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1. Introduction

Introduced as an economic activity in the 1950’s in 
its second five year plan, Indian tourism has inspired 
a number of people from within and outside India to 
experience unfamiliar cultural, adventurous, social 
and business engrossments. Within India the people 
intended to travel to eother visit friends or relatives or 
pilgrimage and learning (Abhyankar, 2013). History 
shows that the settings up of facilities like accom-
modation and inns (Dharamsalas) were mainly to 
facilitate traders. The broadening of tourism to 
hill stations like Kashmir (Kumar, 2008) as well as 
the introduction of Indian Tourism Development 
Corporation (ITDC) in 1966 followed by progression 
in transportation as well as communication systems 
helped to advance the tourism industry (Novelli et al., 
2006; Chaudhary, 2000). Thus theimmense expansion 
of domestic tourism in the country over the years has 
led the culturally, linguistically, religiously diverse 
nation to act in unison and strengthen its rich heri-
tage. Campaigns like “Incredible India” have further 
provided the momentum for the tourism industry 

in the country (KPMG Report, 2013). The tourism 
industry is thriving in India largely because of the 
domestic travelers that has accounted for almost 30 
million domestic tourists every year. The past years 
have seen a soar in the tourism sector, mainly contrib-
uted by domestic tourism with an estimate of 1282 
million travelers in 2014 contributing to approxi-
mately 12% annual growth in domestic tourism.This 
has led to enhancement in other economic activities 
such as job opportunities, infrastructure develop-
ment, improvement in communication channels and 
attempts to alleviate poverty. 

Despite tremendous contributions to national develop-
ment and integrity, the contributions made by domestic 
tourism and measures for sustainability, has gone unno-
ticed in the planning process (Juvan and Dolnicar, 2014; 
Sin 2009). As rightly pointed out by a former tourism 
minister of India Mr. Jagmohan, many countries fail to 
realize that domestic tourism should be the base of the 
pyramid for international tourism. Through this paper, 
we attempt to shed light the unexplored expanses of 
domestic tourism in India.
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2. Domestic Tourism in India

Tourism in India has observed a paradigm shift to 
include a wide range, of which wildlife, medical, adven-
ture, pilgrim tourism are a few. The states that received 
the maximum domestic tourist visits were Andhra 
Pradesh at 20% of the total share, closely followed by 
Tamil Nadu and Uttar Pradesh at 17.8% and 16.2% . 
It is also noteworthy that throughout the course of the 
recession, domestic tourism in India never subsided 
and had a growth of 18.8% unlike the negative growth 
of 2.2% witnessed from Foreign Tourist Arrivals in the 
country. 

A number of econometric models had been developed 
previously in tourism literature (Baloglu and McCleary, 
1999; Eymann and Ronning, 1997). Koppelman 
(1980) was of the opinion that the current models are 
not sensitive to the strategies that can be formulated 
to influence or motivate travel behaviour and also, 
they ignore the tourist’s attitudes like personal feelings 
towards a service or destination. This was the void in 
tourism research as pointed by Papatheodorou (2001). 
The motive behind tourism and choice of destinations 
thus needs to be explored. Every tourist has an option 
to choose the destinations based on the vivid range of 
products and services to attract tourists (Crompton, 
1992). The norm that influences the process includes 
personal (push) factors and destination (pull) factors 
(Hsu et al., 2009). Numerous factors like age, desti-
nation marketing and image, climate, etc. might have 
an influence on destination choice. Increasing aware-
ness amongst people has routed travelers to choose 
locations that have sustainable practices as their travel 
destinations. Customer loyalty increases, as it creates 
a positive experience for both the tourists and the host 
community. Furthermore, the future of a number of 
existing tourist attractions depends heavily on sustain-
able practices and from this perspective, researchers, 
politicians and tourism providers collectively have all 
accepted that sustainable practices in tourism of India 
are inevitable for survival. 

Tourism in the early 90’s bestowed little attention to 
climate and also, the literature on climatic changes 
gave little attention to its impact on tourism (Witt and 

Witt, 1995; Smith et al., 2001).Incorporating climate 
variables in the study of choice of destination have 
become common since the 21st century (Amelung et al. 
2007; Goh, 2012; Lise and Tol, 2002). Rosselló-Nadal, 
(2014) suggests that the climate is a good indicator 
of tourist arrivals.. Although the variation in tourism 
and the choice of destinations due to climate change 
is small, its impact in the future is predicted to be 
phenomenal. Studies by Berrittella et al., (2006) have 
concluded that by 2050 climatic influence on tourism 
and thereby on GDP would be 0.3 to 0.5%. Domestic 
travel is also influenced by the climate of a particular 
host region. The degree of satisfaction, influence on 
tourism infrastructure like transportation and commu-
nication systems have all been influenced by climate of 
a destination (Martin, 2005).We, therefore hypothesise 
that climate at a destination influences the choice of a 
destination for sustainable tourism in Indian domestic 
tourism.

Although the amalgamation of goods and services 
make comprehending price to a destination complex, 
literatures dating back to the 1990’s have successfully 
argued the role of price in the choice of a tourist des-
tination. The influential roles played by substitutes 
and compliments to a potential traveler are also well 
regarded in literatures (Crouch, 1994). This not only 
helps tourism providers set a suitable pricing strategy, 
but also helps them manage and promote their desti-
nation product or services effectively (Jimenez et al., 
2009). Previous literatures in this discipline have also 
tried to analyze the various demand elasticities like 
cross price elasticity, own price elasticity and income 
elasticity. The rise in the demand for package tours 
is an indicator of the consciousness to reduce the net 
price (Raikkonen and Honkanen, 2013). We, therefore, 
hypothesise that price plays an important role in choice 
of destination by consumers.

Competition in the tourism market place happens with 
regard to the perceived image of each place (Baloglu 
and Mangaloglu, 2001). Consequently, this perceived 
image can be a crucial factor in the choice of sustain-
able tourist destinations by potential tourists. From a 
service provider’s perspective, it is an essential ele-
ment in establishing the competitive advantage. Given 
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its relevance, destination management, inclusive of 
the destination image and destination marketing is one 
of the most explored areas of research (Tapachai and 
Waryszak, 2000). Destination marketing via visual and 
print media has an influence in shaping the image of 
a destination. Thus, destination management with a 
focus on destination image and marketing play a piv-
otal role in deciding on the destination of a tourist’s 
choice. The application of this in Indian domestic tour-
ism is an interesting aspect to be explored given the 
dearth in literatures concentrating on India. We further 
hypothesise that marketing of specific destination will 
influence the choice of consumers in India.

3. Research Design

We use quantitative research method. We use question-
naire method. The research population for this study 
consists of people from India. South India was chosen 
as the desired region to conduct the research because of 
their contribution to domestic tourism (Indian Tourism 
Statistics, 2015). It is home to a large number of cultur-
ally different people from various parts of the country 
(Eswarappa, 2007) and incorporates a variety of tour-
ist attractions (Salter, 2012; Sharma, 2007). Men and 
women aged above 20 earning an income or having had 
earned an income previously, were targeted. We used 
five point likert scale ranging from strongly disagree  
(1 point) to strongly agree (5 point).A snowball sam-
pling was used to collect the necessary data. All the 
classes of the society based on income were encouraged 
to participate.The technique of forming and structur-
ing a questionnaire contributes to the reliability and 
validity of the data collected (Saunders et al., 2003). A 
common technique to identify reliability of the data is 
by using Cronbach’s alpha reported in Table 1. 

A total of 328 questionnaires were collected respondents. 
Nonetheless, 47 questionnaires were unfinished and there-

fore had to be discarded. Finally, 281 responsesavailable 
sorted, cleaned and analysed. Following the data cleaing 
the desired factors and strong loadings were reported.
Items that loaded on factors with a value of 0.45 and 
above were retained as the sample size is high (Cua et 
al., 2001). According to Comrey and Lee (1992), items 
that loaded below 0.45 were considered poor, and any-
thing above that value was considered good (Krank 
et al., 2011). Finally, we had 25 items that formed the 
model. Correlation tests were satisfactory and inter core-
lations issues were tackled. Kaiser-Meyer-Olkin (KMO), 
Bartlett’s test of sphericity measurements and eigenvalue 
determination were performed and all the three supported 
the suitability of conducting a factor analysis. The factor 
loadings and mean scores revealed that all the three fac-
tors were important in attracting domestic travellers

4.  Regression Analysis

In order to ensure an accurate understanding and 
analysis of the regression model, it is critical to test 
for normality, homoscedasticity of residuals, indepen-
dence of residuals, multi-collinearity and linearity. 
All the tests were assesses and passed to proceed with 
regression analysis. Corresponding to the statistical 
model, there is just one equation (where X represents 
the predictor) that is formed which is:

Y = βo + β1 X1 + β2 X2 + β3 X3

Where: �X1 is theclimatic factor 
X2 is the price factor 
X3 is the marketing of specific destination 
�Y is the dependent variable of choice of 
domestic tourist destination for sustainable 
tourism

Running the multiple regression analysis for the 
model with 281 data, the R2 is found to be 0.491 and 
the adjusted R2 is 0.485 (Table 2) at a significance of 
0.000. An adjusted R2 value of 0.485 is considered a 
reasonable model in social science studies as the size 
of the population is usually large (Studenmund, 2001). 
Thus, the data collected is quite well explanatory of the 
model under research. 

In the Anova Table 2, model is significant at 0.000 
which is less than the 5% (0.000<0.05) significance 

Table 1. Reliability statistics

Reliability statistics cronbach’s Alpha Number of Item

Climatic Factor 0.624 4

Price Factor 0.775 6

Destination 
Management Factor

0.797 8

Sustainability Factor 0.695 7
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level at F of 89.016 proving that the statistical model is 
a good fit for analysis. The Table 3 shows that two of 
the three independent variables (Climate and market-
ing of specific destination) have a linear relationship 
with the dependent variable as they are significant at 
the 5% significance level. There is no multi-collinearity 
problem occurring as all independent variables have a 
VIF value of less than 2 and a tolerance greater than 
0.5 which indicates that the dependent variable can be 
explained appropriately by the independent variables. 

In conclusion, two variables (Climate and Marketing of 
destination ) have linear relationships to the choice of 
a domestic destination for sustainable tourism at sig t < 
0.05. The multiple regression equation is as follows:

Y = 1.9998E-016 + 0.108 X1 + 0.611 X3

The first hypothesis was, thereby, supported which 
agreed with the previous findings of Maddison, (2001) 

and Martin (2005) that climatic conditions influenced 
tourist’s choice of domestic travel and in our case it 
was a positive influence. However, Hypothesis 2 was 
not supported in the Indian tourism market and dis-
agreed with the previous findings of Edwards (1995) 
and Crouch (1994) that price has an influence on a 
tourist’s choice of destination.Finally, Hypothesis 
3 was supported and agreed with the previous find-
ings of Buhalis, (2000) and Lee et al et al., (2008) 
that marketing of particular destination influences the 
choicedestination by consumers. 

Further, using a descriptive statistics to analyse the 
preference of Indian tourists towards self- tailored 
and package tours, it was found that a vast majority of 
77.2% (217 respondents) of them still preferred self-
tailored tours. This finding was not gender biased as 
the independent sample T-test was not significant at 5% 
significance level. The frequency of travel has been the 
highest for the purpose of holiday and leisure followed 
by travelling for visiting friends and relatives (which 
is fast gaining importance) and travelling for religious 
purposes. Hence, tourism strategies should be formu-
lated keeping in mind all the various high frequency 
purposes of visits to boost domestic tourism. Domestic 
travel for holiday and leisure and VFR purposes did 
not vary based on age, income or gender. Travelling 
for religious purposes showed variations based on 
age group. People aged between 20-30 years travelled 
less frequently to religious destinations. Travelling for 
business purposes was not biased with income or gen-
der, but showed differences based on age. Respondents 
aged between 20–30 years travelled less frequently 
for business purposes compared to other age groups.
Most respondents preferred travelling to destinations 
that were clean and safe and 91.1% feel that Indian 

Table 3. ANOVA of the model

ANOVAa

Model Sum of Square df Mean Square F sig.

1  Regression 137.439 3 45.813 89.016 .000b

    Residual 142.561 277 .515

    Total 280.000 280

a. Dependent Variable: Sustainability Factor
b Predictors: (Constant), Destination Management Factor, Climatic Factor, Price

Table 4. Coefficients of independent variables

Coefficientsa

Model Unstandardized Coefficients Standardized Coefficients Collinearity Statistics

B Std.Error Beta t Sig. Tolerance VIF

1  (constant) 1.998E-016 .043 .000 1.000

  �  Climatic Factor .108 .051 .108 2.131 .034 .716 1.397

  �  Price Factor .060 .055 .060 1.082 .280 .605 1.652

  �  Destination 
Management factor

.611 .052 .611 11.659 .000 .669 1.495

a. Dependent Variable Sustainability Factor

Table 2. Model summary

Modal Summaryb

Model R R square Adjusted R 
Square

Std.Error of the 
Estimate

Durbin- 
Watson

1 .701a .491 .485 .71739875 1.688

a. �Predictors: (Constant), Destination Management Factor, Climatic Factor, Price Factor
b. Dependent Variable: sustainability Factor
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tourist destinations have to improve their hygiene 
level. A large number of respondents, however, feel a 
sense of satisfaction after the tour. The percentages of 
respondents who shop and participate in recreational 
activities at their destinations are commendable at 
83.9% and 72.6% respectively. The above responses 
were all valid irrespective of various age and income 
groups (Table 4).

5. Conclusion

The forthcoming years of tourism in India with respect 
to sustainability need to be assessed and the govern-
ment, tourism agents and destination managers should 
concentrate heavily on improving the destination 
image and current marketing activities. Destination 
marketing should optimise and benefit all stakeholders 
involved by coordinating with the tourism policies. A 
strategic marketing mix must be adopted in India by 
managing the conflicts arising from various stakehold-
ers. It should be regarded as a technique to achieve 
sustainable goals foreseeing the future. An increase 
in the competition in destination marketing coupled 
with innovative tourism products and pricings would 
increase the number of intentional and unintentional 
people willing to travel domestically in India. In the 
21st century with social networking sites playing a 
prominent role, the new phenomenon of word-of- 
mouth marketing can be decisive. The managers at 
destinations should be wary of the fact that internet 
reviews about a destination are an important source of 
information for tourists. Thus, any positive or nega-
tive feedback arising from such sources could act as 
either a free sales boost or a diminishing sales factor 
to the tourism of that particular destination Although, 
travelling by package tours reduces the expenses by a 
15-20% margin when compared to travelling indepen-
dently (Zachariah, 2013), it is observed in this paper 
that Indians still prefer self-tailored tours rather than 
package tours. This might be because the concept of 
package tours is still an infant phenomenon in India 
(Domestic Tourism Study, 2002). Another factor that 
could support marketing to a large extent is the image 
of the destination. The government should ensure that 
diverse Indian tourist destination famous for its heri-
tage, climate, etc. should sustain its image, whereas 

new offbeat destinations in India should focus on 
creating a vibrant positive image which could support 
its marketing. Projecting a destination for its adven-
ture, relaxation, culture or heritage could go well with 
Indians as it is visible from the survey that a major-
ity of the domestic travelers travel to destinations that 
portrait a similar image. Thus, practically, an in-depth 
understanding of shaping a destination image together 
with the right marketing strategies will help Indian 
tourism managers and the government to effectively 
manage sales of its destinations.
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