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Abstract:

Every season many tourists visit various tourist destinations in
north India. Some places are famous and have specific attractions for
tourists to visit. However, some places are not very famous, despite of
really interesting resources to attract tourists. This study analyzed
tourists’ preferences and choices for tourist destinations, and the study
also analysed the factors influencing external information search for
the aforementioned purpose. The survey was distributed in a randomly
to tourists. The identified population included 507 hundred male and
female tourists. After collecting the data the results was analysed to
understand what motivates tourists to travel options in northern
region of India. This study sought to analyze key motivational factors
that lead tourists to destinations in northern region and influence their
external information search.

Key words: Tourists, Consumer Behaviour, Decision, External
Information Search & Tourism Destination.

1. INTRODUCTION

India has rich history, culture and geographical diversity that
make its global tourism appeal large and diverse. It offers
heritage and cultural tourism which is a large industry. The
World Travel and Tourism Council calculated that tourism
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generated $131 billion or 6.4% of the nation's GDP in 2014. It
was accountable for 41.3 million jobs, 7.9% of its total
employment. The GDP of the tourism sector has expanded
23.9% between 1990 and 2016. The sector is foretold to grow at
an average annual rate of 8.7% in the next decade. In a 2015
forecast the World Travel and Tourism Council predicted the
annual growth to be 9.8% between 2015 and 2021.

1.1. External influences on purchase decision

Purchasing behaviour can also be affected by external
influences, such as culture, sub-culture, social class, reference
groups, family and situational determinants.

1.1.1. Culture

Culture is the broadest and most abstract of the external
factors. Culture refers to the complexity of learning meanings,
values, norms, and customs shared by members of a society.
Cultural norms are relatively stable over time, therefore,
culture has a major impact on consumer behaviour. Marketers
interested in global expansion are especially interested in
understanding cross-cultural differences in purchasing and
consumption. For instance, Ferrari, one of the world's top
brands found that Chinese consumers are very different from
their Western counterparts. Whereas consumers in the US, UK
and Australia expect to wait 12 months for a custom-made
Ferrari, prospective Chinese buyers want to drive the vehicle
off the showroom floor. China is an ‘instant-gratification
market’. Buyers see their friends riding around in a luxury car
and want to have the same as quickly as possible. To meet the
growing demand for luxury goods, Ferrari and other luxury car
makers have been forced to modify their production processes
for Asian markets.
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1.1.2. Subcultures

People with shared interests tend to form informal groups
known as subcultures. Subcultures may be based on age,
geographic, religious, racial, and ethnic differences. More often,
however, a subculture occurs when people with shared interests
form a loose-knit group with a distinctive identity (sometimes
called consumer tribes). Members of subcultures are self-
selected, and signal their membership status by adopting
symbols, rituals or behaviours that are widely understood by
other members of the tribe (e.g. a dress code, hairstyle or even a
unique way of speaking).

Subcultures are important to marketers for several
reasons. Firstly, given that subcultures can represent sizeable
market segments which are profitable and influential, there are
obvious advantages in developing and selling products and
services that meet the needs of subculture members. Secondly,
and perhaps less obviously, many new fads and fashions
emerge spontaneously from within these tribal groups. Trend-
spotters are accordingly interested in studying the lifestyles
and activities of tribes in a effort to spot new trends before they
go mainstream

1.1.3. Social Class

Social class refers to relatively homogenous divisions in a
society, typically based on socio-economic variables such as
educational attainment, income and occupation. Social class can
be very difficult to define and measure, however marketers
around the world tend to use a conventional classification
which divides any given population into five socio-economic
quintiles (e.g. In Australia the groups AB, C, D, E and FG,
where AB is the top socio-economic quintile, but in much of
Asia the quintiles are labelled I, II, III, IV and V where I is the
top quintile).
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1.1.4. Reference Groups

A reference group is defined as "a group whose presumed
perspectives or values are being used by an individual as the
basis for his or her judgment, opinions, and actions." Reference
groups are important because they are used to guide an
individual’s attitudes, beliefs and values. Insights into how
consumers acquire a given value system can obtained from an
understanding of group influence and group socialisation
processes.

A number of distinct types of reference groups can be
identified:

Aspirational groups refer to a group to which an
individual does not currently belong, but possibly aspires to
become a member because the group possesses characteristics
which are admired.

Associative Reference Groups refers to a group or groups
to which an individual belongs, such as friends, family and
work groups that can exert a positive influence on consumers.

Disassociative Reference Groups - a group which has a
negative 1image; individuals may disapprove of the
disassociative group's values, attitudes or behaviours and may
seek to distance themselves from such groups.

Opinion Leaders can exert considerable social influence
because of their product knowledge, expertise and credibility. In
the marketing literature, opinion leaders are also known as
influencers, mavens and even hubs. Opinion leaders are specific
to a product category, so that an opinion leader for computers is
not likely to be an opinion leader for fashion. Typically, opinion
leaders have high levels of involvement with the product
category, are heavy users of the category and tend to be early
adopters of new technologies within the category. Journalists,
celebrities and bloggers are good examples of an opinion leader
due to their broad social networks and increased ability to
influence people’s decisions. Indeed, recent evidence suggests
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that bloggers may be emerging as a more important group of
opinion leaders than celebrities.

In order to leverage the value of opinion leaders in
marketing strategies, it is important to be able to identify the
unique opinion leaders for each category or situation and this
can be very challenging. Some techniques that can be used are
through key informants, socio-metric techniques and self-
questionnaires. More often, however, marketers use gut instinct
to identify opinion leaders. For example, marketers of athletic
shoes have been known to provide gym/ aerobic instructors with
free shoes in the hope that class members will adopt the same
brand as the instructor. Marketers of cosmetics and skincare
preparations regularly provide fashion editors with free
samples in the hope that their products will be mentioned in
fashion magazines.

1.2. Research Objectives and Hypotheses

Research Objective-1: To find out the discrepancy gap
between the perception of male tourists and female tourists
visiting North India for the factors that influence External
Information Search.

Alternate Hypothesis (H1)-1: There is discrepancy gap
between the perception of male tourists and female tourists
visiting North India for the factors that influence External
Information Search.

Null Hypothesis (H0)-1: There is no discrepancy gap between
the perception of male tourists and female tourists visiting
North India for the factors that influence External Information
Search.

Research Objective-2: To find out the association between
the Age of the tourists visiting North India and the factors that
influence External Information Search.
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Alternate Hypothesis (H1)-2: There is association between the
Age of the tourists visiting North India and the factors that
influence External Information Search
Null Hypothesis (HO0)-2: There is no association between the
Age of the tourists visiting North India and the factors that
influence External Information Search.

2. LITERATURE REVIEW

2.1. Destination

Destinations can be regarded as any well-defined geographical
area such as a continent, a region, a country, a town or an
attraction (Hall 2000; Ritchie and Crouch 2003). They are an
important symbol and a means of attracting tourists (Ko 2005).
They are viewed away from home places (Ryan 2005) where
people travel to enjoy the products and services (such as
accommodation, attractions, events and other tourist facilities)
which provide different experiences for the tourists to enjoy
(Buhalis 2000; Ritchie and Crouch 2003). These destinations
are therefore critical to the tourist experiences.

2.2. Tourist Behaviours

It has been observed that the complete image of the destination
is significant not only on the destination choice process but also
on tourist behaviours in common (Ashworth & Goodall, 1988;
Bigné, Sanchez, & Sanchez, 2001). The intents to revisit the
destination and to spread a positive word-of-mouth have been
the two most significant behavioural costs in destination image
and post-consumption behaviour studies. The intention to
revisit has been extensively studied in tourism research for its
signal of customer loyalty. In the marketing discipline, the
concept of customer retention has been widely emphasized
because attracting new customers is more affluent than
retaining existing customers (Rosenberg & Czepiel, 1984).
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2.3. Engel-Kollat-Blackwell Model

This model was created to describe the increasing, fast-growing
body of knowledge concerning consumer behavior. This model,
like in other models, has gone through many revisions to
improve its descriptive ability of the basic relationships
between components and sub-components, this model consists
also of four stages;

First stage: decision-process stages

The central focus of the model is on five basic decision-process
stages: Problem recognition, search for alternatives, alternate
evaluation (during which beliefs may lead to the formation of
attitudes, which in turn may result in a purchase intention)
purchase, and outcomes. But it is not necessary for every
consumer to go through all these stages; it depends on whether
it is an extended or a routine problem-solving behavior.

Information Variables Influencing
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Second stage: Information input

At this stage the consumer gets information from marketing
and non-marketing sources, which also influence the problem
recognition stage of the decision-making process. If the
consumer still does not arrive to a specific decision, the search
for external information will be activated in order to arrive to a
choice or in some cases if the consumer experience dissonance
because the selected alternative is less satisfactory than
expected.

Third stage: information processing

This stage consists of the consumer’s exposure, attention,
perception, acceptance, and retention of incoming information.
The consumer must first be exposed to the message, allocate
space for this information, interpret the stimuli, and retain the
message by transferring the input to long-term memory.

Fourth stage: variables influencing the decision process
This stage consists of individual and environmental influences
that affect all five stages of the decision process. Individual
characteristics include motives, values, lifestyle, and
personality; the social influences are culture, reference groups,
and family. Situational influences, such as a consumer’s
financial condition, also influence the decision process.

This model incorporates many items, which influence consumer
decision-making such as values, lifestyle, personality and
culture. The model did not show what factors shape these
items, and why different types of personality can produce
different decision-making? How will we apply these values to
cope with different personalities? Religion can explain some
behavioral characteristics of the consumer, and this will lead to
better understanding of the model and will give more
comprehensive view on decision-making.
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2.4. Other Literature Review related to Tourist
Behaviour

Cronin and Taylor (1992); suggest that consumer satisfaction
has even greater effect on purchase intentions than service
quality. However, in the leisure and tourism context loyalty to a
destination i1s a more complex notion and is not always
dependent on customer satisfaction.

Hu and Ritehie (1993); observed that attractiveness of a
destination is based on the feelings, beliefs and opinions of
tourists about the perceived capacity of destination to provide
satisfaction.

Costa and Ferrone (1995);observed that choosing the
travel destination is a very important and long-way decision
process for the tourist, and understanding of the factors that
influence decision-choice process is extremely important for the
tourism industry. In order to stay competitive in this very
competitive industry, tourism organizations should understand
the decision process of their tourists that can be divided into
different target markets.

Chaudhary (2002);Studies on gap analysis between
perceptions and expectations on different attributes, perceived
attractiveness of a destination depends on the psychological
and social economic characteristics of tourists; hence different
tourists gave different weightage to the various factors on the
basic of their socioeconomic background.

Choi et al (2004); investigate on tourist information
preferences both from the point of content and source of
information.

According to the travel and Tourism competitiveness
report brought out by the World Economic Forum (2009);
India’s share in International tourist arrivals; which was 0.34%
in 2002, has increased to 0.49% during 2005 and is expected to
reach 15% by 2010. India is ranked in the Asia-Pacific region
and 62nd overall in a list of 133 assessed countries in 2008; up
three places since 2007.The states of Rajasthan, Kerala and
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Himachal Pradesh have promoted their tourist spots on a
worldwide basis. Other tourist destinations are coming up.
Recently the Indian tourism industry has specified tourism
policy which is based on certain core nationalistic ideals and
standards, i.e. Swagat or welcome, Sahyog or co-operation,
Soochna or Information, Samrachna or Infrastructure, Suvidha
or facilities, Safaai or Cleanliness and Suraksha or Security.

3. RESEARCH METHODOLOGY

This chapter defines the research design, research objectives,
population samples, data collection procedures and the
techniques of data analysis for examining the factors that affect
choice of destination within northern region of India. This
research is exploratory in nature. A survey was designed to
measure the perceptions of tourists visiting northern region of
India (Uttar Pradesh, Uttarakhand, Himachal Pradesh, Jammu
& Kashmir, Haryana & Punjab), with the help of the
questionnaires and schedules using close ended dichotomous
questions, multiple choice questions, five point LIKERT scale
such as strongly agree-1, agree-2, neutral-3, disagree-4, and
strongly disagree-5.

To collect information / data for the research purpose we
have used convenient sampling technique. The target
population, to which I would like to draw inferences, comprises
the tourists visiting northern region of India, The total Sample
size was of 507 tourists. For the analysis of the data, IBM SPSS
Statistics 22 version software has been used to perform
Frequency analysis with Pie charts.
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4. DATA ANALYSIS, INTERPRETATION & FINDINGS

4.1. Demographic Analysis

Table- 1.: Age
age
Frequency  [Percent [Valid Percent Cumulative Percent
20-30 years 160 31.6 31.6 31.6
31-40 years 251 49.5 49.5 81.1
41-50 years 63 12.4 12.4 93.5
\Valid 51-60 years 16 3.2 3.2 96.6
More than 60[17 3.4 3.4 100.0
lyears
Total 507 100.0 100.0

Interpretation & Findings:

B 20-30 years
B 31-40 years
04150 years
W 51-60 years
Olmore than 60 years

From the above crosstab, it can be said that out of total 507
respondents (tourists), 31.6% respondents belong to 20-30 age
group, 49.5% respondents belong to 31-40 age group, 12.4%
respondents belong to 41-50 age group, 3.2% respondents

belong to 51-60 age group and 3.4% respondents belong to more
than 60 age group.

Table- 2.: Gender

Gender
Frequency Percent \Valid Percent Cumulative Percent
Male 356 70.2 70.2 70.2
\Valid |[Female 151 29.8 29.8 100.0
Total 507 100.0 100.0
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Gender

Eitale
EFemale

Interpretation & Findings:

From the above crosstab, it can be said that out of total 507
respondents (tourists), 70.2% respondents were females and
29.8% respondents were males.

Table- 3.: Marital Status

Marital Status
[Frequency Percent \Valid Percent Cumulative Percent
Single 295 58.2 58.2 58.2
Valid Married [194 38.3 38.3 96.4
Other 18 3.6 3.6 100.0
Total 507 100.0 100.0

Marrital_status

Wsinge
W warried
DOother

Interpretation & Findings:
From the above crosstab, it can be said that out of total 507
respondents (tourists), 58.2% respondents were singles, 38.3%
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respondents were married and 3.6% respondents belong to
other category.

4.2. Analysis: Gender based information search

Analysis: T-Test: Male & Female: External Information
Search

The Independent T Test compares the means of two variables.
It computes the difference between the two variables for each
case, and tests to see if the average difference is significantly
different from zero.

Following is sample output of a T test. We compared the
mean test scores of the factors of external information
search of male tourists and female tourists in order to see
whether there is any significant difference between the
perception / attitude of male tourists and female tourists.

Table- 4. Group Statistics
Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
Male 356 4.2051 .67559 .03581
Word of mouth Female [151  |4.5099 | 79051 06433
. Male 356 3.8371 71316 .03780
IRelatives
Female 151 4.0464 .79446 .06465
Mal 356 3.8933 .85571 .04535
Members of the family axe
Female 151 3.6689 1.03744 .08443
Male 356 2.6601 1.66139 .08805
ISpouse
Female 151 3.5298 1.34565 .10951
Mal 4.3202 1.11771 . 24
Choice of Children ae 356 320 il 059
Female 151 3.7020 1.26909 .10328
Female members of theMale 356 4.3258 1.06441 .05641
family Female 151 3.7550 1.16027 .09442
Male members of theMale 356 3.9944 1.17244 .06214
ffamily Female 151 3.0530 .97835 .07962
. Male 356 3.7360 .67382 .03571
[Friends
Female 151 3.3245 1.12279 .09137
c K Male 356 3.5169 .72946 .03866
oworkers Female [151  [3.0795  [1.04258 08484
. . Male 356 3.7079 .90323 .04787
Experience of my friends
Female 151 3.3709 1.14668 .09332
Experience of myMale 356 4.1264 1.03911 .05507
relatives Female 151 3.5364 191488 .07445
Social networki it Male 356 3.3680 1.05189 .05575
1. n 1K1n 1
ocial networking SIteS pemale  [151 32252 [1.07810 08773
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. Male 356 3.2472 1.22905 .06514
|Advertisements
Female 151 2.9934 1.23016 .10011
Table- 5. Independent Samples Test
Independent Samples Test
Levene's  Testit-test for Equality of Means
for Equality of|
[Variances
F Sig. t df Sig.
(2-tailed)
dof h Equal variances assumed 11.409 [.001 [4.411 [505 .000
Word of mout Equal variances not assumed -4.141  |247.308  |.000
. Equal variances assumed 774 380 [-2.919 505 .004
IRelatives -
Equal variances not assumed -2.794 |257.355  |.006
IMembers of thelEqual variances assumed 18.914 [.000 [2.529 505 .012
family Equal variances not assumed 2.341 240.596  |.020
Spouse Equal variances assumed 27.529 |.000 |-5.689 [505 .000
Equal variances not assumed -6.189  |345.623  |.000
Choice of Equal variances assumed 12.400 [.000 |5.466 505 .000
Children Equal variances not assumed 5.193 253.350  [.000
Female Equal variances assumed 3.998 .046 |5.374 505 .000
members of the| . 5.190 262.092  |.000
. Equal variances not assumed
family
IMale membersEqual variances assumed 5.134 .024 |3.668 505 .000
of the family [Equal variances not assumed 9.321 335.759  .000
Friends Equal variances assumed 121.265 [.000 [5.087 505 .000
Equal variances not assumed 4.194 197.382 000

Table- 6. Independent Samples Test

Independent Samples Test

t-test for Equality of Means

IMean Std. Error95% Confidence Interval of the|
Difference Difference Difference
ILower \Upper

I[Equal variances assumed -.30488 .06911 -.44066 -.16909
IWord of mouth -

[Equal variances not assumed -.30488 07362 -.44989 -.15987
Relatives I[Equal variances assumed -.20928 .07170 -.35014 -.06842

I[Equal variances not assumed -.20928 .07489 -.35675 -.06180
IMembers of thelEqual variances assumed 22438 .08871 .05009 139868
family IEqual variances not assumed 22438 .09584 .03560 141317

I[Equal variances assumed -.86969 115288 -1.17005 -.56932
Spouse [Equal variances not assumed -.86969 114052 -1.14607 -.59331
(Choice offEqual variances assumed 61824 111311 .39601 184047
(Children IEqual variances not assumed 61824 .11906 .38376 .85271
[Female [Equal variances assumed .57088 110622 136219 77957
members of the . .57088 110999 .35430 78745
ltamily IEqual variances not assumed
IMale members{Equal variances assumed 194140 110861 .72803 1.15478
lof the family [Equal variances not assumed 194140 .10100 74274 1.14007
Friends I[Equal variances assumed 41145 .08088 25255 .57036

[Equal variances not assumed 141145 .09810 121799 160492
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Table- 7. Independent Samples Test

Independent Samples Test
Levene's Test fort-test for Equality of Means
Equality of Variances
F Sig. It df Sig. (2
tailed)
Equal variances(8.726 .003 5.395 505 .000
c lassumed
o-workers Equal variances not| 4.691 214.845 000
lassumed
Equal variances|33.536 .000 3.534 505 .000
Experience of myjassumed
friends Equal variances not| 3.213 232.535 |.001
lassumed
Equal variances|.703 402 6.052 505 .000
Experience of myjassumed
irelatives Equal variances not| 6.371 318.740 000
lassumed
Equal variances|.807 .369 1.388 505 .166
Social  networkinglassumed
sites Equal variances not| 1.374 276.540 |.171
lassumed
Equal variances(2.445 1119 2.126 505 .034
. lassumed
Advertisements Equal variances not| 2.125 282.508 034
lassumed

Table- 8. Independent Samples Test

Independent Samples Test
t-test for Equality of Means
Mean Std.  Error95% Confidence Interval of
Difference |Difference |[the Difference
Lower Upper
Equal variances assumed 143738 .08107 127810 .59667
Co-workers -
Equal variances not assumed |43738 .09324 .25361 .62116
Experience ofl[Equal variances assumed .33700 .09535 .14966 .52435
my friends Equal variances not assumed |.33700 .10488 .13037 .54364
Experience of[Equal variances assumed .568998 .09749 .39845 78151
my relatives  [Equal variances not assumed | 58998 .09261 .40778 77218
Social Equal variances assumed 14281 .10292 -.05939 .34501
networking . 14281 .10395 -.06182 34744
sites Equal variances not assumed
AdvertisementaEqual variances assumed 25381 .11939 .01925 48838
Equal variances not assumed |.25381 111944 .01872 48891

Interpretation: Finally, we see the results of the T Test. We
should keep in mind that, this test is based on the difference
between the two variables. To the right of the T- Test,
Differences, we see the T, degrees of freedom, and significance.
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If the significance value is less than .05, there is a significant
difference.

If the significance value is greater than .05, there is no
significant difference.

Interpretation: It can be seen that there is no significant
difference between the males’ perception and females’
perception for Social Networking Sites so we can say that there
1s no difference between perception of male tourists &
Perception of female tourists.

As the significance value in case of social networking
sites is .166 when Equal variances assumed & .171 when Equal
variances not assumed, it shows that the significant value is
greater than .05, hence it can be said that there is no
significant difference.

So, it can be concluded that social networking sites
influences the choice of destination equally in case of males and
females.

It can be seen from the above table that other factors have

significant value less than .05, so, it can be concluded that there

1s significant difference between the perception of males and

perception of females for the following factors that influence

external information search of males and females respectively.
1. Word of mouth

Relatives

Members of the family

Spouse

Choice of Children

Female members of the family

Male members of the family

Friends

© X Nooe N

Co-workers
10. Experience of my friends
11. Experience of my relatives
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12. Advertisements

As our Research Objective-1, Hypotheses-1 were-
Research Objective-1: To find out the discrepancy gap
between the perception of male tourists and female tourists
visiting North India for the factors that influence External
Information Search.

Alternate Hypothesis (H1)-1: There is discrepancy gap
between the perception of male tourists and female tourists
visiting North India for the factors that influence External
Information Search.

Null Hypothesis (H0)-1: There is no discrepancy gap between
the perception of male tourists and female tourists visiting
North India for the factors that influence External Information
Search.

From the above findings, it can be concluded that
researcher was able to find out the discrepancy gap between the
perception of male tourists and female tourists visiting North
India for the factors that influence External Information
Search.

So, it can be said that our Alternate Hypothesis (H1)-
1 is accepted and our Null Hypothesis (H0)-1 is rejected,
hence it can be concluded that our Research Objective-1 is
fulfilled.

Analysis: Association between (Factors of External
Information Search) choice of destination influenced by
word of mouth and Age of respondents.

Table- 9. Crosstab: Word of mouth

Crosstab
Word of mouth Total
Strongly [Disagree [Don’t |Agree [Strongly|
disagree Know/Neutrall lAgree
90-30 years Count 0 6 17 37 100 160
% of Total 0.0% 1.2% 3.4% 7.3% 19.7% [31.6%
pee 10 yeurs | [C0UTE 2 o 4 153 |83 |5l
% of Total 0.4% 1.8% 0.8% 30.2% (16.4% [49.5%
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150 years OO0 0 o 0 37 |6 63
% of Total 0.0% 0.0% 0.0% 7.3% 5.1% 12.4%
51-60 years Count 0 (0] 0 16 0 16
% of Total 0.0% 0.0% 0.0% 3.2% 0.0% 3.2%
More than 60/Count 0 (0] 2 15 0 17
lyears % of Total 0.0% 0.0% 0.4% 3.0% 0.0% 3.4%
otal Count 2 15 23 258 209|507
% of Total 0.4% 3.0% 4.5% 50.9% [41.2% [100.0%
Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 41.2%

respondents strongly agreed, 50.9% respondents agreed, 4.5%

respondents were neutral, 3.0% respondents disagreed and
0.4% respondents strongly disagreed that ‘Word of mouth’ plays

role in decision making process of choice of destination for

tourism. Most of the Respondents in the age group of 31-40
years accepted that their choice of destination is influenced by

Word of mouth communication.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 10. Chi-Square Tests

Chi-Square Tests

\Value df [Asymp. Sig. (2-sided)
[Pearson Chi-Square 106.4242 16 .000
Likelihood Ratio 125.813 16 .000
Linear-by-Linear Association 9.514 1 .002
N of Valid Cases 507

a. 12 cells (48.0%) have expected count less than 5. The minimum expected count is .06.

Table-11. Symmetric Measures

Symmetric Measures

\Value |Approx. Sig.
Nominal by Nominal |Contingency Coefficient 417 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

. Using the asymptotic standard error assuming the null hypothesis.
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Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Count

o0

20.30vears  31-40years  41.50years 51.60yeara Morsthan 60
Gonrs

Analysis: Association between choice of destination
influenced by Relatives and Age of respondents.

Table- 12. Crosstab: Relatives

Crosstab
Relatives Total
Strongly [Disagree |[Don’t |Agree  [Strongly
disagree Know/Neutrall |Agree
20-30 years Count 6 10 49 79 16 160
% of Total  [1.2% 2.0% 9.7% 15.6% 3.2% 31.6%
Count 4 5 8 204 30 251
31-40 years - S > - - > -
% of Total  |0.8% 1.0% 1.6% 40.2% 5.9% 49.5%
Count 0 0 0 41 22 63
age 41-50 years > > - - p -
% of Total  |0.0% 0.0% 0.0% 8.1% 4.3% 12.4%
51-60 years Count 0 0 0 16 0 16
% of Total  |0.0% 0.0% 0.0% 3.2% 0.0% 3.2%
More than 60|Count 0 2 0 13 2 17
years % of Total  |0.0% 0.4% 0.0% 2.6% 0.4% 3.4%
Total Count 10 17 57 353 70 507
% of Total  [2.0% 3.4% 11.2% 69.6%  [13.8% 100.0%

Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 13.8%
respondents strongly agreed, 69.6% respondents agreed, 11.2%
respondents were neutral, 3.4% respondents disagreed and
2.0% respondents strongly disagreed that ‘Relatives’ plays role
in decision making process of choice of destination for tourism.
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HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze =» Descriptive Statistics = Crosstabs)

Most of the Respondents in the age group of 31-40 years
accepted that their choice of destination is influenced by their
relatives.

Table- 13. Chi-Square Tests

Chi-Square Tests

'Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 136.656 16 .000
ILikelihood Ratio 134.828 16 .000
[Linear-by-Linear Association 30.129 1 .000
N of Valid Cases 507
a. 12 cells (48.0%) have expected count less than 5. The minimum expected count is .32.

Table-14. Symmetric Measures

Symmetric Measures

Value IApprox. Sig.
Nominal by Nominal |Contingency Coefficient 461 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Count
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Analysis: Association between choice of destination
influenced by Members of the family and age of
respondents.

Table- 15. Crosstab: Members of the family

Members of the family Total
Strongly [DisagreeDon’t |Agree  |Strongly
disagree [Know/Neutrall |Agree
Count 4 18 93 34 11 160
20-30 years
% of Total  |0.8% 3.6% 18.3% 6.7% 2.2% 31.6%
Count 3 6 48 165 29 251
31-40 years
% of Total  |0.6% 1.2% 9.5% 32.6% [5.7% 49.5%
Count 0 0 2 0 61 63
pee [1-B0years ol 0.0%  0.0%  [0.4% 0.0% [120%  [12.4%
51.60 years Count 0 0 0 0 16 16
% of Total  [0.0% 0.0% 0.0% 0.0% 3.2% 3.2%
More than 60|Count 0 2 2 (o] 13 17
ears % of Total  |0.0% 0.4% 0.4% 0.0% 2.6% 3.4%
Total Count 7 26 145 199 130 507
% of Total  [1.4% 5.1% 28.6% 39.3%  [25.6% 100.0%

Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (Tourists), 25.6%
respondents strongly agreed, 39.3% respondents agreed, 28.6%
respondents were neutral, 5.1% respondents disagreed and
1.4% respondents strongly disagreed that ‘Members of the
family’ plays role in decision making process of choice of
destination for tourism. Most of the Respondents in the age
group of 31-40 years accepted that their choice of destination is
influenced by their members of the family.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)
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Table- 16. Chi-Square Tests
Chi-Square Tests

\Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 414.1492 16 .000
Likelihood Ratio 394.582 16 .000
ILinear-by-Linear Association 154.809 1 .000
N of Valid Cases 507

a. 12 cells (48.0%) have expected count less than 5. The minimum expected count is .22.

Table-17. Symmetric Measures

Symmetric Measures

Value |Approx. Sig.
Nominal by Nominal |Contingency Coefficient 671 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Count

Analysis: Association between choice of destination
influenced by spouse and age of respondents.

Table- 18. Crosstab: Spouse

Crosstab
Spouse Total
Strongly |Disagree{Don’t |Agree  [Strongly
disagree Know/Neutrall |Agree
90-30 years Count 14 36 60 37 13 160
% of Total 2.8% 7.1% 11.8% 7.3% 2.6% 31.6%
pee Count 147 14 32 16 42 251
Bl-dOyears  pr rotal  [20.0%  [2.8%  [6.3% 32% [8.8%  [49.5%
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41-50 years Count 4 0 (o] (0] 59 63

% of Total 0.8% 0.0% 0.0% 0.0% 11.6% 12.4%
51-60 years Count 0 0 (o] 0 16 16

% of Total 0.0% 0.0% 0.0% 0.0% 3.2% 3.2%
More than 60/Count 0 0 4 0 13 17
years % of Total 0.0% 0.0% 0.8% 0.0% 2.6% 3.4%

Total Count 165 50 96 53 143 507
% of Total 32.5% 9.9% 18.9% 10.5%  [28.2% 100.0%

Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (Tourists), 28.2%
respondents strongly agreed, 10.5% respondents agreed, 18.9%
respondents were neutral, 9.9% respondents disagreed and
32.5% respondents strongly disagreed that spouse plays role in
decision making process of choice of destination for tourism.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 19. Chi-Square Tests
Chi-Square Tests

\Value df Asymp. Sig. (2-sided)
[Pearson Chi-Square 405.6192 16 .000
Likelihood Ratio 399.488 16 .000
[Linear-by-Linear Association 54.831 1 .000
N of Valid Cases 507

a. 8 cells (32.0%) have expected count less than 5. The minimum expected count is 1.58.

Table- 20. Symmetric Measures

Symmetric Measures

Value |Approx. Sig.
Nominal by Nominal |C0ntingency Coefficient .667 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
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of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

100

Count

20.30years  31.d0years  41-50years 51.60years Morsthan 0
Vears

Analysis: Association between choice of destination
influenced by Choice of Children and age of respondents.

Table- 21. Crosstab: Choice of Children

Crosstab
Choice of Children Total
Strongly Disagree  [Don’t |Agree [Strongly
disagree [Know/Neutrall |Agree
9030 years Count 18 16 57 50 19 160
% of Total 3.6% 3.2% 11.2% 9.9% 3.7% 31.6%
Count 8 10 22 28 183 251
31-40 years —
% of Total 1.6% 2.0% 4.3% 5.5% 36.1% 49.5%
Count 2 2 0 0 59 63
age 41-50 years o B B > > 5 5
% of Total 0.4% 0.4% 0.0% 0.0% 11.6% 12.4%
51-60 years Count 0 0 0 0 16 16
% of Total 0.0% 0.0% 0.0% 0.0% 3.2% 3.2%
[More than 60/Count 0 0 2 2 13 17
ears % of Total 0.0% 0.0% 0.4% 0.4% 2.6% 13.4%
Total Count 28 28 81 80 290 507
% of Total 5.5% 5.5% 16.0% 15.8% 57.2% 100.0%

Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (Tourists), 57.2%
respondents strongly agreed, 15.8% respondents agreed, 16%
respondents were neutral, 5.5% respondents disagreed and
5.5% respondents strongly disagreed that ‘Choice of Children’
plays role in decision making process of choice of destination for
tourism.
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HO: The two factors are independent.
H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table-22. Chi-Square Tests
Chi-Square Tests

Value daf IAsymp. Sig. (2-sided)
[Pearson Chi-Square 212.8782 16 .000
ILikelihood Ratio 249.058 16 .000
[Linear-by-Linear Association 91.297 1 .000
N of Valid Cases 507

a. 10 cells (40.0%) have expected count less than 5. The minimum expected count is .88.

Table- 23. Symmetric Measures

Symmetric Measures

Value IApprox. Sig.
Nominal by Nominal |Contingency Coefficient .544 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Count

Analysis: Association between choice of destination
influenced by Female members of the family and age of
respondents.
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Table- 24. Crosstab: Female members of the family

Crosstab
Female members of the family Total
Strongly [Disagree |[Don’t lAgree  [Strongly
disagree Know/Neutrall lAgree
Count 4 42 36 53 25 160
20-30 years - - S p p > -
% of Total |0.8% 8.3% 7.1% 10.5% [4.9% 31.6%
31-40 years Count 3 8 38 25 177 251
% of Total |0.6% 1.6% 7.5% 4.9%  [34.9% 49.5%
Count 0 2 0 6 55 63
pee  (1-0years ol rrtal 0.0%  [0.4%  [0.0% 12% [10.8%  [12.4%
Count 0 0 0 0 16 16
51-60 years
% of Total |0.0% 0.0% 0.0% 0.0%  [3.2% 3.2%
More than 60|Count 2 0 2 0 13 17
years % of Total 10.4% 0.0% 0.4% 0.0% [2.6% 3.4%
Total Count 9 52 76 84 286 507
% of Total (1.8% 10.3% 15.0% 16.6% [56.4% 100.0%

Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (tourists), 56.4%
respondents strongly agreed, 16.6% respondents agreed, 15%
respondents were neutral, 10.3% respondents disagreed and
1.8% respondents strongly disagreed that ‘Female members
of the family’ plays role in decision making process of choice of
destination for tourism.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table-25. Chi-Square Tests

Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
Pearson Chi-Square 202.2302 16 .000
Likelihood Ratio 222.955 16 .000
[Linear-by-Linear Association 77.355 1 .000
N of Valid Cases 507
a. 11 cells (44.0%) have expected count less than 5. The minimum expected count is .28.
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Table- 26. Symmetric Measures
Symmetric Measures

Value |Approx. Sig.
Nominal by Nominal |Contingency Coefficient .534 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Count

Analysis: Association between choice of destination
influenced by Male members of the family and age of
respondents.

Table- 27. Crosstab: Male members of the family

Crosstab
IMale members of the family Total
Strongly [Disagree [Don’t |Agree  [Strongly
disagree [Know/Neutrall lAgree
90-30 years Count 8 30 57 37 28 160
% of Total  |1.6% 5.9% 11.2% 7.3% 5.5% 31.6%
31-40 years Count 5 45 22 34 145 251
% of Total  |1.0% 8.9% 4.3% 6.7% 28.6% 49.5%
Count 0 20 2 41 0 63
age [41-50 years
% of Total  |0.0% 3.9% 0.4% 8.1% 0.0% 12.4%
Count 0 0 0 16 0 16
51-60 years
% of Total  |0.0% 0.0% 0.0% 3.2% 0.0% 3.2%
More than 60|Count 0 4 (0] 13 0 17
years % of Total  |0.0% 0.8% 0.0% 2.6% 0.0% 3.4%
Total Count 13 99 81 141 173 507
% of Total  [2.6% 19.5% 16.0% 27.8% [34.1% 100.0%
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Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (tourists), 34.1%
respondents strongly agreed, 27.8% respondents agreed, 16.0%
respondents were neutral, 19.5% respondents disagreed and
2.6% respondents strongly disagreed that “male members of
the family” plays role in decision making process of choice of
destination for tourism.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Sauare Test (Analvze = Descriptive Statistics = Crosstabs)

Table- 27. Chi-Square Tests
Chi-Square Tests

Value Df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 255.9052 16 .000
ILikelihood Ratio 267.202 16 .000
[Linear-by-Linear Association 2.933 1 .087
N of Valid Cases 507

a. 10 cells (40.0%) have expected count less than 5. The minimum expected count is .41.

Table-28. Symmetric Measures

Symmetric Measures

\Value |Approx. Sig.
Nominal by Nominal |Contingency Coefficient .579 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.
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Analysis: Association between choice of destination
influenced by Friends and age of respondents.
Table- 29. Crosstab: Friends
Crosstab
Friends Total
Strongly [Disagree [Don’t lAgree  [Strongly
disagree Know/Neutrall |Agree
Count 9 26 46 59 20 160
20-30 years - S 5 o 5 > >
% of Total |1.8% 5.1% 9.1% 11.6% 3.9% 31.6%
51-40 years Count 0 34 26 182 9 251
% of Total |0.0% 6.7% 5.1% 35.9% 1.8% 49.5%
Count 0 0 2 57 4 63
pee  [L-b0years Lol 0.0%  [0.0%  [0.4% 11.2%  0.8%  [12.4%
51-60 years Count 0 0 (0] 16 0 16
% of Total |0.0% 0.0% 0.0% 3.2% 0.0% 3.2%
More than 60/Count 0 4 0 13 0 17
lyears % of Total |0.0% 0.8% 0.0% 2.6% 0.0% 3.4%
Total Count 9 64 74 327 33 507
% of Total |1.8% 12.6% 14.6% 64.5% 6.5% 100.0%

Interpretation & Findings: from the above crosstab, it can
said that out of total
respondents strongly agreed, 64.5% respondents agreed, 14.6%

507 respondents (tourists), 6.5%

respondents were neutral, 12.6% respondents disagreed and
1.8% respondents strongly disagreed that friends plays role in

decision making process of choice of destination for tourism.
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HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 30. Chi-Square Tests

Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 114.218 16 .000
Likelihood Ratio 130.977 16 .000
Linear-by-Linear Association 18.817 1 .000
N of Valid Cases 507

a. 12 cells (48.0%) have expected count less than 5. The minimum expected count is .28.

Table-31. Symmetric Measures

Symmetric Measures

Value |Approx. Sig.
Nominal by Nominal ‘Contingency Coefficient 1429 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Analysis: Association between choice

Count

Bar Chart

of destination

influenced by Co-workers and age of respondents.
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Table-32. Crosstab: Co-workers

Crosstab
Co-workers Total
Strongly [Disagree [Don’t |Agree  [Strongly
disagree Know/Neutrall Agree
Count 12 34 59 37 18 160
20-30 years - S S S - - -
% of Total |2.4% 6.7% 11.6% 7.3% 3.6% 31.6%
31-40 years Count 4 11 65 162 9 251
% of Total |0.8% 2.2% 12.8% 32.0% [1.8% 49.5%
Count 0 0 39 24 0 63
pee AL-b0years Lol 0.0%  0.0%  [17% 7% [0.0% 12.4%
Count 0 0 16 0 0 16
51-60 years
% of Total [0.0% 0.0% 3.2% 0.0% 0.0% 3.2%
More than 60/Count 2 0 15 0 0 17
lyears % of Total |0.4% 0.0% 3.0% 0.0% 0.0% 3.4%
Total Count 18 45 194 223 27 507
% of Total (3.6% 8.9% 38.3% 44.0%  |5.3% 100.0%

Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 5.3%
respondents strongly agreed, 44% respondents agreed, 38.3%
respondents were neutral, 8.9% respondents disagreed and
3.6% respondents strongly disagreed that ‘Co-workers’ plays
role in decision making process of choice of destination for
tourism.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 33. Chi-Square Tests

Chi-Square Tests

\Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 175.994a 16 .000
Likelihood Ratio 187.962 16 .000
Linear-by-Linear Association .018 1 .893
N of Valid Cases 507

a. 8 cells (32.0%) have expected count less than 5. The minimum expected count is .57.
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Table- 34. Symmetric Measures

Symmetric Measures

\Value |Approx. Sig.
Nominal by Nominal ‘Contingency Coefficient .508 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.

Bar Chart

Analysis: Association between choice of destination

influenced by Experience of my friends and age of
respondents.

Table- 35. Crosstab: Experience of my friends

Crosstab
Experience of my friends Total
Strongly  [Disagree [Don’t |Agree [Strongly
disagree Know/Neutrall |Agree
Count 12 38 45 49 16 160
20-30 years
% of Total 2.4% 7.5% 8.9% 9.7%  [3.2% 31.6%
Count 6 28 29 161 27 251
Bld0years o Total  |1.2% 5.5% 5.1% 31.8% [5.3%  [49.5%
Count 0 0 2 37 24 63
pee  (H-D0years o tal [0.0% 0.0% 0.4% 73% [47%  [12.4%
Count 0 0 0 16 0 16
51-60 years
% of Total 0.0% 0.0% 0.0% 3.2%  [0.0% 3.2%
More than 60/Count 0 2 (0 15 0 17
years % of Total 0.0% 0.4% 0.0% 3.0% 0.0% 3.4%
Total Count 18 68 76 278 67 507
% of Total 3.6% 13.4% 15.0% 54.8% [13.2% 100.0%
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Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 13.2%
respondents strongly agreed, 54.8% respondents agreed, 15%
respondents were neutral, 13.4% respondents disagreed and
3.6% respondents strongly disagreed that ‘Experience of my
friends’ plays role in decision making process of choice of
destination for tourism.

HO: The two factors are independent.
H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 40. Chi-Square Tests
Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 133.8542 16 .000
Likelihood Ratio 143.900 16 .000
[Linear-by-Linear Association 48.846 1 .000
N of Valid Cases 507

a. 9 cells (36.0%) have expected count less than 5. The minimum expected count is .57.

Table-41. Symmetric Measures

Symmetric Measures

Value |Approx. Sig.
Nominal by Nominal |C0ntingency Coefficient 457 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.
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Analysis:
influenced by Experience of my relatives

respondents.

150
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More than 60
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Table- 42. Crosstab: Experience of my relatives

Association between choice of

destination
and age of

Crosstab
Experience of my relatives Total
Strongly [Disagree [Don’t |Agree [Strongly
disagree Know/Neutrall |Agree
20-30 years Count 3 41 52 41 18 160
% of Total 1.6% 8.1% 10.3% 8.1% [3.6% 31.6%
31-40 years Count 0 4 43 52 152 251
% of Total 0.0% 0.8% 8.5% 10.3% 130.0% 149.5%
Count 0 (o] 2 43 18 63
age [41-50 years " - > p - > p
% of Total 0.0% 0.0% 0.4% 8.5% 3.6% 12.4%
Count 0 (o] (o] 16 0 16
51-60 years " - > > S > -
% of Total 0.0% 0.0% 0.0% 3.2%  [0.0% 3.2%
More than 60/Count 0 2 0 13 2 17
years % of Total 0.0% 0.4% 0.0% 2.6% [0.4% 3.4%
Total Count 8 47 97 165 190 507
ota % of Total  |1.6% 9.3% 19.1% 32.5% [37.5%  [100.0%

Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 37.5%
respondents strongly agreed, 32.5% respondents agreed, 19.1%

respondents were neutral, 9.3% respondents disagreed and

1.6% respondents strongly disagreed that ‘Experience of my

relatives’ plays role in decision making process of choice of

destination for tourism.
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HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 43. Chi-Square Tests

Chi-Square Tests

Value df |Asymp. Sig. (2-sided)
Pearson Chi-Square 262.7322 16 .000
Likelihood Ratio 270.548 16 .000
[Linear-by-Linear Association 47.016 1 .000
N of Valid Cases 507
a. 9 cells (36.0%) have expected count less than 5. The minimum expected count is .25.

Table- 44. Symmetric Measures

Symmetric Measures

\Value IApprox. Sig.
Nominal by Nominal |Contingency Coefficient .584 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.
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Analysis: Association between choice of destination
influenced by Social networking sites and age of
respondents.

Table- 45. Crosstab: Social networking sites

Crosstab
Social networking sites Total
Strongly Disagree  |Don’t |Agree Strongly
disagree [Know/Neutrall lAgree
20-30 years Count 6 48 52 32 22 160
% of Total 1.2% 9.5% 10.3% 6.3% 4.3% 31.6%
31-40 years Count 2 26 31 177 15 251
% of Total 0.4% 5.1% 6.1% 34.9% 3.0% 149.5%
age 141-50 years Count 0 39 0 4 20 63
% of Total 0.0% 7.7% 0.0% 0.8% 3.9% 12.4%
51-60 years Count 0 16 0 0 0 16
% of Total 0.0% 3.2% 0.0% 0.0% 0.0% 3.2%
IMore than 60|Count 2 13 2 0 0 17
[years % of Total 0.4% 2.6% 0.4% 0.0% 0.0% 3.4%
Motal Count 10 142 85 213 57 507
% of Total 2.0% 28.0% 16.8% 42.0% 11.2% 100.0%

Interpretation & Findings: from the above crosstab, it can
said that out of total 507 respondents (tourists), 11.2%
respondents strongly agreed, 42% respondents agreed, 16.8%
respondents were neutral, 28% respondents disagreed and 2%
respondents strongly disagreed that ‘Social networking sites’
plays role in decision making process of choice of destination for
tourism.

HO: The two factors are independent.
H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)
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Table-46. Chi-Square Tests
Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
[Pearson Chi-Square 286.3322 16 .000
Likelihood Ratio 295.427 16 .000
Linear-by-Linear Association 16.175 1 .000
N of Valid Cases 507

a. 11 cells (44.0%) have expected count less than 5. The minimum expected count is .32.

Table-47. Symmetric Measures

Symmetric Measures

Value IApprox. Sig.
Nominal by Nominal |Contingency Coefficient .601 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Bar Chart

Count.

10|

2030 years  I140years  A1-30years  5160years  Mors than 60
il

Analysis: Association between choice of destination
influenced by Advertisements and age of respondents.

Table-48. Crosstab: Advertisements

Crosstab
IAdvertisements Total
Strongly [Disagree [Don’t lAgree [Strongly
disagree Know/Neutrall lAgree
Count 5 34 66 39 16 160
20-30 years
% of Total 1.0% 6.7% 13.0% 7.7% 3.2% 31.6%
Count 11 10 55 160 15 251
31-40 years
% of Total 2.2% 2.0% 10.8% 31.6% [3.0% 49.5%
Count 37 2 0 6 18 63
age |41-50 years
% of Total 7.3% 0.4% 0.0% 1.2% 3.6% 12.4%
51-60 Count 16 0 0 0 (0] 16
PUYERE o of Total  [3.2%  [0.0% 0.0% 0.0% 0.0%  [3.2%
More than 60/Count 15 2 0 0 0 17
years % of Total  |3.0% 0.4% 0.0% 0.0%  [0.0% 3.4%
Total Count 84 48 121 205 49 507
otal
% of Total  [16.6% 9.5% 23.9% 40.4% 9.7% 100.0%
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Interpretation & Findings: From the above crosstab, it can
said that out of total 507 respondents (tourists), 9.7%
respondents strongly agreed, 40.4% respondents agreed, 23.9%
respondents were neutral, 9.5% respondents disagreed and
16.6% respondents strongly disagreed that ‘Advertisements’
plays role in decision making process of choice of destination for

tourism.

HO: The two factors are independent.

H1: The two factors are not independent (associated).

Tool Used: Chi Square Test (Analyze = Descriptive Statistics = Crosstabs)

Table- 49. Chi-Square Tests
Chi-Square Tests

\Value df IAsymp. Sig. (2-sided)
Pearson Chi-Square 408.9272 16 .000
Likelihood Ratio 366.947 16 .000
Linear-by-Linear Association 71.423 1 .000
N of Valid Cases 507

a. 8 cells (32.0%) have expected count less than 5. The minimum expected count is 1.51.

Table- 50. Symmetric Measures
Symmetric Measures

\Value |Approx. Sig.
Nominal by Nominal |Contingency Coefficient .668 .000
N of Valid Cases 507

a. Not assuming the null hypothesis.

b. Using the asymptotic standard error assuming the null hypothesis.

Interpretation & Findings: From the table we find out that
asymptotic significance for Pearson Chi Square comes out to be
0.000 (less than 0.05) so we reject null hypothesis at 5% level
of significance. Hence it can be concluded that two variables
are associated.
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Bar Chart

As our Research Objective-2, Hypotheses-2 were-
Research Objective-2: To find out the association between
the Age of the tourists visiting North India and the factors that
influence External Information Search.

Alternate Hypothesis (H1)-2: There is association between the
Age of the tourists visiting North India and the factors that
influence External Information Search

Null Hypothesis (H0)-2: There is no association between the
Age of the tourists visiting North India and the factors that
influence External Information Search.

From the above findings, it can be concluded that researcher
was able to find out the discrepancy gap between the perception
of male tourists and female tourists visiting North India for the
factors that influence External Information Search.

So, it can be said that our Alternate Hypothesis (H1)-2 is
accepted and our Null Hypothesis (H0)-2 is rejected,
hence it can be concluded that our Research Objective-2 is
fulfilled.

CONCLUSION & FINDINGS
Findings of T-test: External Information Search

Difference between the perception of males and females
for the factors that influence external information.

e It can be seen that there is no significant difference

between the males’ perception and females’ perception
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© X Nooe D

for Social Networking Sites so we can say that there is
no difference between perception of male tourists &
Perception of female tourists.

As the significance value in case of social networking
sites is .166 when Equal variances assumed & .171 when
Equal variances not assumed, it shows that the
significant value is greater than .05, hence it can be said
that there is no significant difference.

So, it can be concluded that social networking sites
influences the choice of destination equally in case of
males and females.

It can be seen from the above table that other factors
have significant value less than .05, so, it can be
concluded that there is significant difference between
the perception of males and perception of females for the
following factors that influence external information
search of males and females respectively.

Word of mouth

Relatives

Members of the family

Spouse

Choice of Children

Female members of the family

Male members of the family

Friends

Co-workers

10. Experience of my friends

11. Experience of my relatives

12. Advertisements

Findings of Chi Square Test: External Information
Search

There is statistically significant association between Factors of
External Information Search that influence the choice of
tourism destination of the tourists that visited northern
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region of India. Following were the factors of external
information search-

e  Word of mouth

e Choice of Children

e Female members of the family

o Male members of the family

o Friends

e Relatives

e Members of the family

e Spouse

e Experience of my friends

e Experience of my relatives

o Co-workers

e Social networking sites

e Advertisements

Tourists select Northern region of India mainly because of
aforementioned factors that motivate them to visit.

There is statistically significant association between
Factors of Internal Information Search that influence the
choice of tourism destination of the tourists that visited
northern region of India. Following were the factors of Internal
Information Search-

e My previous experience

e My knowledge

e My Religious values

e My religion

e My belief & values

e My cultural and traditional values
e My Moral values

On the basis of the above findings of the study on ‘External
Information Search influencing tourists decision regarding
choice of destination tourism in Northern region of India, it can
be concluded that brand promotion of tourism destination must
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be done in such a way so that tourists may recall it whenever
they want, it means that’ promotions should be so attractive
that it could be recalled.

Indians are basically religious people, so spiritual
destinations must be promoted as per the spiritual needs of
tourists. Religious festivals and their dates or season must be
emphasized upon.

The results of this empirical study on Northern region of
India tourism brand promotion leads to the conclusion that
Northern region of India tourism brand promotion measures
are effective in positioning Northern region of India as a
powerful tourism destination brand. This has been justified
very well by the results of tourism brand image, tourism brand
loyalty, tourism brand awareness and various tourism product
attributes.

The brand promotion measures adopted by government
and private entrepreneurs helped to transform the state into a
powerful tourism destination brand. Tourists viewed Northern
region of India as a destination with nature based attractions.
This image may be developed due to the positioning of the state
as a destination blessed by nature through the campaign
‘spiritual country’. Northern region of India is considered as a
safe destination with well-behaved hosts. The destination brand
has the potential to evoke an emotional attachment among
tourists. The positive brand image and brand loyalty towards
Northern region of India tourism is influential in bringing more
tourists to the destination.

5.1. RECOMMENDATIONS & MANAGERIAL
IMPLICATIONS

The abovementioned findings and conclusion must be seen as
opportunities in destination tourism sector in the changing
situations, which also demand marketing plans by the
concerned authorities to influence the external information
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search of the tourists and to face them effectively & avail of the
opportunities to its full potential. In short these specific issues
of marketing strategy for northern region states are:

. A new market strategy is needed which must be
driven by new ideas and with the tune of business
environment;

+  Efforts should also be taken to concentrate more on
the untapped and unexplored potential of tourism sector like
religious tourism. The major pilgrimage centres of Northern
region of India must be developed and given publicity in order
to promote pilgrim tourism. The practice of marketing and
branding tourist destinations is becoming a widely recognized
practice among tourism marketing organizations.

The findings of present research study have substantial
implications on private, public and governmental sectors that
manage the tourism operations in order to maximize the
influence on external information search. The study provides
useful primary data that can guide research students and
supervise academics interested in tourism destination
marketing.
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