario of growth for the employees, positive social ambiance for the workers. All these factors may
govern the establishment of positive work life for the workers and gain their confidence.

- From the above analysis it can be observed that the respective experience of the employee and the
offered amount of compensation are very closely related. There is a significant relationship between
respondent’s income and safety features at the workplace, opportunities for development, opportunities
for growth and security, constitutionalism and quality of work life feelings;

- As there is no significant relationship between respondent’s income and the other dimensions of QWL
like level of income and social integration. There is a significant relationship between respondent’s
family income and healthy the conditions at the work place.
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- There are 37.5% of the respondents who adhere a positive perception for their present stature and
stated a positive QWL. This is with respect to the opportunities for development and opportunities for
growth and security.

- About 48% of the respondents reported to perceive a positive QWL as far as coordination at the social
level is concerned.

- About 50% of the respondents reported to perceive a positive QWL as far as policies and priorities of the
organization are concerned.

- About 55% of the respondents reported to perceive a positive QWL as far as availability of work space is
concerned.

- 43% of the respondents reported that there is a high impact of QWL on their social lives they are able to
identify the effect of the same in their daily routine life. About 38% of the respondents were not agreed
to the point in question.

Analysis of Demographic and Professional Information

S SD|D| N| A|SA
Socialization % | % | % | % | % Mean | SD
1 You share harmonious relationship with your colleagues 10 14|138|36| 2 | 3.07 | 1.00
2 Your decisions are being affected by the opinions of your 101201321 28! 10! 306 | 1.07
colleagues
3 The behavior of your colleagues is same at the work place and 141361341 8| 8| 249 | 97
otherwise
4 Your superiors do not like to sF())lgljehze with you outside the work 10118130136 6 | 3.07 | 1.00
5 Your subordinates are apprehenswg in discussing matters which 10127133130 12| 248 | 1.12
are not official
6 You carry positive attitude towards job 21 8130l40! 20! 356 | 1.03
7 There is a sense of single commuplty.among the employees in 6 122124130 18| 312 | 1.02
your organization
- 53 % of respondents had finished their Under Graduation courses, 34 % had finished their schooling
and remaining 13 % of the respondents had finished their Post-Graduation courses.
- 62% of the respondents belong to urban areas, 18 % of the respondents belong to rural areas and
remaining 20% of the respondents are from semi urban areas.
- 74% of the respondents are males and only 36% of the respondents are female.
Testing of Hypothesis

Summary of ANOVA Results Hypothesis I

On the Basis of Age F |Sign
Your remuneration is at par with your assigned job, experience and ability .155[.926
the chances for promotion are good and handled fairly .688(.559
You receive variety of fringe benefits .660(.577
You believe to have ample growth opportunities in term of designation and remuneration .365|.778
Job in this organization enhances your social prestige .889|.446
On the Basis of Education
Your remuneration is at par with your assigned job, experience and ability 3.0983.016
The chances for promotion are good and handled fairly .534|.711
You receive variety of fringe benefits .983].817
You believe to have ample growth opportunities in term of designation and remuneration1.8851.112
Employees have improved the standards of living while working in the organization [1.1171.348
On the Basis of Income
Your remuneration is at par with your assigned job, experience and ability .209(.890
The chances for promotion are good and handled fairly .579/.629
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You receive variety of fringe benefits .993|.396

You believe to have ample growth opportunities in term of designation and remuneration .593(.620
Employees have improved the standards of living while working in the organization |.456(.503
On the Basis of Experience

Your remuneration is at par with your assigned job, experience and ability .082].970
The chances for promotion are good and handled fairly .360].782
You receive variety of fringe benefits 1.355.256

'You believe to have ample growth opportunities in term of designation and remuneration .660|.577
Employees have improved the standards of living while working in the organization |.313|.416

Interpretation

As far as the demographic characteristics are concerned, age, income, experience, and education are taken
into consideration. From the above analysis result researcher can say that, in case of age the respondents
were less variable against the questions related to their salary and related issues. As far as the growth
opportunities and issue of socialization with the superiors and subordinates is concerned, they were not
found much comfortable because of the reason that the employees who have recently joined the
organization are not fully comfortable with their superiors and were in less communication with the
subordinates, in such a case there responses become negative. On the other hand the employees who have
spent more than one year in the organization were found more comfortable with these issues, moreover
employees with more experience in their respective organization had opposite view regarding the salary
related issues, after working for a particular time in their respective organization they found that the
organization is not paying them what actually they deserve.

Result

In light of the above interpretation it can be inferred that there is a significant relationship between
demographic characteristics (age, education, etc) and Quality of Work Life and hence the null hypothesis
stands true and accepted.

Testing of Hypothesis
Summary of ANOVA Results Hypothesis I1
Working Environment F | Sign
On job, you know what exactly is expected from you 7.056(.000
At the place where you work, you are treated with respect 7.369.000
You trust the management at the place where you work 2.92312.034
You feel proud to work for your present employer 1.705[1.165
The physical working condition is conducive 10.697 .000
Socialization
You share harmonious relationship with your colleagues 15.531.000
Your decisions are being affected by the opinions of your colleagues 7.887/.000
The behavior of your colleagues is same at the work place and otherwise  [4.53714.004
Your superiors do not like to socialize with you outside the work place .316 | 414

Your subordinates are apprehensive in discussing matters which are not official17.921 .000
Job Satisfaction
Your remuneration is at par with your assigned job, experience and ability |3.445|.017

The chances for promotion are good and handled fairly 14.360 .000
You receive enough help and equipment to get the job done 3.352|.019
You have freedom to take decision for your own work 4.508|.004
You receive variety of fringe benefits .510|.676

Interpretation

For the above hypothesis all the components related to the Quality of Work Life were tested against the
unitary component of experience, here the term experience refers to the total experience of the respondent
from the starting of his career.
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In the above case the respondents were divided in four categories of experience, starting from the minimum
experience of lyear to the maximum experience of 12 or more years. Under this criteria, as obvious case
respondent with the experience of less than 3 years were not found satisfied with the practices of Quality of
Work Life in their respective organization. Employees who are having the experience of more than 5 years
or so, had chosen to work with their respective organization on their own will and are in a situation to
compare the same with the other organizations in the same industry.

The respondents found the working environment comfortable and were satisfied with the level of
socialization in the organization as such. In some of the cases the respondents were not satisfied with the
remuneration and related issues, but those who posted a negative response, later it was discovered that this
dissatisfaction was due to their personal grudge.

Result
On the basis of the above interpretation it can be stated that there is a significant relation between work
experience and Quality of Work Lifeand hence the null hypothesis is accepted.

Conclusion

The phenomenon of QWL generally considers people as ‘asset’ to the organization rather than ‘costs'.
Employees should love their work and love the place where they are working with the quality of work life
that they are coming at par with the job. Good quality of work life promotes human dignity and growth,
collaborative work, compatibility of people, organizational goals, etc. in the present scenario; the
environment of the organization plays an important role to buildup the good or bad quality of work life. As a
matter of fact QWL is the perception that an employee holds from the environment of the respective
organization, there is no said standard for a good or bad QWL, but still the employees become satisfied,
motivated, involved and committed individuals with respect to their lives at work.

In the present study, about 48% of the factory workers were recorded to be satisfied with their present
quality of work life, the employees have a few problems and issues related to quality of work life, like there
is no legitimate policy for the promotion of the employees, no reasonable change in the living standard of the
respondents, minimum steps taken by the organization to minimize the work related stress. Even the
employees are not having adequate amount of freedom to experiment with their working methods, there are
no counseling cell or person to deal with the related issues. There incentives for good work but there is no
public appreciation for the same. Respondents have recorded that top management is least interested in
understanding their work related issues or problem, rather they are more interested in completing the
targets and work orders. At times the issues of discrimination were also recorded. The respondents also
stated that the management is least interested in providing training to their employees and if they demand
for the same, only symbolic implications are there. To ensure a positive outcome, attention to the factors
identified in the suggested framework is important for improved quality of work life.
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ABSTRACT: Regional cuisines globally are known for their unique taste, flavor, cooking methods and are
extremely popular among tourists. With the rapid evolution of the tourism industry, culinary tourism is one such
niche that is on the verge of becoming a new facade of destination marketing. Speaking about the growth of
culinary tourism, ethnic food restaurants are a frequent sight in many foreign cultures now. Tourist’s interest in
food has been steadily increasing, thereby transforming food tourism into the new global trend, fueled by
countless unique food experiences. Food is an integral part of every culture and increasingly tourists want to do
the complete local experience with a cocktail of culture, tradition and cuisine. Every culture has its own
distinguished cuisine and is so authentic that travelers look forward to visit a particular destination to satisfy
their palate. Today region food has gained such significant popularity among international tourist that they are
now becoming more and more open to novel food and also trying their hand at regional delicacies. Today travel
agents carefully curate their tours to include ethnic food joints that give great emphasis on quality and hygiene
to be able to assure foreign tourists a safe experience. The present study is analytical in nature and aims to focus
on food and tourism relationship. The study helps us to understand how food, culture and tourist are related
and how regional cuisine plays an important role in overall touristic experience. The study contributes to the
existing literature in context of culinary tourism and can help different stakeholders like hotels, restaurants and
tour/ travel agencies to promote regional cuisines and can develop a suitable content as part of their
destination-marketing strategy.

Keywords: cuisine, culture, culinary tourism, regional food, tourist

1. Introduction

Tourism has been a major social phenomenon of societies all over the world. Tourism today is a leisure
activity of the masses. An unprecedented number of people are travelling around the world, and the figure is
expected to rise, with international arrivals growing from 25 million in the 1950s to 1.2 billion in 2016 and
to 1.8 billion by 2030 (World Economic Forum 2017). Igbal and Sami (2016) stated that over the last two
decades, Travel and Tourism has played an important role in the economic development of many countries.
R. (2005) in their study revealed that globally tourism is viewed as a separate industry that can be helpful
for overall development of economy. According to WTTC (2018) the total contribution of Travel & Tourism
in global GDP was USDS8, 272.3bn (10.4% of GDP) in 2017, and was forecast to rise by 4.0% in 2018, and to
rise by 3.8% pa to USD12, 450.1bn (11.7% of GDP) in 2028. Smith, Melanie K. (2003) identified that different
segments which generate profitable revenue from tourism include transportation services (airlines, cruise
ships, trains, and taxicabs) hospitality organizations (hotels and resorts and different food and beverage
outlets) and entertainment segments (amusement parks, shopping malls, restaurants, casinos) etc. Out of
these food and food related services are considered to be an important segment of travel experience that
contributes significantly in tourism. Regional food of a particular region can be an excellent tourist attraction
while traveling to rural destinations and eating local cuisine might be an integral part of the travel
experience as food of a particular region serves as an entertainment as well as a cultural activity Bessiere
(1998). Stephen and Xiao’s (2008) in their study showed that cuisine can be recognized as an imperishable
part of travel because travelers are able to enjoy unique local experiences through the cuisine, which need
not be exotic or foreign. According to ITTFA (2010) food has always been a component of tourism but it has
been recognized recently only for the significant part it plays in the overall experience of a tourist
destination. The cuisine of a particular travel destination is a feature that is of utmost importance as far as
the quality holiday experience is concerned (UNWTO 2012). Food provides an entry into different cultures,
through its taste, food preparation methods and the whole eating environment. Food and drinks impart long
lasting memories that define a complete travel experience. Banerjee. M (2015) in her study stated that
across the globe tourists spend almost 40% of their budget on food while traveling.

Various studies have been conducted till now that have revealed and examined tourist behavior and
experience with regard to travel, accessibility, attractions and accommodation, the impact of local food on
tourist experience is often neglected. Eating food is a human need and also a cultural and social activity.
When tourists eat at a particular destination they not only satisfy their hunger but also experience the local
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culture and interact with their hosts. Some tourists travel solely for gastronomy in the region, some see local
food as a by-product of their cultural experiences, and some others rather look for familiar food when they
travel. Therefore we can conclude that local cuisine is an integral aspect of collective travel experience and
attractiveness of local cuisine contributes significantly in promoting tourism.

Objective of the Study
The objective of the study is to understand how cuisine of a region can be considered as a new tourism
product by understand food and tourism relationship and role of food in overall touristic experience.

Scope of the Study

A need is felt to investigate the aspects of destination marketing from the perspective of regional cuisine, an
area that has only recently been discussed in tourism studies and research. Moreover, investigating the use
of local cuisine in destination marketing strategies can unlock the doors of deeper collaboration between
different stakeholders within the destination resulting in developing Indian cuisine as a tourist attraction
and at the same time it can address the key issues encountered by them.

Research Methodology

The study in conceptual in nature follows an analytical approach deduced after reviewing the literature
available in the concerned field through different credible sources like research articles, journals & other
such published material written both at national & international level by scholars & academicians.

Literature Review

For more than two decades academicians have shown a huge interest in identifying and exploring food
gastronomy as a branch of the tourism and hospitality research field. A considerably large number of
publications were found between 2005 and 2013 concerning the relationship between food of a tourist
destination and tourists’ travel experiences. The following research studies have been taken into
consideration for developing a theoretical framework that identifies the relationship between food and
tourism as role of food is an integral part of tourist travel experience. For convenience the studies are
clustered in following sub groups:

e Studies on Food and Tourism relationship

e Studies on role of food in overall touristic experience

e Food as tool of tourist attraction

e Indian cuisine perceived by foreigners

e Stakeholder’s involvement in tourist attraction

Food and Tourism relationship

Various studies in this regard showed that cuisine is inextricably linked to the destination in terms of its
cultural heritage, political, social, and economic identity. Reynolds (1993) advocated that if a culture is to
prove sustainable in the face of tourism, then traditional and ethnic foods must be preserved along with
other art forms. Van, (1999) stressed that gastronomy, heritage and tourism are old friends; the relationship
between them is mutually parasitic. A destination’s local cuisine is deeply rooted in a particular place, space,
and time; its culinary traditions reveal the character of the society and mentality of its members (Bessiere,
1998). Besides the aspect of the tourists’ motivation to escape ordinary life, food and food habits is a good
way for tourists to understand and get to know each other and a different culture. Montanari & Staniscia
(2009) stressed that food is not merely a source of nourishment: depending on production methods, food
can also become a cultural reference point, an element of regional development and a tourist resource.
(Cohen, 1986; Bell & Valentine, 1997) stated that food can also connect consumers with the people and
places that produce the food and that connection is a powerful part of an integrated tourism experience
(Kneafsey et al 2004; Clark & Chabrel, 2007). According to Tikkkanen (2007), Hall and Mitchel (2003; 2002)
and Misiura, (2006), food in the tourism industry has been recognized as a part of the local culture, which
tourists consume, a part of tourist promotions, potential component of local agricultural and economic
development and an important regional factor that is affected by the consumption patterns and preferences
of tourists.
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Role of food in overall touristic experience

Explorations on the centrality of cuisine in contributing to a holistic travel experience have grown in
number. According to World Food Travel Association (2010) food tourism is the pursuit and enjoyment of
unique and memorable food and drink experiences, both far and near. Van, (1999) opined that gastronomy's
role as a cultural force in developing and sustaining heritage acts as a catalyst in enhancing the quality of the
tourist experience. He also concluded that place and setting enhance the food experience and arguably vice
versa. Associating gastronomy with tourism by creating an awareness of the specific cuisine of a specific
region is a viable strategy to enhance visitor experiences and create a strong destination image (Sims, 2009).
Cohen and Avieli, (2004) discussed the various ways in which culinary establishments mediate between the
tourists and the local cuisine. They considered the authenticity of dishes in such establishments and the
varieties of culinary experience. However, the Hygiene standards, health considerations, communication
gaps, and the limited knowledge of tourists concerning the local cuisine, role of ethnic restaurants at home in
preparing tourists for the food abroad are questioned. Henderson (2010) conducted his study on food
hawking in Singapore which indicated that food serves a number of purposes, including meeting local food
needs and providing food experiences for tourists. Golani .N, Manglik.A, & Panwar.S (2017) conducted a
study on factors influencing customer satisfaction and customer delight in fine dining restaurants and
concluded that the most important factors for customer satisfaction in fine dining restaurant are food
quality and service quality. Food quality includes factors like taste of food, temperature, quantity of food etc.
while the service quality includes factor like customer friendly staff, proper training of employee’s,
cleanliness etc. A. Kirilova, I. Gauge (2017) discussed that food culture practices and food heritage are an
integral element of a tourist’s experience in the destination. Food tourism is a factor of regional agricultural
and economic growth and can play a vital role in the development of SMEs. Local gastronomy can add value
to the traditional tourism experience; especially for those tourists who wants more and are seeking for new
experiences. It contributes to the revenue growth, increases the guests' traffic, enhances the average
spending of the visitors and strengthens the image of SMEs and the local food and beverages as well. Tarik
Sengel et al. (2015) aimed their study to determine the factors effecting local food consumption of the
tourists, so that restaurants located in tourist destinations can develop their marketing strategies according
to the results. The study revealed that the restaurants that serve tourists might be able to increase the
impact of positive word of mouth by especially trying to satisfy married males and single females as these
groups tend to have more tendencies to share their local food experiences with their friends and relatives.
Food is also one of the most shared attributes in social media and concentrating on these groups might
improve effectiveness of marketing efforts. There are also significant differences among gender and marital
status that the tourists who stay at 4- and 5-star hotels have less interest in local food consumption
compared to 3-stars and below and/or boutique hotel guests. Consequently this result could be usefully to
infer a tourist profile that has more tendencies to consume local food at a destination. In this perspective
restaurants should mainly target the 3 star and below or boutique hotel accommodators as their potential
targets. Another finding derived from analysis of variances show that gender difference is an important
demographic factor influencing local food. Gender should be taken into consideration while developing
management strategies. For instance males tend to be more loyal and the findings prove that they solely get
back to the destinations to try local food. Therefore food turns into a travel motivation for males and the
females are more concerned to collect information before their trips accordingly managements can direct
their advertisement targeted to female tourists. Cohen.E; Avieli.N (2004) in their study focused on the
general tension between the attraction and repulsion of novelty in food, to analyze the dilemmas faced by
tourists in unfamiliar culinary situations at their destinations. The principal line of the presentation was to
deal first with the variety of constraints experienced in such situations, and then turn to the different ways
by which culinary establishments facilitate the overcoming of those constraints. The article has shown how
they provide a “culinary environmental bubble” to tourists. However, through this process aspects of the
local cuisine are, to different degrees, filtered and transformed, thus making local dishes accessible to
tourists. In the process a tourist cuisine frequently emerges, which, like tourist arts, is not just an
impoverished variant of local food, but often features innovative dishes, creatively composed of elements
from different origins. The analysis related primarily to Western tourists’ encounters with Third World
cuisines, with which they may be only superficially acquainted at home and to which they are generally
positively disposed. This article did not deal extensively with Western tourism to other Western countries,
with whose cuisines tourists might be considerably more familiar. It is surmised that in such cases the
various constraints dealt with in this article will be less salient when making the local food more directly
accessible to tourists. This way, they will be less dependent on the intermediation of a “culinary
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environmental bubble”. Consequently, such cuisines will undergo fewer adaptations or transformations
under the impact of tourism than those with which the tourists are less familiar.

Food as tool of tourist attraction

Over the past two decades, academics have paid more attention to exploring the linkages between food
within the context of gastronomic tourism, as well as the marketing of tourist destinations. (Henderson,
2009; Everett & Aitchison, 2008; Rand & Heath, 2006; McKercher, Okumus, & Okumus, 2008) in their study
revealed that role of food as a supporting element in destination marketing as well as tourist satisfaction, is
expanding. (Getz, Robinson, Andersson & Vujicic, 2014; McKercher, Okumus, & Okumus, 2008) presented an
analytical frame work in their study and acknowledged food as an important element in tourist destination
experiences, and revealed that for some tourists food experiences are their primary reason for visiting a
destination. They also concluded that the focus of food as an important element in tourists’ expectations has
gained increasing focus among all stakeholders in the industry. Ab Karim, S. & Chi, A.G. (2010) revealed in
their study that that there is a significant correlation between destinations’ food image and the travelers’
intention to visit. Understanding the influence of a destination’s food image could further enhance the
location’s overall image. In order for tourists to experience a sense of place, it is crucial for a destination to
clearly define its local cuisine as part of its identity (Civitello, 2011; Timothy & Ron, 2013). By doing so, the
place or region can showcase the uniqueness of its food in order to promote itself as a tourism destination.
(Beltran, Cruz & Lopez-Guzman, 2016) revealed in their study that it is important for a region to identify and
clearly define its local cuisine in marketing and branding itself as a tourist destination, as well as to survive
in a highly competitive environment. (Gentile, Spiller & Noci, 2007) notified that sensory experiences are
commonly highlighted in the process of marketing local cuisine available at a particular tourist destination.
Distinctive sensory experiences (i.e. color, texture, etc.), meanings and motives always exist within tourism
products and services and marketing approaches.

Stakeholder’s involvement in tourist attraction

(Mulcahy,2015) concluded in his study that the quality of the tourist destination experiences, especially the
local cuisine as part of tourism attractions, depends in part on how stakeholders are interconnected. Pinto
and Kastenholz (2011) asserted that tourism organizations never operate in isolation. The collaboration
involved in marketing a tourist destination is based on strategic alliances in which two or more stakeholders
jointly collaborate over time to gain a competitive advantage (Palmer & Bejour, 1995). Hashimoto and Telfer
(2006) found out that stakeholders are divided into two groups in marketing cuisines in i) product
stakeholders, including food producers such as restaurant operators and chefs, and ii) marketing
stakeholders, including DMOs, regional associations, event organizers, exhibitors, individual food operators
and media partners. Chiappa and Bregoli (2012) argue that the internal governance of a DMO and its
relationship with stakeholders are pivotal in a tourist destination’s brand development. The relationship
between stakeholders is extended to the engagement of tourists in local cuisine marketing activities as co
producers. Richards (2012) argued that tourists are easily attracted to information spread by word-of-
mouth through social networks. This means that one tourist’s experiences can also influence the experiences
of others. Therefore, cooperation and collaboration between DMOs and relevant stakeholders is important
for the success of planning and implementing tourist destinations’ marketing strategies (Buhalis, 2000;
Fyall, Callod & Edwards, 2003).

Conclusion

The analysis of the study suggest that tourists pursue a memorable food or drink experience by developing a
better understanding and/or consuming local food or drink with the essence of culture in them. It is
considered first-hand cultural experience and it is on top of the tourist attraction list. As regional cuisine has
become growing tourist attraction, tourists are able to plan thoroughly as to which places to visit and what
food or drink to try. To conclude, culinary experience is becoming more and more a focus for traveling.
Today it is believed that dining is not the ‘final destination’ for food tourists, rather, it is learning about
where the food comes from and how it was produced. This can be considered as the future of food tourism.
This means that there is an increasing request for a memorable cooking experience, and it is crucial for
hotels and tour agencies to expand their regional food choices in order to meet their customers’ demands
and provide quality food tourism experiences.
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ABSTRACT: The teacher is also called a Nation builder of a country. The real sense of development of the hotel
industry lies with the teachers who train hotel professionals. Because for a flourishing development of the hotel
industry and the society all begins with teachers. This study will be present and analyse various factors which
affect the job satisfaction level of hospitality teachers. The result of this study makes the Indian hospitality
education system better. Teacher can be truly rightly called a nation builder. The aim of this paper is to find out
the relationship between job satisfaction and job involvement in hospitality education system. The Data used in
this study are Secondary in nature. The whole Indian education system rotates round the teachers. The purpose
of doing this study is to communicate the importance of job satisfaction and job involvement to the policy
makers, IHM Principals and HOD’S of Universities for making better rules and policies for the satisfaction of the
hospitality teachers because teachers who are satisfied with their jobs may properly play their role, discharge
their responsibilities well, take interest in their job and also in the development of the student and do hard work
for the promotion of their organisation. On other hand dissatisfaction badly affect the institute performance
and the overall environment of the college. Job involvement and job satisfaction directly affect the performance
level of a teacher. This study is also help in reducing the turnover rate of teacher’s hospitality institutes This
research will also help in study the positive and negative impact of satisfaction and dissatisfaction of job among
hospitality teachers.

Keywords: Job satisfaction, Organisational commitment, Hospitality Education, Job Involvement.

1. Introduction

Hotel industry is one of the oldest industries providing employment to number of people from the old times.
These hotels were called Inns and taverns in the olden times and with the invention of the wheel this
industry grew tremendously and in the late 19t century due to globalisation the movement from one
country to the other became very frequent due to number of reasons. Hence the growth of hospitality
industry needed skilled people who could look after the needs of the varied travellers. To equip these skilled
people number of colleges, institutes and universities started various training programs to provide them
proper skills and knowledge to them. To train these people number of trainers were required who had a
good knowledge about the background of the hospitality industry. The hotel industry is a service and
people-oriented business. To be successful in a competitive market, it is important that hotel managers
know how their employees feel at work and what they want. To look in recent years, there has been
significant growth in the number of higher education tourism and hospitality programs in the India. As a
result, the demand for qualified instructors to fill academic vacancies at the various levels of hospitality
education is required at the graduate as well as the post graduate courses.

The teacher is also called as nation builder of every country. The real sense of development of the hotel
industry lies with the teachers who train these professionals. Because for a flourishing development of the
hotel industry and the society all begins with teachers. Teacher can be truly rightly called a nation builder.
Flourishing national development and a society truly prosperous with knowledge all begins from its
teachers. Teacher is instrumental in providing and helping in acquiring the knowledge which cannot be
gained in the ordinary way of learning. Teachers therefore, have to play a cardinal role in the building up of
the character of these people for the hospitality industry. It is fact that the hospitality industry cannot rise
out of a skeleton of mere ideas and abstract concepts. Hospitality industry can only grow if the skilled people
find a concrete shape in the practical behaviour of a nation, based on these principals and concepts. The
necessitates the provision of a learning atmosphere throbbing with life in our educational institutions
through the presence of a teacher, with a view to infuse confidence in our students and to enable them to be
proud of their work culture, to respect their moral character and national environment with their learning
received from these hospitality institutes. These skilled people need to stand firm on the international
standards of the century’s old foundation of their culture tradition and at the same time should establish
standards of excellence in their academic performance. Because of this, teachers need to have a high level of
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commitment towards their duties and responsibilities but now a days teaching profession is facing problems
related to teacher job satisfaction.

Objectives of Research

The purpose of this paper is to find out the relationship between job satisfaction, job involvement and in
hospitality education system. Another objective of the study is to explore the positive and negative impact of
satisfaction, involvement and non-involvement of job among hospitality teachers.

Research Methodology

This study is based on the descriptive information available from secondary sources. Secondary data related
with job satisfaction, job involvement and is collected from combination of journals, magazines, publications,
media, reports, articles, research papers and various websites. Through that secondary data we find the
importance and relationship of job satisfaction, job involvement of hospitality teachers.

Literature Review

Job Satisfaction

Anari, (2012): This study adopted a survey method to investigate the relationship between job satisfaction
and organizational commitment and emotional intelligence. Self-report Emotional Intelligence Test (SREIT),
Self-report Job Satisfaction Survey (JSS) and Self-report Organizational Commitment Questionnaire (0CQ)
were used for the study. It was found in the study that there was a positive significant correlation between
emotional intelligence job satisfaction. In other word high level of emotional intelligence is directly related
with level of job satisfaction.

de Lourdes Machado-Taylor et al, (2016): The aim of the study was to present and analyse the findings of
a nationwide study on satisfaction and motivation of academics and to identify the career issues and their
impacts on academic staff job satisfaction and motivation and to offer additional insights into relationships
and strategies that can promote satisfaction and motivation. Survey method was adopted for the data
collection with the help of a questionnaire. Dimensions of satisfaction considered in this study were:
teaching climate, management of the institution/department/unit, colleagues, non-academic staff
(administrative staff, technical, and laboratorial staff), physical work environment, conditions of
employment, personal and professional development, institutional culture and values, institutional prestige,
research climate, and general satisfaction Findings of this research indicate that Portuguese academics are
not very highly satisfied or even motivated with their job.

Alonderiene & Majauskaite, (2016): The aim of the study was to investigate the impact of leadership
styles on faculty job satisfaction. A representative quantitative empirical research was conducted before the
final study to relationship between job satisfaction. Job satisfaction influences the performance of staff
directly and organizational performance subsequently. There was a significant positive impact of leadership
style on job satisfaction of faculty where servant-based leadership style has been presented.

Amorim Neto, Pican¢o Rodrigues, & Panzer, (2017): The study was employed a snowball sampling
strategy for exploring the relationship between entrepreneurial behaviour and job satisfaction among
teachers, and identifying the demographic characteristics associated with both variables. A series of
independent sample t-tests and analysis of variance (ANOVA) were performed to identify the demographic
characteristics associated with entrepreneurial behaviour and job satisfaction. The findings of this
exploratory study open a strain of research on the connection between job satisfaction and entrepreneurial
behaviour in the educational field. They also add to the studies on entrepreneurship in education and to the
competency-based perspective on the studies of entrepreneurship. Beyond these theoretical contributions,
this study also has practical implications for educators and leaders in the educational field, who are mainly
policy-oriented.

Milledzi, Amponsah, & Asamani, (2017): The purpose of the study was to examined the effect of age, rank,
marital status and gender on job satisfaction among academic staff of universities. Job satisfaction have two
parameters individual’s social and psychological wellbeing at the work place. Socially, it means individual is
satisfied with the relationship with his or her co-workers and Psychological wellbeing means the worker is
satisfied with the emotional support system at the work environment. The descriptive survey method was
adopted for the study to find out the relationship between these variables.
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Job Involvement

Sukri, Asogan, & Waemustafa, (2015): job involvement was an essential of primary source of an
organizational commitment, motivation and job satisfaction that affect employee’s job performance. The
purpose of the study was to identify the related factors that create a massive collision on the job
involvement at University level. This study used an empirical analysis to analyse the relationship between
job involvement variables, which consisted of motivation, organizational citizenship behaviour and job
satisfaction. The findings of the study were that job involvement of University staff is depending on the
three-dimension factor of job involvement in organisation which are motivation, organizational citizenship
behaviour and job satisfaction. Job involvement was a major element in order to achieve organization
objectives.

Sethi & Mittal, (2016): Teachers are an important tool of the overall Indian education system and the
success and failure of an education system depends on the quality and skills of the teacher. Job involvement
is the degree of level to which an employee identifies with his or her job and actively participated in it. The
purpose of this research was to study job involvement of teachers with reference to their gender (male and
female), with type of school and with subject stream. standardised job involvement scale (JIS) was
developed by Santosh Dhar, and Upinder Dhar. The major finding of the study was that government school
teachers and private school teachers had the same level of job involvement. Another major finding of the
study was there were significant gender difference in the job involvement of teachers.

Chih-Chung, How-Ming, & Tsang-lang, (2017): The objective of the study was to explain the relationship
between workplace friendship, job performance and involvement. employee’s friendship indirectly
influences job performance by job involvement. This study shows there was positive relationship between
workplace friendship and job involvement. Employees workplace friendship is very important in
organisation. Policy-makers must examine employees’ workplace friendship, improve and enhance their
workplace friendships, and use workplace friendship to increase employees’ job involvement and
organizational identification.

Chih Wang, How Lin &Tsang Liang, (2017): Job involvement represents an employee positive work
motivation which makes a particular employee willing to play work role and actively participated in an
organization. job involvement is the passion of high energy, insistence, aggressive objective orientation.
Therefore, job involvement is positively related to aggressive behaviour. This study used quantitative
analysis method, and used statistical package software SPSS 22.0. The purpose of this study is to compare
the relationship between job satisfaction and job involvement of teachers with urban-rural discrepancy, as
well as to include it into moderator for investigation according to organizational climate theory.
Organizational climate also puts a significant effect on job involvement. The relationship between job
satisfaction and organizational climate had a positive effect on job involvement.

Paul, Bamel, & Stokes, (2018): High performance teams were directly connected to job involvement levels.
Job involvement levels means as the extent or the degree of saturation in which an individual employee feels
enthusiastically involved and attached in his job. The aim of the study was to deliberate on the introduction
of a merged way of making teachers more connected in their profession with the aim of increasing the
quality of education and research. Benchmarking HPTs in Indian HE has the potential to elevate the
involvement level of teachers in their profession. HTPs in educational settings, teachers would also be able
to develop their competencies in relation to research activities.

Conclusion

This study has contributed knowledge about job satisfaction, job involvement and organisational
commitment. On the basis of the above study, there is a direct relationship between in these. This study
contributes to existing body of knowledge by providing a deep relationship exist between work life balance,
job satisfaction, job involvement and organisational commitment among hospitality educators. This study
will help principals, universities HOD’S to understand the importance of effective implementation of policies
regarding with job satisfaction, job involvement. This study will help the institutions to reduce the teacher’s
non-involvement and dissatisfaction by providing them good salaries and personal growth environment.
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ABSTRACT: Market requirement for skilled professionals in tourism industry is changing rapidly and is
increasing day by day. Tourism industry is looking for high level of soft skills professionals from tourism and
hospitality management institutes as the size of market is increasing day by day. Individual who have good and
effective soft skill are highly required by the service industry. Being tourism a service industry there is a great
significance and requirement of professional soft skills expected from tourism and hospitality management
institutes.The objectives of this study were to find out the requirement of soft skills for management students.
and major soft skills components that can be improved after the exposure to soft skills training. Primary source
of information has been used and data was collected via structured questionnaire using 5 point likert scale to
record the responses. The data was collected from the students studying MBA tourism and hospitality in
university or institutes. Most of the university institutes teaches or provide training on soft skill. It has been
founded that oral and spoken communication, team work, self-motivation etc are very important and we receive
a positive response for the requirement of soft skills in both male and female students studying tourism
education and founded that they required good soft skills to work in tourism industry.

Keywords: Soft skills, Industry, students.

1. Introduction

Soft skills are the personal character traits or qualities each of us has. They make us who we are, generally
encompassing our attitudes, habits and how we interact with other people. They refer to abilities that make
people better employees and open doors for many opportunities that are not directly related to the subject
matter of their jobs. In other words, soft skills refer to a person’s ability to relate to others, to get him/her
and others organised, to communicate in written, spoken or other forms. (Manmohan,2017) Soft skills are
also known as People Skills. These are desirable qualities for certain forms of employment that do not
depend on acquired knowledge, rather they include common sense, the ability to deal with people, and a
positive flexible attitude.

Soft skills have been defined by the World Health Organisation as follows:

UNICEF defines these skills (called life skills) as Soft skills include psychosocial abilities and interpersonal
skills that help people take decisions, solve problems, think critically, communicate effectively, build healthy
relationships, demonstrate qualities of leadership and team building, manage time effectively, and cope with
the stress and strain of life in a healthy and productive manner.

“Soft skills are the abilities for adaptive and positive behaviour that enable individuals to deal with the
demands and challenges of everyday life.”

“A behaviour change or behaviour development approach designed to address a balance of three areas:
knowledge, attitude and skills.”

Soft skills helps people to perform work effectively and efficiently using technical skills and knowledge. It
also help in improving the way we interact with the society (our bosses, co-workers and customers/clients
etc.). They allow us to get our work done on time and influence how one can feel about their jobs and how
others perceive them. Due to constant and rapid change in the work environment, customer-driven market,
information-based technology and globalization leads to change in demand and reliance of soft skills. The
development of soft skills in tourism industry is very important as there is a huge competition for many
available opportunities. The ability of individual to develop and use soft skills can make the difference
between the achiever and the non-achiever.

In Earlier times management was focused on ‘hard’ skills. The emphasis was on the technical skills which
were considered necessary to perform the task effectively. Hard skills are closely related to the actual task
being performed. Now every single occupation demands specific soft skills. The most important thing is that
soft skills are transferable between jobs or one can go back to studies to learn new technical skills if you
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change careers, whereas one can always take their soft skills with themselves as they are valued in a variety
of fields.

Tourism industry are required people with efficient soft skills. These are key skills to effective performance
across all types of job. With the changes occurring in the world, and the nature of work has also been
changed, the skill set required for managers and other executives has changed with changing time..

Tourism is all about people. It is about communication, relationships and about presenting yourself, your
company and your ideas in the most positive and impactful way to the tourist. Human element is as
important as the skills mentioned above. That is why a strong set of soft skills is considered to be very
important.

Literature review

Scarlett C. Wesley (2017) studied that how student rank the importance of soft skill and compare the
ranking in faculties of tourism and management. He conducted the cross-sectional survey of students, faculty
of tourism and retail management and industry leaders. He found Variations in the importance of soft skills
were reported between the three groups. Variations in the importance of the soft skills characteristics were
also identified between the students, faculty, and industry leaders. communication was identified as the
most important soft skills by all three sample groups, experiences was the least important for students and
leadership was the least important for faculty and industry leaders.

Waushe et.al. (2014) examine the effect of business soft skills on service delivery in the hospitality industry
in Harare. The research was focused on establish the knowledge levels of business soft skills, the impact of
training on business professional skills and identify the extent to which business soft skills have enhanced
service delivery in the hospitality industry. He found the soft skills such as interpersonal skills,
communication skills, strong work ethic and team work skills were highly required and seen difficulties in
leadership and decision making skills. He also find that business soft skills were low among all the types of
employees. soft skills are very important in showcasing hard skills.

Daniela & Kevin (2011) identifies the competencies perceived as essential for hospitality industry leaders
and offers some reflections upon hospitality management higher education of Portuguese undergraduate
degrees and discussed whether the current educational offer matches specific industry demand. soft skills
are consistently rated as being the most important to effective performance in the field and Students show
deficit in soft skills. He proposes the adoption and tutelage of student by industry managers.

Melvin et. al. (2009) identify and investigate the competencies needed by hospitality managers since the
1980s. he found that in hospitality management essential competencies are skills that can be classified as
soft skills. The study focused on the industry professionals especially entry-level hospitality management
positions and their rating on the importance of soft skills.

Sisson & Adam (2013) investigate the competencies which are essential for graduates to possess and
revise the curriculum to meet these soft skills. They also determine the differences exist between
competencies needed by managers in lodging, food and beverage, and meeting and event management in
their different functional work areas. They found that programs should stress teaching hospitality students
soft competencies in favor of hard competencies.

Luka (2015) Studied the importance of employability skills and competences. The study demonstrate the
significance of such employability skills as problem solving, teamwork, leadership, communication in foreign
languages. they conducted the study within the framework of Erasmus+ project “Key Skills for European
Union Hotel Staff”, is to analyze the industry needs and language teachers’ perceptions on teaching
languages for tourism and hospitality industry. They found the significance of communication skills,
collaboration skills and team work, intercultural competence which is the specific needs of each partner
country.

Manigandan (2018) investigate how to improve the traveller enchant through delicate abilities preparing
in the nation and its time get profited from India’s magnificence of Nature and after that there are lofty
landmarks, the wonders of artisanship and age old customs of cooking and garments-delights that can take
into account the visitor of each taste. India's profound prevalence over the West as said by Swami
Vivekananda.

The Study

This paper aims to find out the significant improvement that soft skills training can bring forth in the life of a
management student. The nature of impact of soft skills training on management students was measured by
comparing their soft skills levels before and after the intervention.
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Objectives of the Study

1. To find out the requirement of the soft skills for management students.

2. To find out the major soft skills components that can be improved after the exposure to soft skills
training.

Hypothesis 1. Soft skills training is highly required by management students.
Hypothesis 2. Soft skills training will significantly improve the soft skills of management students.

Methodology of the Study

Data Collection

The study was focused on the primary source. The secondary sources of data included relevant books and
journals. The study collected most of the data from primary source through structured questionnaire. The
Likert-type five (05) point’s scale was used to know about executives’ opinions regarding different relevant
study issues. In this five (05) point’s scale 5 indicates ‘highly required’; 4 indicates ‘very much required’; 3
indicates ‘required’; 2 indicates ‘less required’ and 1 indicates ‘very less required’.

Selection of Sample

The study selects random sample of student studying MBA tourism and hospitality as a regular subject.
Initially, the study took 89 sample of faculty belonging to different genders (male and female) out of which
89 students were responded and data was collected from them via structured questionnaire. Questionnaire
consisted of questions related to requirement of soft skills in tourism.

Analysis of the Data
The collected data have been analysed using percentage method.
Table 1
Demographic profile of the Respondents (N=89)
N % Age
Gender
Male 71 79.78
Female 18 20.22

Table 1 show the demographic profile of the respondents. The gender distribution of the respondents was
79.78% male and 20.22% female. In terms of level of education, all of the respondents were post graduates.
As per the work experience, they have gone through the 6 weeks of industrial training in tourism companies.

Table 2: Requirement of soft skill components in Tourism

Soft Skills Very Fess Les.s Very n.1uch Required Higl.ﬂy

Component Required Required Required Required
N % Age N | %Age N % Age N | %Age | N | %Age

Communication skills | 0 0.00 7 7.87 37 41.57 32| 35.96 13 14.61
Teamwork 0 0.00 6 6.74 42 47.19 24| 26.97 17 19.10
Self-motivation 2 2.25 5 5.62 44 49.44 22| 24.72 16 17.98
Risk-taking skills 8 8.99 4 4.49 30 33.71 25| 28.09 22 24.72
Adaptability skill 2 2.25 3 3.37 45 50.56 18| 20.22 21 23.60
Interpersonal skills 5 5.62 2 2.25 45 50.56 19| 21.35 18 | 20.22
Working under 0 0.00 3| 337 38 4270 | 29| 3258 | 19 | 2135

pressure

Negotiation skills 0 0.00 4 4.49 48 53.93 18| 20.22 19 21.35
Self'mg‘lzfl‘fseme“t 2 2.25 5| s5.62 30 33.71 | 34| 3820 | 18 | 2022
Pmblzgifs"l‘”“g 0 0.00 5| 562 | 46 51.69 | 21| 2360 | 17 | 19.10
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Multicultural skills 1 1.12 2 2.25 38 42.70 23| 25.84 25 | 28.09

T‘mer‘;";‘:i‘l?sgeme“t 0 0.00 3| 337 | 45 50.56 | 25| 28.09 | 16 | 17.98

Communication sKills: Oral and spoken communication skills are required in tourism. Both one-on one and
in groups (e.g., presentations). They don’t just listen but they have to speak in front of the people also.
41.57% student said that the communication skills are very much required in tourism followed by 35.96% of
the students said that its required. The %age of highly required is 14.61% and less required is 7.87%.

Teamwork sKkills: Work with others to accomplish tasks in tourism. We ask students do they think that
working with people in 26 groups wastes your time or encourages your work. The study indicates that
47.19% of the students said that teamwork is very much required followed by 26.97% who said that its
required. 19.1% said its highly required and 6.74% said it is less required.

Self-motivation: Doing things without needing to be told or persuaded. We ask student that Are your
Assignments always due last day, or do you complete it on day one only? Majority of the students i.e. 49.44%
responded that it is very much required and 24.72% said its required followed by 17.98% who said that its
highly required. Some of the students i.e. 5.62% also responded that self motivation is less required and
2.25% said that it is very less required.

Risk-taking skills: Taking a considerable chance on something new, different or unknown. We ask student
that Do they think taking risks is too risky. They responded that it is very much required i.e. 33.71% and
28.09% of the students said its required followed by 24.72% said it is Highly Required. 8.99% and 4.49%
said it is Very Less Required and Less Required respectively.

Adaptability: Going with the flow and adjusting with unforeseen circumstances. We ask the students that
Do they keep the rulebook on their bedside table or they are an easy going person, who do work according
to the situation. 50.56% and 23.6% of the students said that it is very much required and highly required
respectively. Whereas 20.22% if the students said that it is required and 3.37% of the students said that it is
less required. whereas 2.25% of the students said that it is very less required.

Interpersonal skills: Relating with other people and communicating with them in everyday interactions.
Students were asked Do they like to be alone, or do they wish to be with other people. Maximum student i.e.
50.56% said that it is highly required and 21.35% said that it is very much required. 20.22% student said
that its required. Some of the student i.e. 5.62% and 2.25% also responded that it is very less required and
less required respectively.

Working under pressure: Handling the stress that accompanies deadlines and other limitations or
constraints. Students were asked that can they handle deadlines by ignoring them or by doing their most
creative work under any kind of pressure. The responses shows that working under pressure is highly
required (42.7%), very much required (32.58%) and required is 21.35%. 3.37% respondent also said that it
is less required.

Influencing skills: Persuading others to think about or adopt a different point of view. We asked the
respondents that Are they influenced by the other people or they take their own decisions. 53.93% of the
respondent said that it is very much required, 21.35% of the respondent said that it is highly required and
20.22% said it is required. 4.49% of the respondent said it is less required.

Organizational skills: Being organized and methodical, especially in work-related situations. We ask
respondent that Do they organise their things themself or depend on others to organise them for you.
Respondent said that it is required (38.2% )and Very much Required (33.71%) followed by 20.22% said it is
Highly Required. Some of the respondent 5.62% and 2.25% said that it is Less Required and Very Less
Required respectively.

Problem-solving sKkills: Analyzing the potential causes of a problem and coming up with a solution. We ask
student that Do they usually know the reason of this problem and then solve it themself or they ask others
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for the suggestions that how to solve it. 51.69% of the students said that problem solving skills are very
much required and 23.6% said it is required followed by 19.1% said it is highly required. 5.62% said it is less
required.

Multicultural skills: Understanding and relating to people who are different from you, perhaps by using a
second language. We ask student that all your friends are just like you, or when someone says, "hello” do you
reply in their language. 42.7% of the student said that multicultural skill were very much required followed
by 28.09% said its highly required. Student said required were 25.84% only and 2.25% of the student said
that it is Less Required and 1.12% said it is Very Less Required.

Time management skills: Using your time wisely and consistently staying on schedule and meeting
deadlines. 17.98% of the students were said that they highly required the time management skill followed
by 50.56% very much required. 28.09% said it is required. Few student i.e. 3.37% were also said that its is
less required.

5. Findings of the Study

Both Oral and spoken communication skills very much required in tourism.
Teamwork is very much required in tourism to accomplished the task.
Self-motivation is very much required in tourism to do work.
Risk-taking skills are very much required in tourism

Adaptability to new environment is very much required in tourism.
Interpersonal skills are highly required in tourism

Working under pressure is highly required in tourism.

Influencing skills are very much required in tourism.

Organizational skills is required on moderate level in tourism.
Problem-solving skills are very much required in tourism.
Multicultural skills are very much required in tourism.

Time management skills are very much required in tourism.

6. Conclusion

On the basis of above analyse we received a very much positive response on the requirement of soft skill in
tourism. On the basis of both male and female students studying tourism education we can say that the
majority of the students are agreed that they require soft skills to work in tourism industry. Both Oral and
spoken communication skills are required in tourism are 41.57% very much required in Communication
skills. Working with others to accomplish tasks is 47.19% very much required in Teamwork skills. Doing
things without needing to be told or persuaded is 49.44% very much required in Self-motivation. Taking a
considered chance on something new, different or unknown is 33.71% very much required in Risk-taking
skills. Going with the flow and adjusting with unforeseen circumstances is 50.56% very much required in
Adaptability. Relating with other people and communicating with them in everyday interactions is 50.56%
highly required in Interpersonal skills. Handling the stress that accompanies deadlines and other limitations
or constraints is 42.7% highly required in Working under pressure. Persuading others to think about or
adopt a different point of view is 53.93% is very much required in Influencing skills. Being organized and
methodical, especially in work-related situations. 38.2% required in Organizational skills. Analyzing the
potential causes of a problem and coming up with a solution is 51.69% very much required in Problem-
solving skills. Understanding and relating to people who are different from you, perhaps by using a second
language are 42.7% very much required in Multicultural skills. Using your time wisely and consistently
staying on schedule and meeting deadlines are 50.56% which means it is very much required in Time
management skills.
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ABSTRACT: Most studies on leadership have focused on the individual and the personality traits of the leaders
like charisma and the other personal qualities. The focus and the obsession with the individual personality has
been to such an extent that the term ‘leadership’ has almost became synonymous with the few qualities of the
individual like charisma, democratic, autocratic and similar other qualities. But the fact remains that today our
understanding of leadership must extend far beyond the individual. While the fact remains that leadership
cannot exist without the context of the individual, it is also starkly evident that the world has become a highly
complex place and there are many issues which have become extremely relevant today which are intrinsic for
leadership. In the opinion of the researcher the challenges in leadership have become so compelling and the
complexity of the issues is such that all the sectors face the common challenges though the extent of these may
vary. So instead of segmentation and compartmentalization of leadership into sector - specific areas, the
researcher has attempted to re-look leadership as a holistic, issue based subject facing common challenges and
issues.

Keywords: Leadership, personality, traits, individual, leader

1. Introduction

The meaning of the term leader can be understood in many forms, it is an advance version of the verb ‘to
lead’ and the expected adjectives of the term leader can be stated as excel, benchmark, guide and even
govern the individual or the group of individuals for one or more than one structured tasks. As an individual
person the leader does not have a separate recognition, rather it is the nomenclature for the person who
leads his or her followers. As a matter of fact it is easy to pronounce oneself as a leader but it is very difficult
to get established as a leader, because a leader should have certain qualities and these qualities should be
one step ahead of the respective followers. Even the respect and recognition of a leader is based upon such
advance qualities and this has to be on a progressive stage. As a matter of fact only the behavioral
characteristics are not sufficient, a leader has to be proficient on other grounds as well, like professional in
work, technically more sound and know how to manage the issues coming up in routine course of work. Only
the possession of the above stated qualities is not sufficient, one has to upgrade the same at regular intervals
and do whatever it needs to excel in the same.

As far as the work ethics are concerned, the recognition of a leader is related to his or her ability to take a
stand and maintain it against all odds and also motivate the respective followers to do the same. a person
who loses hope and becomes impatient quickly cannot appear as a leader. These two are the very basic
qualities of a leader. Apart from this, a leader should not become arrogant with the respective achievements
of life and maintain a stable attitude.

One of the most crucial responsibilities of a leader is to guide the actions of his followers, and all his actions
should be directed towards the achievement of the stipulated goals and targets with the help of his or her
followers.

Leadership Defined

Leadership is “interpersonal influence, exercised in a situation, and directed, through the communication
process, toward the attainment of a specified goal or goals” (Tannenbaum, Weschler, & Massarik, 1961, p.
24).

“Leadership is an interaction between members of a group. Leaders are agents of change, persons whose
acts affect other people more than other people’s acts affect them”. (Bass, 1985, p. 16).
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Theories of Leadership

1. Great Man Theory of Leadership

This theory assumes that great leaders are not made, they are born that way. According to this theory leader
is person who is able to do heroic works, can create myths from his or her deeds and is able to take the lead
as and when require irrespective of the trade he/she belongs to. The term ‘great’ in this theory refers to the
military leadership, where leadership was considered as a male dominated activity.

2. Trait Theory of Leadership

This theory was more or less based on the ‘Great Man Theory of Leadership’ as it believes that the respective
traits of leadership are already present in an individual and they cannot inculcated in the due course of one’s
life. This theory focuses on the traits or the qualities of a person to become leader. The biggest criticism that
this theory had faced was that if every leader is having the inherent qualities of a leader then why there are
certain individuals who posses these qualities but are not leaders and they are not having any desire for the
same in future.

3. Contingency Theories of Leadership

This theory entails the actual meaning of contingency i.e. there are a number of issues in the environment
and these issues will require different type of qualities at different point of time, the basic style of leadership
has to be recognized in these situations. In fact, a leader having certain qualities of leadership may not
become handy in all type of problem situations, rather there are some related issues like capability of a
leader, understanding of the followers and the related features of the problem situations.

4. Situational Theory of Leadership

This theory focuses on the fact that a leader will identify the best available solution to the problem at hand
i.e. identify different solutions to different problems. This theory also states that decision environments are
different in different situations and the actions of the decision makers should be directed towards the same,
moreover in situations where the followers are also learned and experts, it becomes easier to decide on the
related factors of the decision environment.

5. Behavioral Theory of Leadership

This theory is just opposite of the ‘Great Man Theory of Leadership’, and states that it is possible to create
great leaders and they are not born that way. This theory does not focuses on the inherent qualities of a
leader but believes that the capability of a person to take decisions can be enhanced by the way of learning,
training and observations.

Research Question

As mentioned in the abstract of this paper that in most of the previous studies the researchers and the
authors have given priority to the individuals and their respective personalities, according to such studies
‘leadership’ is reflected by the respective qualities of an individual like charishma of the person, motivating
ability, ability to lead, effect on decision making and many other. But in the current competitive and rapidly
changing scenario, is it sufficient to rely on the individual style of leadership? Or there is any other system or
body that can be indulged for the same? from the earliest times of manufacturing to the recent past of
technological advancement the task of leader was to motivate the people following him and achieve the
stipulated task, and these tasks were also limited to a certain extent, like completing manufacturing targets,
keep the factories rolling maintaining decorum, etc. But in the current scenario there are issues which
require sudden attention and remedy. This calls for a different style of leadership.

Objectives
1. To examine the shifting focus in leadership from the individual to the ten issues identified by the
researcher.

2. To evolve a leadership model which can integrate the urgent issues identified by the researcher as
crucial for sustainable development.
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Hypothesis of the study

Hypothesis I

Ho: There is a significant relationship between the need of leadership and different issues arising in the
related environment.

H1: There is no significant relationship between the need of leadership and different issues arising in the
related environment.

Hypothesis II

Ho: In the current scenario, only updated knowledge of technology can provide the leaders with the
competitive edge above the others.

Hi: In the current scenario, only updated knowledge of other factors than technology can provide the leaders
with the competitive edge above the others.

Research Methodology

For this present study the Descriptive and exploratory research design is used based on demographic and
occupational characteristics of the respondents from various sections of the society. The universe of the
study included the people belonging to the sections of the society like politics, corporate, religion, etc. from
different cities of Himachal Pradesh. A sample of total 200 respondents was selected using stratified
random sampling. The questionnaire used to collect data contains the questions of scale, dichotomous
questions and some with the multiple choices. In this research it has also been tried to find out that what the
prevailing practices are in the current scenario, as far as leadership is concerned. This present study is not
free from limitations, some of the limitations can be stated as the small size of the sample and limited area
of investigation which might not be true representative of the whole population of the state or the country.

Data Analysis and Interpretation

Hypothesis I

In order to test the above hypothesis the required traits of a leader and their respective capability to handle
them have been considered as the dependent and independent variables respectively.

a. Thelevel of integration is directly related to the foresightedness of a leader.

Descriptive Statistics

Mean Std. Deviation | N
Integration 6834250.00 | 277796.538 | 220

Foresightedness | 1498075.00 | 127027.051 | 220

Correlations
Integration |Foresightedness
Pearson Correlation 1 772
Sig. (2-tailed) .628
Integration [Sum of Squares and Cross-products 231.000 499.000
Covariance 771.667 166.333
N 220 220
Pearson Correlation 472 1
Sig. (2-tailed) .528
ForesightednessSum of Squares and Cross-products49964701000.00048407614802.000
Covariance 16654900333.33316135871600.667
N 4 4

Interpretation

As can be seen from the above table that there is a high degree of positive correlation (.772) between
foresightedness of the issue and level of integration of the leader, which shows that there is actually a
decrease in the rate of defects if the employees are trained appropriately.
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b. Collaborative assessment of the issue and decisions made by the leader are having significant
correlation.
Descriptive Statistics
Mean Std. Deviation | N
Collaborative assessment | 13972500.00 | 771772.635 | 220
Decision 1929201.25 567570.743 | 220
Correlations
Collaborative assessment | Decision
Pearson Correlation 1 963"
Sig. (2-tailed) .037
Collaborative assessment | Sum of Squares and Cross-products 1786.000 -1265.000
Covariance 5956.000 4219.333
N 220 220
Pearson Correlation -963" 1
Sig. (2-tailed) .037
Decision Sum of Squares and Cross-products 1265.000 9664.750
Covariance 4219.333 3221.917
N 220 220
*. Correlation is significant at the 0.05 level (2-tailed).
Interpretation

As given in the above table that there is a high degree of positive correlation, (.963) between collaborative
assessment and respective decisions, which shows that high level of collaboration to the concerned issue can
give solutions to the dynamic issues.

c. Holistic approach of the issue and decisions made by the leader are having significant

correlation.
Descriptive Statistics
Mean Std. Deviation N
Holistic Approach 16235500.00 179565.216 220
Decisions 2628808.50 174220.836 220
Correlations
Holistic Approach | Decisions
Pearson Correlation 1 .590
Sig. (2-tailed) .810
Holistic Approach Sum of Squares and Cross-products 9673.000 1787.000
Covariance 3224.667 5957.000
N 220 220
Pearson Correlation .190 1
Sig. (2-tailed) .810
Decisions Sum of Squares and Cross-products 1787.000 9105.000
Covariance 5957.000 3035.333
N 220 220
Interpretation

As can be seen from the above table that there is moderate degree (.590) of positive correlation is shown
between the holistic approach and the decisions made by the leaders which shows that without considering
the problem in its completeness any problem cannot be solved merely on the previous knowledge of a
leader.
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Result

On account of the above discussion it can be said that the null hypothesis “There is a significant relationship
between the need of leadership and different issues arising in the related environment.” can be accepted and

the alternate hypothesis can be rejected.

Hypothesis II

The tested components are as follows:
1. Consistency

2. Predictability

3. Scalability

4. Repeatable

5. Replicable

1. Consistency

Organized by Faculty of Hospitality, GNA University.

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square .159 3 3.6772
Likelihood Ratio .148 3 3.821
Linear-by-Linear Association .822 2 .050
N of Valid Cases 220

a. 0 cells (.0%) have expected count less than 5. The minimum expected countis 15.90.

2. Predictability

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square .243 3 2.8272
Likelihood Ratio .257 3 2.718
Linear-by-Linear Association .097 2 2.758
N of Valid Cases 220
3. Scalability
Chi-Square Tests
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 265 3 2.4882
Likelihood Ratio 148 3 3.821
Linear-by-Linear Association .822 2 .050
N of Valid Cases 220
4. Repeatable
Chi-Square Tests
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square .063 3 5.53742
Likelihood Ratio .054 3 5.830
Linear-by-Linear Association .800 2 .064
N of Valid Cases 220
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5. Replicable

Chi-Square Tests
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 445 3 1.6212
Likelihood Ratio 436 3 1.659
Linear-by-Linear Association .330 2 .949
N of Valid Cases 220
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 33.39.

Result of Chi Square test

Components Consistency Predictability Scalability Repeatable Replicable

Value 159 .265 445 .631 943
Sig. (2-sided) 3.677 2.488 1.621 6.145 2.860
Interpretation

As far as the job performance is concerned it can be seen from the above tables that in most of the cases the
significance value is more than the calculated value, which states that on the basis of age there is a high level
of homogeneity in the answers of the respondents. So it can be inferred that in most of the cases people
believed that mere knowledge of the technology is not sufficient for the current leaders. There are other
qualities also which are required and expected from a leader in the dynamic decision making environment of
the current scenario.

Result

On account of the above discussion it can be stated that the null hypothesis “In the current scenario, only
updated knowledge of technology can provide the leaders with the competitive edge above the others.” can be
rejected and the alternate hypothesis can be accepted.

Conclusion

There are clear implications from this study that a person considered to be a leader may not go with the
instincts, as there are specific implications at each and every step of decision making. This is irrespective to
the particular class of the society like politics, religion, corporate, etc. then the same stands true for the
policy related issues, these policies can interpreted wrongly if they are not based on the knowledge of the
current scenario. As far as the corporate sector is concerned the decision makers are called ‘business
leaders’ and they are not in the situation to spare time and other resources on a single issue, as their effort is
being distributed on a number of issues and all the issues are having the fear of uncertainty and failure. So
focusing on one issue may fail them on the other fronts which may not be good for them and even for the
organization. Then to keep the track of business trends is equally important for the leaders and it is expected
from them to ace the related issues as and when required.

The finding of this present study can also be extended to the framing of the basic norms for deciding on
environmental issues, as the leaders are required to change their roles through their core competencies, to
whatever section of the society they belong to, and act as center of decision making. They can also set
benchmarks for other people to come in near future. For those involved in management, the shifting
demands of leadership have important implications for how leaders are being identified, supported and
nurtured today and in the future.
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Horse Gram / Kulthi Dal- A lentil unexplored
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ABSTRACT: “We are what we eat”- our life is directly proportional to the food what we intake. The list of food
ingredients are unlimited and how to choose the correct food in our diet has become the most important topic
to be discussed however if we know the medicinal use of the the ingredient then it makes our life more easy. Our
life span totally depends on our food habit.. This research is based on the facts and nutritional values of “Horse
gram”. We have unbreakable connections with the organic food and what organic food is suitable for us that is
totally depends on the circumstances and climate of that particular area. Horse gram is neither unique nor
ordinary. When it comes on the health the importance of this Gram comes in the mind. It is lesser known and
many people still doesn’t recognize this precious ingredients. The medicinal effect of horse gram is enormous. To
cut down the impurities from the body with the almost no side effects evening consuming with large quantities
also here is only one thing which ranked on the top and i.e. Horse gram. The Horse gram doesn’t plays an
important role in any cuisine but it can make cuisine healthier and can enhance the nutritional value once it
will be fully adopted by any of regional cuisine. There are some extraordinary kulthi recipes which still remain
in the heart of our people who really knows the amazing medicinal effect of kulthi daal

1. Introduction

Horse gram is a beans and lesser known among the people. Other name in Hindi- Kulthi,Bengali-
Kulthikalai, Tamil-kollu,Telugu- Ulavalu,Kannada-Hurule,Oriya-Kolatha,Gujrati-kadthi ni dal, commonly used
for making daal which can be eaten with boiled rice and even with chapati.

These plants are generally originating to the southeastern part of India. They are also found in other parts of
the world including Australia, Africa, and Malaysia. Horse gram is enriched in vitamin A and it is similar to
the Urad daal but red in color. It is famous in Ayurvedic cuisine as well with some hilarious medicinal
benefits. It has protein of around 20%. It is very famous among farming community, it doesn’t have the taste
as compared to other beans but has excellent amount of Iron.

In Uttrakhand kumaon villages this is very popular and known by the name of (Gahat) it is the choice of
villages because of their food habit and climate conditions.it is also became the part of Uttrakhands cuisine
especially in (Kumaoni region) It also grows in the state like, Himanchal, Tamilnadu and Madhya Pradesh.
Horse gram cultivates under dry agriculture land. Like chickpeas and kidney beans Horse grams need to
soak before cooking the advantage of soaking is to avoid wastage of fuel and the daal will cook nicely with
short span of time.

Other ancient benefit of Kulthi daal is earlier Kulthi daal was used to boil with large amount of water and
that daal and the extracted water of the daal was used to break the large stones into pieces the water of
kulthi daal penetrates into stones and makes it loose. So it was easy to break large stones into small pieces.
The consistency of the kulthi daal after cooking is watery and it will not be having a texture like (arhar,
masoor,moong,urad). The kulthi daal doesn’t melt when over boiled but the texture of the daal will be softer.

Review of literature.

To be able to understand the health benefits of the horse gram and to create various recipes from horse
gram which can enhance the bodily function of human body, Enormous are suffering from kidney stones and
became one of the common disease around the world. Horse gram known by various name as per the states
own regional language but effects remain the same of this lentil. We should be aware and promote the
healthy lifestyle and it is quite possible when there will be enough knowledge about the ingrediets.(Alelign
and petros) 12% of the world population are suffering from the kidney stones and later it could turn to the
renal failure .Mankind is suffering from kidney stones since many centuries (Prashant ,2016) paste of the
horse gram cans sooth the localized swelling because it helps to open the spores of the body which helps to
flushes out the toxics. Inflammation happens when body has swelling, pain or any kind of irritation or body
injury horse gram has inflammatory properties The composition of chemical which comes from the horse
gram cures from chronic inflammatory disorders (giresha, Narayanappa, Joshi, vishwanathan,
krishnappa2015).
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Observation

Horse grams known for impressive medicinal uses it has vigorous combination of different chemicals which
is quite accepted by the human body. It is observed that Horse gram water and its simple daal also helps the
body to fight against severe diseases and some of the chronic diseases as well.it could be alternate of regular
using lentils and it could be a gainful step towards healthy lifestyle. People got relief from the Kidney stones,
inflammation after consuming Kulthi daal.

Medicinal use

1. Horse gram seed possess anti hyperglycemic properties which controls the glucose level in the blood.it
lessen the absorption of carbohydrate and copius of soluble fiber.

2. M.uniflorum seeds used to make anti-inflammatory drugs which efficiently neutralized indirect
hemolytic activity.

3. Horse gram seed has anti-microbial property against bacillus subtilis (Bacillus subtilis, known also as
the hay bacillus or grass bacillus, is a Gram-positive, catalase-positive bacterium, found in soil and the
gastrointestinal tract of ruminants and humans). Staphylococcus aureus (Staphylococcus aureus is a
Gram-positive, round-shaped bacterium that is a member of the Firmicutes, and it is a member of the
normal flora of the body, frequently found in the nose, respiratory tract, and on the skin)

4. Diuretic activity- By consuming horse gram the kidney stone dilutes in urine and comes out through

urination, it also increases the flow of urine; So that it creates the pressure on the deposited stone due to

this pressure the stone comes downside and comes through urination. Soaked Horse gram water helps
to remove uretic or kidney stones

Horse gram water is being used in Andhra Pradesh for the treatment of Jaundice.

Horse gram water is also used for relieving cough and cold.

By applying the paste of Horse gram on face it helps to control the boils and skin rashes.

By consuming plenty of horse gram helps to reduce the body weight. Also we can add powdered horse

gram with sour butter milk and apply on the fat deposited area it helps to reduce the fat.

it also very helpful in pregnancy stage because it helps to increase the blood count.

10. it also keeps body warm during winter that’s the region it has become the choice of people who live in
cold climate.

XN w

o

Preparations of kulthi Daal to remove the Kidney stones
Kidney Stones could be 1.5 mm to 2.5 mm and there is some efficient method to take out these stones from
the body

| @ =
- o

Source-Joyson

1. Making of Kulthi water

It is a lengthy process but truly natural without any side effect.

Soak 25 grams of horse gram in 250 ml of water overnight and on morning strain the water and drink this
water in empty stomach and later on add same amount of water in the old soaked horse grams and drink in
lunch continue this process for 6 months it will help to break kidney stones.
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Later on you can made thin daal of these soaked horse gram and it can be consumed with rice or roti
(joyson2011).

2. Making kulthi soup

It is a long process of making this soup and method of cooking is slow cooking. Take 200 grams of kulthi
daal with 2 liter of water start boiling it in slow flame and it takes around 4 to 5 hours when it reduced it to
half consume it in lunch having this soup alone. Within a week or two week it will start working.

- J -‘:“E'-.l;
Source-Isha sadhguru

The nutritional value of Horse gram for 100 gram

Nutrients Amount
Energy 321 Ecals
Protein 22 gram

Carbohydrates 57 gram
Calcium 287 mg
Phosphorus 311 gram
Iron 7 mg
Fiber 5 gram

Other common recipes are
Horse gram rasam

Kollu chutney

Horse gram dosa

Horse gram soup

Horse gram gravy
Horse gram korma

Research Discussion

The purpose of the study is horse gram is lesser known but it has miraculous effect on the body. Nowadays
the usage of the kulthi is also less preferable by the people because of its supply in the market and obvious
food habit of current generation. We can’t neglect the medicinal effects benefit of horse gram and to spread
the health benefits among the people it is necessary to know about the Importance of Horse gram. The issues
related to the health have been increased and horse gram is one of the finest ingredients available in the
home itself to get rid out of it. Only it needs small initiative i.e. “what to eat”.

Analysis and interpretation
Eat the right food according to body requirement and include the food in the diet which can boost the
immune system. There is no doubt that Horse gram has amazing effects on the body.
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There are many diseases which can be easily controlled by the usage of Kulthi daal in our food habit. There
are many ways to cure the diseases but the natural way is the only way that actually heals the body too.

The kulthi daal is also enriched with carbohydrate and protein so it’s also complete food ingredient which
provides the sufficient energy to the body. There are varieties of recipe and can be eaten as per the persons
choice.

Conclusion

Horse gram is popular among the person who knows its importance.it is very easy to digest and it is one of
the main ingredients to solve the kidney stone problems but it has several more contributions towards the
human health. It is very suitable for all the age groups and it is one of the foods which is having near to no
side effects. In the busy life style where we prefer all the medicines and spending our money on the
treatments there are natural ingredients available with us which can cure us. The quote which suits this
circumstances is “Eat healthy live healthy”
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Formal Study- Lucknow as a Smart city and Tourism Opportunities
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ABSTRACT: Tourism is driving force around the world which is attracting people from different culture and
communities to mix together and explore new destination. It is not only provides an income for the host
population but also provides 1/10 job in the world. Lucknow, with exception is coming up as an opportunity for
Tourism development. Being a smart city Lucknow is competitive eye to eye which often city to world, but
another finds an opportunity to improvement in the sector of Pilgrims, Historical monuments, Culture and their
Food. The city viewpoint at a rise of approximately 123 meters above sea level. Lucknow region covers an area
of 2,528 square kilometers. Surrounded on the east by Barabanki, on the west by Unnao, on the south by
Raebareli and in the north by Sitapur, Lucknow sits on the northwestern shore of the Gomti River. Presence a
historically significant place Lucknow is one of the well-known visitor attractions in Uttar Pradesh. Now the city
of Nawab is undergoing the smart City Programme including improvement in the economy and service favoring,
inexpensive, self-sustained, satisfactory infrastructure, care, conserving ethnic heritage and professionalism in
excellence services

Keywords: Opportunities, Specifics Technologies, Development of Economy & Excellence Services.

1. Introduction

The World Tourism Organization defines tourism more generally, in terms which go “beyond the perception
of tourism as being limited to holiday activity only”, as people “traveling to and staying in places outside
their usual environment for not more than one consecutive year for leisure, business and other purposes”.
Tourism can be domestic or international, but international tourism has both incoming and outgoing
implications on a country balance of payments. Nowadays, tourism is one of the key sources of revenue for
many countries and they mark the economies of both source and host country. The Indian Travel Industry
has grown more influence because of an original and fresh conception named Smart City Mission by the
Government of India. Smart City Plan is an urban renewal and growth program by the Government of India.
The assignment of this is to grow 100 cities all over the nation and creating them citizen friendly and
sustainable. It is launched by the Prime Minister Narendra Modi in June 2015. Rs980 billion has been
sanctioned by the Indian cabinet for the growth of 100 smart cities and renovation of 500 others. Smart
cities concentration on their most pressing requirements and on the ultimate opportunities to growth lives.
They segment a range of approaches- digital and information technologies, urban development finest
practices, public-private corporation and policy change-to make a modification. Uttar Pradesh is second
behind Tamil Nadu to after maximum number of cities to be make over under the smart cities. It's only after
ministry obvious to pick cities of some state which had lost out in the first list that Uttar Pradesh Capital
Lucknow acted in the second list. 10 cities of Uttar Pradesh State have been nominated for Smart City
Mission. Lucknow smart city aims to influence its culture, food and heritage by investing in inclusive and
transformative result that enhances the quality of life for its Citizens. Tourism is one trade which is crying
for courtesy and which has the maximum potential to grow in the coming years. While Lucknow Mahotsav is
a yearly event, Lucknow needs something that can sustain its tourism industry. Pilgrimage tourism owing its
proximity in Allahabad which has a huge demand, Lucknow can be that go to place, which otherwise is being
fulfilled by Madhya Pradesh, Gujarat and Uttrakhand. Lucknow is known all over the world for the tehjeeb or
the courteous behavior of its people, As Lucknow is a city of nawabs, kabab and dargah (Hazrat Abbas)
which can attract national and international tourism. This city was known by the name of Awadh during
olden times.

Sub-Goals for Lucknow Smart City

e Make sure cleanliness through adoption of decentralized waste management and encourage zero waste
technology.

e Upgrade of tourism to best the potential derived from religious features of the city. Increase regional
connectivity through air and rail and motivate tourist facilitation services.
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e Drive financial growth based on invention, knowledge and fitness care services: Promote establishing of
world class frame to attract investment in knowledge and healthcare services.

e Eco sensitive tools for cost effective infrastructure.

e Implement technology to certify accountable governance and faster delivery of civilian services.

Objectives of the Study

e To study the citizen opportunities or the reserved opinion about the Smart City Plan in the development
of quality tourism in Lucknow.

e To study the various points taken under this proposal for the development of tourism in the city.

e To study the motivational factors that disturbs the Lucknow tourism as given in the Smart City Project.

e To study the prospects for the development of older tourist attractions as specified in the Smart City
Plan.

e To study the restrictions of Smart City Project in the growth of tourism in Lucknow. i.e.,, what has been
ignored in the Smart City Mission?

Scope of the Study

The scope of the study is to have a detailed analysis of the Lucknow Tourism and the development of the
tourism industry after the operation of the Smart City Plan. The study is directed within Lucknow City only.
Study will be made centered on the primary information collected from the visitors of the various tourist
places of Lucknow as well as some tourist escorts. The study also desires secondary data for the
investigation of growth of the tourism industry in Lucknow over the years.

Method of the Study

Primary Data: Primary data can be composed using questionnaires from 60 respondents.

Secondary Data: It is composed through various papers, books, magazines and particular tourist websites
i.e., internet sources.

Literature Review

e Bijender K. Punia of Kurukshethra University in his study on ‘Difficulties and prospects of Tourism in
Haryana’ has stated that “The potential of travel development in any area, region, state, or a country
largely depends on the availability of exclusive and varied tourist resources. But at the same time, the
amenities and the services too have very essential bearing on the overall tourism development views of
a place or region. Such elements like climate, seasonality, accessibility, approach of host population,
accessibility of manpower resources and the forecasting expertise that have energetic role to play in this
context.” He advised that close coordination between private and the public sector travel organizations
at different levels is the major to success in travel development when the state responsibilities of
tourism must play a vital role.

e Maneet Kumar in his book ‘Tourism Today- an Indian perception’ says that “Effective management of
tourism will comprise a range of procedures including marketing and publicity facts and interpretation
as well as planning, control and traffic management.” This means tourism includes people, places and
planning a facility in harmony with its atmospheres.

e Bhatia AK in a book ‘Tourism Development’ creates a detailed coverage of tourism psychology,
motivation for travel, organization of tourism, measurement, planning and development, tourism
marketing and promotions and economic and social impact of tourism.

e Sharma KK in his book ‘Travel in India’ advice to improve the hospitality services associated with
tourism as “For the healthy development of tourism in a country like India-a land of contrasts, it is
necessary for the Government to provide services for training in hotel management, tourism and travel
agency work. Great emphasis must be laid on linguistic proficiency in the main languages of Europe.”

e About tourism planning, in the book ‘Significance of Tourism in India’, Veera Sekharan says, “Tourism is
a multi sectoral movement and planning for it is complicated and comprises both physical and
institutional elements. The present tourism planning emphasizes on integrated and comprehensive
method to meet development objectives without creating socio economic and environmental hazards”

e Batra G.S and Dangwal R.C, Editors of the book “Travel promotion and development’ illuminate are
eighteen contributions on tourism representing various aspects. R.C Dangwal in his presentation
Marketing of Tourism in India; New paradigms says that “India has excessive tourism potential due to its
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unique cultural and natural attractions. The potential has not been fully exploited and whatever attempt
made in this direction has not met the expected.” He further explores immense vistas in India for skiing,
river rafting, trekking, paragliding, water sports and wildlife tourism.

Mathieson A and Wall G in their book ‘Tourism- Economic, Physical and Social effects’ describe that “The
study on tourism is the study of people requirements of the travellers and of the impressions that they
have on the economic, physical and social well- being of their hosts. It grips the motivations and
participation of the travellers, the potentials of and modifications made by residents of the reception
zones and then roles played by the numerous agencies and institutions which negotiate between them.
They reflect tourism as a “consumer product” and therefore a financial action having social and physical
impressions.

Manohar Sajini, in the preface of the book ‘Indian Tourism Business’ reveals that “World Tourism is a
US$350 billion business. One out of ten persons in the world is a traveler. Travel industry adds 10.9% to
the world’s Gross National Product (GNP) and employs over 200 million public’s accounting for 11.2 per
cent of the international labor force. Annually, 595 million tourists across the world securing goods and
services worth US$3.6 trillion which is 10.69 per cent of the gross universal creation.”

Analysis of Survey Data

Table Displaying Profile of the Respondents

Elements Frequency | Percentage

Below 15 4 7
15-25 28 47
26-50 23 38

50& Above 5 8

Sex:

Man 35 58

Woman 25 42

Salary Range:

Up to Rs5000 21 35

5000-10000 4 6
10000-30000 16 27

30000 & Above 19 32

Residential status:
Lucknowites 26 43
Non Lucknowites 34 57
Awareness surrounded by the Respondents about Smart City:

Aware 45 75

Not Aware 15 25

Judgment on Rank for tourism in Lucknow City:

Yes, should be given 49 82

No 11 18

Propose of visit to Lucknow by the Respondents:

Pilgrimage 12 20

Natural and Historical monuments 30 50
Business 5 8

Curiosity 10 17

Others 3 5

Aims to prefer Lucknow as a Tourist Destination:

Cuisine 36 60

Holy Places 9 15

Cultural Interest 9 15

Organization Available 5 8

Others 1 2
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Kind of Transport Chosen by the Tourists:

Taxi/Tourist Vehicles 7 12

Public Transport 12 20
Own Vehicle 34 57

Train 3 5

Air 4 6

several changes of Tourism activities made:

Self 40 67

Travel agents 6 10

Family/Friends 14 23

Others 0 0

Residences of Stay desired by the Respondents:

Hotels 15 25
Resorts 16 27

Family/Friends 26 43

Others 3 5

Respondents judgment on Tourism potentiality of Lucknow City:
Yes, it has 52 5213
No, it doesn’t 8 5213
Main Contributors to the Travel Industry:

Government 30 50

MNC/Private Business Houses 18 30
Associated chamber of Commerce and Industry 5 8
Others 7 12

Public judgment on the History and Culture of Lucknow:

Yes 30 50

No 7 12

To some extent yes 23 38

Fields in which Public/ Private body’s character is important:

Transportation 12 20

Maintenance 29 48

Popularizing the places 18 30

Others 1 2

Respondents who have challenged problems in the City while on a trip:

Faced 34 57

Not faced 26 43

Public belief about the Future of Lucknow Travel:

Growth Oriented 26 43

Competitive 14 23

Creative/Innovative 16 27

Outdated 4 7

Main drawbacks of Lucknow Travel:

Transportation 25 41

Infrastructure 11 18

Problems by the Local Public 7 12

Scarcity of Resources 10 17

Pollution 7 12

Others 0 0

Public view on the Places that need special care in order to gain
Worldwide Recognition:

Religious Places 12 20

Historical Places 19 32

Nature Parks 18 30
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Festivals of Lucknow 11 18
Others 0 0

Summary of Findings

As per the study conducted among 60 respondents only 75% of them were aware about the Smart City
Plan in Lucknow City. The remaining 25% of them were not ware about it.

The study revealed some of the places of Lucknow that the people loved to visit. They were, Dargah
Hazrat Abbas, Chandrika Devi Temple, Dr. Ambedkar Park, Nawab Wajid Ali Shah Zoological Garden,
Chota Imambara, Rumi Darwaza, Bara Imambara, British Residency etc.

As per the study 82% of the respondents have agreed that Lucknow Tourism Industry should be given
more importance under Smart City Mission and the rest 18% of them said that it should not be given
much importance.

Under this study 60 respondents have spoken about their purpose of visit to Lucknow. Majority of them
said that they visit Lucknow for the purpose of Natural and Historical monuments during vacations etc.
Other purposes were Pilgrimage (20%), Business purposes (8%) and Curiosity (7%).

The study found out that 60% of the respondents preferred Lucknow as the tourist destination because
of the Historical and Natural Beauty that is available in Lucknow. Other reasons were the various
Religious Places, Cultural interest and Infrastructural Facilities of Lucknow. Some respondents have also
told that Lucknow food is one of the best and delicious tastes that you can get in the world.

The study shows that the majority of the tourists prefer to travel in their own vehicles around the city.
Particularly they prefer two wheelers to travel in and round the city. The main reason for this is the
traffic problems in the city. Very few of the respondents opted for Taxi, Tourist vehicles, public
Transport and other modes of transportation.

This study also found out various alternatives of tourism arrangements opted by the tourists. 67% of the
respondents wanted to make the tourism arrangements by themselves than depending upon the travel
agents, family members and friends. But preferred places of stay were their Family/Friends’ houses than
the Hotels and Resorts.

Majority of the respondents have agreed that Lucknow has a potentiality as a preferred tourist
destination. Only 13% of them said Lucknow does not possess such a potentiality.

The study found out whom, according to the public are the major contributors towards tourism industry
under Smart City Plan. 50% of the respondents pointed at the government, some pointed at the MNCs
and Private Business Houses and only few said it is The Federation Chambers of Commerce and another
few opinioned that it is the General public and the Lucknow City Corporation.

Among 60 respondents major portion of the respondents have agreed that the unique history and
culture of Lucknow plays an important role in Tourism Industry. Others have partially agreed to the
statement.

As per the public, in the field of Maintenance the public or the Private body’s role is important. It is true
that some of the attractive places of Lucknow have not been popularized among the tourism lovers.
Even in this field some more steps by the Private bodies are needed to popularize such places.

On the visit to Lucknow City, majority of the respondents have faced various problems such as Parking
and Traffic problems, Garbage etc. it is true that some of the Non- Residents of Lucknow have faced
problems from the local residents of Lucknow.

According to the study, public have the opinion that Lucknow Tourism Industry is Growth Oriented.
Only few people have the opinion that it is Outdated.

One of the objectives of the study is to find out the limitations of tourism Industry of Lucknow under
Smart City Plan. According to most of the respondents Lucknow City traffic issues are the major
drawbacks which cannot be corrected even after the implementation of Smart City Project with much
care. Respondents have also agreed that the problems with infrastructure, local public, scarcity of
resources and pollution have an effect on Tourism Industry; but they can be changed with the
cooperation and teamwork of the Government, private bodies and the General public.

As per the study, Lucknow tourism can be developed under Smart City Plan by giving first preference to
Maintenance and cleanliness of the city. Setting up of a separate department for the betterment of the
Lucknow tourism also would be a nice idea if the Government shows some more interest on that.

As per the study, if Pilgrims and Cultural are given special care and importance they may even gain
Global recognition. The Lucknow Pilgrims and Cultural have such capacity. People from every religious
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belief come to Dargah of Hazrat Abbas to prayer with much respect. The atmosphere, especially during
Nauchandi jumerat, is extremely holy and enlightening which can attracts the tourists even from other
states.

e As per the study, public are not fully satisfied with Lucknow Tourism industry. Majority of the
respondents have rated it Good and Satisfactory. Very few are fully satisfied and graded Excellent. But
7% of the Respondents are not at all satisfied with the Tourism Industry of Lucknow.

Suggestions

e Hospitality should be given more prominence in Lucknow Tourism. Law and order concerning this
should be strictly prepared. Safety of the travellers should be taken care.

e Traffic difficulties in the City in growing day by day. Suitable actions can be taken by the Government
concerning to this issue. Roads can be broadened in the city and Flyovers can be built wherever
necessary.

o Difficulties relating to supply of Tobacco products and Drugs should be banned. Government should take
necessary activities to prevent the problems concerning to Communal violence and other problems
relating to the residents of Lucknow to ensure the safety of Lucknowites as well as the tourists to make
Lucknow city tourism friendly.

e Infrastructural facilities nearby some of the foremost tourist attractions can be developed and made
innovative.

e C(leanliness and Maintenance of the tourist attractions should be given significance and the vacant places
in and around the City should be used for some productive dedications such as construction of Nature
Parks, water Parks etc. for the public usage.

e Government or Municipality track complexes at minimum rent are to be made so that the road side
vendors can provide accommodations and trade through them.

e  More number of strict traffic guidelines should be implemented.

e Activities which sustain on Culture and Heritage should be given priority.

e Lucknow is a city of Nawab and is famous for Pilgrims, Historical monuments and also for Awadhi
Cuisine. These places should be popularized even outside the state and made convenient to the visitors
by various plans and strategies. Government can also set up a separate department for this purpose.

Conclusion

Our comprehensive research in the field of Tourism threw up various remarkable views by the public which
can be realized in the above analysis. The overall impression that we collected during the Data Collection
was the huge awareness and knowledge among people about Smart City Plan in Lucknow City. People are
considering for the Government’s interference in the Tourism Industry for the improvement of Tourism in
the City. People in extensive have kept brightness and opportunities on the fresh concept Smart City and are
willing to provide their best submissions to make it imaginable. The general happiness level among public
on the subject of Lucknow Tourism still necessitates improvements, but there are chances under the
innovative and current concepts Smart City Mission, Make in India Advance etc.
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ABSTRACT: Food and tourism are always been closely integrated. The increasingly discerning demands are
continued to be demonstrated by the travellers. The pressure drive of social media increases the importance of
dine and experiences worth sharing across vast borders engulfing various cultures and traditions. Then also the
ultimate goal of every food & beverage strategy is to meet the driving revenue. Pitching the advertisement is
what makes the experiences of the guests unique since food and beverage has always been a key point of
difference for hotels, and it is of significance to stay updated about the latest food & beverage trends. The
hospitality industry consists of hotels, restaurants, bars, banquets etc., and it is an imminent part of the tourism
industry. The prime interest of the tourist in a hotel other than the location is what the cuisine offered and the
ambience that follows. A quality food & beverage service operations are continuing to improve and develop with
the demand for more extravagant presentation. The quality service of good food and beverage not only judged
by the parameters of taste and its outlook but also on the manner of its service.

Nowadays, with the rise of number of food bloggers and food hopping adventurers, people get a glimpse of a
variety of food art presentation and thus the concern rises not only regarding the taste of the food but also how
it’s served and presented. They also observe the quality and standards maintained by the service personnel
dealing with them. The food and beverage service quality helps to attract the potential tourist to any tourist
destination in current environment because it shows positive image of particular place and local people. A vast
variety of trends are followed in food and beverage industry which have impact on the success of the business.
This study is a deep analysis of what all new trends that can be implemented in food and beverage sector and
critical evaluation of all the positive aspects related in introducing next generation trends in food and beverage
service. This study also offers a deep clarification, why menu plays an important role in food and beverage
service and how restaurants can attract the people to the particular place and for profitability.

Keywords: Hospitality, Food & Beverage Service, Trend, Quality

1. Introduction

Many countries have a massive economic boost based on the revenue collected from their tourism sector. It
is important to create both word of mouth and potential repeat customers leading to a more established
customer’s loyalty for alluring the tourist and their satisfaction of their travel experience. If the tourist is
satisfied then there are higher tendency to revisit the same destination and provide positive comments to
friends and families which could be reflected in higher income generation to a country.

Market drive initiated introduction of many tourism products, ranging from tangible to experiential, to
attract the tourists. As the time changes a numerous brands of choices are available in the market to opt for.
There is an immense activity going on in Food & Beverage Service industry in the last 5 years, including
exciting new concepts, offerings and innovative service strategies.

Objective
The objective of this study is to analyse how the emerging food and beverage trends can be implemented in
order to improve the experience of the customers in the food and beverage sector of the hospitality industry.

Need

Increased interest in the investment circle for this segment with some big investments deals taking place in
the recent times therefore questions arise that what are the rising and current trends in the Food &
Beverage Services industry? How will people eat, behave and be served in coming years? In this regard there
is a need to look at some of these foreseeable trends that will become part of the everyday life soon.

Significance
This study shows that what all positive aspect are related in introducing next generation trends in food and
beverage service for example, now people are very health conscious so they wants healthy food. The
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knowledge from this study will help the food and beverage sector of the hospitality industry to prepare for
the future demands of their prospective customers in line with the emerging trends.

Literature Review

In this section some significant literature on the subject is reviewed. Fairly similar topics are found since in
this topic only a few researches have been conducted. The purpose of this section is to understand the
importance of food and beverage service in the hospitality sector and the need to implement new trends in
same to provide newer experience to the tourists in the aspect of food and beverage service keeping in mind
the role of menu in gaining more profit. Elegant and satisfying dining experience is one of the most
important factors that relate to customers judgment by comparing customer’s expectation on restaurant
tangible and intangible product, with the actual performance of restaurant.

Parameters included are price, quality, standards, experience, flexibility and the welcome customer care and
service which, many tangible and intangibles deliverance is incorporated along with accurate consistency,
quality, and creativity. D. Melia (2011), Trends in food and beverage sector of the hospitality industry, has
expressed the various benefits that can be attained by the service quality such as establishing guest
satisfaction, contributing to overall business image, establishing guest loyalty, and providing a competitive
advantage to a business establishment. Yang (2012), International Journal of Hospitality Management, has
reported evidences that food outlet menus may consist of prime spots where the first gazes of customers
focus on. The management of restaurants needs continuous improvements in service quality to get optimum
guest satisfaction.

The topic, as per Outlook (2012), The Emerging Trends in Food & Beverage Services Retailing in India features
entertainment facility, service quality also plays a significant role in order to allure the guest for spending
quality time on the table of a food outlets. C. Stewart (2015), Trends in Food and Beverage Industry, shares
the ideas about the menu planning as a process of selecting menu items and evidences are stated by their
research that the criteria of menu item selection are depending upon the cost of raw materials, cost of
labour, profitability of menu item, the skill level of staff needed, space and equipment requirements, and
customer demand. Nayyar, A. (2018), These food trends will rule 2018 and Goswami, S. (2018), Top 7 food
trends that will hit the Indian market in 2018, discusses in details about the upcoming food trends for the that
will dominate the indian market in the coming years.

Research Methodology

e The primary data is collected through personal interview along with questionnaire with hotel and
restaurant managers, supervisors as well as entrepreneurs who are well versed with the emerging
trends in the field of food and beverage.

e Journals, books and various websites, etc., form the source of secondary data.

;l(; Organization name Organization type Emerging F & B trends
Environmental
> Star hotel 15\/1[1:;[;;?:62121?; vegetarian
1. Taj Bengal, Kolkata Taj group of Hotels & vee
. food
Pan India i .
Fusion cuisine
Social media
Food presentation
5 Star hotel Innovative beverages
2 HHI, Kolkata Kolkata & Varanasi Online booking
Social media
BB’s Restaurant, Free standlpg restaurant Regional cuisine
3. Under Trincas group of POS System
Kolkata
Restaurants Local procurement
Amrakunj Resorts, Hom.emade food
4. Resort Mobile food app
Kolkata
Local procurement
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Source

The emerging trends in Food and Beverage have been collected by direct interviews with hotel, resort and
outlet managers, supervisors, entrepreneurs (resort) and by the use of the questionnaires for the managerial
and supervisory level positions. The sample size for the same was 30.

Interview Graph

20 18

No.of people
[y
o

2
L

Managers Supervisors Entrepreneurs

Designation

Fig 1: Questionnaire interview of emerging trends in food and beverage of 10 Managers, 18 Supervisors and
2 Entrepreneurs

Findings

The appetite drive for the newer items based on the currents trends seems to rise every year. People go
crazy over newer introduction in the gourmet list which branches out sometimes to a weirder versions like
cheese tea and cotton candy on one hand, on the other hand, to sustain and encourage heath conscious
eaters a delicious plate of good farm produce and celebrated. Now is the trend of heath and food lover going
side by side if there is a passion for Instagramable food art, there is also people’s awareness of their guts
viability. The demand has lead to sponsoring the rise of innovative chef's who recreates and discovers
innovative style of cooking and presentations, which is worth the time and money spent in anticipation. Here
are some of the positive food trends that will hit the market in a big way in the forth coming years. Take a
look, and get ready.

Food Trends

Minimally processed natural foods

Chef’s around the world are putting on their magic hat to lead a revolution to educate and excite their
customers about the ultimate gourmet experience as close to their natural essence as possible, and not
overly seasoned or processed. As the plant-based ingredients replacing processed food, a steady awareness
is spreading about the dangers of sodium, sugar and saturated fat, and guests are demanding healthier food.

Local procurement

In the context of the fresh market produces in India, it is not only in the trend to maximize its use but it is a
way of life as well. The chef’s are highly experienced in knowing the fresh produce of the season which is
locally available at a desirable rate. Thus, the menu planning is a joyful aspect in every hotel. It is an
incredible experience which inspires innovation while walking among a thousand vendors selling every
imaginable herb, spice and vegetables.

Sustainability and environment

In today’s scenario the consumer are well educated about the relation of their health with the deep values of
the planet. Being creative and thoughtful is the key challenge and salvation in order to promote sustainable
and environmental friendly practices. To be aware about the innovations in equipment and programs that is
open in the market
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Food presentation

In dining presentation has been a key element, but there are great deal of options available on social
platforms such as Instagram. As the new trend continue to grow in mobile and social networks, emphasis are
not on just producing food for eating, but food for sharing. As expected, food and beverage professionals
plan to go even further in their efforts to make every plate in Instagram worthy. The majority of chefs,
and bartenders, plan to make their work visually satisfying to enhance every part, of the dining experience.

Mainstreaming vegetarian proteins

Nowadays, meat alternatives are being provided by the kitchens extensively which is appealing to vegans
and omnivores as well, diminishing the needs to relegate vegetarian or vegan foods as special part of the
menu. For their flavour, texture, and presentation, meat free dishes are featured. On a general note more
carnivores are expected to choose among the meat alternatives and their interest in plant-based proteins
continue to grow, as people of the younger generation increasingly opt for vegan.

Fusion cuisine

Fusion cuisine evolved from the hybrid food trend. Respecting the craft and traditional techniques of two
culinary worlds, is what fusion cuisine is all about. It also combines items into a harmonious well balanced
menu. One of the most popular trends amongst the youth is exotic hybrid menus with elaborate buffet
layouts.

Regional Cuisines

All our celebrity chefs, from Vikas Khanna to Kunal Kapur, travel throughout India to seek the unknown
flavours, regional cuisines which provide a better boost in the upcoming years. It can be expected that more
restaurants will start focusing on cuisines from the Northeast and the tribal belt cuisines of India, and even
specialty restaurants may focus on serving the foods from Odisha, Chhatisgarh and Himachal Pradesh.

Homemade food is an industry today

Thus homemade food has become a luxury since the present generation is always ‘on the move’ which
explains the reason why small companies that make homemade food available to the customers are alluring
most stakeholders to invest in them. Homemade has changed the functions of the food and beverages
industry because of which at a local level has increased from which the customer behaviour can now be
studied better.

Mobile ordering

Food is no exception where the tech-savvy world prefers everything on the go. Nowadays, mobile apps
provide interactive menus for ordering fresh food which has become a significant part of the modern urban
life. Various outlets have created customized apps of their own, where they not only provide food delivery
keeping this trend in mind; but also loyalty points to their customers. For the ease of access to their menus, a
number of high end hotels have created apps which can be utilized whenever and wherever they are needed.

Importance of menus

The face of any food & beverage outlet is their menu card. The type of cuisine on offer, what is available, and
the categories of food and drinks along with their prices are detailed in the menu. Menu cards are well
designed to add to the class of an establishment. The theme of the place often reflects the format of a menu
card. To effectively communicate the overall dining experience to the guest the style of menu must be similar
with the idea and theme of the restaurant. Many restaurants are trying to create a great experience from the
menu. 3D style menus from which guest can feel how the dishes look like will become popular in the future.
In stimulating the customer appetite this is going to be very helpful. To give the guest the knowledge of food
and beverage and how hygienic chef is preparing the food video menus can be used to see how chef is
preparing their meals.
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Fig 2: Graph showing the Food Trends and the percentage of their market share

Beverage Trends

Beverage innovation

The array of products including alcoholic drinks, non-alcoholic drinks, juice/health drinks, and aerated
drinks is what the beverage industry is made up of. As their market potential is growing beverages are
currently receiving considerable attention. Progress during last several years in terms of production the soft
drink industry has made significant growth. Refreshing beverage and varieties with decorative and
innovative beverages is where the soft drink industry has made significant growth. The beverage drinking
styles are is just as attracting as the important ingredients that are in it.

Some of the unique style of beverage categories and there delivery methods are given below:

Shots
Nowadays pocket shots are available in the markets which are very easy to carry and consume. They come
in small 50 ml test tube containers. It can be reclosed by the lid. They also come in single use tubes.

Sports beverages

For increasing stamina or to get fast recovery from tiredness these drinks are launched in the market. Since
these contain fluids, it is also beneficial for sports person as they cannot drink water after workout or
practice.

Enhanced water

It is a category of beverages which contain additional ingredients, ranging from natural or artificial flavours,
sweeteners, vitamins, minerals and other "enhancements" but are marketed as water. Non-diet soft drinks
are higher in calories per ounce than enhanced water. Enhanced water is marketed by a number of beverage
companies market

Mocktails

Simple water or chemically laden soft drinks are not what non drinkers want be limited to. Non-alcoholic
beverages that are imaginatively presented can be presented by the planner. There is a rise to mocktails and
alcohol free takes on Mojitos, Martinis and Bloody Marys with infusions of fresh fruit and colourful garnishes
due to the current concern with health and safety. New ways to incorporate vegetables into their
concoctions are being researched by professional mixologists. These types of drinks have certain health
benefits as shown by some research, yet forming another selling point at the lobby bar.

Tisanes
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Fruit teas and herbal infusions are becoming increasingly popular and they are healthy stimulating
beverages. In India green tea has become a household name. Tisanes are going to be an integral part of
future beverage menus if trends are to be believed.

Beverage Trends

Beverage innovation 25%
B Shots 15%
W Sports bevergae 15%
H Enhanced Water 15%
B Mocktails 20%

m Tisanes 10%

Fig 3: Graph showing the percentage of various beverages occupying the Beverage Trends.

Technology Trends
When customers are using apps to book tables, get food delivered, can restaurant owners stay far behind?
Thus this industry has been hit by a wave of technological innovation like every other industry.

Online table booking

Booking your table on the click of a button has now been facilitated by so many new apps. Before heading to
a new place to eat, more and more customers prefer to reserve a table. Because they are evidently giving
them more business, restaurants are more than willing to be placed and listed on such apps. Digitalization
technology is also making complications like table reservations, less time consuming, just like easy food
delivery with the help of an app.

POS Systems

A majority of restaurants are already making use of POS Systems for the efficient and seamless functioning
and management of their outlets. To utilize customer preferences, history and behaviour to send them
personalized notifications and luring them into ordering from them; there are analytical tools present.
Mobile app notifications, e-mails and text messages help to make sure restaurant customers are retained by
sending discount codes, vouchers, schemes and coupons. This makes the entire process faster and more
convenient.

Social media

Chefs take the help of the social media to share their recipes, reach out to their followers, and make
announcements related to business directly to guests who visit their outlets on a regular basis. This has also
helped restaurants to reach the audiences about their new menus launch, happening events amongst other
things. Their stronghold on social media handles have been a source of great interface, as the outlet and F&B
service sector is always evolving. So it is difficult be updated along with the trends to keep the business alive.
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Technological Trends

H Online Table Booking 35%
B POS Systems 25%
m Social Media 40%

Fig 4: Graph showing the percentages of Technological trends occupied by, Online Table Booking, POS
Systems and Social Media

Limitations

The food and beverage service sector is a vast area and includes various outlets like restaurant, coffee shops,
bars, banquets and room service. There are constraints with regards to generalization of the mentioned
trends and their applicability in various food service areas.

Conclusion

It can be concluded that food & beverage service trends are changing at a steady pace every other day. A
much more challenging and complex environment is emerging within food and beverage service sector. A
flexible, creative response to guest demands is due to these demands. It is the customer who are always
looking for the latest and innovating trends have been introduced in the food & beverage service sector, and
not just the from the service provider’s side. Today customers are educated and well exposed; Customers
look for creative things that allure them differently. These days, Customers are comfortable in paying good
money as far as they are getting value for it. These consumers are health conscious and are sensitive to price
and not only good food but innovative food and beverage service.

The new generation people want to make this industry more entertaining because most as people enjoy
eating food outside, the new generation aim to make this industry more entertaining.
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ABSTRACT: Performance management is the art and zen of harnessing the power of human minds for
attainment of mutually beneficial goals by improving the competencies of individuals, groups and the system
itself. Unifying elements and practices from a behavioral perspective is investigated a limited way . The purpose
of this study is to analyze the bondage between factors of organizational culture and performance management
practices in a University system that has adopted global practices in education and established international
group.

This investigation was carried out within the frame work of exploratory research to reveal the bondage of the
two variables as given above. Primary data was collected through questionnaires from 60 faculty members
namely Indus International University, it contains male and female members. Correlation and Regression
Analysis was used for Stasticial analysis using SPSS. The Pearson correlation was used to reflect the degree of
linear relationship between two variables and determines the strength of the linear relationship between the
variables. One-Way ANOVA was employed to determine the significance of the relationship.

The stasticial analysis reveals that dimensions of organizational culture have significantly positive relationship
with performance management practices; employee involvement is highly correlated with consistency and
adaptability. This investigation was carried out in the only University in the district of Una, Himachal Pradesh.
The findings of this study would be an eye opener for investigation in institutions of similar settings. This would
enable better understanding for educational administrators for the development of the University. This research
paper is an attempt to study the variables of organizational culture and competency development in a academic
organization in the State of Himachal Pradesh. Few such studies have been carried out in similar settings.
Performance Management, Organizational Cultural Traits, Employee Involvement, consistency, adaptability.

1. Introduction

Several scholastic studies examined the link between organizational culture & performance ,however not
much research has been done on organizational culture as a key factor of performance management
.Therefore the purpose of this paper is to examine the relationship between components of organizational
culture & performance management practices, a pervasive human resource development and management
practice. The core of human resource management is performance management . Employees & managers
gets immense benefit of organizational culture as a key factor as the results of study would be revealed. The
present empirical study Denison theory of organization culture is used which focuses attention on four
cultural traits involvement, consistency, adaptability& mission as key pillars of organizational performance.

Literature Review

Organizational Culture

Organizational culture forms part of the complex human behavior and social phenomena. It is a multi
layered construct which could be compartmentalized into layers according to these phenomena’s
observability and accessibility . The term of organizational culture has been define as patterned of shared
values and beliefs over time which produces behavioural patterns that are accepted in solving problems (
Owens 1987; Schein, 1990).

The internal environment of an organization is visually seen in its culture and is plagued by assumptions &
beliefs of managers & employees ( Aycan. 1999). It has manifested in beliefs ,assumptions, values, attitude &
behaviours of its members hold key to firms competitive advantage ( Hall, 1995; Peter 1998) since it
formulates organizational procedures, unifying the whole organizational capabilities into a cohesive whole,
provide solutions to the problems face by the organization and there by hindering or facilitating the
organizations achievement of its goals ( Yilma 2007)
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Performance Management

The goal of performance management is to transform the raw capabilities of human resource into
performance by removing barriers as well as motivating and rejuvenating the human resource (Kandula,
2008). Competitive capacity of organization can be increased by building strong people & effectively
managing & developing people (Carbrera & Banacheol, 1999) which is in essence performance management.
The Relationship Between Organizational Culture and Performance Management

According to Kandula (2008) the key to good performance is a strong culture. He further maintains that due
to difference in organizational culture, same strategies do not yield same results for two organizations in the
same industry and in the same location. A positive & strong culture can make an average individual perform
& achieve brilliantly whereas a negative and weak culture may demotivate an outstanding employee to
underperform.

Denison’s Framework of Organizational Culture

At the core of Denison’s model are the underlying beliefs & assumptions that represent the deepest
compartments of organizational culture. These fundamental assumptions provide the foundation from
which (1) more surface-level cultural components such as values & observable artifacts — symbols, heroes,
rituals, etc. - are derived, and (2) behavior & action spring (Denison, 2000). (p. 292).In Denison’s model
comparisons of organizations based on relatively more “surface-level” values and their manifest practices
are made. Such values are deemed both more accessible than the assumptions and more reliable than the
artifacts.

Purpose of the study

The purpose of this study is to analyze the bondage between factors of organizational culture and
performance management practices in a University system that has adopted global practices in education
and established international group.

Therefore the hypothesis are

H1: Organizational Culture has significant and profound positive relationship with performance
management practices.

H2: Cultural traits of involvement, consistency, adaptability, and mission in organizations has a significant
positive influence on performance management practices

Methodology

This investigation was carried out within the frame work of exploratory research to reveal the bondage of
the two variables as given above. Primary data was collected through questionnaires from 60 faculty
members namely Indus International University, it contains male and female members. Correlation and
Regression Analysis was used for Stasticial analysis using SPSS. The Pearson correlation was used to reflect
the degree of linear relationship between two variables and determines the strength of the linear
relationship between the variables. One-Way ANOVA was employed to determine the significance of the
relationship.

Analysis of the Data

The Pearson correlation was used to reflect the degree of linear relationship between two variables and
determines the strength of the linear relationship between the variables., One-Way ANOVA was used to
determine the significance of the relationship. Based on the confirmation of directionality shown in table 1,
there exists sufficient evidence to accept hypothesis H1 that with a confidence level of 0.99 organizational
culture is positively and strongly associated with performance management practices. Table 2 also confirms
that with a confidence level of 0.99 each of the four organizational cultural traits of involvement,
consistency adaptability and mission are positively and strongly associated with performance management .
Based on this there is exists strong evidence to accept hypothesis H2.

Table 1: Correlation Analysis Organizational Culture to Performance Management Practices

Organizational Performance Management
Culture Practices (PMP)
Organizational Culture Pearson 1 .839**
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Correlation
Sig. (2-tailed) .000

N 42 42

Performance Pearsop .839** 1
Management Correlation

. Sig. (2-tailed) .000
Practices (PMP) 1 42 ™

** Correlation is significant at the 0.01 level (2-tailed).
Table 2 shows that the value of R square is .744 the same is explained as variance in the dependent variable
performance management practices by organizational culture traits. As value of R= .83 which show the

model fit and quite acceptable value for acceptance of model.

Table 2: Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .863a 744 .695 8.80383
a. Predictors: (Constant), Mission, Involvement, Consistency, Adaptability

Conclusion

This research shows that all the variables must be positive to get better results from PM Practices.
Organizational culture and design of human resource management practices such as performance
management have been studied independently for organizational success. The literature review strongly
suggests that organizational culture leads to enhanced organizational performance. There could & probably
several factors organizational elements that provide a link between employee’s behaviors motivation and
values.
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ABSTRACT: Food has been identified as an important aspect to sustain life before the actual discovery of
nutrients and identifying the role nutrients play in the growth and development of the human body. Evolution of
man has reported significant changes and up gradation in the food preferences. These food preferences vary
with the factors as seasonal availabilities, climatic conditions and religious beliefs of the people in communities.
Today’s world has a variety of food to offer to mankind extending the scope from vegetarian dishes to meat
delicacies to a level that food is both cooked and preserved using chemicals compounds. Food menus at the same
time are available in the from highly elaborated classical food dishes to fast food items symbolizing modern
culture in satisfying customers in relatively short of time. Changing life styles in the Indian population has
resulted in an extensive growth in fast food industry. Moreover, an elaborated choice available in the fast food
satisfies the gastronomic preferences of people from all the regions. In this paper efforts are made to study the
food preferences of students in GNA University which has about 5000 students from different parts of India. Fast
food outlets in GNA University cater almost all popular fast foods through 6 major canteens/subsidized food
outlets for students. Analysis of the surveys shows that a major part of the students like burgers, pizzas and rolls
while the male students prefer fizzy drinks, shakes and juices and female students recommend coffee, ice creams
and fresh juices. It is also concluded that both males and females students’ emphasized factors like product
quality, hygiene, timeliness of the service and price reasonability to choose fast food from the varied available
choices.

Keywords: Fast Food, GNA University, Consumption Behavior, Food Preferences

1. Introduction

Any food item or a meal which is pre-prepared or which is processed to the level that it can be converted
into ready to eat product in very little time when it is ordered is referred as Fast food. Burgers, sandwiches,
chips, French fries, nuggets, fried meat balls etc. are also called as finger food as one needs not to use cutlery
and crockery to eat fast foods. The outlets serving such food items are named as fast food outlets. Fast food
industry is one of the fastest growing industries in the world as well as in India. People irrespective of their
demographic backgrounds are attracted towards various fast foods. International fast food outlets have
judged the potential of Indian markets and entered India in 1990’s i.e. the time of liberalization in Indian
economy. American fast food company MC Donald’s gets acceptance in the Indian markets after introducing
vegetarian menus according to the Indian palates and including selected non-vegetarian options which
excludes beef and pork. This step to adapt in the market shows the shows interest from the fast food chains
in Indian markets as well as the potential growth associated with the popularity of such fast food outlets.
Growth of fast food industry symbolizes the acceptance of fast food in the life style of inhabitants in a
country. Keeping in view the persistence growth of fast food industry in India, this study has attempted to
examine the food preference of the students in the GNA University towards the fast foods.

Literature Review

Schlosser, 2001 stated in his paper that starting from California in 1940, the fast food industry altered the
food habits of people in many Asian and other countries around the globe. Bender & Bender in 1995 have
defined fast food as a term used for the foods that are easy to cook on production lines i.e. can be cooked in a
less time and sold by the specialized suppliers such as sandwiches, burgers, pizzas etc.

A study was conducted to review the fast food preferences of the students at University of Ankara, Turkey. In
the study various outlets in the University and the fast foods were surveyed on the basis of points given by
total 401 students. Out of 401 respondents 74% (297) were females and 26% (104) were males. The study
determined 98% of the students preferring fast food outlets during week days and weekends. The
respondents preferred pizza as the most liked fast food followed by chicken doner and burgers. Fizzy drinks
were found to be most favored beverage for the students in University of Ankara, Turkey.
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Huang and Howarth in 1996 have concluded that the undergoing changes in the economy in Asian countries
and rapid urbanization have shown changes in the food demands. Huang and Howarth have also stated this
trend to be continued in the coming years. According to another study conducted in Canada and US by Kara,
Kaynak and Kucukemiroglu, people in the age group of 12-24 tend to seek variety, price, delivery and
location in America. In Canada, price and novelties are preferred most by the same age group.

In the year 2013, a study was conducted in Lovely professional University by Harsh kumar, Amandeep Kaur
and Rajdeep Palaha to study the preferences of the students living in the hostels. The study Conducted in
LPU provided the direct link between advertisements, the role of parents and the behavior of the students.

About GNA University

GNA University is an academic excellence initiative by GNA Group, which has over 70 years of corporate
legacy. Established in 1946, GNA group has exceeded a turnover of $100 million. GNA University (GU) is
designed in year 2014 to be a leading higher education organization engaged in creating, preserving and
imparting knowledge to a diverse community of students. The University is situated about 7.5kms away
from Phagwara city, District Kapurthala in Punjab. GNA University is proving itself as a synonym to academic
excellence with six different institutes as Faculty of Hospitality, Faculty of Engineering, Design & automation,
Faculty of computational sciences, Faculty of animation & multimedia, Faculty of physical education and
Faculty of Business studies offering undergraduate, post graduate and doctorate programs in all Faculties.

Methodology

A survey was conducted in order to study the food preferences of over 5000 students attending various
educational disciplines in GNA University. A reasonably structured questionnaire containing fifteen close
ended questions based on demographics and food buying/consumption patterns. Keeping in view the
technological inclinations, the questionnaire was been circulated to the students through Google forms. The
questionnaire was distributed to the students of different age groups. A sample size of 100 respondents was
considered randomly from different disciplines including Hotel Management, Computational sciences and
Business studies. Further to maintain the quality of the data collected, questions were explained well to all
the respondents by bilingual explanations. Data was collected primarily in the month of February 2019 by
the students living the University hostel as well as from the day scholars.

Analysis and Outcomes

@ 18-25 years
@ 26-34 years

35-40 years
@® 41-50 years
@ 25-30 years
® 20

Figure 1

Inference: It has been found that majority of the respondents fall into an age group of 18-25 years(86.9%)
followed by age group between 26-34 years(7.1%).
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® Female
49% ® Male
@ Prefer not to say

Figure 2.

Inference: Out of the total respondents (100), 51 were female students and 49 were male students studying
various disciplines in GNA University.

@ Urban
@ Sub Urban
@ Rural
@ Tribal
18.2% @ India
@ Suburban
43.4%

Figure 3.

Inference: Figure 3 interprets that GNA University is an educational institution for students from a mix
social background as 43.4% of the total respondents have stated their residence in the urban areas, 35.4% of
the students belong to rural locations and 18.2% of the respondents have reported their residence in the sub
urban areas.

@ Quite often
@ Less often

© Rarely

ﬂ @ | don't eat out

Figure 4.

Inference: Figure 4 infers that a major part of the respondents (36%) have expressed that eating out is
common among the group, 28% of the total respondents have stated that they are not regularly eating out of
their homes or buying food to eat frequently and 29% of the students specified that it is very rare for the
group to eat out or buy food to eat from the market.

Special Issue [JRAR- International Journal of Research and Analytical Reviews 81




UGC Approved: 43602 e ISSN 2348 -1269, Print ISSN 2349-5138
Advancements in Hospitality and Tourism Industry: A Way Ahead http://ijrar.com/

@ Vegetarian food (Prefer plants, milk &
milk products)

@ Non vegetarian Food (Can eat meat &
other animal Products)

@ Vegan (do not prefer to eat any
animal products)

Figure 5.

Inference: With the help of Figure 5, it is easy to state that a major part of the students (59.2%) in GNA
University prefer to eat vegetarian food dishes as a part of their daily diet and 33.7% of the student consider
themselves to be meat eaters.

@ Fast Food like burgers, sandwiches,
hot dogs etc

@ Whole meal food/healthy food like
salads, shakes, juices etc

@ Fast Food
@ Anything and everything

Figure 6.

Inference: In figure 6, it is clearly concluded that a major part of the respondents irrespective of their
frequency to eat out (figure3) prefer to choose fast food items like burgers, sandwiches, hot dogs etc. as a
part of their meals. There exist good numbers of students (32%) who aim to have whole meal foods/healthy
food items as a part of their meals when they are eating out or buying food for themselves.

@ Appearance & Luxury

@ Hygiene & Cleanliness

@ Brand Image/Brand Name
@ Cost effectiveness

Figure 7.

Inference: Figure 7 clarifies that 82% of respondents are concerned about the hygiene and cleanliness
maintained at the food outlet. 10% of the responding students have also expressed cost effectiveness as a
factor after cleanliness to choose an outlet to buy edibles from.
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® Yesldo

@ Nol donot
Maybe

[ K]

Figure 8.

Inference: From the figure 8 it is been stated that a very less (22.7%) numbers of students in their age
category are concerned about the total calories taken in the day through meals, majority of the students
(35.1%+41.2%=76.3%) either do not consider the calorie intake or not sure if they are taking the calorie
count as a serious aspect to choose food dishes as a part of their meals.

Results and Conclusions

Fast food is getting popular among the young generation in both males and females in GNA University. The
students staying away from their home places in the hostels or those eating out during working hours in
university, the teenagers frequently eating out and those who prefer less to eat out, all choose fast foods like
burgers, pizzas, sandwiches etc. as their preferred meal type. A major part of youngsters from urban and
sub-urban locations including many from the rural locations studying in various disciplines seek good
knowledge about the food, they prefer to eat. It has also been concluded from the surveys that major part of
the young generation considers hygiene and cleanliness as a factor in selecting food outlet to buy food.
Further the survey enlightened that a major part of the students do not consider daily calorie intake while
buying food.

The study conducted in the University has confirmed that fast food has made its place as most favored food
type in all the meals taken out by today’s youth. The study also directs an unwilling nature of the youth to
change their food habits. An increase in the fast food consumption can be concluded as a result of factors like
advertisements, social media, time limitations, lack of interest towards cooking for self and frequent outings
with friends.

Limitations of Study

The study has been conducted in GNA University through e-questionnaires filled by students in the campus
only. All the conclusions and results are based on the observations and preferences of those students who
are dully verse with technology. To generalise this study for each and every student in the age group,
questionnaires are required to be filled in the in hard copies and other means of collecting data like
interviews, group discussions etc. would have added more relevance to the concluded results.
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ABSTRACT: As far as India is concerned tourism has lot to contribute towards the economic goals of the
country, like the generation of income, jobs, and foreign exchange, Foreign Direct Investment, etc. Tourism
development of a destination depends on the basis of two factors Resources and Environment. As a matter of
fact many cities of Himachal Pradesh can be considered as prominent tourist spots but above all Manali, Shimla
and dharamshala are some of the cities that are being visited most by the foreign and domestic tourists. So it cn
be said that these places are be considered as some of the fastest emerging tourist destination of the country.
Apparently, the physical environment of a given tourist place is the cleanliness and hygiene. With all the other
good things these are the two factors which are being discussed, once a tourist visits the destination and this
forms the perception of the other people. Now the government has launched a program related to this, called as
“Swachh Bharat Abhiyaan” or “Clean India campaign”. The present study has been conducted to evaluate the
before and after impact of “Clean India “Campaign”.

Keywords: Tourism, Hygiene, Clean India campaign, Gaps

1. Introduction

In an International Conference on Tourism held in 1981, organized by the Tourism Society of England,
classified Tourism as, ‘Tourism may be defined in terms of particular activities selected by choice and
undertaken outside the home environment. Tourism may or may not involve overnight stay away from home’.
And in the later years this classification was firmly accepted by IASET. (Burkart&Medlik, 1984).

Most of the experts in the field of tourism study the concept of the same as one of the basic human activity,
which includes two basic types of areas i.e. area which receives the tourist and other which generates
tourist. The above said studies included the parameters of physical environment, resources to cater tourists,
actual landscape available to cater the tourists.

Himachal Pradesh is located in the northern region of India. The adjoining states to Himachal Pradesh are
Jammu & Kashmir on the North, Punjab on the West and the South-West, Haryana on the South, Uttar
Pradesh on the South-East and China on the East. Being a sub-Himalayan state, Himachal Pradesh has a
varied climate that changes with altitude. The climate ranges from warm and sub-humid tropical at low
altitudes to cold and icy at high altitudes. There are three main seasons: winter from October to March,
summer from April to June and rainy from July to September. As we know that India is a agriculture based
economy and following the same Himachal Pradesh also is largely a agriculture based economy where the
total contribution of the same is around 45% and apparently it is the main source of revenue and even
employment in the state. As a matter of fact more than 90% of the states economy is dependent on the
agricultural produces.

According to the Ministry of Tourism, H.P. accounted for 3.45% of the tourists arrival in India in 2015. FTV
(Foreign Tourists) in H.P. were recorded at 4.01 lakhs in 2009 and this number went up to around 5 lakhs in
2017 with a CAGR of 2.55% (2009-17). During the same period, domestic tourist visits increased from 11.4
Million to about 19 Million, recording a CAGR of 8.32% (2009-17). Same can be seen from the figure 1 and 2
given below.
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Fig 1: Domestic Tourists in H.P.

2011 2012 2013 2014 2015 2016 2017

Source: Ministry of Tourism, Government of India, Himachal Pradesh Economic Survey, 2017-18

Fig 2: Foreign Tourists in H.P.

Tourism is one of the most important sectors for the state economy in terms of foreign exchange earnings
and creation of employment opportunities. Himachal Pradesh is endowed with topographic diversity,
historical monuments and religious shrines. As of 2017-18, there were 2,907 registered hotels in the state.
The tourism sector of Himachal Pradesh contributes to 6.6 per cent in the state GDP. Domestic tourist
inflows in the state reached 19.13 million in 2017 while foreign tourist arrivals reached 470,992. To boost
tourism, the state plans to set up a golf course and improve connectivity by increasing the number of
helipads.
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EH.P. ®India

Comparison of Tourist H.P. vs India

W Series1, H.P.,
2.03,2%

Tourist Circuits

Himachal Pradesh is part of established tourist circuit formed by New Delhi, Uttarakh and Punjab; visited
both by international & domestic tourists. Being an elementary location of the tourism, H.P. witnesses high
influx of tourists every year. There are nine tourist circuits as identified by Rajasthan Department of
Tourism, based on their geography, attractions and coverage by independent / group tourists.

Shimla Circuit

Kullu -Manali Circuit

Chamba Circuit

Kangra-Dharamshala Circuit

Mandi Circuit

Nahan-Paonta-Renuka Circuit

Solan Panwanoo Circuit

Lahaul and Spiti and Tribal Circuit

PN VTR W

Swachh Bharat Abhiyan

Swachh Bharat Abhiyan was launched at national level and gradually it covers more than four thousand
prominent towns of the country, the idea was to keep the streets clean, keep the main roads and national
highways free of solid waste and to avoid the accumulation of waste in the streets. This campaign was
officially launched on 2 October 2014 at Rajghat, New Delhi, where Prime Minister Narendra Modi himself
cleaned the road. The mission was started by Narendra Modji, the Prime Minister of India, nominating nine
famous personalities for this campaign, and they take up the challenge and nominate nine more people and
so on. It has been carried forward since then with famous people from all walks of life joining it. The origin of
cleaning campaign was started way back in the year 1986 and then it was called as Central Rural Sanitation
Program (CRSP) and Total Sanitation Campaign (TSC), then june 2003 Nirmal Gram Puraskar ,then in 2012
Normal Bharat Abhiyan (NBA) and finally comes Swachh Bharat abhiyan in 2 October 2014.

In the past few years, the phenomenon of clean India was largely assimilated to the tourism industry of the
country with a view to increase the domestic and foreign tourism in the country and with the increase in the
tourism there will be a relative increase in the generation of employment, which is gradually related to other
economic activities in the related regions. Above and all it was felt that if all the tourist places are clean and
hygienic then the tourist coming from all over the world will carry a positive image of the place as well as for
the country.

Clean India campaign operators realized that the city is relatively clean barring a few crowded areas. In
addition to cleaning the city, awareness program has been conducted on keeping the city clean and hygienic.
They have worked systematically, ward by ward. Many institutions carried out the Clean India campaign
activities which helped to clean many public and tourist areas.
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Objectives of the study

e Determine the impact of Clean India campaign to enhance tourism in Himachal Pradesh.

e Assess the impact of Clean India campaign on tourism development and find the gaps in operations of
the same.

Hypothesis of the Study

A. HO: There is a significant relationship between hygienic and cleanliness conditions at the tourist place
and the arrival of tourists.

H1: There is no significant relationship between hygienic and cleanliness conditions at the tourist place and

the arrival of tourists.

B. HO: There is a significant relation between sanitation and re-visit of tourists.

H1: There is no significant relation between sanitation and re-visit of tourists.

Research Methodology

In the present study a structured questionnaire and applied research has been used .The sampling
procedure used is convenience sampling. The sampling is selected on the basis of convenience in various
institutions who have conducted Clean India campaign and among tourist. The populations chosen for the
study were the domestic and international tourists visiting the cities of Manali, Shimla and dharamshala in
H.P. the sample comprises of the 200 respondents.

The tools used for the purpose of the study were one way ANOVA (Analysis of Variance) and the univariate
measures of data analysis like the averages, percentages, standard deviation and correlation, etc.

Data Analysis and Interpretation

Hypothesis I
ANOVA
Sum of Squares Df | Mean Square F Sig.
Between Groups 7.401 1 7.401 10.933 |.001
Infrastructure Within Groups 337.149 198 677
Total 344.550 199
Development Between Groups .018 1 .018 011 |.917
transportation Within Groups 823.310 198 1.653
Total 823.328 199
Usage Between Groups 4.297 1 4.297 3.412 |.065
of Within Groups 627.245 198 1.260
destination Total 631.542 199
Between Groups 7.539 1 7.539 6.003 |.015
following rules Within Groups 625.389 198 1.256
Total 632.928 199
Between Groups 4.291 1 4.291 3.584 |.059
Maintenance Within Groups 596.259 198 1.197
Total 600.550 199
Between Groups 2.155 1 2.155 2.024 |.155
Hygienic Within Groups 530.187 198 1.065
Total 532.342 199
Tourist Between Groups 125 1 125 115 | .734
satisfaction Within Groups 538.827 198 1.082
Total 538.952 199
Between Groups 2.036 1 2.036 1.769 |.184
Eco environment Within Groups 573.042 198 1.151
Total 575.078 199
Sanitation Between Groups 3.064 1 3.064 3.206 |.074
Within Groups 475.904 198 956
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Total 478.968 199
Frequency of Between Groups 7.539 1 7.539 6.003 |.015
visit Within Groups 625.389 198 1.256
Total 632.928 199
Attraction Between Groups 1.912 1 1.912 1.839 |.176
& Within Groups 517.646 198 1.039
facilities Total 519.558 199
Interpretation

From the table it is evident that there is significance after the Clean India campaign with regard to
infrastructure, development of transportation system and ancillary services. In adequacy of campaign shows
significance in attributes viz destination image, tourist inflow and revenue generation after Clean India
campaign. Similarly the effectiveness of campaign shows significance with regard to hygiene, tourist
satisfaction and eco environment. The tourist perceived value with regard to sanitation, safety and
accessibility also shows significance after Clean India campaign. Tourist decision making with regard to cost,
cleanliness and attraction and facilities is significant after Clean India campaign. Lastly tourist participation
attributes viz frequency of visit, following rules and regulations and protection and maintenance of
destination and monuments is also significant after Clean India campaign.

As a matter of fact most of the sampled tourists have shown their inclination towards the cleanliness
condition at the particular tourist destination and the surrounding areas. This means that the cleanliness is
not only required at the exact location of tourist place but it is also important at the nearby places like the
streets, near the hotels, local transport routes, etc.

Result of Hypothesis Testing

On the basis of above analysis of data and the interpretation, this is evident that the null Hypothesis ‘There is
a significant relationship between hygienic and cleanliness conditions at the tourist place and the arrival of
tourists.” in the first case can be accepted and the alternate hypothesis can be rejected.

Hypothesis II
ANOVA
Sum of Squares Df Mean Square F Sig.
Frequency of Between Groups 7.401 1 7.401 10.933 .001
visit Within Groups 337.149 198 .677
Total 344.550 199
Between Groups .018 1 .018 011 917
following rules Within Groups 823.310 198 1.653
Total 823.328 199
Between Groups 4.297 1 4.297 3.412 .065
protection Within Groups 627.245 198 1.260
Total 631.542 199
Between Groups 7.539 1 7.539 6.003 .015
Maintenance Within Groups 625.389 198 1.256
Total 632.928 199
Tourist Between Groups 4.291 1 4.291 3.584 .059
satisfaction Within Groups 596.259 198 1.197
Total 600.550 199
Between Groups 2.155 1 2.155 2.024 155
Re-Visit Within Groups 530.187 198 1.065
Total 532.342 199
Interpretation

The study was conducted to analyze the scope of tourism promotion before and after the implementation of
Clean India campaign. The study reveals that there is tremendous growth of tourist after the implementation
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of Clean India campaign. An important part of the study is SWOT which analyses the both internal and
external factors which helps to assess favorable and unfavorable factors to maximize the strategies that use
strength to exploit the opportunities, strategies that use strength to overcome the threats, strategies that
minimize weakness by taking advantage of opportunities, strategies that minimize weakness and avoid
threats.

Result of Hypothesis Testing

On the basis of above analysis of data and the interpretation, this is evident that the null Hypothesis ‘“There is
a significant relation between sanitation and re-visit of tourists.” in the second case can be accepted and the
alternate hypothesis can be rejected.

Conclusion

The main objective of the study was to analyze the impact of Clean India campaign and to determine the
tourism economic growth. SWOT analysis of Clean India campaign has been conducted. Clean India
campaign makes H.P. as a top tourist destination. From this study it is understood that there is a drastic
positive change, before and after the implementation of Clean India campaign. It shows that Quality of
campaign, adequacy of campaign, effectiveness of campaign, Tourist perceived value, Tourist decision
making, Tourist Participation are the main factors which tends to give positive change after the
implementation of Clean India campaign. A proper planning and improved strategies can sustain and
increase the growth of tourist in the city. This study also helps to build the image of destination with more
number of tourists. Thus by concluding there is a positive change after the implementation of Clean India
campaign to make it sustain the public and government should be active in participation.
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ABSTRACT: The frequency of visit of a tourist to particular destination shows the popularity of tourism and its
related services. Majority of tourists were interested in Wild life viewing and Adventure activated. The entire
district has tremendous views as sightseeing and for leisure activities. The pilgrimage and Culture of that
particular region need to focus for its survival and promotion. The mode and types of transport used by tourists
were analyses on the basis of data collected from domestic and foreign tourists during visit. The variables used
for data collection were age, gender, marital status, occupation, education, income, trip, frequency, purpose,
and mode of travel, types of travel and duration of stay. The purpose of study is to know the interest of visit of
tourists on the basis of rank. To know the frequency of visit for various attractions and activities throughout the
year. The mode of transport used by tourist were different for domestic and foreign tourists due to the
purchasing power of the tourist and the other limitations. This research paper will help the stakeholders to
know the interest of tourists at different places because the frequency is the indicator of their interest and
choice of tourism products. The variables like Wild life & Adventure, Pilgrimage, Culture, Sightseeing & Leisure
and any other, were used for the purpose of knowing the preference by domestic and foreign tourists. This study
will help to the tourism planner to know that, where the stay of tourists was for maximum days and what was
the purpose of stay. On the basis of this analysis more tourism resources of that particular area can be
developed.

Keywords: Analysis, Frequency, Purposes, transport

1. Introduction

The charm or special quality of something that draw tourist to it, is it's attraction. The main attraction of this
hill district are wildlife, adventure and sightseeing . The purpose of visit is totally depends upon the
attractions. The use of mode of transport from the point of departure is depend upon two things, one is
purchasing power of domestic tourist and other is availability. In the case of foreign tourists the preferred
mode of transport is by air, there is no option of land transport to reach from non-sea routes countries but
some neighboring countries it may be possible but limited. The types of transport used during their visit to
various places were local private taxies and tourist buses on booking basis due to low speed in hills . The
condition of roads are not good in various places because of heavy rain and land sliding . The scheduled
private and government buses are used by those tourist, who have enough time and less money.

Objective
e To analyze the frequency of visit of tourist for various purposes by different mode and types of
transport

e To analyze the purpose of visit as per the rank given by tourists during survey.

Purpose

The purpose of study is to know the interest of visit of tourists on the basis of rank and frequency of visit for
various attractions and activities throughout the year. The mode of transport used by tourist were different
for domestic and foreign tourists due to the purchasing power of the tourist and limitation . This research
paper will help the stakeholders to know the interest of tourists at different places because the frequency is
the indicator of their interest. The variables like Wild life & Adventure , Pilgrimage, Culture ,Sightseeing &
Leisure and any Other ,were used for the purpose of knowing the preference by domestic and foreign
tourists. This study will help to the tourism planner to know , where the stay of tourists were for maximum
days and what was the purpose of stay. On the basis of this analysis more tourism resources of that
particular areas can be develop and promoted.
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Research Methodology

The primary data were collected by survey method. The questionnaires were developed to gather
information from domestic and foreign tourists. The sample size was taken 250 respondent as 200 domestic
and 50 foreign tourists.

Some information were also collected from district tourism development office (DTDO) and Kumaon Mandal
Nagar Nigam Ltd. (KMVN ) rest house at Pithoragrah, as a secondary sources. The percentile method was
used to know the share of frequency of visit for a selective type of attraction or interest. The percentile
method was also used for the variables like age, gender, marital status, occupation, education, income, trip,
frequency, purpose, mode of travel, types of travel and duration of stay.

Data Analysis and result

Table 5.1: Age-wise Distribution of Tourists\

Domestic = 200 Foreign =50

Age in years Domestic Foreign
Number % Number %
Below 20 08 4.0 02 4.0
21-30 66 33.0 14 28.0
31-40 81 40.5 18 36.0
41-50 39 19.5 14 28.0
51-60 & Above 06 3.0 02 4.0

Source: Self study

Age is an important variable, which affects the tourist’'s motivation and decision of destination. The data
presented in the table reveals that out of the 200 domestic tourists as high as 81 representing 41.5%
belonged to the age group of 31-40 years. Whereas the lowest 06 representing 3% belonged to the age
group of 51- 60 and above. Around 66 (33%) were in the age group of 21-30 years, 39 tourists (19.5%)
were in the age group of 41-50 years and 8 tourists (4%) were below 20 years of age.

Correspondingly, 18 representing (36%) belonged to the age bracket of 31-40 years, 14 each representing
(28% each) belonged to the age group of 21-30 and 41-50, 2 each representing (4%) in the age group of
below 20 years and 51-60 & above in the foreign tourist segment. Another very interesting relation is that
compared to domestic tourists more number of elderly foreign tourists have visited Pithoragarh during the
period of the study.

Table 5.2: Gender-wise Distribution of Tourists

Domestic=200 Foreign=50
Domestic Foreign
Gender Number % Number %
Male 129 64.5 38 76.0
Female 71 35.5 12 24.0

Source: Self study

Gender is an important factor ,which determines the choice of the destination. It was seen that out of 200
domestic tourists as high as 129 representing 64.5% tourists were male and 71 representing 35.5% tourists
were female.

Among 50 foreign tourists 38 representing 76%0 were male whereas 12 representing 24%) were female.

Table 5.3: Distribution of tourists by Marital Status

Domestic=200 Foreign=50
. Domestic Foreign
Marital Status Number % Number %
Married 134 67.0 34 68.0
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Un-married 66 33.0 16 32.0
Others Nil 0.0 Nil 0.0

Source: Self study

Marital status is an important factor ,which determines the interest of married and un-married person to
visit a particular or selected destination. It is revealed from the data in the table given below that out of 200
domestic tourists, 134 representing 67% tourists were married and 66 representing 33 % tourists was un-
married.

Out of 50 foreign tourists , 34 representing 68% tourists were married and 16 representing 32% tourists
were married. Thus more number of married domestic tourists and more number of married foreign tourist
were found during the particular time of visit.

Table 5.4: Pattern of Responding tourists by Occupation

Domestic=200 Foreign=50
Occupation Domestic Foreign
Number | % | Number | %
Business 41 20.5 Nil 0.0
Self - employed professional 18 9.0 08 16.0
Salaried Employed (Govt./Private) 86 43.0 27 54.0
Dependent 45 22.5 12 24.0
Retired Person 10 5.0 03 6.0
Any Other Nil 0.0 Nil 0.0

Source: Self study

Occupation is very significant factor which affects the tourist’s choice of a destination and vacation. Out of
200 domestic tourists, as high as 86 representing 43% were salaried government and private employed as a
highest and 10 representing 5% were retired person as low , whereas 45 representing 22.5 % were
dependent , 41 representing 20.5% were business man and 18 representing 9% were self-employed
professionals. There was no one in the category of any other.

The foreigner were also high is the occupational category of salaried employed in government and private
sector which was 27 (54%) and 03 representing 6% as retired person. 12 representing 24% as dependent,
8 representing 16% as self-employed professional. There was no one in the occupation of business and any
other category.

Table 5.5: Distribution of tourists by Educational Background

Domestic=200 Foreign=50
Qualification Domestic Foreign

Number | % Number %
High School 18 9.0 04 8.0
Intermediate 53 26.5 08 16.0
Graduation 72 36.0 32 64.0
Post Graduation 41 20.5 04 8.0
Others 16 8.0 02 4.0

Source: Self study

As far as educational background of the respondents is concerned, maximum 72 (about 36%) were graduate
and minimum 16 (about 8%) were in the category of others.

The tourist who were second in number were intermediate qualified , representing 53 (about 26.5%) . 41
represented (20.5%) were post graduate and 18 represented (9%) were high school pass tourists.

As far as foreign tourist concern the majority were graduate with 32 (64%) number, whereas 4 (8%) were
post graduate and 4 (8%) were high school . The tourist who were intermediate passed were 8 (16%) and 2
(4%) were as others.
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Table 5.6: Distribution of Domestic Tourists by Income

Domestic =200

Monthly Income (Rs.in Domestic
Thousand) Number %
Below 8000/- Nil 0.0
8001 - 13000 06 3.0
13001 - 20000 05 2.5
20001 - 30000 25 12.5
30001 and above
300001/- and above 164 82.0

Source: Self study
Majority of respondents 164 ( 82% ) were in the slot of income group 30001 and above and minority of
respondents 5 (2.5%) were in the slot of income group 13001-20000. Second number of income group was

20001-30000 with 25 numbers (12.5%) and 6 (3%) were representing to income group of 8001-13000.

Table 5.7: Distribution of Foreign Tourists by Income

Foreign =50

Monthly Income Foreign
(Rs. In Thousand) Number %

Below 85000 06 12.0
86000 - 125000 17 34.0
125001 - 200000 13 26.0
200001 - 300000 09 18.0
300001 and above 05 10.0

Source: Self study

Out of 50 foreign tourists, majority of tourists 17 representing 34% were in the income group of 86000-
125000 and minimum were 5 representing 10% in the income group of 300001 and above.

The second number were 13 representing 26% were in the income group of 125001-200000 . The tourists
in the income group of 200001-300000 were 9 (18%) whereas 6 (12%) were in below the income of 85000.

Table 5.8: Distribution of tourists visited or not visited to Pithoragarh earlier

Domestic=200 Foreign=50
. . Domestic Foreign
Visited Pithoragarh Number| % | Number | %
Yes 178 89.0 12 24.0
No 22 11.0 38 76.0

Source: Self study

Out of 200 domestic tourists 178 (89%) told that they have visited Pithoragarh earlier also whereas 22
(11%) tourists told we are coming first time.

The 38 (76%) foreign tourist have visited Pithoragarh district earlier whereas 12 (24%) told that they are
coming here first time.

Table 5.9: Distribution of tourists visited Pithoragarh including this trip

Domestic=200 Foreign=50
. . Domestic Foreign
Number of Visit Number | % | Number | %
First time 22 11.0 38 76.0
Second time 96 48.0 06 12.0
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Third time 53 26.5 04 8.0
Fourth time 17 8.5 02 4.0
Others (Monthly basis business, taking salary etc.) 12 6.0 Nil 0.0

Source: Self study

The maximum number of domestic tourists were second time visitor with 96 (48%) and the minimum
number were in the category of others 12 (6%) including taking salary from head quarter, doing business
etc. The 53 (26.5%) domestic tourists were third time visitors , 22 (11%) were first time , 17 (8.5%) were
fourth time visitors.

The maximum number of foreign tourists were first time visitor with 38 number (76%) and minimum
number were 2 (4%) as fourth time visitor. The 6 (12%) tourists were second time , 4 (8%) tourists were
third time visitor and there were no one in the category of others.

Table 5.10: Distribution of Tourists as per their frequency to visit

Domestic=200 Foreign=50
Frequency of visit Domestic Foreign
Number | % | Number | %

First time 13 6.5 34 68.0
Once in a year 94 47.0 12 24.0
Twice in a year 45 22.5 04 8.0
Three time in a year 13 6.5 Nil 0.0
Four time in a year 04 2.0 Nil 0.0
Others (monthly basis plus 214,34, 4th or any other months) 31 15.5 Nil 0.0

Source: Self study

The maximum number of domestic tourists 94 (47%) were in the category of frequency of visit once in a
year, whereas 4 (2%) were in the category of frequency of visit fourth time in a year. The 45 ( 22.5%)
domestic tourists were in the category of visit twice in a year, 13 (6.5%) were in the category of both in first
time and three time visitor in a year . The domestic tourists in the category of others were 31(15.5%) who
visit monthly basis, second time, third time or any other months.

The maximum number of foreign tourists 34 (68%) were in the category of first time visitor whereas 4
(8%) were in the category of frequency of visit twice in a year. The 12 (24%) foreign tourists were in the
category of once in a year . There were no foreign tourists in the category of three time in a year, four time
in a year and others (monthly basis plus 2nd ,3rd ,4th or any other months)

Table 5.11: Distribution of Tourists as per Purpose of their visit to Pithoragarh district

Domestic=200 Foreign=50
Domestic Foreign

Purpose of Visit Number | % | Number | %
Wild life & Adventure 56 28.0 27 54.0
Pilgrimage 49 24.5 02 4.0
Culture 42 21.0 08 16.0
Sightseeing & Leisure 41 20.5 10 20.0
Any Other 12 6.0 03 6.0

Source: Self study

As per the purpose of visit of domestic tourists, the maximum number 56 (28%) were wildlife and
adventure lover , whereas the minimum number 12 ( 6%) were any other category.

The pilgrim were second in number 49 (24.5%) , the tourists who were interested in culture were third in
number 42 (21%) and the tourists who were interested in sightseeing and leisure were 41 (20.5%) in
number with fourth position.

In the category of foreign tourists , the maximum number 27 (54%) were interested in same like domestic
tourists in wild life and adventure whereas the minimum number 2 (4%) were pilgrim. Foreign tourists in
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second number 10 (20%) were interested in sightseeing and leisure activities , third number 8 (16%) were
cultural tourists and 3 (6%) were in the category of any other.

Table 5.12: Distribution of Domestic and Foreign Tourists by Mode of Arrival

Domestic=200 Foreign=50
Domestic Foreign
Mode of Transport Number % Number %
Air, rail, road transport 08 4.0 19 38.0
Air and road transport 17 8.5 13 26.0
Rail and road transport 59 29.5 11 22.0
Road transport 116 58.0 07 14.0

Source: Self study

Maximum number of domestic tourists 116 (58%) were used road transport to reach in the various places
in the entire district, whereas the minimum number 8 (4%) were used air, rail and road transport to reach
the destination. The rail and road transport user were second in number 59 (29.5), air and road transport
user were third in number 17 (8.5%). The maximum number of foreign tourists were 19 (38%) who used
air, rail and road transport to reach in destination whereas the minimum number 7 (14%) were used only
road transport. The air and road transport user were 13 (26%) , rail and road transport user were 11 (22%)
in the category of foreign tourists.

Table 5.13: Distribution of Tourists as per Transport used during their visit to Pithoragarh district

Domestic=200 Foreign=50

Types of vehicle Domestic Foreign
Number % Number %
Tourist bus (private) 18 9.0 24 48.0
Government operated buses 17 8.5 02 4.0
Local cab and taxies 101 50.5 21 42.0
Own conveyance 59 29.5 Nil 0.0
Others 05 2.5 03 6.0

Source: Self study

The types of vehicle used by the domestic tourists during their visit to Pithoragarh district were maximum in
number 101 (50.5%) in the category who used local cab and taxies , whereas the minimum number 5 (2.5%)
were in the category of others. 59 (29.5%) domestic tourists were with their own conveyance, 18 (9%) have
used private tourists buses and 17 (8.5) have used government operated buses to visit .

In the category of foreign tourists the maximum number 24 (48%) were used private tourist buses, whereas
minimum number only 2 (4%) have used government operated buses during their visit. The local cab and
taxies used by foreign tourists were 21 (42%), others category were 3 (6%) and no foreign tourists over
their with own conveyance.

Table 5.14: Distribution of Domestic Tourists by duration of stay in all the 7 Tehsil of Pithoragarh district

Domestic =200

Days Pithoragarh | Didihat | Munsiyari | Dharchula | Berinag | Gangolihat
Less then 3 21 Nil 39 Nil 22 Nil
3-5 Nil 36 Nil Nil Nil 42
6-9 Nil Nil Nil 40 Nil Nil
10-15 Nil Nil Nil Nil Nil Nil
More than 15 Nil Nil Nil Nil Nil Nil
10.5% 18% 19.5% 20% 11% 21%

Source: Self study
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The distribution of domestic tourists who stay less then 3 days in Pithoragarh town were 21 (10.5%) , in
Munsiyari were 39 (19.5%) and in Dharchula were 22 ( 11%). The tourist stay 3 to 5 days in Didihat were
36 ( 18%) and in Gangolihat were 42 (21%) , the tourist stay 6 to 9 days in Dharchula were 40 (20%),
whereas there were no body in the category of 10 to 15 or more then 15 days who stay in any one tehsil of
Pithoragarh district.

Conclusion

Majority of tourists were interested in Wild life viewing and Adventure activated. The entire district has
tremendous views as sightseeing and for leisure activities. The Pilgrimage and Culture of that particular
region need to focus for its survival and promotion. The mode of transport used by tourist were different for
domestic and foreign tourists due to the purchasing power of the tourist and limitation . This research paper
will help the stakeholders to know the interest of tourists at different places because the frequency is the
indicator of their interest.

This study will help to the tourism planner to know that, where the stay of tourists were for maximum days
and what was the purpose of stay. On the basis of this analysis more tourism resources of that particular
areas can be develop.
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ABSTRACT: This study was led in the perspective of foreign exchange program which familiarized the
participating students to curricular and instructional facets of international learning and to the multiplicity of
school structures. The intention of the research was to probe popular considerate that the practice not only
widens the mind, delivers respected familiarities and boosts deteriorating views, but also adds multiple skills
that is becoming progressively obligatory for accomplishment in the universally concentrated world of today.
Regardless of the data supporting their efficacy, moderately rare undergraduate students in India elect to join
in some form of study overseas program. The subsequent study will observe the likely thinking of why is this.
From end to end the running the questionnaires alongside with a broad review of prevailing research, the
subsequent sheets inspect the approaches and self-consciousness of undergraduate students as they
communicate to learning overseas and to what level these insights fall in line with the increasing prominence of
multi-ethnic skill. To validate the study case of Vatel India undergraduate students, Ansal University, Gurgaon,
India provided the sample of contributors used.

Keywords: Hospitality, international exchange program, study overseas, universal thoughts, international education,
Urban mobility, Vatel France.

1. Introduction

At the point when the internationalization idea is inspected from an advanced education perspective, the
investigation of Munar (2007), presented the Bologna Procedure wonder as a factor of globalization of
neighbour lines instruction. The Bologna Procedure, starting in 1999, creates opportunities to interface the
instructive frameworks by intentional investment in the European Association (What is the Bologna
procedure? n. d.). Munar (2007) analysed the effect of the Bologna Procedure on the travel industry
instruction and presumed that globalization of advanced education in Europe is emphatically influenced by
the procedure. Areas like Eastern Europe, the Centre East, and India, China, and Brazil additionally witness a
fast development that makes the requirement for universally experienced neighbour lines and the travel
industry graduates to fill the necessities of that multicultural and worldwide society (Ayoun et al., 2010).
These understudies' observations about the business and its global dynamic is fundamental for the business,
and worldwide experience is imperative for positive recognitions about the business. Aksu and Koéksal
(2005) found that travel industry significant understudies who had global experience amid their
investigations have an inspirational frame of mind toward the travel industry.

The instructive component of internationalization is a complex framework including various parts. As per
Ayoun, Johnson, Vanhyfte, and O'Neill (2010), internationalization of advanced education has a few
measurements including understudies, staff, educational programs, explore, hierarchical help, and
worldwide systems administration. Concerning understudy measurement, the creators expressed that
review abroad projects help understudies straightforwardly draw in with different social orders. Despite the
fact that internationalization alludes to different exercises, understudy trade among various nations is an
imperative measurement. As such, the overall pattern of concentrate abroad is one method for
internationalization (Ileleji, 2009). Investigations of Schwald (2012) and Liu and Dai (2012) additionally
tended to understudy trade as a vital part of internationalization of training.

1.1 Students exchange program within Vatel India

Vatel School of Hospitality Management, Ansal University, Gurgaon, India additionally went into coordinated
effort with Vatel Business college (France), standout amongst the best Hotel School of the world to
accomplish target of proceeding with improvement to wind up world class School. Understudies can decide

100 | [JRAR- International Journal of Research and Analytical Reviews Special Issue




2nd[nternational Conference on Hospitality and Tourism ICOHOST -2019
Organized by Faculty of Hospitality, GNA University.

on semester think about in any of the Vatel School over the world, and furthermore experience through
Mechanical Preparing in particular Nation next to doing summer entry level position abroad.

In perspective on the quickly changing gauges in the cordiality exchange, Vatel School of Hospitality
Management, Ansal University, Gurgaon, India accepts emphatically in taking care of business its
understudies with a focused edge and carrying them at standard with the worldwide models by giving them
the required proficient information sources directly inside India. The Marco polo Exchange Program and a
large group of potential outcomes of summer and winter entry level positions inside India and at different
nations crosswise over various main lands of the world are being sorted out under the game plan.

2. Review of Literature

The instructive element of internationalization is a complex framework including numerous parts. As
indicated by Ayoun, Johnson, Vanhyfte, and O'Neill (2010), internationalization of advanced education has a
few measurements including understudies, workforce, educational programs, look into, authoritative help,
and global systems administration.

Internationalization is characterized from different points of view in the writing. It alludes to steady and
lasting cross outskirt exercises (Teichler, 2009). These exercises are tended to in different perspectives. For
instance, Bostrom (2010) expressed that the term as of late alludes to the key activities to make worldwide
effects rather than its previous use for global projects what's more, understudy trade before. Waters (2009)
likewise states internationalization of training incorporates organizations among colleges or understandings
among establishments in various nations. Jakson (2008) indicated the entry level positions and globalized
educational module for the universal idea.

In advanced education, the acts of internationalization incorporate separation training, establishment of
training projects and degrees, and a worldwide scholastic commercial centre for understudies (Altbach
&Teichler, 2001), joint degree programs between colleges in various areas, language course contributions,
and global research ventures (Schwald, 2012), and the trade of societies through instructing, investigate, and
different administrations (Yang, 2002).

Despite the fact that the writing of internationalization alludes to different exercises from different points of
view, for example, examine, seaward grounds, educational programs coordination, and vital participation;
ponder abroad projects, trade projects, and versatility of understudies are the rehearses usually tended to
by most of the examinations (Liu& Dai, 2012; Ayoun et al., 2010; Yang 2002; Schwald 2012; Caruana and
Ploner 2011; Zhang et al,, 2010). Concentrate abroad projects could be for different timeframes: at least one
semesters, a more drawn out timeframe to win a degree from a global foundation, or a few days or weeks
(Schwald, 2012). In their think about on internationalization of advanced education in Europe, Ritzen and
Marconi (2011) expressed that most of concentrate abroad members incline toward going to adjacent
nations to their home nation. Zhang et al. (2010) expressed that trade programs greatly affect
internationalization of instruction. The creators accentuated the scholastic part of concentrate abroad
programs and expressed that these projects have incredible significance for understudies as they give
chances to see diverse educating and research styles in different nations. After the examination abroad
program, understudies are progressively intrigued by courses that have worldwide viewpoints (Ayoun et al.,
2010). Hence, consider abroad projects trigger the understudies' universal discernments, which thusly add
to the internationalization of training.

3. Objective
The point is to consider Factors Contributing to Student Exchange Program of Indian Hospitality Students in
Collaboration with Foreign Institutions in Specific Reference to Vatel France.

4. Methodology

Our analysis was done with 50 understudies who went to the diverse nations Europe for concentrate inside
the Vatel Exchange Program between 2015 and 2017. A survey was done to gain proficiency with the
dimension of fulfilment of the understudies who went to the diverse nations of the Europe for training, to
distinguish the issues experienced by the understudies amid their instruction and to discover their
assessments and recommendations.

The questionnaire is comprised of two principle parts including general data and fulfilment dimension of the
understudies. Data about the getting establishment and the nation in which the understudies will study and
general data about the office and personnel that the understudies consider in Europe happen in the initial
segment. In the second part, an evaluating scale from 1 to 5 about the issues on scholarly life, instruction
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framework, social insurance administrations, accommodation and transportation, was utilized to gauge the
issues that understudies were experienced in getting organizations. Scale was framed as exceptionally very
bad (1), bad (2), neutral (3), good (4), very good (5). two open-finished inquiries were asked to the
understudies including the impacts of the Vatel Exchange Program on the understudies and the proposals of
the understudies about the Vatel Exchange Program.

5. Findings

The findings having a place with the inquiries regarding the scholastic life and training framework are as per
the following: Of each of the 50 understudies 34 understudies (65%) expressed that they had no issues
about the adjustment in instruction framework; 15 understudies (33%) said that they had issues with
adjustment in instruction framework and 1 understudy expressed that He/she couldn't adjust in the
instruction framework. About the issue on " Openness to the scholarly counsellors and instructors " 32
understudies (60%) brought up that they had no issues with availability to the scholastic consultants and
educators; 12 understudies (26%) expressed that they had issues with availability to the scholastic guides
and educators; 6 understudies (14%) said that they barely achieved the scholarly guides and educators and
they met instructors past the point of no return. 37 understudies (71%) communicated that scholarly
consultants and instructors were useful and prudent against the Vatel India understudies; 12 understudies
(26%) expressed that scholastic counsellors and educators avoided themselves as much as possible on
function; 1 understudy said that scholastic guides and instructors were negative and one-sided against the
Vatel India understudies.

About the issue on the techniques for showing exercise 32 understudies (71%) found the strategies for
showing exercise at getting organization phenomenal and helpful; 14 understudies assessed the strategies
for showing exercise as impartial and moderate; 4 understudies (9%) assessed the techniques for showing
exercise as extremely terrible. 34 understudies (65%) found the library and assets adequate; 13
understudies (28%) assessed the library and ampleness of assets as moderate and impartial; 3 understudies
found the library and assets deficient. 34 understudies (65%) expressed that they comprehended the
courses great; 15 understudies (33%) called attention to that they comprehended the courses tolerably; 1
understudy said that He/she couldn't comprehend the courses. 38 understudies (76%) expressed that they
could respond to the inquiries presented by the educators effectively; 11 understudies (24%) communicated
that they had issues with addressing the inquiries.

The findings having a place with inquiries regarding the issues on wellbeing administrations,
accommodation and cleanliness are as pursues : 23 understudies (42%) found the wellbeing administrations
adequate; 13 understudies (28%) assessed the wellbeing administrations a s moderate; 14 understudies
(30%) found the wellbeing administrations inadequate. 12 understudies (18%) expressed that they could
discover the legitimate menu in cafeteria and eating lobby; 18 understudies (39%) assessed the menu choice
as moderate; 20 understudies (43%) said that menus were not chosen legitimately as required by Indian
understudies. 21 understudies (37%) brought up that sustenance’s were reasonable for sanitation and
cleanliness rules; 22 understudies (49%) assessed the issues of sanitation and cleanliness as moderate and
nonpartisan; 6 understudies (13%) expressed that nourishments and menus were not reasonable for
sanitation and cleanliness rules. 26 understudies (48%) found the nourishment costs reasonable; 14
understudies (30%) assessed the sustenance costs as moderate; 10 understudies (22%) found the
nourishment costs ill-advised. 38 understudies (40%) assessed the cleanliness of the quarters as
exceptionally great; 9 understudies (20%) expressed the cleanliness of the residences as moderate or
unbiased; 2 understudies expressed that residences were not perfect. 31 understudies (59%) found the
costs of the residences reasonable; 9 understudies (20%) assessed the costs of the residences as moderate;
10 understudies (22%) expressed that costs of the quarters were not reasonable. 39 understudies (76%)
brought up that transportation of the residences was simple; 8 understudies (17%) assessed the
transportation as moderate; 3 understudies expressed that transportation was troublesome.

The findings having a place with inquiry " In what perspectives do you experience passionate and moral
issues ?"" are as pursues : 31 understudies (28%) expressed that they had yearning for their families and
companions; 27 understudies (27%) said that they had yearning for their nations; 10 understudies (9%)
called attention to that they felt dejection; 8 understudies (7%) experienced disappointment , absence of
correspondence and issues in test introduction; 5 understudies (5%) expressed that they had issues with
tests ; 3 understudies (3%) said that they experienced negative frame of mind of the educating staff what's
more, 2 understudies experienced inconveniences about living arrangement grant.
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6. Conclusion

As per discoveries got from the inquiries, a large portion of the understudies did not encounter any issues in
adjustment of instruction framework. The greater part of the understudies expressed that they could reach
and contact with the scholarly counsellors and educator effectively, a few understudies brought up that they
met instructors and scholastic staff a couple weeks after the fact after the courses began. The greater part of
the understudies was happy with the conduct of the scholarly staff and instructors against the Vatel India
understudies.

The vast majority of the understudies were happy with the strategies for showing exercises of the scholarly
staff. Understudies expressed that for the most part they made introductions and get ready tasks to get
marks from the courses and when they fizzled, they had extra assignments to pass the courses. Additionally,
it was called attention to that understudies took an interest in the encouraging exercise process, therefore
understudies were permitted to be dynamic in classes and when the understudies did not get a handle on
the issues instructed in the exercise, scholarly staff or instructors utilized extra materials to clarify the
courses. Most of the understudies expressed that library and assets were adequate. The greater part of the
understudies said that they could comprehend the issues educated in the courses and the language
expressed in the classes and they could answer the questions presented by the scholastic counsellors and
instructors effectively. Anyway a few understudies communicated that the English dimensions of the
scholastic counsellors and instructors were deficient to convey so understudies had issues in understanding
the courses and the issues educated in the classes. The remarks acquired from these discoveries are as
pursues: More than the half of the understudies were happy with the instruction framework and mentality
of the scholarly staff and a few instructors were one-sided against certain understudies. Frames of mind of
the educators against the Vatel India understudies were underneath the fulfilment dimensions of the
understudies.

6.1 Effect of The Vatel Exchange Programme

We solicited understudies what were the impacts from Vatel Exchange Program on understudies or What
Vatel Exchange Program added to active understudies by open-finished addressing technique. Understudies
expressed that Vatel Exchange Program expanded the self-assurance of the understudies and they picked up
certainty to go out on a limb and go to various nations. Likewise, understudies called attention to that they
built up their language levels and rehearsed the verbally expressed language and said that Vatel Exchange
Program had beneficial outcome on building up the language levels. Understudies likewise communicated
that they perceived the diverse societies and made new companions from various societies and expressed
that Vatel Exchange Program built up their correspondence with other individuals. Understudies likewise
communicated that they built up the feeling of obligation through Vatel Exchange Program, perceived an
alternate training framework in a European Nation and said that the preference against the European
nations and their kin vanished.

Understudies expressed that each understudy should profit by the Vatel Excahnge Program and assessed
the program as helpful for advancement of the language and self-improvement and perceiving the distinctive
societies and understudies proposed that every understudy should utilize these open doors for their
instruction life.
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ABSTRACT: The uniqueness of the hospitality and tourism industry is in the fact that success or failure of a
brand or property often depend much more upon reviews of the customers rather that it’s diversified products
or services. Hence it can be said that the opinions of consumers can massively impact the customer buying
decisions and how a particular brand is perceived. In the past, these opinions were restricted to simple word of
mouth advertisement or the recommendation of friends and family members. With the introduction of social
media in hotel and tourism marketing, the game has changed completely. Sites such as Twitter, Facebook and
Instagram are considerably influencing the perception of customers about service brands and institutions. Over
the past few years, social media’s impact on how people interact with each other has also changed and the same
change can be seen in the way businesses interact with consumers. Many brands in the hospitality and tourism
sector have started offering promotions and customized deals to customers via different social media channels.
Many hospitality businesses are using social media tools to customize and personalize their customer service by
communicating with their guests through Face book and Twitter about any upcoming events or promotions.
Moreover, tourist destinations are increasingly being promoted through high definition images and videos on
social networking sites which have been very successful in attracting customers (especially the youth) to those
destinations. Hence it can be asserted firmly that one of the most significant impacts that social media has had
on hospitality industry is the growing importance and abundance of customer reviews. While a positive review
can accelerate your business, a negative assessment can simply steer your customers towards your competitors.
The present study aims at identifying the impact of social media in promotion and development of hospitality
industry.

Keywords: Social Media, Customer Service, Advertisement, Promotion, Sales

1. Introduction

In today’s time virtually every service sector has been affected by the growth of digitalization and use of
mobile device. Among these service sectors, hospitality and tourism has been one of the most significantly
impacted sectors, due to major shifts in how people research, plan, and consequently make their buying
decisions. When people post photos of their stay at your hotel, they're giving their network of friends an
inside look at everything from their suites to the facilities like the gym or the pool. This type of digital word-
of-mouth promotion that happens in the form of photos, videos, tweets, blog posts, statuses etc. is termed as
user-generated content. With the evolution of platforms such as LinkedIn, Facebook, Twitter and YouTube,
we have the opportunity of exceptional access with the guest (Lanz, Fischhof, & Lee, 2010.

According to Mowat (2010) the adoption of social media such as Twitter, Facebook and LinkedIn has opened
up a variety of avenues and opportunities to listen to the hotel guest. The hospitality sector can leverage
user-generated content (UGC) as a powerful tool to boost their marketing. According to the Nielsen
Consumer Trust Index, 92% of consumers trust user-generated content more than traditional advertising.
It's often through user-generated content that audiences discover a hotel’s additional services or something
that differentiates them from other resorts. Through other people’s posts, they see that you may offer
childcare services or are a pet-friendly establishment. Since social media is so available to anyone with an
internet connection, it is considered as a platform recommended to the hospitality industry to increase their
brand awareness and facilitate direct feedback from their customers. A business that understands the
advantage of social media is well aware that social media is essential in developing new business in the
current competitive and online driven marketplace. While traditional media keeps customers informed,
social media goes a step further by keeping the customers stimulated and involved. When a company gets
their customers involved and engaged, it leads to lasting working relationships with organizations. The level
of customer support increases with the use of social media since it is personal and interactive. In the event of
an unfortunate situation, social media may serve as a catalyst to turn this situation into an opportunity for a
company to extend their services and go the extra mile to reverse the negative feeling.
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Objectives of the study

1. Tounderstand different types of social media used by tourism and hospitality consumers.

2. To understand the role of social media (specifically social networks) in the development of hospitality
and tourism industry.

3. To understand how hospitality and tourism industry can better leverage social media to boost their
businesses and attract more customers.

Social Media

Social media is a group of internet based applications that build on the ideological and technological
foundations of principles and practice of facilitating information sharing and social interactioSn by users
generating, altering and uploading web based content (M. Haenlein,2010) . Levinson and Gibson (2010)
defined social media as a set of tools that are free or nearly free and allow marketers and the community to
create content and meaningful conversation online. According to B&C (2010), the term “social media” is
primarily an online technology tool to allow people to communicate easily, utilizing the Internet to share and
discuss information according to Zarrella (2010), is defined best in the context of the previous industrial
media paradigm. Traditional media such as television, newspapers, radio and magazines are one-way, static
broadcasting technologies.

Types of Social Media

The variety of social media services and their evolution has made it very difficult to define and categorise
them. However, some experts divide social media into 13 types which are: blogs,business networks,
collaborative projects, enterprise social networks, forums, microblogs, photosharing, product/service
review, social bookmarking, social gaming, social networks, video sharing and virtual worlds.

Some examples of the types of social media which are used by hospitality and tourism consumers are listed
below:

Social Networks: Facebook, Twitter, Couchsurfing, TravBuddy

Media Sharing service: Instagram,Snapchat,YouTube

Discussion Forums: Quora,Reditt

Bookmarking and Content Curation: Pinterest

Consumer Review Service : TripAdvisor,Yelp

Blogging and Publishing: WordPress, Tumblr (Kakkar,2018)

mo o o

Therefore, one can notice that there are four common characteristics shared by all the above social media

types which are:

1. All social media are web 2.0 internet based applications

2. User generated content is the main driving force of such applications.

3. Users create profiles for the site or app which are designed and maintained by the social media
organization.

4. Development of social networks from user’s profile to other individuals and groups.

Hence, the major focus of social media is on user generated content shared by individuals and businesses on
social media sites which is available to anyone with an internet connection and therefore, has the power to
spread good or bad word-of-mouth about a business or brand instantaneously to a large number of people.

Review of Literature on Social Media in Hospitality and Tourism sector

a. Social Media Adoption by Consumers

Social media is the result of the rapid development of Internet information technology. The study of the
influence factors of consumers’ adoption of social media, conducted by Yong-Bing Jiao, Jing Gao and Jian
Yang (2013), found that perceived enjoyment and trust play a positive role in consumers’ adopting social
media; while perceived risk plays a negative role. The study indicates that the most concerned information
for tourism consumers when using social media is traveling commodity’s internet word-of-mouth. Social
media platform provides a great convenience for consumers collecting satisfactory tourism information. The
application effect of social media depends on user data, which comes from users’ depth and breadth of
engagement. Tourism consumers’ instant tourist experience and satisfaction evaluation plays an important
role in adoption intention. Sun Chun-Hua and Liu Ye-Zheng (2008) studied the tourism consumers’
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motivation and demand under the web 2.0; and they developed a tourism consumption behavior model:
cognitive needs, information search, judgment and selection, purchase decision and purchase evaluation.

b. Social Media Usage by Customers

Labbrand Consulting, (2010) in his study revealed that Danish butter brand Lurpak has launched a website
called Bake Club that serves as a platform for baking fans to connect online with other fellow baking
enthusiasts and also it enables Lurpak to connect with its consumers and hence build brand knowledge.
According to Mowat (2010) the adoption of social media such as Twitter, Facebook and LinkedIn has opened
up a variety of avenues and opportunities to listen to the hotel guest. A study conducted by two seniors at
the Cornell School of Hotel Administration, (Hospitality Industry, 2010) explains that guest who travels
frequently place their emphasis on reviews by consumers more so than the ratings awarded by established
organization, such as AAA and Forbes. Nielsen (2010) in his study states that 57% of customers research for
online reviews before making a purchase of a product or service with the growing trend towards social
media. Burson-Marsteller (2010) compiled a report and state that within the cluster of social media
platforms, Twitter is the preferred media tool among Fortune Global 100 companies, with two-thirds (65%)
having a presence on the social network. With at least onehalf are reaching audience through Facebook
(54%) and YouTube (50%). Nick O'Neill, a full time entrepreneur building a digital media company, shares
that the company may hit the 600 million user mark and surpass $1 billion in annualized revenue by end of
2010 (O'Neill , 2010). Mackenzie (2009) in a study on The Hyatt Hotels and revealed that Hyatt Hotels
launched their corporate twitter account in July 2009 and engaged customer service staff on a round the
clock shift around the world. The study made it clear that people these days are taking their communication
to an open medium with the use of Twitter to voice their opinions. Yu,(2008) in his case study revealed that
on Aaron Schwartz, an executive recruiter who stayed at the Marriott Renaissance Ocean Suites, Aruba in
June 2008, made a video of the lovely beach, flamingos and uploaded onto YouTube. That earned him a
complimentary week’s stay when the general manager of the resort liked the video.

Role of Social Media in Hospitality and Tourism Sector

In today’s age and time, travel is one of the most shared topics on Facebook, Twitter and Instagram. More
number of tourists are increasingly going online to see reviews of hotels, destinations, travel deals etc before
they take any travel decision. Sites like Trip Advisor are getting hugely popular for people to talk about
anything related to travel and tourism.

1. Understanding the Audience._

Unlike traditional marketing, social media is a two-way communication tool where you can see what
customers are saying as well as take part in those conversations about your tourism business or brand. One
can understand how someone is interested in the deal, where do they live, what their professions are, the
vacations they take, their social behaviours etc. All these things can help a hospitality and tourism business
understand their audience on a deeper level.

2. Keeping a Check on Competitors

There is cut-throat competition in hospitality and tourism business and so a business has to know what its
competitors are doing and what they are not doing. By doing this,it can fill in any gap or grap any
opportunity which the competitor is not offering to the customers. A business can also learn from other’s
mistakes by keeping a tab on them (Blake,2018).

3. Delivering Greater Customer Service

Customer service is one of the most important factors when it comes to retaining and satisfying customers. It
is at the heart of any successful hospitality and tourism business. In this regard, social media can prove to be
a great tool where one can quickly answer questions on the social media page and solve any queries of
customers. For example, Visit Japan 2010 has a dedicated Facebook page which combines all travel
information and links which a customer will ever need. New Zealand has a YouTube channel which not only
has great videos but also helps plan a customer’s trip by providing information about New Zealand, getting
to New Zealand, places to stay, and a New Zealand map.
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4. Customer Acquisition

A business can post content and talk about properties in exotic locations, offer travel deals and discounts,
post feedback of customers who have done tours, advise on travel dates, trip planning etc. This can help the
business acquire new customers as customers are always searching for information online and being a little
proactive can go a long way in gaining new customers.

5. Customer Retention

Resolving any grievances that customers post on social media can help in retaining customers as they
usually feel very delighted when a solution is given to their problem promptly and politely. This also goes a
long way in building long term relationships with customers and the overall goodwill of the brand/service.
Moreover, maintaining online relationships with customers serves as a strategic means to optimize
customer retention rates. This comes as no surprise as 53% of customers who ask a brand a question on
Twitter expect an answer in less than an hour, further rising to 72% if the query is a complaint
(Williams,2017).

6. Building overall brand reputation

Posting any awards, positive customer reviews or ratings about their businesses on social media can help in
building overall brand reputation and goodwill of the brand or service. Also, companies that respond to
complaints in a sincere and genuine manner develop a strong reputation among current and potential
customers. Thus, being active on social media and posting relevant content can also contribute towards
maintaining a good brand image among customers.

7. Contribution to tourist’s purchase journey

Whether it’s pre purchase, part purchase or post travel, social media plays a significant role in helping the
customer make decisions regarding his tour (Blake,2018). In pre purchase, they research a lot online on
social media platforms about the destination they want to go to, the flights, hotels and reviews etc. In part
purchase, having decided the destination they now look for eateries, attractions to visit at the destination
etc. In post purchase, they are emotionally involved with the business and they can give the business a good
or bad review depending on the experience they have had from the product/service.

8. Reshaping travel agencies

Social media has changed the way travel agencies work. Self-service booking and availability of information
have made the travel agencies go digital, adopt new technology and focus on changing market trends. Travel
agents who work with millennial travelers should know about the generation’s preference for “experiences
over products.” They should understand the fact that presenting unique experiences for a lasting memory
(and to inspire a great Instagram post) are more important rather than trying to upsell flight upgrades and
lodging to the customers(Carnoy,2017)

Thus, it can be seen that leveraging social media to market tourism products has proven to be an excellent
strategy for various businesses (VTIC 2012). It plays an increasingly important role in many aspects of
tourism, especially in information search and decision-making behaviors (Fotis, 2012). Deloitte (2010)
stated in its report which states that social media and new technological trends are going to play a key role
over the next five years towards the growth of the hospitality industry.

Not only businesses, many countries too regard social media as an important tool to promote their tourism
industries. Australian operators are being offered the chance to promote their tourism business or region
using Tourism Australia’s record breaking fan base by listing themselves in a ‘things to do’ section on its
Facebook page (Tourism Australia 2012). Slovenian Tourist Board has established online presence by
including successful initiatives such as a series of Facebook Campaigns for key markets, which resulted in
high awareness, sales turnover and partner satisfaction. Another progressive initiative by tourism
destinations was the joint social media platform named Discover Slovenia (STB 2012).

Leveraging social media to boost tourism businesses and attract more customers

There is no doubt that social media has a huge impact on hospitality and tourism industry. It has over the
years, changed the way companies interact with and market to their target demographics (Carnoy,2017).in
this aspect, tourism related content has been very successful in giving the right boost to the businesses- be it
informing the customers, assisting in their planning/purchase decisions, influencing their behaviour and so
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on. Right from the time, customers go online to research about the destination to the activities they plan to
do, they are always assisted and influenced in many ways by social media on their smart phones and other
devices. Thus, there is a greater need to leverage social media more effectively to add more customers and
rack up profits for the company.

1. Being a virtual tour guide

Most people today research online before making any purchases. 89% of millennials plan travel based on
content posted by their peers online (Carnoy,2017). To boost business, a tourism and hospitality company
has to share free information with its customers to help them in their research and purchase decisions. A
business has to provide information on attractions, eateries, offers etc. just like a tour guide does. This way it
will always find out what information the customers want from it. Thomas Cook UK has effectively used this
on their Facebook page and they interact and provide all sorts of information to their customers
(Blake,2018).

2. Using high quality images and hashtags

Nowdays, Instagram is the most popular media sharing network which has users posting images and videos
of the destinations they have been to. According to a report, over 97% of millennials share photos and
videos of their travels online, building an influential web of peer-to-peer content which serves to inspire
potential guests(Carnoy,2017). A tourism and hospitality business can very effectively leverage this platform
to post high quality images, videos as well as popular hashtags. This helps people imagine how it would feel
to be at the location the business is promoting. Also, this makes the business look very desirable and people
are motivated to try its service. One can use hashtags like #instatravel, #seizetheholiday etc.

3. Asking for feedback and reviews

Feedbacks and reviews are very essential if a business wants to stay on top of its game. Many companies ask
for reviews today but a tourism business needs it specially because it is based on experiences on people.
Some negative responses will also come but that should not stop a business from getting feedback. For
example, American Airlines and JetBlue continuously seek feedback by addressing flight issues and
providing a human touch to otherwise frustrating experiences(Carnoy,2017).

4. Holding contests and competitions

Contests and competitions are yet another way to attract people to a brand or business on social media.
Customers can send videos, photos or post content and participate in the contests which are seen by other
customers and in turn are also tempted to participate. E.g. Select Cornwall ran a Valentine’s Day competition
on Facebook which garnered 5600 likes and over 7000 shares (Blake,2018). Chicago users of the Explore
Chicago section on Foursquare can earn three badges, themed around the city, by visiting locations such as
historic sites, film locations, restaurants and clubs. This is to help boost awareness of both the popular and
less well known tourist attractions.

5. Updating and improving online content

Hospitality and tourism business is very seasonal and there are fluctuations in demand. The content posted
on social media has to be updated every now and then, that is, one has to be timely as well as consistent. For
example, if the business has opened a new restaurant in the hotel, the business has to make sure that people
know about it and try it out. If a business is or property is coming up with an event, it should let the
customers know about it well in time. The businesses should also keep improving their websites and
introducing new features and apps which can help them stay relevant and connected to their customers.

6. Interacting but not hard selling anything

Any business has to have a very good relationship with its customers especially if it wants repeat customers
and recommendations by others. To maintain good relationships with customers, businesses have to keep
interacting with customers without hard selling anything or coming across as an aggressive seller. One
should reply to their queries, help in trip planning or retweet their content and just be subtle. They should
give the customer time to think about the purchase and they will definitely make the purchase.
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Conclusion

Today, social media is available to anyone with an internet connection on their devices and they have access
to direct feedback and awareness about different brands and services through it. Moreover, the popularity of
social media has made it such an important player in a person’s everyday life that one can’t help but get
influenced by it. Consumers all over the world are increasingly relying on online reviews before making any
purchases and they trust these reviews because social media is all about user generated content posted by
users who are just like them. It has helped consumers in making informed and sound choices and today
tourism and hospitality businesses have been better able to understand their consumers and provide the
required services. They have understood the need for constant revival and evolution of their businesses. The
role of social media has also expanded to provide businesses with the ability to keep a check on the
competitors as well. Hospitality and tourism businesses need to continue leveraging social media tools to
boost their businesses and attract more customers. This can be done by posting high quality images and
posting relevant content for the users, asking for regular feedbacks and being very subtle and leaving the
rest to the users without hard selling anything.
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ABSTRACT: Ginger Hotels is one of the largest chains of economy class budget hotels space in India. It is well
known for its unique blend of caring and efficiency, Ginger Hotels are an excellent choice for leisure and
business travellers, alike. Launched back in the year in June 2004, operated under the company name Roots
Corporation Limited, Ginger hotels has 42 properties panned across 31 locations in India. The main investors
are Indian Hotel Company Ltd and Tata Capital. The concept was developed by Indian Hotels Company Ltd in
association with legendary corporate strategy thinker, late Dr. C. K. Prahalad. The Ginger Hotels credo is that
the way to the success of India is the entrepreneurial spirit of its people. Whether they are guests, team
members, or partners, together this spirit will not only foster a stronger Ginger brand but more importantly
give rise to a stronger ‘Brand India’. The purpose is to make Ginger Hotels the dominant budget lodging brand
of choice for customers, developers and employees that delivers superior returns to shareholders and positively
impacts society. The paper traces as the prime objective, the role and importance of the blend of technology and
human resource in effective and efficient service delivery in hospitality industry employees, especially in Front
Office operations. This paper establishes the fact that modern technology helps us to fill-up those skill gaps
which may hamper the service delivery and at the same time it enables us to improve guest satisfaction leading
to higher guest retention. This research was mainly undertaken to investigate over the significance of both man
and machine embarking upon the effectiveness of both the technical and people skills in effective service
delivery. The findings suggested the being the technology driven industry and modernization in terms of
technical development of hospitality industry, it is quite evident that technological enhancements in hospitality
industry and especially in Front Office enable their employees to be more competitive, productive and hence
result oriented as technical knowledge aids in service delivery with great perfection on consistent basis.

Keywords: Hospitality industry, skill gaps, service delivery, guest satisfaction, guest retention, standard operating
procedures, result-oriented.

1. Introduction

The hospitality industry is ever-expanding in nature and work with a single motto of guest satisfaction
through enhanced guest experience. The hotel front desk plays an important role in creating the guest’s first
impression. Technologies coupled with efficient and well-trained staff can create a difference in effective and
efficient service delivery as a whole.

Ginger Hotels is one of the largest chains of economy class budget hotels space in India. It is well known for
its unique blend of caring and efficiency, Ginger Hotels are an excellent choice for leisure and business
travellers, alike. Launched back in the year in June 2004, operated under the company name Roots
Corporation Limited, Ginger hotels has 42 properties panned across 31 locations in India.

The main investors are Indian Hotel Company Ltd and Tata Capital. The concept was developed by Indian
Hotels Company Ltd in association with legendary corporate strategy thinker, late Dr. C. K. Prahalad. The
Ginger Hotels credo is that the way to the success of India is the entrepreneurial spirit of its people. Whether
they are guests, team members, or partners, together this spirit will not only foster a stronger Ginger brand
but more importantly give rise to a stronger ‘Brand India’.

The purpose is to make Ginger Hotels the dominant budget lodging brand of choice for customers,
developers and employees that delivers superior returns to shareholders and positively impacts society.

In this era of competition, being dynamic is the key to success. The guest nowadays is more peculiar and
through latest technologies, has more options to choose from and thus it is a difficult task to retain the guest
and give them the lifetime experiences so that they became the loyal customers. It is the guests’ demands of
customized and personalized products that act as a catalyst to emerge new concepts and introduce new
practices and implement the new, cost-effective and innovative ones in the industry.

The staff members are trained to be familiar with the technologies, room styles, features and locations
throughout the hotel. The guest satisfaction tracking system through online feedback helps the hoteliers to
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understand which facilities are more important for the guests, and what are the areas in hotels’ products and
services that require further rectifications leading to guest retention.

The Property Management system (PMS) is user-friendly programmed and designed in such a way so as to
perform the mandatory function of ‘pay and stay’. Various modules (reservations, registration, cashiering
etc.) ensure effective inter-departmental co-ordination. With the record of the guest through Client number
and ability to retrieve guest details, the guest history management makes it possible to attain maximum
guest satisfaction. Guest accounting management helps in accurate maintenance and posting of charges.
Settlement gets easier with payment through various modes of payment including foreign currency
exchange. Night auditing task is easier as one can easily find out the possible errors that may occur while
performing the night audit. Customized reports generation is the feature that helps in getting relevant and
useful information.

Electronic Locking System (ELS) embarks upon maximum guest safety and security. One can ensure a
comfortable stay with modern access cards. Availability of a safety deposit locker in the guestroom
wardrobe is an add-on to the same.

Electronic Private Automatic Branch Exchange (EPABX) manages the internal and external call, accurate
posting of telephone charges, wake-calls and access to the call-logs of the guestroom telephone. Wi-Fi access
is another facility that allows internet access in every location of the hotel.

Central Reservation System (CRS) has a toll-free number through which confirmation can be obtained in the
real-time on best possible rates; that too, without the involvement of any mediator. The refund process for
both guest and hotel is very easy in case of cancellations and amendments. Retention charges against the no-
show reservation ensure no loss of revenue to the hotel.

KIOSK is the self Check-in and Check-out terminals which help the guest to check-out without waiting for
their turn to come at reception counter. They can even pick the location of the room at check-in due to the
interface available with the PMS of the hotel.

Point of Sale (POS) operations is quick and accurate as it guarantees maximum guest satisfaction through
proper posting of charges and maintenance of guest account. This in turn makes the record-keeping and
settlement easier and less time-consuming.

Research Problem

Technology and technical skills are critical in today’s service industry and they can cause a differentiation
between excellence and mediocrity. Those gaps may hamper the service delivery. Organisations now
consider implementing and using such technologies as an important component in increasing the efficiency
of the employees. The major point of concern for the employers as well for the employees and aspirants of
the hospitality industry is the proper handling of these technologies.

Objectives of the Study

1. To study the various current trends and technologies used in the hotel front office department.

2. To assess the employees’ perception towards effective service delivery with respect to the
implementation of the current trends and technologies in Ginger Hotels.

Significance of the Study

The paper is a case analysis to understand the current Front Office practices and the related guest
satisfaction, an important component for hotel chain like Ginger Hotels to retain their brand name and
customer loyalty in this era of competition. The company needs to maintain position in the ever growing
competitive market through USPs. The findings of the study will also assist in formulating an action plan for
the future improvements in the Front Office practices. The study will help those aspiring to join the hotel
industry to understand the kind of practices existing in the Hotel Front Office, the guest expectations and
their preferences. The study will help the researcher in better understanding about the concept of guest
satisfaction and guest retention.

Development of Hypotheses

On the basis of the above mentioned objectives, the hypothesis is as follows:

H.0:1. There is no significant relationship between technology and employees’ performance.
H.0:1. There is significant relationship between technology and employees’ performance.
H.0:2. There is no significant relationship between technology and guest satisfaction.

H.0:2. There is significant relationship between technology and guest satisfaction.
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Study Area

In view of the tourism has placed a higher demand for the quality hotels with cost-effective tariff structure in
India as more affluent travellers travel to the tourist places. The present study is based upon Ginger Hotels,
An IHCL brand.

The population of the study is composed of 42 Front Office employees hailing from different levels of
management, including GSA (guest service associate), AHM (Assistant Hotel Manager) and SHM (Senior
Hotel Manager) from 07 Ginger Hotels located in North India. A structured questionnaire as a survey
instrument is developed to measure the responses. In order to obtain detailed information, semi-structured
interviews are carried out. In the questionnaire, the first section of the questionnaire includes questions on
demographics (age, gender, education, current position and work experience). The second section includes
the hard and soft skills required and rated by the respondents on the Likert scale of 5.

Research Methodology

To achieve the above mentioned objectives, the research is exploratory and descriptive in nature. It is aimed
to find out the various current trends and technologies used in the hotel front office department and also to
assess the employees’ perception towards effective service delivery with respect to the implementation of
the current trends and technologies in Ginger Hotels.

Basis of Sample Selection

Population: The population consisted of a blend of employees hailing from the top, middle and lower level
of management including GSA (guest service associate), AHM (assistant hotel manager) and SHM (senior
hotel manager) from 07 Ginger Hotels located in North India. The ratio of the respondents is directly
dependent on the factors like type of hierarchy or organization structure of the organization and the number
of employees working at different levels of management.

Sample design:

1. Sample frame: Employees of the top, middle and lower level of management including GSA (guest
service associate), AHM (assistant hotel manager) and SHM (senior hotel manager) from 07 Ginger
Hotels located in North India.

2. Sample size: Sample size consists of 42 respondents from 07 Ginger Hotels located in North India for
the proposed study.

3. Sample technique: Sample of employees from Front Office department is selected on the basis of
convenient sampling.

Ethical considerations:

It implies issues of harm, consent, deception, privacy and the confidentiality of data that will be recognized.
Academic objective of the study is communicated to the respondents. Individual names, address, hotel’s
name are not be used in the study.

Types of Instruments and Methods used for Research

1) Data collection through Questionnaires with employees hailing from different levels of management.

2) Respondents Core and functional competencies regarding technologies used are recorded in
questionnaire.

Data Analysis Tools:
1) Development of Hypothesis
2) For analysis of data, descriptive statistics is used.

Literature Review

e Hotels have adopted ICT towards increasing operational efficiencies, reduction in transactional cost,
facilitation of quality management of hotels, enhancement of productivity and easy access to hospitality
information ICT. Major applications of ICT in the Rooms Division are reservations, registration of guests
during check in, allocation of rooms and room rates, delivery of guest services and updates on room
status. Others include guest history records, guest accounts, reservation, housekeeping, uniformed
services and telephone department. [1]
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e Customer service technology cycle consists of uniform standard phase service, which is offered in a
certain sequence to the customer during his stay at the hotel. Hotel guest reception technology cycle
algorithm is divided into four stages: (1) Pre-arrival, which includes reservation of the hotel; (2) Arrival-
registration, room assignment, issuing of keys; (3) Accommodation—telephone calls, mail and
information, maintaining guest accounts, safe deposits; (4) Departure—check-out, bill settlement.
Property Management System (a well-organized electronic management system that conducts hotel
operations with a systematic mechanism to coordinate services and customers)[?]

e ICT involves computer hardware, software and telecommunication devices to store, manipulate,
convert, protect, send and retrieve data, not to displace humans, but to enshrine efficiency and the
customers generally respond by returning and buying more from the firm, this raises revenue and profit
are used in accounting for guest bills, data management, forecasting guest demand for reservations,
management of guest services, revenue and reservation management and yield management. It also
includes Wi-Fi devices, telecom units, computer systems, ipads, tablets, online booking units, Point of
Sales (POS) machines, Automatic Teller Machines (ATM), Cash Account Registers (CAR) etc. for
accounting, payment, remittance, communication, reservations and ticketing. [3]

e The following technologies have a significant impact on customer experiences: alarm clocks, fixed and
portable telephones, mini-bars, LED TVs, coffee/tea making facilities, in-room electronic safes,
cable/satellite channels, a 24-hour net centre, hair dryers, Wi-Fi access in public areas, air conditioning
and in-room wireless Internet. These technologies act as a value-added amenities to help create
differentiation, enhance guest satisfaction and build loyalty among customers [4]

e Ahotel's PMS can gather and keep valuable information about hotel guests, whether room reservations
come from Online Travel Agency, Global Distribution Systems or by telephone, all of them are gathered,
stored and managed in the PMS. PMS helps hotels with keeping a more comprehensive record of its
reservations, guest's information and enables more coordination between different departments in the
hotel as the record of important functions [5]

e Kiosk check- in concept enables in- room check in where the guest does not have to wait at the counter
for his turn to come or do the check-in process, where the guest checks in himself. The group check in is
done in the coach by the front office staff to save on the time factor for the guests. The group members
are given pre-assigned rooms off the rooming list. The most important elements in guest satisfaction
leading to repeat customers are standardized products, motivated and trained staff and quality
management [6]

o There are few elements to justify the service quality provided by a service’s organization. The elements
are technical quality, functional quality, and company image. Technical quality refers to the service
consumer receives from service organization through effective usage of technology. Functional quality
refers how service organization provides that service to the consumers. In fact image creates favourable
attitudes to the service providers. Based on the combinations of all three attributes it showed that there
is a positive attitude towards a service organization [71

o The quality perception of a service operation starts at the front entrance and in what the facilities
appears to offer them. It is known that the front office is the nerve centre of the hotel which requires
them to keep up with the latest information about the hotel operations along with the staff must remain
equipped with the usage of latest technology also [8]

o C(Centralised Reservation Systems (CRS) is used to exploit data and information resources. Networking
the centralised reservation system enhances cost effectiveness, faster communications, and effective
exchange of information and efficient management of data Through CRS, a hotel chain provides
individual hotels and managers in the chain with a tool to increase reservations, maximize sales,
implement yield management, enhance market capabilities and improve quest services [°]

e The diffusion of PMS relates with the necessities of hotel businesses such as to manage guest bookings,
online reservations, point-of-sales, telephone and other amenities. Furthermore, PMS play important
roles to integrate all available systems in hotel environment includes central reservation systems,
revenue or yield management systems, front office, back office and point-of-sales systems. The
divergence in filling the name fields potentially create service encounter failures and the implications of
creating dissatisfaction through guest name anomalies can significantly sour the guests’ stay and
experience. [10]

e Information and Communication Technologies ICTs is no more a distinctive characteristic by itself; only
an effective and efficient usage can help in obtaining a competitive advantage and business
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development. When the right technology is available and it is correctly applied, a manager can obtain
visible organizational benefits and is able to stimulate the growth of the company, in line with the
market evolution. The hospitality industry has ever-increasing competitive pressure and to the growing
need for more effective operational and control tools.[11]

Data Analysis

Table 1: Demographic Characteristics of Respondents

Demographic Characteristics | No of Respondents | %

21-30 years 25 59.52

Age 31-40 years 09 21.42

41 and above 08 19.04

Gender Male 30 71.42
Female 12 28.57

Graduate 04 9.52

Education Graduate (HM) 21 50.00
Post graduate 13 30.95

Diploma 04 9.52

< 5years 24 57.14

Experience 5-10 years 09 21.42
10-15 years 06 14.28

> 15 years 03 7.14
Total Number of Respondents 42 100%

Number of Hotels 07

Table 1, shows the demographical characteristics of respondents. 25 (59.52%) of respondents were from
age group of 21-30 years and 09 (21.42%) were from age group of 31-40 years while, 08 (19.04%) were
above 41 years of age. This shows that there is a balance of young and aged workforce in the hotels among
the population. The percentage of the male as respondents is 71.42% while rest of 28.57% constitutes by the
females. The highest number of the respondents21 (50.00%) indicated they had a professional degree in
hotel management; 04 (9.52%) had a diploma in hotel management. Only 04 (9.52%) of all respondents had
graduation degree. 09 (21.42%) respondents had working experience in the hospitality field for 5-10 years;
06 (14.28%) respondents had 10-15 years working experience in this field. There is a considerable number
of respondents 24 (57.14%) working experience less than five years, which depicts the trend of freshers in
the hospitality industry. The table also indicates there is a balance between samples which are relatively
fresher and experienced in hospitality operations in. Respondents are selected from Front Office department
of the hotel.
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Graph 1: Composite Graph for Key Competencies
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Data Analysis and Interpretation

Table 2: Key Technologies Used In Ginger Hotels (Composite Mean Value)

Electronic Electronic Private Central Point of Property

HOTEL Locking Automatic Branch KIOSK Reservation Sale Management
System Exchange System System
Hotel 1 3 3.8 3.6 3.4 3.2 2.09
Hotel 2 3.16 3.8 4 3.5 3.16 2.09
Hotel 3 3 3.71 4 34 3.14 2.04
Hotel 4 3 3.71 4 3.4 3 2.05
Hotel 5 3.16 3.8 4 3.5 3.3 211
Hotel 6 3 3.8 4.2 34 3.6 2.18
Hotel 7 3.16 4 4 3.5 33 2.16
SD 0.085523597 0.096732326 0.179947082 0.053452248 0.188123566 0.052190129

RANK 3 4 5 2 6 1

Findings and Results

The composite mean scores of the competencies rated by employees are presented in Table 2. Employees
ranked Property Management System 15t and rated it with a composite mean score from 3.16 down to 3.00
which clearly affirm the fact that PMS has always been considered as an important part of Front Office
Operations. Supporting the fact, the Standard deviation was found to be 0.052 which depict the less of
difference between the mindsets of the employees from the different hotels.

Employees ranked Central Reservation System 2"d and rated CRS with a composite mean score from 3.50
down to 3.40 which show the uniformity in the ratings as this technological factor itself plays a dominant
role in the hospitality industry by ensuring revenue through room reservations. Supporting the fact, the
Standard deviation was found to be 0.053 which depict the less of difference between the mindsets of the
employees from the different hotels.

Employees ranked Electronic Locking system 3t and rated ELS with a composite mean score from 3.16
down to 3.00 which play an important role in guest safety and security. Supporting the fact, the Standard
deviation was found to be 0.085 which shows that there is no as such disparity among the perceptions
employees while rating.

Employees ranked 4t another important technology Electronic private Automatic Branch Exchange and
rated EPABX  with a composite mean score from 4.0 down to 3.71. The Standard deviation was found to
be 0.096 which depict the less of difference between the mindsets of the employees from the different
hotels.

Employees ranked 5t and rated KIOSK with a composite mean score from 4.20 down to 3.60 which once
again show the similarity between the rating trends of the employees. The Standard deviation was found to
be 0.179 which depict the less of differences between the mindsets of the employees from the different
hotels.

Employees ranked 6t and rated Point of Sale with a composite mean score from 3.16 down to 3.00 which
signify that the employees are more likely towards possessing the required technology. The Standard
deviation was found to be 0.188 which depict the less of difference between the mindsets of the employees
from the different hotels.

Discussion

The positive value of the Standard Deviation shows that the perspective of the employees seems to be in
relevance with each other. The study supports and establishes the hypothesis null as there is a significant
relationship between technology and employees’ performance along with that there is a significant
relationship between technology and guest satisfaction. It is also evident that followed by Property
Management System, Central reservation System, Electronic Locking System, Electronic Private Automatic
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Branch Exchange, KIOSK and Point of Sale rated respectively on Likert scale of 5 for the ease and aide these
technologies provide in operations. These technologies have not even made the meticulous tasks easy, less
time-consuming but at the same time, it also helps in communicating and understanding well between the
employees and the guests through effective service delivery leading to guest satisfaction and finally
retention in the form of repeat business.

Conclusion

Regarding the first objective of this study that focused on the various current trends and technologies used
in the hotel front office department, the findings provide evidence that the following technologies have a
significant impact on employees’ performance as well as customer experiences. The technologies viz
Property Management System, Central reservation System, Electronic Locking System, Electronic Private
Automatic Branch Exchange, KIOSK and Point of Sale are rated by employees as having high levels of
importance and improving their satisfaction. Therefore, with positive value of standard deviation and as per
the rank, it is obvious that hoteliers need to keep these technologies with higher performance because these
increase guest satisfaction and enhance customer experiences.

In relation to the second objective of this study regarding the employees’ perception towards effective
service delivery with respect to the implementation of the current trends and technologies in Ginger Hotels
the technologies are perceived by employees as the most important technologies to enhance guest
experience. This suggests that hoteliers need to invest in these technologies to ease their operations and
leading to offer a better experience to guests. Furthermore, employees rated and ranked these technologies
as important technological amenities to create a better experience. Thus, hoteliers need to keep up with
technological advancements to be able to maintain and acquire new guests.

Suggestions

This study contributes to academic research because it upgrades information regarding the most important
technologies currently available for Front Office employees of Ginger Hotels and because it identifies the
latest technologies that have a strong potential to enhance guest experiences. This study’s results are also
relevant since they focus on the perceptions of employees from different levels of management related to
technology, providing a more comprehensive understanding of this phenomenon.

The findings of this study can help hoteliers to understand the impact of different technologies on guest
experiences, providing guidance for hoteliers in upgrading or implementing new technologies that guests
want to use during their hotel stay. Therefore, if hoteliers decide to follow the advice provided by this study,
they can achieve greater differentiation by offering the most important amenities among the latest
technologies to guests, enhancing the latter’'s experience and attracting new customers, which could
potentially result in increased revenues.

Limitations and Scope for Future Research

The industry population surveyed represents only the Front Office employees in some selected Ginger hotels
of North India; therefore it is not appropriate for this study to make the claim that the findings are applicable
to the hospitality industry as a whole. However, it is hoped that the study can be reproduced to test the
extent of the applicability of the findings.

On the other hand, this limitation may provide an opportunity for future research on such technological
advancements. The future research could use a larger sample enable a test for technologies required by the
hospitality industry and cause-and-effect relationships between employees’ perspective and the impact of
them of service delivery and guest satisfaction.

Due to the fact that it being the busiest industry, the employees remain occupied with their operations which
was a limiting factor for accepting an interview. Therefore, the method that was employed to obtain the
primary data was the questionnaire survey.
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ABSTRACT: Adventure Tourism is a vibrant, dynamic, and fast-changing sector, attracting high value
customers, supporting local economies, and encouraging sustainable practices. This sector is creating impacts
not only for tourism, but also for destination, their people and their environment. With the time span Adventure
Tourism is developing and multiplying itself as a diversified tourism product. With new variants routinely added
into the possible experiences, it is giving the boost to various adventure activities. With the scope and growth of
Adventure Tourism the focus of the study is to know how Tourists Predict Adventure Tourism and to understand
the changes which are impacting the growth of Adventure Tourism in India.

Keywords: Tourism, Adventure Tourism, Adventure tourist, India.

1. Introduction

“Adventure tourism is what tourism should be today and definitely what tourism will be tomorrow”-
UNWTO Secretary-General Taleb Rifai, 2012 address in Switzerland to Adventure Travel World Summit)
Tourism is today the world’s leading and fastest escalating industry. The incalculability of its market, its
impulsiveness, the multiplicity of the product itself, and above all the financial and sociological rewards to be
gained, have made this industry one of the most fiercely competitive market in the world. Tourism enters in
the new era with the prospect of sustained expression and superior importance in world economy facing
many challenges. The consequence of tourism has been recognized in both developed and developing
countries and favourable representative of both economic and societal change. Indeed tourism has
stimulated employment, investment, adapted land use and fiscal structure, and made a constructive
contribution of the balance of payment in many countries throughout the world.

Objectives of the study
e To know how Tourists Predict Adventure Tourism.
e Tounderstand the changes which are impacting the growth of Adventure Tourism in India.

"Tourism is a collection of activities, services and industries which deliver a travel experience comprising
transportation, accommodation, eating and drinking establishments, retail shops, entertainment businesses
and other hospitality services provided for individuals or groups traveling away from home"
"The sum of the phenomena and relationships arising from the interaction of tourists, business suppliers,
host governments and host communities in the process of attracting and hosting these tourists and other
visitors"

Macintosh and Goeldner

UNWTO (United Nations World Tourism Organization) defined Tourism:
"Tourism comprises the activities of persons traveling to and staying in places outside their usual
environment for not more than one consecutive year for leisure, business and other purposes."”

Tourism is different from travel. In order for tourism to happen, there must be a displacement: an individual
has to travel, using any type of means of transportation (he might even travel on foot: nowadays, it is often
the case for poorer societies, and happens even in more developed ones, and concerns pilgrims, hikers..). But
all travel is not tourism.

Three criteria are used simultaneously in order to characterize a trip as belonging to tourism. The
displacement must be such that;

e [tinvolves a displacement outside the usual environment: this term is of utmost importance and will be

discussed later on;
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e Purpose: the travel must occur for any purpose different from being remunerated from within the place
visited: the previous limits, where tourism was restricted to recreation and visiting family and friends
are now expanded to include a vast array of purposes;

e Duration: only a maximal duration is mentioned, not a minimal. Tourism displacement can be with or
without an overnight stay. We shall discuss the particularity of in transit visits, from a conceptual and
statistical point of view.

Researchers have categorised ‘Tourism’ as a service product which is having a degree of customer
interaction (Middleton & Clarke, 2001; Middleton, 1989; Middleton & Clarke, 2001; Middleton,1989; Seaton
Bennet, Smith, 1994 Gunn ,1988; Smith,1994; Kotler, Bowen & Makens,1999; Levitt ,1981; Gronroos, 1990;
Kotler et al.,1999; Zeithaml&Bitner, 1996; Liu and Yen, 2010; Cole et al., 2002; Kouthouris and Alexandris,
2005; Cole and Illum, 2006; Kang and James, 2004 and Kvist and Klefsj6,2006). Muller and Cleaver (2000)
defined Adventure Tourism as —physically bracing, adrenalin-driven, somewhat risky, with moments of
exhilaration punctuated by many opportunities to assess and reassess what has been done or accomplished.
Adventure Tourism Market report (2010) has indicated about the Adventure Tourism activities such as
Mountaineering, Rock-climbing, Diving & Swimming, water activity, Trekking, Beach adventure, Natural
beauty or Jungle& Wildlife adventure, etc. It has been already expressed in Adventure Tourism oriented
books by John Swarbrooke et al. (2003) and Ralf Buckley (2006).

The tourism industry has been developed tremendously over the last few decades. Its multifarious benefits,
the magnitude of impacts and its future growth prospects have all together made the tourism a subject of
extensive study and research. Tourism infrastructure has been a point of concern for several researchers in
India. Ram Acharya, 0.P.Kandari, K. Kumar, Chib (1983), R.K.Malhotra, GulabNabi (2000), A.K. Sarkar, P.N.
Dhar and R. Singh concentrated their research and discussion on infrastructure for tourism in India. Ram
Acharya made a study on world tourism and evaluated the role and impact of tourism vis-a-vis development
in India with reference to 42 other countries having various types of economies.

According to the World Travel and Tourism Council (WTTC) report, India's travel and tourism sector ranks
7th in the world in terms of its total contribution to the country's GDP. The report also stated that in the year
2016 the sector generated 40.3 million jobs, which marks India 2nd in the world in terms of total
employment generated.

Adventure Tourism

Adventure Tourism has been variously defined Weaver, 1998; Fennell, 1999; Manning, 1999; Bentley et al,,
2000, 2001a,b,c; Buckley, 2000, 2004a; Bentley and Page, 2001; Newsome et al., 2001; Page and Dowling,
2002). Broadly, it means guided commercial tours where the principal attraction is an outdoor activity
which relies on features of the natural terrain, generally requires specialised sporting or similar equipment,
and is exciting for the tour clients.

Source: www.travelbizmonitor.com
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“Adventure Tourism is gradually emerging as a major source of employment generation in the far slung
areas of the country, where no other tourism activity is taking place. This includes the Mountains, deserts,
coastal areas, and wilderness and so on” - (WTTC)

Adventure Tourism can be divided into soft adventure and hard adventure. These terms are developed by
researchers who devised a scale to explain the diversity of behaviour, beginning with mild adventure also
known as soft adventure at one end of the scale and progress to hard adventure at the other extreme. This
continuum involves different degrees of ‘challenge, uncertainty, setting familiarity, personal abilities,
intensity, duration and perceptions of control’ (Lipscombe, 1995: 42). A simpler way to describe soft and
hard adventure is that soft adventure does not necessarily require past experience whereas hard adventure
requires some experiences and proficiency in the activity prior to the tourism experience (Millington and
Locke, 2001).

Hard Adventure
‘Refers to activities with high levels of risk, requiring intense commitment and advanced skills.’

Soft Adventure
‘Refers to activities with a perceived risk but low levels of real risk, requiring minimal commitment and
beginning skills; most of these activities are led by experienced guides.’

The continuum of soft and hard adventure (Hill, 1995, Beard et al. 2003).

Tourist behaviour is an in-depth topic as the behaviour of tourist change from time to time and sometimes it
can be difficult to judge because not everyone shares the same behaviour. In order to understand tourist
behaviour, psychologists have found that certain concepts are useful to understand the behaviour (Bhatia,
2006). According to Bhatia (2006), tourist behaviour can be understand by determining the motive, drives,
or concerns being satisfied by the action and the attitudes and information that the person use to decide
what kind of response should be made in a given situation. Motivation is one ways to describe tourist
behaviour. Motivation is a verb derive from motivate Motivation is factor that influence or motivate trekkers
to travel to Everest Base Camp. Motivation is defined as a reason or reasons for acting or behaving in a
particular way or the desire or willingness to do something (Oxford online Dictionary). Hence, motivation of
travel is why tourists travel to a place. It is important to know tourist travel motivations because
motivations will affect travel decision process (Crompton and McKay, cited in Pan 2009, p. 216) and
motivations are drivers that influence and affect the specific behaviour of a person or traveller. Furthermore,
it also helps to develop strategies to attract tourists to a particular destination by understanding tourist
behaviour. For example, travel agent or local authorities can find a way to increase the volume of tourists
visiting a destination by understanding the tourist behaviour when the destination is kind of new in the
tourism market or the number of tourists in the destination had decreased. Travel motivation is a wide
theory where it cannot be understood by looking at one part of the theory only.

According to UNWTO, in 2018, 1,326 million international tourist arrivals were recorded in destinations
around the world, some 86 million more than in 2016. As per the study, adventure tourism is becoming the
key trends in the growing segment of tourism. Demand is on the rise as global levels of disposable income
increase and consumer interest in customized and transformative (i.e. meaningful, perspective-changing)
experiences grows. Thus, more people can venturous activities. However, changing consumer expectations,
increased technology and connectivity, and changing demographics in the major source markets for
adventure tourism have an impact the nature of the demand. Growth on the supply side, meaning the
creation of businesses to meet and/or create demand, also exists. The barrier to entry in adventure tourism
is low, especially in emerging and developing markets, and the trend is for established tourism companies in
developed nations to incorporate adventure. As one of the fastest growing segments Adventure Tourism
arrivals increased as well. In 2010, ATTA, the George Washington University (GWU) and Xola Consulting,
conducted the first market sizing study. The global value of Adventure Tourism was pegged at USD 89
million. In 2013, it was found that there was an increase of 195% in two years, making the sector worth USD
263 million. It was found in the study that 42% of travellers departed on adventure trips.

Adventure Tourism in India
ATOAI is a representative body of adventure tour operators of India. It acts as a mediator between the
government and tour operators, recommending the government on best practices for conducting adventure
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tourism in the country. Adventure Tour Operators Association of India, is a private national body that has
been striving hard to promote Adventure and Eco Tourism in India. The association was founded with an
aim to create awareness about the immense potential for Adventure Tourism in India and to harness this
potential in a safe, sensitive and environment friendly manner, and has today grown to comprise of over 200
members across the country and abroad.

In September last year, it led a risk mitigation committee to suggest changes to preserve India’s outdoor
heritage in a better way. It also published a handbook of guideline on best practices for adventure tour
operators to follow.

“Adventure tourism is $0.5 trillion, and it is growing at a rate of 18% per year.”
-Adventure Travel & Trade Association, 2018

In a presentation during the ATTA convention, Ashish Gupta, consulting CEO of Federation of Associations in
Indian Tourism and Hospitality (FAITH) explained that the travel industry today is a $3 trillion direct
business globally. That makes it one-tenth of the world economy. That also makes it bigger than the
agricultural and manufacturing industries. “Out of this,” he said, “adventure tourism is $0.5 trillion, and it is
growing at a rate of 18% per year.”

In India, the adventure travel industry is gaining prominence. The ministry of tourism declared 2018 as the
“year of adventure”. Adventure Travel and Trade Association (ATTA), a global body of adventure tour
operators brought their annual Adventure Next event to India for the first time last December. The Pacific
Asia Travel Association organized a successful event in Uttarakhand in February had “adventure” as its
theme. Needless to say, government bodies of the country are recognising the industry’s potential.

However, ironically enough, the same state government also banned camping in certain regions of
Uttarakhand, citing mass tourism as the problem, and rafting camps are no longer permitted along the
Ganges. 2018 also witnessed a number of deaths, right from the forests of south India to the high passes of
the Indian Himalaya. At least 40 were cited during presentations.

2016 global adventure tourism market research says availability of low-cost airlines will be a key trend for
market growth which saw 56.51% tourist travelling by flights, an increment from the 54% in 2014. Further,
adventure tourism involves more traveling to reach a point from where the adventure activities start. For
instance, adventure tourists need different modes of transportation because activities such as mountain
climbing, caving, hiking, and skydiving are organized far away from the main city. Due to the increasing
influx of international tourists, many new budget-friendly airlines are being launched to cater to the
increasing transportation needs.

The Ministry of Tourism has been following up with concerned related Central Ministries with regard to
facilitation for development of Adventure Tourism. As an outcome, the Government of India has given
security clearance for opening of 104 additional peaks in Jammu and Kashmir (Leh Area) subject to
stipulations and clearances from the State Government, Home Ministry, and other concerned agencies. The
opening of the additional peaks will help in positioning the Indian Himalayas as Adventure Tourism
destination.

Adventure Tourism Destinations in India

Adventure trips can be taken to a number of destinations in the country, with each one being famous for a

particular activity.

e Ladakh: The rough terrain and natural beauty of Ladakh have made it an admirable destination for
adventure lovers. With an average elevation of over 10000 feet above sea level, Ladakh has a cold arid
climate.

o Rishikesh: This sacred place is located in the state of Uttarakhand, and is another well-known spot to
indulge in thrill-inducing sports like rafting, rock climbing, rappelling and more. Rishikesh can be visited
in any month as the weather here is always pleasant.

e Lonavala: It is about 65 km from Pune, and is a popular hill town. With a moderate altitude of
approximately 2050 feet, the topography here is not too rugged, and the weather does not become
extreme. Hot air ballooning is popular here.

e Kamshet: This destination lies in the Sahyadri Ranges; hence its altitude is moderate. Even in the peak of
winters, the temperature rarely drops to below 10 degree Celsius, making it a nice place to enjoy the
season. Paragliding is done here from October to April.
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e Kolad: Another amazing place to relish thrilling sport of rafting, this little village lies on the banks of the
Kundalika River. Away from urban centres and immersed in tranquillity, it is an ideal getaway if you
want to relax.

e Goa: Those who want to have an exciting time along the seas should definitely come to Goa. It is a perfect
place to indulge in some fabulous and exciting water sports.

Apart from the above-mentioned places for adventure trips in India, there are hordes of other sites too to
plan thrilling expeditions.

Adventure Activities in India

With a plethora of exciting engagements in the country, such excitement-developing sports are bound to

continue gaining admiration.

e Treks: You can trek at a number of destinations like Ladakh, Uttarakhand, Sikkim, Himachal Pradesh and
Kashmir.

e Motor Bike Expeditions: Biking trips on the Leh-Manali highway and through South and West India are
hosted by loads of travel agencies as they are highly admired.

e River Rafting: The state of Uttarakhand and the village of Kolad are two prime destinations for rafting.

e Hot Air Ballooning: Jaipur in Rajasthan and Lonavala near Mumbai are the two most sought after places
for hot air ballooning. Both these destinations have weather conditions, which are favourable for the
engagement.

e Scuba Diving: To see the underwater world from up close, travel to Andaman and Nicobar Islands, the
state of Goa or the town of Murudeshwar in Karnataka. You will get scuba training from PADI certified
instructors at all these sites before you head out to the sea.

e Wildlife Safari: The country has loads of protected areas like Corbett, Bandhavgarh, Kanha and Pench
national parks, where wildlife safaris can be availed.

e Camping: You can camp wherever there are untouched environs like hills and forests. There are many
such places in Uttarakhand, West Bengal, Rajasthan, Karnataka and Himachal Pradesh, which you can
pick.

Seasonality

The adventure tours in India you want to go on will determine the perfect season for them.

e Treks: Summers are generally preferred for trekking because of the pleasant weather high up in the
mountains, except for the Chadar trek, which can only be done in winters.

e Bike Expeditions: Biking in Ladakh should be done in summers while winters are ideal for journeys
through West and South India.

e Rafting: The rainy season is perfect for rafting on the Kundalika River, whereas the time before and after
the said season is when rafting is organised on the Ganga River.

e Hot Air Ballooning: The best season for this activity is between October and April primarily and it is
hosted at 5:30 am and 4:00 pm because of ideal wind speeds.
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e Scuba Diving: You should scuba dive when the seas are calm, which is generally the case in the non-rainy
season.

o Wildlife Safari: In India, wildlife safaris are only possible when it is not raining. Most protected areas are
closed during monsoons due to the damage caused to roads.

e (Camping: As camping involves living in tents, you should always go for the engagement when the
weather is not too hot or not too cold.

Source: Adventure Nation
Keeping in view to know the actual status and growth of Adventure Tourism in India, a consolidated survey
was done by an online travel leader thrillophilia, some findings of the same are represented in graphical
format following:

1. Preferred Travel Partner

Preferred Travel Partners - 2015 Preferred Travel Partners - 2017
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Most people prefer their friends to accompany them on an adventure trip. The number of people who want
to travel solo has shown an increment.
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2. Adventure Travellers - Age-wise Distribution

Age-wise Distribution Age-wise Distribution
Adventure Travellers - 2015 Adventure Travellers - 2017
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There is a rise in the number of people aged above 50 who prefer offbeat travel. Most number of adventure
travellers come from the age group of 20-30 years even in 2017.

3. Preferred Travel Segment

Age: Below 35 ' Age: Above 35

Adventure Adventure
.trhml -Trml
N Leisure Travel W Leisure Trave!

Adventure travel is more popular among people aged below 35, while most of the people aged above 35 still
prefer conventional travelling.

4. Activity Preferences

Activity Preferences - 2015 Activity Preferences - 2017-

Kigy Friendly 5 Kids Friendly
Actitieg Activities
I Luoniry Activities, I8 Luxury Activities
H Long Expeditions Bl Long Expeditions
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W Extreme Sports W Extrama Sports
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A sharp rise in the demand for soft adventure activities has been noted during the past few years. More and
more people are preferring activities like trekking, hiking, biking, etc.

5. Average Amount Spent On A Trip Per Person.

Trip Expenditure - 2015 Trip Expenditure - 2017
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The average amount spent on a trip per person has increased. Most people spend an amount between 10k to
20k on a trip.

6. Favourite Adventure Travel Destination in India

Favouritg Adventure Favourite Adventure
‘destinations - 2015 Destinations - 2017
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Due to increasing popularity of trekking, Himachal Pradesh has gained popularity among adventure-
enthusiasts. Goa, however, remains the most preferred adventure destination.
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