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Abstract: Tourism is considered as one sector that shall propel growth, contribute 

foreign exchange, enhance employability and result in community development. The 

most important dimension of tourism is the cultural exchange among various 

nationalities that visit the country and the cross cultural interface that shall pave way 

for universal peace and harmony. 

 As on one hand tourism is seen as an economic option and on the other side 

the greater social and human effect. It is a fact that many nations world wide have 

realized the importance of thereby extending their full support in the form of subsides 

and putting forth the government support mechanism to this flamboyant sector. 

During the years 2003-2007 the Indian tourism sector has witnessed an impressive 

growth rate averaging 14 per cent YoY (Year on Year).However, since 2007 the rate 

was curtailed to a single digit growth largely due to some unwarranted repercussions 

in the areas of safety and security.  

Tourism is largely centered on the concepts of safety, security and 

entertainment. The recent outbursts of Chickengunya and Bird-flu, and increased 

terrorist attacks have literally marred the chances of positive development of tourism 

world over. India is no exception to this; the terrorist attacks on Mumbai have 

inflicted greater damage to this sunrise-sector. However, with some concerted efforts 

on the part of India Inc., the sun seems to rise again and the sector has registered a 

double digit growth in the year 2010.   

 This paper tries to examine various dimensions of tourism sector vis-à-vis   the 

drivers and their implications and recommended roadmap that shall propel and 

sustain the growth.  
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INTRODUCTION 

International Association of Scientific Experts in Tourism defined Tourism in terms 

of particular activities selected by choice and undertaken outside the home 

environment. 

UNWTO—originally, World Tourism Organisation—WTO—defines tourists 

as, ―people who travel to and stay in places outside their usual environment for not 

more than one consecutive year for leisure, business and other purposes not related to 

the exercise of an activity remunerated from within the place visited.‖ 

United Nations has classified three forms of Tourism in its 

‗Recommendations on Tourism Statistics‘: (i) Domestic tourism, which involves 

residents of the given country traveling only within the country; (ii) Inbound 

tourism, involving non-residents traveling in the given country; and (iii) Outbound 

tourism, involving residents traveling in another country. 

The UN also derived different categories of Tourism by combining the three 

basic forms of tourism:  

(a)  Internal tourism, which comprises domestic tourism and inbound 

tourism;  

(b)  National tourism, which comprises domestic tourism and outbound 

tourism; and  

(c)   International tourism, which consists of inbound tourism and outbound 

tourism 

 

Hence it is important for the travel to be classified as tourism in that an 

individual has to move out of the living area and also the purpose may be for pleasure, 

business, health, leisure or any other reason as per the needs of the individual 

concerned within the time frame. Other important feature is that the purpose of the 

visit should not be to make a living in the place of living. 

CATEGORIES OF TOURISTS 

Table 1.1 presents the scope of tourism by indicating various categories of tourists 

vis-à-vis their travel needs and plans. . 

 



International Journal of Research in Management                                                           ISSN 2249-5908  

Issue2, Vol. 1 (January-2012) 

 

Page 117 
 

Table 1.1 Categories of Tourists and Travel Needs 

Category Travel Needs Strategy 

Young Adults— 

Depending Students 

and Earning Adults 

Planned tour and chances for 

deviation and extension. Mostly 

Pre-budgeted. Prefers adventure 

and entertainment 

To include the destinations of 

cultural heritage, trekking 

destinations and natural habitats. 

Families Planned tour with little scope for 

deviation, budgeted but can afford 

deviation 

To include places of children 

interest, zoos, parks, and places 

of shopping pleasure 

Senior Citizens Planned tour with no deviations, 

prefer group travel and budget is 

not a constraint. 

To include places of cultural, 

religious and social interest. 

Demands perfection in 

information. Needs coordination 

and comfort. 

Special Interest 

Groups 

Planned tour and pre-fixed 

budget. Enjoys deviation. 

To promote the destinations, and 

places of adventure, religion 

culture and shopping pleasure. 

Business 

Professionals 

Planned and unplanned as per the 

emergency of situation.  

Strict adherence of schedules 

with little or no notice.  

It is of primary significance to understand the category of tourist to understand 

the needs and plan the strategy. Obviously there are many options, but promoting a 

holiday destination to a specific group, it helps to understand the ‗typical‘ features of 

the demographics of the concerned group.  

TOURISM AS AN INDUSTRY:  

The World Travel and Tourism Council (WTTC) has predicted that there is 

great potential for India to be number one destination in the world due to the 

magnitude of growth witnessed in the sector, which is projected at 10 per cent YoY 
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(Year on Year). Table 1.2 shows the details of Foreign Tourist Arrivals (FTAs). The 

real GDP growth for travel and tourism is expected to grow at an average of 7.7 per 

cent per annum in the coming decade.  

Table 1.2 

Foreign Tourist Arrivals (FTAs) in India from 2005-2010 

Year FTAs (in Millions) Percentage change YoY 

2005 3.92 13.3 

2006 4.45 13.5 

2007 5.08 14.3 

2008 5.28 4.0 

2009 5.11 -3.3 

2010 

Jan-June) (P) 

2.63 10.8@ 

P: Provisional, @ growth rate YoY 

Source: Bureau of Immigration Government of India (GoI) for 2005-2008,  Ministry of Tourism, GoI 

for 2009 & 2010  

The first tourism policy was announced by the Government of India in 

November, 1982, after which tourism was recognized as an industry by the Planning 

Commission of India in June, 1982. 

Dimensions of Indian Tourism Industry:  

 Travel and tourism industry is the second highest foreign exchange earner for 

India, and the government has given travel & tourism organizations export 

house status. Table 1.3 shows the details of Foreign Exchange Earnings (FEE) 

from Tourism sector.  

 Earning through exports from international visitors and tourism goods are 

expected to generate 6.0 per cent of total exports (nearly $16.9 billion) in 2009 

and expected to increase to US$ 51.4 billion in 2019.  

 India has rich cultural and natural heritage assets of great interest to 

international and domestic tourists.  

 In 2008, total foreign tourist arrivals were around 5.37 million and total 

domestic tourist visits were around 562.92 million.  
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 Total foreign exchange receipts from international tourism in 2008 were 

estimated at $11.75 billion, or about $2,188 per international tourist.  

 It has moved up three places on the listed countries having world's most 

attractive destinations. Again it is ranked 14
th
 and 24

th
 respectively, as most 

favored destination for natural resources and cultural resources. 

 The value added by tourism accounted for 2.78% of GDP in terms of the 

direct contribution. When indirect effects through forward and backward 

linkages are also accounted for, the share of tourism in GDP rose to 5.83%.  

 Tourism also accounts for a large share of total employment, directly 

accounting for 4.59% of the total number of jobs.  

 When both direct and indirect contributions of tourism are taken into account, 

the number of jobs created by tourism sector is at least 38.6 million, or 8.27% 

of total jobs. 

Table 1.3 

Foreign Exchange Earnings (FEE) from Tourism in India from 2005-2010 

Year FEE  (in US $ Billions) Percentage change YoY 

2005 7.5 21.4 

2006 8.6 15.2 

2007 10.7 24.3 

2008# 11.7 9.5 

2009# 11.4 -3.0 

2010 

Jan-June) (P) 

6.8 36.6@ 

#Advance estimate, @ growth rate YoY 

Source: reserve Bank of India for 2005-2007, Ministry of Tourism, GoI for 2008 - 2010  

 As per the Travel and Tourism Competitiveness Report 2009 by the World 

Economic Forum, India is ranked 11
th
 in the Asia Pacific region and 62

nd
 in 

the world. Table 1.4 and 1.5 showcase the world tourism scenario and India 

has a long way to catch up to reach anywhere in top ten. According to 

UNWTO as far as Foreign Tourists Arrivals (FTAs) are concerned (2009), 

India stands a low 41
st
 position in the world and 11

th
 in Asia Pacific Region. A 

constructive and integrated approach is the need of the hour to develop this 

sector. 
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Table 1.4 

Showing the Ten Most Preferred Countries around the World 

Rank Country 

UNWTO 

Regional 

Market 

International 

tourist 

arrivals 

(2007) 

International 

tourist 

arrivals 

(2006) 

1  France Europe 81.9 million 79.1 million 

2  Spain Europe 59.2 million 58.5 million 

3  United States North America 56.0 million 51.1 million 

4  China Asia 54.7 million 49.6 million 

5  Italy Europe 43.7 million 41.1 million 

6  United Kingdom Europe 30.7 million 30.7 million 

7  Germany Europe 24.4 million 23.6 million 

8  Ukraine Europe 23.1 million 18.9 million 

9  Turkey Europe 22.2 million 18.9 million 

10  Mexico North America 21.4 million 21.4 million 

Source: UNWTO World Tourism Barometer 
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Table 1.5 

Showing the Ten Most Preferred Destinations around the World-2007 

Rank City Country 
No of International 

Visitors  (Millions) 

1 London  United Kingdom 15.64 

2 Bangkok  Thailand 10.35 

3 Paris  France 9.70 

4 Singapore  Singapore 9.50 

5 Hong Kong  China 8.14 

6 New York City  United States 6.22 

7 Dubai  UAE 6.12 

8 Rome  Italy 6.03 

9 Seoul  South Korea 4.92 

10 Barcelona  Spain 4.69 

Source: UNWTO World Tourism Barometer 

As it is inferred from the above two tables, India stands nowhere as far as the 

most preferred countries and destinations, that suggest that much of the work is still 

to be done to uplift the Indian tourism to the world class destination point. 

Government agencies play an important role in the development and sustenance of 
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travel and tourism industry in India. Besides the India Tourism Development 

Corporation (ITDC) run by the central government, all the state governments have 

their own Tourism Corporation and actively involve in the process of tourism 

development, sometimes competing with one another. These state owned 

corporations operate a chain of rest houses/hotels and offers package tours and 

organises events to boost the tourism activity thereby enhancing the potential of not 

only their respective states but also that of the country in general. All the state 

governments operate in close coordination with ITDC.  

However, the spending on tourism by GoI (Government of India) is very 

meager; it is about 0.9 per cent of the GDP, while China spends 3.8 per cent of its 

income on the development of tourism. China also stand fifth in the world tourism 

spectrum, attracting 31.2 million tourists per arum, only after France, US, Spain and 

Italy. India gets about 1.3 million tourists every year. 

INTERVENTIONS OF TOURISM  

Tourism helps promote universal understanding and peace. By touring different 

countries people get acquainted with different social customs and rituals; this shall 

create a strong bond of relationship with local community and creates a sense of 

affinity among different nationals of the world—an essential prerequisite for universal 

peace. This also helps eliminate the physical boundaries among different countries 

and helps promote business and trade for balanced development. United Nations 

Educational, Scientific and Cultural Organisation (UNESCO) has declared the year 

1967 as ―International Tourism Year‖ with an objective slogan, ―International 

understanding and peace are passport for international tourism‖.  Following are some 

important interventions/limitations of tourism:  

1. Tourism is actively used for spying and terrorism. Under the disguise of 

tourists anti social elements are entering into various target countries to spoil 

the peace and harmony in the society. It has an adverse impact of the 

development of tourism. It is a real challenge to the modern social system and 

governments to weed out these anti social elements for sustained development 

of the sector.  

2. Tourism has also considerable adverse influence on the local community by 
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influencing the life style, religion and language. The spending patterns of 

international tourists also have an influence on the local community. The 

wealthy tourist may become easy target for robbery and poses a new challenge 

for security and safety to the local and state administrations. 

3. By employing non-locals in some tourism jobs, is posing a limitation to local 

employment needs.  

4. One of the serious complaints against tourism is the increased prostitution and 

gambling and related crime in the tourist centers. For example places like Bali, 

Fiji, Seychelles and some places in Mexico are adversely affected by increased 

prostitution. At the same time places like Las Vegas, New Jersey, Monte Carlo 

are known for their casinos and gambling activities.  

5. As the religious destinations have started to attract large tourist traffic is also 

affecting the local social and cultural balances.  

6. Tourism is also responsible for the spread of various deceases and creates 

health-related problems.  

It is to be noted that while tourism shall have both positive and negative 

impacts on a social system of a country, which is not unique to a single destination. 

The depth of the negative impact shall depend on the tourist traffic and the diversity 

of tourists. It is the responsibility of all; the local community, local administration, 

state administration and providers of other tourism products to maintain discipline and 

order to enjoy the benefits of tourism. A unified effort is required for the control of ill 

affects of tourism on the society and all are partners to it—the tourist and the local 

community. 

DRIVERS OF INDIAN TOURISM 

Indian tourism sector has vast potential that needs to be exploited in a systematic and 

pragmatic manner. There are several dimensions to the development of tourism, 

which are almost similar to any region or country slightly varying depending upon the 

local culture and customs. 

Infrastructure: Presently India needs to emphasize on creating the required 

infrastructure for tourism sector. The concerted effort shall focus on the access 

facilities to various destinations by road, rail, air and sea. The completion of Golden 
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Quadrangle National Highway has helped boost the access by roads to the four metros 

and enroute helped provide the much needed fillip to the upcoming cities and towns. 

The Government of India (GoI) has stepped up the plan allocation and invited the 

participation of state governments to enhance the road coverage of respective states. 

The access by Air is also not very encouraging due to limited number of International 

airports and domestic airports. The Airports Authority of India (AAI) with the support 

from GoI has embarked on a mission to develop new airports and upgrade the existing 

Airports to increase the capacity to facilitate landing of all types of aircraft. This is 

done through Public Private Partnership (PPP).  

 Indian rail is considered as one of the largest networks in the World, however, 

plagued by some inherent limitations such as technology up-gradation and lack of 

coverage. Indian railways has started the modernization process of all important 

stations and changing of rakes that allow high speed trains. Indian Rail Catering and 

Tourism Corporation (IRCTC) has attained much success on its schemes of Hill 

Steam Trains (E.g., Darjeeling Himalayan Railway Train) and Heritage Trains (Palace 

on Wheels, Deccan Odyssey, Fairy Queen to name a few). It has also started Tourist 

Bureaus at all major stations to provide information to the visitor. The access by sea is 

still at a very nascent stage in India and much ground work is needed in this regard.   

Accommodation: Indian hospitality industry is considered as one of the 

fastest growing sector in the world. Many international chains have already started 

their operations and are in the process of enhancing their room capacities. Various 

budget and mid-segment hotel chains have also started their operations. However, the 

striking feature of Indian hospitality sector is while some areas are have all the variety 

of accommodation facilities to suit the needs of the tourist some are way behind and 

lack basic facilities.  

Service Providers: The service providers to tourists such as travel agents and 

tour operators are much unorganized in India. There are almost 10,000 agencies 

rendering service to tourists in deferent capacities. Out of which around 1500 are 

registered with the trade associations.  

Manpower Planning: One of the major setbacks of tourism industry is the 

non availability of qualified personnel to cater to the needs of the sector. Employees 

with different skill set are required to fill travel, hospitality and guide related services. 
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GoI and various state governments have recognised the need and started to encourage 

the introduction of courses related to tourism sector at all major educational institutes 

like State and Central Universities. Today there are number of institutes both in public 

and private ownership offering variety of Post Graduate and Graduate and diploma 

level courses to enthusiastic students interested in taking up tourism as a career.  

Amenities: It sis very important to focus on the amenities that are required 

from the origin of the tour to the point of attraction and till the tour is successfully 

completed. These include and not limited to visa and other formalities required in case 

of foreign visitors, information kiosks, sanitation, banks, security, health facilities, 

entertainment—clubs, casinos, kiosks, theaters, etc. 

Promotion of Tourism: Most important aspect of tourism offer is the 

effective promotion. While providing amenities and access shall enhance the visibility 

if the place, equal emphasis has to be focused on the promotion of the tourist 

destination. Ministry of Tourism along with its counterparts at the local level has to 

concentrate on creating a unique experience to the visitor. Word of Mouth is one very 

important aspect of service marketing. It is called viral marketing and one satisfied 

tourist shall bring in 20 new visitors. Hence care is to be taken in ensuring 100 per 

cent customer satisfaction. All the state bodies have customized schemes to suit the 

individual needs of the tourist. Tourism corporations at both central and state organise 

fairs and festivals on regular basis. Some prominent among them are the Taj 

Mohostav, Goa Carnival, Indian International Trade Fair, Onam Festival, Desert 

Festival of Rajasthan, The Ladakh Festival, Deccan Festival, etc.   

a) It is to be noted that majority of foreign tourists are attracted by the 

rich cultural heritage of the country and hence care to be taken to 

promote cultural tourism as an important aspect of total tourism 

product;   

b) It is the word of mouth and effective promotion strategies alone shall 

bring in the new visitor, hence customer satisfaction is vital; and  

c) Majority of visitors complain about the immigration service and 

related delays, poor infrastructure, insufficient and inappropriate 

information and lack of proper amenities at certain destinations.  

The need of the hour is the overall assessment of the situation and a 
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professional approach by the concerned central and state agencies that shall 

eventually up lift the Indian tourism to new heights on the horizon of world tourism.        

ROADMAP OF INDIAN TOURISM INDUSTRY  

The sustained efforts by the Ministry of Tourism, ITDC and other State Tourism 

Corporations has started to bear fruit and the road map of tourism is set to reach new 

points of progress. Many activities are on the anvil to support and propel the growth 

of the sector, which has far reaching effects on the economies of various regions of 

the country. Some ideal plans are listed below:  

Tourism Circuits:  

These are clusters of tourists attractions mainly aimed to  

(a) Attract more tourists; and  

(b) Extending their stay.  

Accordingly, the tourism circuits to be identified and created as per the below 

given classification of tourists:  

 International Tourists: Most of the international tourists visiting 

India are from U.K., U.S, Japan, Australia, South Asian, Africans 

regions etc. The foreign tourists show keen interest in historical, 

architectural and cultural heritage, monuments and temples. They 

enjoy the exquisite, unique, inspiring, extravagantly sculpted carvings 

in the temples..  These, however, would have to be packaged along 

with other products and presented in such a way so as to offer 

attractions for the foreign tourists of all the age groups.  

 Domestic Tourists:  These tourists usually visit the religious 

destinations, hill resorts, which are mix of mountain ranges and plains, 

bays and sun-drenched beaches, wild life sanctuaries, major rivers and 

water falls that provide an experience of lifetime value to the domestic 

tourists.  

 Local Tourists: The local tourists would have visited all the important 

tourist centers in different states in the country. Some of them may 

have visited the tourist spots even more than once. However, many of 

them may not have visited the lesser known tourist places like small 
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water falls, dam sites, heritage towns etc. Intensive publicity and 

marketing will have to be undertaken to popularize these centers 

among the local tourists.  

 

Strategies for Marketing:  

Tourism is one of the three leading "socio-economic and service businesses" 

of the new century and "Promotion, Publicity & Marketing" play a vital role in 

the growth and development of Tourism.  

 For designing an aggressive and powerful marketing strategy and to 

create an effective marketing plan of action, availability of tourist 

information through various media is absolutely essential.   

 Publication of good quality brochures, posters, picture post-cards etc., 

and their distribution through various outlets of State Tourism 

Departments including Government of India Tourist offices and other 

means is equally important.  

 Advertisements in leading journals of Airlines, travel agents, within 

the country and abroad, production of short films and screening at 

important locations, conduct of press meets and familiarization of tours 

for leading domestic and foreign travel writers. 

 Organising road shows and trade fairs and exhibitions at important 

centers, participation in tourist-marts within the country and abroad 

would be strategically used to market various tourist destinations. 

 A focused, integrated and holistic publicity and marketing campaign 

therefore, be an important element of the strategy for promoting 

tourism. 

Conclusion & Suggestions: 

 

It is a known fact that Tourism as a sector has potential economical as well as social 

benefits. It is important to present the service offering in order gain the economical 

advantages and also to sustain the socio-cultural aspects of a country. The 

involvement of foreign national shall open up dimensions such as safety and security. 

It is essential for all the organisations both at the central and state level to ensure the 
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basic amenities of tourism are provided and the service is well supported by the 

private partners. The involvement of local community shall enhance the service value 

vis-à-vis improves the standard of living of local residents. The Government of India 

on its part has embarked on a tourism policy that shall not only improve the economic 

contribution of the sector but also improve the socio-cultural value of the people 

involved—the visitor and the local community.  

The new tourism policy envisages making tourism a catalyst in employment 

generation, wealth creation, and development of remote and rural areas, environment 

preservation and social integration. The policy also aims to spruce up economic 

growth and promote India‘s strengths as a tourism destination that is both safe and at 

the same time exciting. 
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